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ABSTRACT 

Direct Marketing has gained increasing popularity 

and importance during recent years in Hong Kong. Both 

macro and micro market forces seem to work towards this 

sophisticated marketing strategy. Yet, systematic study 

and research on the subject in the local marketplace 

has been scarce or has been oriented unidimensionally• 

In this research project, the authors attempt to 

explore the development of Direct Marketing in Hong 

Kong in general and in the financial services industry 

in particular, from a multi-diinensional perspective 

(societal forces, marketers and" consumers) and with 

emphasis on the real situation data rather than a 

theoretical framework. 

From the macro viewpoint, there is increasing 

evidence of "Third Wave" forces in the local society, 

moving towards further de-massification and 

differentiation among the population. Interpreting 

various sources of demographic data, the authors try to 

summarize and explain these forces. By the nature of 

its characteristics as defined by the authors, namely 

accountability, relationship marketing and objectivity, 

Direct Marketing is destined to maximize 
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cost-effectiveness of the marketing effort. The 

graduate card program is presented to illustrate the 

success achieved through careful planning, targeting 

and implementation. Faced with increasing intensive 

competition, Direct Marketing is definitely one of the 

most important alternatives to be considered by the 

marketers. 

The financial services industry is one of the most 

active users of Direct Marketing. Through a mail survey 

to major credit card companies and personal interviews 

with two marketing managers, the authors are able to 

delineate the development strategy, major difficulties, 

and managers‘ attitudes toward Direct Marketing. The 

results, though by no means conclusive to the industry, 

do provide important implications on the forces and 

constraints acting on Direct Marketing. People from the 

supportive agencies are also interviewed to enhance 

understanding of the dynamics of the market conditions. 

Any marketing strategy will operate in vain if it 

does not take into account the needs of consumers. 

Thus, a survey in the form of a questionnaire is 

conducted to investigate consumers• attitudes and 

behaviour towards direct mail, which is the most 

dominant Direct Marketing program used in Hong Kong. 
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With a sample size of 363 respondents, the authors are 

able to highlight some relationships that are 

statistically significant. 

By combining the studies of these three 

dimensions, the authors have come up with several 

recommendations for the financial services industry to 

further increase the cost-effectiveness of Direct 

Marketing activities, in consideration of constraints, 

consumer behaviour and opportunities provided by cable 

TV. 
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(3) An efficient postal, communication and delivery 

system which makes Direct Marketing more viable than 

ever； and 

(4) Rapid advancements in computer, printing and 

electronic media technology, to name but a few. 

These major trends of development have been fully 

explored and discussed by sociologists and have 

received attention from marketers who see the need to 

devise more sophisticated marketing techniques to 

replace the mass-oriented marketing strategies. Thus 

comes Direct Marketing, but no longer in the classical 

sense of simple mail order catalogues. In the preface 

of MaxiMarketinq, the authors describe, “ It (Direct 

Marketing) is something quite different -- a whole new 

direction in marketing strategy, a new way of 

advertising, selling and thinking -- which is affecting 

and will increasingly affect not just direct marketers, 
� 

but all providers of advertised goods and services.” 

(Rapp & Collins, preface vi) 

The Third Wave 

The notion of "market segmentation" is a central 
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phenomenon to Direct Marketing. The growing 

differentiation among people, as versus mass society, 

is explored with details by Alvin Toffler in his book, 

The Third Wave (Alvin Toffler defines the First Wave as 

the agricultural revolution and the Second Wave as the 

industrial revolution). Start with the search for a 

new, reusable energy base, a new techno-sphere, with 

major emphasis on computer and electronic industries, 

and a group of techno-rebels, who advocate more hi-tech 

yet more humane-basis production, will emerge. Media, 

once called mass media, is also de-massified. The 

de-massification of media is, on the one hand, 

responding to the rising demand for special interest 

and knowledge; on the other hand, it is being made 

possible and affordable by advanced printing 

technology. This development of de-massified media, in 

turn, leads to information differentiation and hence 

helps to de-massify people‘s minds, ways of thinking 

and cultures. Coupled with rapid developments in 

computer and production technology, product 

differentiation is made easier and more affordable. All 

these forces and trends characterizing the "Third Wave" 

become the important cues for marketing in the coining 

future. The age of diversity is no more negligible and 

more sophisticated marketing techniques are needed to 

maintain competitiveness. Those who can realize and 
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capitalize on these trends of development will enjoy 

numerous business opportunities extending from market 

segmentation. 

The Local Marketplace 

All of the aforementioned phenomena are resulted 

from a long-term process. Direct Marketing is thus no 

accident or fashion in the marketplace, but a logical 

and inevitable path along the evolution of society. As 

for Asia and here in Hong Kong, the forces of market 

differentiation have been felt since the late 1970s 

when the average population began to get better 

education and earn more money, and become more 

demanding and dissatisfied with the mass products. The 

earliest users of Direct Marketing in the local 

marketplace, probably Reader's Digest and American 

Express, started their practice more than 8 years ago 

and have gained the advantage of market penetration and 

、 business opportunities. The boom of the financial 

services sector (financial products include bank 

products, card services, mail order catalogues, etc.) 

in Direct Marketing has been spectacular for the past 

several years. Today, Direct Marketing has become 

indispensable for credit card marketing of most banks. 
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Direct Marketing has also diffused into the everyday 

lives of people. Nearly every adult has received a 

direct mail package, been approached by telephone 

marketing staff, or seen a direct response TV 

advertisement. And many have already ordered 

merchandise from a mail order catalogue, applied for a 

credit card through a direct mail package, called the 

hotline advertised on TV, or returned a reply coupon 

requesting information. All these kinds of 

participation on the consumers‘ part are going on 

without the realization of the growing force of Direct 

Marketing, and the notion of "junk mail" is still a 

popular description of the direct mail package. Thus, 

when people say that they feel frustrated by the "junk 

mail" filling up their letter boxes, they may not be 

aware that they bought Christinas gifts from a mail 

order catalogue last year. 

The Quest for Knowledgeable Practitioners 

On the marketers‘ side, Direct Marketing units are 

established and specialists are recruited. But they do 

not work by themselves, and a number of supportive 

agents were set up to satisfy this demand. Major 

parties include creative agencies specializing in 
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Direct Marketing, list compilers, list brokers, 

lettershop houses and courier services. Even the post 

office, in view of the immense demand on delivery of 

direct mail packages, has installed a new, hi-tech 

optical machine for the screening and sorting of bulk 

mail. Thus, the market seems to be really excited by 

the development of Direct Marketing in the local 

marketplace. Despite all these observations, many myths 

of Direct Marketing still remain and, from time to 

time, there are some unjustified statements made by 

marketers. For example, "Direct Marketing is only one 

of the below-the-line promotion techniques, not much 

different from a lucky draw or a free gift"； "direct 

mail package is simply inserting the advertising 

materials into an envelope and� 工 don*t see why 

creative strategy has to be done all over again"；�

"direct inail can only reach a very small number of 

people compared to TV or newspaper advertising". The 

scarcity of knowledgeable practitioners seriously 

hinders the development of Direct Marketing, and the 

present state of training is unable to keep pace with 

Hong Kong as it emerges into a "Third Wave" society. 
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CHAPTER� 工工�

OBJECTIVES AND METHODOLOGY 

Decision Making Objectives 

As discussed in Chapter I, there are two main 

aspects regarding the development of Direct Marketing: 

(1) Society's evolution process 

The trends, as revealed by various phenomena in 

fully developed industrialized societies, all lead 

towards further differentiation of the population, in 

contrast to the mass society under industrialization. 

The Third Wave of Alvin Toffler does not point to a 

post-industrial society, but implies a totally new 

ideology and life-style. Direct Marketing is one of the 

numerous phenomena that emerge and grow under "the 

Third Wave" society. 
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(2) Local market scenario 

Apart from the sociological framework, the actual 

activities in the local marketplace must be studied to 

understand the specific conditions and cultures. While 

there is apparent evidence of the growing influence of 

Direct Marketing in Hong Kong, there is lack of 

academic training and research effort in this area. On 

the other hand, with the operation of cable TV, there 

will be further stimulation to the growth of Direct 

Marketing. But, at the same time, there will also be a 

greater demand for more specialists in Direct 

Marketing. With all these dilemmas and forces, it is 

iinportarrt to investigate further to enhance the 

understanding and awareness of the role and development 

of Direct Marketing in the local marketplace. 

The financial services industry is one of the most 

active users of Direct Marketing. By studying both the 

macro- (social development of the marketplace) and 

micro- (specific difficulties and opportunities) 

environments faced by the industry, it is hoped that 

implications and recommendations can be drawn for the 

development of more effective marketing strategies and 

optimal utilization of Direct Marketing programs. 
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Research Obiectives 

Based on the decision making objectives described 

above, the authors would like to achieve the following 

research objectives: 

(1) To understand the viable market conditions for 

Direct Marketing and to investigate the existence of 

such conditions in Hong Kong. Specifically, social, 

economic and technological factors related to 

demassification of the population will be emphasized. 

(2) To investigate the development opportunities and 

difficulties of Direct Marketing of the financial 

services industry in Hong Kong. Studies will be carried 

out on two levels. Firstly, the more objective factors 

will be considered, including characteristics of Direct 

Marketing, comparison with general advertising, 

features of financial services, as well as analysis of 

a successful Direct Marketing program of a financial 

product. On the second level, opinions on the 

advantages and difficulties of Direct Marketing as well 

as the corporate marketing strategies will be collected 

from the marketers and the supportive agencies. 
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(3) To investigate the consumers‘ attitudes and 

behaviour towards direct mail which is the most 

commonly used Direct Marketing program in Hong Kong. 

Through the survey, demographic variables such as age, 

income, occupation, etc. of the respondents will be 

collected and measured against their utilization and 

attitudes towards direct mail as well as their 

reactions to various elements and techniques of direct 

mail packages. 

(4) To consolidate the aforesaid findings and then to 

arrive at an overview of financial services industry in 

the conduction of Direct Marketing programs in Hong 

Kong. The propositions will be made on the basis of 

various dimensions: social development, industry 

factors and consumers * perception. 

Organization of Research Content 

The project is divided into two main parts. The 

first part develops an objective framework, based on 

which the feasibility of using Direct Marketing for 

financial services in Hong Kong is measured. The second 

part is devoted to an understanding of the behaviour of 

the participants in Direct Marketing in Hong Kong. The 
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principal participants who are being studied include 

the bankers, the supportive services, and the 

consumers. 

The results of the research will be presented in 

the following sequence: 

First Part 

1. Environmental factors for Direct Marketing 

2. Characteristics of Direct Marketing and features 

of financial services 

3. Direct Marketing as a total marketing concept. 

Second Part 

4. Application of Direct Marketing in the financial 

services industry 

5. Supportive services for Direct Marketing 

6. Consumers‘ attitude and behaviour towards Direct 

Marketing 

The environmental factors are considered to be the 

objective indicators for determining whether the local 

marketplace has the right atmosphere for the burgeoning 

of Direct Marketing. The characteristics of Direct 

Marketing are then studied for two purposes. Firstly, to 
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establish its link with the local marketplace, and 

secondly, to evaluate its compatibility with features of 

financial services. The graduate card programme is 

studied and described as a demonstration of using Direct 

Marketing for financial services. All these aspects are 

further integrated to assess the potential of 

application of Direct Marketing for financial services 

in Hong Kong. 

The study of the bankers, the supportive services, 

and the consumers is used to assess the extent of 

utilization and commitment of the society to Direct 

Marketing for financial services. Based on the 

observations, possible developments in the future are 

then discussed. 

Methodology 

The first part of the project is basically exploratory 

research, yet descriptive research has also been 

introduced. The second part is basically descriptive 

research supported by interviews. The methodology for 

the individual chapters are described in the following 

paragraphs: 
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Environmental factors for Direct Marketing 

Secondary data are used for the study. Firstly, a 

literature review is conducted. Based on it, the 

phenomenon of demassification is identified and 

discussed. A framework of deitiassified societies is then 

built, and regardingly, environmental factors of Hong 

Kong are fitted to the framework for analysis. 

Secondly, data concerning environmental factors of 

Hong Kong are collected from past surveys and census. 

The trends are highlighted and compared with the 

framework. The environmental factors which are 

considered include: 

* demographics 

* living patterns and family patterns 

* income levels 

* economic patterns 

* product development and consumers * buying 

behaviours 

* computer and communication technology 

The analysis is qualitative. The present trends of 

the factors are discussed in the chapter. 
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Characteristics of Direct Marketing and features of 

financial services 

Again, a literature review is done to identify the 

characteristics of Direct Marketing. The characteristics 

are evaluated and compared with those of general 

advertising to determine the extent of complement 

between Direct Marketing and general advertising. 

A field search is conducted. Direct Marketing 

materials are collected from the local market to enhance 

the study of the characteristics. They are also used to 

review the current practice of Direct Marketing by the 

local marketers. Special attention is, of course, given 

to the financial services industry. 

Through published information, the features of 

financial services are elaborated with the purpose to 

reviewing the possibility of using Direct Marketing for 

the industry. The approach is qualitative. 

Direct Marketing as a total marketing concept 

The four Ps model is used as the framework for 

total marketing. The illustrative case is a real case 

selected from the marketing programme of Chase Manhattan 
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Bank. Discussion of the case is based on how the 

programme, which is Direct Marketing in nature, can be 

fitted into the four Ps framework. The analysis is 

qualitative. Although no quantitative analysis is 

carried out, numerical data is available to measure the 

achievement of the campaign. 

Application of Direct Marketing in the financial 

services industry 

Credit card issuing banks or companies are among 

the most active users of Direct Marketing in Hong Kong. 

A questionnaire was designed and sent by hand to eleven 

of those companies in February, 1990. A letter, which 

was addressed to a senior person responsible for the 

marketing function of the respective company, was 

attached to the questionnaire. The questionnaire is 

designed to concentrate on three aspects: 

1. The organizational support for Direct Marketing. 

The support includes organizational structure, 

resources and staff development. 

2. The recipients‘ perception of foreseeable 

difficulties and opportunities. 

3. The recipients‘ observation of the practice of 

Direct Marketing now in Hong Kong. 
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Iiikert scale and Sexnantic differential are the two 

rating methods used for the questionnaire survey. 

In order to raise the response, telephone follow-up 

is conducted one week after the delivery of the 

questionnaire. 

The eleven companies represent a major proportion 

of such companies in Hong Kong. Since this number is 

small, the judgement sample is assumed to be 

non-probabilistic and researcher-controlled. The eleven 

companies are broadly classified into local based and 

foreign based. A summary of findings compares the 

attitudes of the two groups. Two personal interviews 

with two marketing managers of those companies are also 

conducted. The interviews provide further insights on 

this topic. From the results, the authors can draw 

implications about the degree of application and 

development of Direct Marketing in the financial 

services industry in Hong Kong. 
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Supportive services for Direct Marketing 

Two major supportive services for Direct Marketing 

are studied: list suppliers and creative agencies. 

However, the feasibility of using cable TV to support 

Direct Marketing also receives attention. The study is 

exploratory in nature. Personal interview is the core 

method used, and is supported by periodicals and 

articles on related issues. 

Five personal interviews have been conducted. All 

interviewees are well known in their respective trades. 

Discussions with them generate deeper insights for the 

authors. They also help the authors to view the Direct 

Marketing process from different angles. The support 

provided by the companies are being analyzed and 

difficulties encountered are also highlighted. 

Consumers‘ attitudes and behaviours towards Direct 

Marketing 

A descriptive survey forms the basis of the study. 

A questionnaire is designed by the authors, and samples 

are collected between January and February of 1990. The 

questionnaire concentrates on the view of the general 

public towards utilization of mail order service and 
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their reaction towards receiving direct mail. Fourteen 

close-ended questions are set; eight carry itemized 

rating scales. Basically, nominal measurement is used 

throughout the questionnaire. The degree of importance 

of the various nominal choices in each question is 

measured by the number of positive responses for each 

choice. 

The aim of the survey is to obtain the general 

public ‘ s opinion; however, in view of time and 

resources, effort is concentrated at the population 

whose ages are between 20 to 40. An age interval of five 

years is selected. It is planned that the respondents 

are to be divided into four main classes. Other 

demographic classifications are- included. Again, the 

authors limit the number of classes to be not larger 

than six, with professional classification being the 

only exception. The number of classes of profession in a 

demassified society is unavoidably larger than six. With 

this design of classifications, and assume samples 

collected would follow normal distribution by the 

central limit theorem, a class size of not less than 30 

is expected. It is projected that at least 200 samples 

must be collected. This is the minimum target, while in 

actuality, 370 samples are collected as to improve 

reliability of the result and to avoid small class sizes 

in the important classes. 
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Quantitative work is done after the survey. Means 

and standard deviations of their utilization behaviour 

in mail order service are calculated. From them, a 

95 percent confidence intervals have been worked out. 

The limits of the confidence interval are: 

mean� 土 1.96 
一 X 

The selection of sample size, n, can be based on 

modification of the above formula, that is. 

If it is desired to control error within 1.96 , 
then X 

1.96^ ( 0" )2 
n = 

2 error 

Nevertheless, the method is not used as there is no 

information regarding the distribution of response prior 

to this survey. Past results of the same kind are 

scarce, and quantitative analysis is not sufficiently 

published. A trial of the survey would be time consuming 

and would make the project run short of time. Hence, 

considering the constraints, the authors believe that 

selection of sample size qualitatively is the best 

alternative. Future follow-up survey or reassessment, of 

course, can be based on the authors‘ results for 

selection of sample sizes. 
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The questionnaire is also designed in a format 

ready for completion by the respondents themselves, and 

which can be adapted for personal or telephone 

interviews. It is planned that 90 percent of the 

returned questionnaire are completed by the respondents 

themselves. Test run is done for the questionnaire. Ten 

persons are interviewed and then the questionnaire is 

modified with their feedback. Since the society is 

demassified, it may be difficult to obtain unbiased 

samples from a single area. Therefore, the samples are 

collected from various sources in batches with usual 

sizes less than 30. However, the largest batch size is 

150 which is collected at the Kowloon Park and nearby 

areas. The selection of the Kowloon Park is because it 

is a convenient park, well known to the public, and 

relatively beyond private or public housing estates. The 

authors believe that the pedestrians in the park 

represent all levels of population, especially since one 

of the days of data collection is a public holiday. 

Cross-tabulations are done to test statistical 

independence among the batches, including a batch of 24 

samples obtained by telephone interview. 
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The collected responses are input to the computer, 

using Lotus 1-2-3 as the software package. The 

percentages of responses to each choice is worked out. 

Sorting of the data by demographics and then comparisoiis 

of the percentages are also introduced. The quantitative 

analysis has been used to review the behaviour of each 

group. In addition, cross-tabulations for testing 

independence of the demographic groups are also done by 

using chi-square. (Hamburg, Statistical Analysis for 

Decision Making, pp319-323): 

1st step: set hypothesis, 

Hq = it is statistically independent 

Hi = it is not statistically independent 

2nd step: build a contingency table with observed 

frequencies (fo)ij 

3rd step: based on the above contingency table, build 

another contingency table, but with expected 

frequencies (f^) 

where 

(Z row i) ([^column j) 
(ft)土j 

grand total 

4th step: degree of freedom equals 

(number of rows - 1)(number of columns - 1) 
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5th step: calculate chi-square, which is 

(ft)ij 

6th step: obtain chi-square with 0.05 level of 

significance from table or otherwise 

7th step: compare the two chi-squares. 

If chi-square(calculated) is equal to or less 

than chi-square(tabled), accept H^; 

otherwise, reject Hq. 

In cases when contingency tables are 2 x 2 matrices, 

Yates‘ correction will be applied. Using the 

quantitative results, a qualitative discussion is 

conveyed. Difficulties of the survey are also 

highlighted. Results of past surveys are also compared 

to identify the changes in behaviour within the past two 

years. 
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CHAPTER工工工�

ENVIRONMENTAL FACTORS FOR DIRECT MARKETING 

The World Environment in 

the View of Famous Marketers 

The November 21, 1983 issue of Business Week 

quotes a saying by James R. McManus, Chairman of 

Marketing Corporation of America: 

“Vast economic and social changes have made better 

marketing an imperative , Today, companies 

realize that their raw material, labour , and 

physical resource costs are all scaled down and 

that the only portion for dramatic improvement 

will come from doing a better marketing job." 

Alvin Toffler also advocates the concern on 

"demassification". In his book, The Third Wave, he 

describes how and why the mass society created by the 

industrial revolution is splintering more and more into 

the "demassified" society. He warns the world in the 

early 80s, "The mass market has split into 
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ever-multiplying, ever-changing sets of mini-markets 

that demand a continually expanding range of options, 

models, types, sizes, colours and customizations.” 

Stan Rapp concurs with the opinion of Alvin 

Toffler. He points out that in the second half of the 

eighties, the trend of unprecedented diversification is 

intensified more than ever. He quotes an example that 

Nine Lives is offering 2 3 kinds of cat food； Revlon 

makes 157 shades of lipsticks among which 41 were pink; 

Coca-Cola introduces many new Cokes: Diet Coke, Tab, 

Fresca, Cherry Coke, and Caffeine-free Coke, on top of 

their classic Coca-Cola. Stan Rapp advises that niche 

marketers must develop new more targeted, more 

efficient ways to reach and convert their special 

markets.(Rapp & Collins, MaxiMarketing, pp 3-4) 

In his book, Maxi-Marketing, Stan Rapp describes 

that there are various changes taking place. Many 

segments which were not significant a decade ago are 

now extremely significant in the United States. For 

example, there are 1.6 million unmarried couples, and 

70 percent of the new households are two-income 

families. The households tend to have more money but 

less time to spend, more and more divorced people with 

children remarry to form "aggregate families", new old 



2 5 

are emerging, longevity is rising, birth rate is 

declining, and working population in service industry 

is growing. He believes that new marketing strategies 

to address the new segments are required. In addition, 

target marketing to specific segments is desirable, and 

more importantly, can be cost-effective. 

Demographic Changes in Hong Kong 

Relating to Demassification 

Literature review of statistical data reveals that 

the changes described above have also occurred in Hong 

Kong. In fact, there are more changes taking place 

within the local framework. 

General Social Chancres 

1. People are better educated: 

The number of people with no schooling keeps 

decreasing. In 1984, it was 16 per cent, and in 1988, 

it was 11 per c e n t . (識 Media Index) On the other 

hand, the percentages of population who have attained 

secondary education and tertiary degrees are rising, 

for both the male and female populations. For males, in 

1961, they were 23.0 percent and 2.5 percent, 
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respectively. In 1981, they became 42.9 percent and 

6.6 percent respectively.The rise was more significant 

for the female population,, the percentages in 1961 were 

12.1 and 0.8 respectively; while in 1981, they were 

35.3 and 4.1. The difference between the two sex in 

this respect became less.(Tsim, The Other Hong Kong 

Report, pp 372-373； H K Census Main Report) 

In the past 15 years, the number of degree places 

has been increased by 200 p e r c e n t . R e p o r t No. 3, & 

HKU'S Convocation Newsletter, Sep 1989) The Governor 

in his annual report of 1989 announces that it will be 

further doubled by 1995. A more educated population can 

be expected, especially on the level of matriculation 

and tertiary standard. 

2. Longevity is rising: 

The expectation of life is increasing. During the 

1971 to 1987 period, male life expectancy in Hong Kong 

increased by 9.1 percent (from 68•〇 to 74.2 years) and 

that of females increased by 5•4 percent (from 75.6 to 

79.7 years). The proportion of population who are over 

60 years of age is increasing.(Tsim, The other Hong 

Kong- Report, pp 373-374) 

I 
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3. Birth rate is declining: 

The birth rate declined from 35 per 1000 in 1961 

to 19.7 per 1000 in 1971, and then to 16.9 per 1000 in 

1981. Mothers tend to have fewer children than their 

parents. Women being more educated, the popularity of 

birth control, tendency of late marriage, and more 

working women are some major factors of declining birth 

rates. (Tsim, The Other Hong Kong Report. pp 374-377 ; 

々� 务 ; 一 il^�灰 、 緩 扮 P P 1 9 3 - 2 0 5 ) 

4. Change in age pyramid: 

As a result of increasing longevity, declining 

birth rate, the second world war, and young immigrants, 

the age pyramid of Hong Kong keeps on changing• 

Age pyramid 
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Source: H K 1986 By-Census, Summary Results, pp 12 
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The main features of the age pyramid in 1986 were: 

(a) a decreasing number of the young population aged 

below 20; 

(b) a bulge in the age group 2 0-29 due to high 

fertility in the late 1950s and early 1960s and 

also due to the inflow of young immigrants during 

the years 1978-80; 

(c) an indentation at ages 40-44: birth cohorts born 

in the war years； and 

(d) an increasing number of the population aged 50 and 

above. 

(H K 1986 By-census, Summary Results, pp 12) 

5. Late marriage: 

The tendency towards late marriage has existed 

since 1961. In that year, the age of first marriage for 

men was 25.2 years old, and that for women was 20.9 

years. The figures rose to 27.6 and 23.8, respectively, 

in 1977, and rose further to 29.1 and 26.1, 

respectively, in 1987. Between the sexes, females again 

have a significant change.(Tsim, The Other Hong Kong 

Report, pp 377-378; ^ Jt 'A I. ^ A it丨 PP 144) 
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6. Unmarried couples: 

More and more unmarried couples have evolved. This 

is a well accepted fact, despite the lack of actual 

figures to reflect the situation. It is believed that 

this segment of population may have a different life 

style, ideology and social concept. 

7. More divorce petitions: 

The number of divorce petitions filed in district 

courts rose by more than 700 percent within the period 

of 1973 to 1988. The actual figures for the years were 

793 and 5,893 r e s p e c t i v e l y . . ^^ 

丄h(Tsim, The other Hona Kong 
report, pp 378) 

Changes in family and housp.hold characterisiii 

8. More aggregate families: 

Since there are more elderly, more unmarried 

couples, and more re—married couples with children of 

their former spouses, the family combination is 

becoming more complex than ever. In addition, there 

will be more single parent families and more divorced 

singles. 
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9. Smaller households: 

There is a significant decline in the household 

size. It dropped from 4.37 in 1961 to 3.90 in 1981 and 

then to 3.70 in 1988. The number of children per 

household declined as discussed in foregoing 

paragraphs. 

The number of households per unit also dropped 

from 1.21 in 1971 to 1.11 in 1988. Multi-household 

units dropped from 8 percent to 3 percent within the 

last three years.(幵 k 1986 By-census, Summary Results) 

10. More home owners 

The percentage of population living in public 

housing increased in the last decade. It was 4 3 percent 

in 1981 and became 49 percent in 1988. All such public 

housing is on low rental. Nevertheless, the percentage 

of home owners is increasing. First of all, because of 

provision of the home ownership scheme which started in 

1980 by the Government is further enforced, the 

percentage of population living in the buildings under 

this scheme was changed from 0.6 percent in 1981 to 

5.7 percent in 1988. The home ownership apartments are 

purchased by the occupants from the Government. On top 

of them, there were 35.1 percent of the population who 

lived in owner-occupied flats, thus making a total of 
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40.8 percent for this whole owner-occupiers category. 

In 1971, this was 18.1 percent only. This implies that 

people of Hong Kong are inclined to have their own 

flat.(H K 1986 By-census, Summary Results； Tsim, The 

Other Hong Kong Report, pp 229-243) 

11. Two income families 

Many working women are married women. Their 

participation in workforce generates more income for 

the family. 

12. Wealthier families 

Due to the above income factor, together with the 

rapid increase of personal income, the household income 

increases. Most of the families are wealthier than 

before. Also because of a smaller household size, the 

wealth enjoyed by each family member is further 

enhanced. The personal income rose from $3,432 in 1984 

to $5,016 in 1988. The household income rose from 

$6,128 to $8,405 in 1988.(只 K 1986 By-census, Summary 

Results; SRH Media Index) 

Changes in geographic distribution of population 

13. Geographic relocation of population 

The population of Hong Kong rapidly grew from 
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3.13 million in 1961, 3.93 million in 1971, 4.98 

million in 1981 to 5.39 million in 1988.(g朋 Media 

Index) In the decade from 1971, population used to 

live in urban areas. But because of the population 

growth and better utilization of land, more and more 

people have to move to the new satellite districts or 

new towns in the New Territories since 1981. In 1976, 

only 21.6 percent of the population lived in the New 

Territories. In 198 6, the figure became 34.9 percent, 

and is still growing. 

(H K 1986 By-census. Summary Results, pp 8) 

14. Cluster of comparable families by areas: 

The Housing Authority imposes income constraints 

on applicants for home ownership and public housing. 

Hence it creates the situation that people living in 

similar estates are basically homogeneous. This applied 

equally well to the public housing estates and the home 

ownership scheme estates. On top of that, the private 

developers constructed many large private housing 

estates of various classes for families of different 

lifestyles and household incomes. Families of similar 

status are therefore clustered together. 
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The new town movement (mentioned in 13) also 

enhances clustering. For example, in Tsuen Wan, a 

Government survey of 1981 revealed that the percentage 

of middle income families in the district was almost 10 

percent higher than the average of the city. 

( ； ； 漆 i L� 务 灰 底 旅 P P 28-35) The population 

of new towns are generally younger. The largest age 

group is 25 to 34 years old, followed by the 5 to 14 

years old age group and the 15 to 2 4 age group. Most of 

the families moving from, urban areas and clustering in 

new towns are two generation households with unmarried 

children.(Tsim, The Other Hong Kong Report,pp 370-371) 

Changes in economic characteristics 

15. Larger labour force: 

The economically active population grew from 1.92 

million in 1976 to 2.05 million in 1981, and then to 

2.75 million in 1986. The change may be considered not 

too significant as the total population of Hong Kong 

grew at almost the same rate. However, the median age 

is fluctuating. In 1976, it was 33.1; in 1981, it was 

31.8 and in 1986, it became 32.9. ̂ ^ K 1986 By-census, 

Summary Results) 
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16. More working women: 

The participation of women in the total workforce 

rose from 36.8 percent in 1961 to 42.8 percent in 1971, 

and then to 49.5 percent in 1981 and 51.2 percent in 

1986. The median age for this segment was 28.1 in 1976, 

28.8 in 1981 and 30.3 in 1986. This was partly due to 

late marriage tendency, and partly contributed by the 

philosophy of more independence for the female 

population. (H K Census Main R e p o r t ; 作 發 ; k 

i i ^ pp 144-146) 

17. Labour shortage: 

Almost 100 percent employment is recorded in Hong 

Kong. The unemployment rate was constantly below 2 per 

cent for the most recent two years.(Tsim, The Other 

Hong Kong Report. pp 85, 120) This phenomenon is most 

significant among several sectors, like services sector 

and construction sector. As a result, wage for labour 

rises substantially in those sectors. 

18. Growth of GDP 

Industrialization provides rapid economic growth 

for Hong Kong. In terms of constant (1980) market 

prices, the per capita GDP for 1968 was $11,942, for 

1978 was $24,086, and for 1988 was $43,308. This growth 

enhances both personal income and household income. It 
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produces more middle income families as well as more 

wealthy proprietors. The families have higher 

disposable income in real terms.(Tsim, The Other Hong 

Kong Report, pp 238) 

Not only could the middle income or wealthier 

families afford luxury products, a survey by the 

Chinese University of Hong Kong in 1981 on perception 

of poverty indicated that the lower income segment also 

considered that luxury products were part of their 

1�土 v e s . ( ， 务 本 iL .� 致 P P 249-267) 

19. Moving from manufacturing to services industries: 

The distribution of the working population changes 

in the past 15 years. In manufacturing, it was 44.6 

percent in 1976, 41.3 percent in 1981 and 35.8 percent 

in 1986. In the services sector (including financing, 

insurance, real estate and business services), it was 

18.5 percent in 1976, 20.1 percent in 1981, and 24.5 

percent in 1986.(H K 1986 By-census, Summary Results, 

pp 20) The two segment sizes are rapidly changing 

reversely. The phenomenon is similar to that in the 

United States. 
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Changes in buying behaviour 

20. Product differentiation: 

The population believes that product 

differentiation is required in Hong Kong, not only for 

the basic demographic and psychographic differences, 

but also as a way to differentiate status quo. An 

obvious example is the private vehicle. Not only is the 

product range of a make important, the various makes 

are also status indicators. Benz and Rolls Royce are 

for the proprietors, and Toyota and Honda are for the 

middle managers, etc. There are also more classes of 

department stores than in the past。 A similar 

phenomenon is found even in smaller retailer shops, 

groceries, beauty saloons, restaurants, and boutique 

shops, etc. 

Like the United States, there are more soft drinks 

than before, more brands of toilet papers, more 

flavours of ice-cream, more brands of noodles, and more 

kinds of biscuits even from the the same producer. Many 

of the kinds, in fact, are only marginally different. 

They have to be differentiated to address different 

populations. 
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In addition, we have mini—cinemas for the younger 

generations, and to suit the different tastes of 

consumers. Many large cinemas have to be rebuilt or 

redesigned into several mini-cinemas to provide a wider 

choice for the different tastes. 

21. More specialized products 

Not only have products become more differentiated, 

some new products are also specialized products which 

suit a particular demographic or psychographic segment 

only. An obvious example is magazines. In the past, 

general magazines could successfully penetrate the 

whole population. This trend is declining, and general 

magazines have become less popular. Even the 

traditional mass circulation periodicals, such as 

Readers‘ Digest, are falling out of the public * s 

interest. Whereas in 1984, some 18 per cent of the 

population read one such monthly within the previous 

month, less than 5 per cent did so in 1988. The more 

successful monthlies launched in recent years are 

rather specialized publications. The best known among 

such new publications is no doubt Capital, a glossy 

"gossip" magazine on the financial and business 

world.“(Tsim, The Other Hong Kong Report, pp 312) 
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The same can be said about newspapers. In 1988, 

two of the top ten newspapers in Hong Kong were 

specialized newspapers, while in 1984 there were none. 

The two newspapers were Professional Racing Journal, 

and Hong Kong Economic Journal. Besides, the general 

newspapers received less readership compared with that 

in 1984.(Tsim, The Other Hong Kong Report, pp 311-313) 

22. More credit cards 

The payment method is also changed. A decade ago, 

credit cards were unpopular in Hong Kong. Nowadays, 

part of the population prefers some of their payments 

to be settled by credit cards. The number of credit 

cards issued is increasing. In 1987, the total number 

of credit card members of all the card issuing banks 

was 950,000, and in 1989, it grew to 1,400,000. An 

almost 50 per cent increase is recorded in two years. 

(source: from Chase Manhattan Bank's Report) 

Communication and Transportation 

1. Efficient postal service: 

Hong Kong has an efficient postal service, 

especially the local postal service. In 1989, the 

General Postal Office started to use new optical 
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machines to sort and manage letters. The service has 

become more efficient, any letter posted for local 

delivery requires less than a day to reach its 

destination. However, the new machines impose certain 

new constraints, the most obvious one being the limits 

of physical dimensions of the mailings. 

2. Telephone network: 

Telecommunication is popular in Hong Kong. It had 

48.3 telephones per 100 population in 1988, and is 

still among the top ten countries in this respect. It 

is also the number two user of fax lines, with 6.5 

lines per 100 business lines in 1988.(ipsim, The Other 

Hong Kong Report, pp 313) Nevertheless, the subscriber 

lines丨 rental charge is among one of the lowest in the 

world. The most advanced digital techniques for ISDN 

services are available in Hong Kong. Using the 

telephone can reach almost every home in Hong Kong. 

3. Wireless broadcasting: 

Hong Kong is served by two commercial television 

broadcasting companies, one commercial radio 

broadcasting company and one government owned radio & 

television broadcasting station. The audiences for both 

television and radio broadcasting are declining. The 
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weekly prime time rating of television industry as a 

whole had gone down to 43 in 1988 from 52 in 1984. The 

drop in radio audience was 14 percent for the same 

period.(Tsim, The Other Hong Kong Report, pp 293-307) 

It is thought that the decline was possibly because of 

deteriorating production standards, or some of the 

population had turned from "broad"-casting to something 

which was specially addressed to their demographic or 

psychographic segments. (i.e., Narrowcasting) 

) 4 . Cable television network: 

The new cable television network is being built by 

the Hong Kong Cable Communication Ltd. The network can 

be an interactive system. Not only can messages be 

transmitted from the station to the consumers, the 

consumers can transmit messages to the station if a 

terminal or converter is provided. The interactive 

system can effectively change some of the buying 

behaviour. Although there is a decline in interest in 

general TV programmes, the cable TV will provide 

channels of various interests to cater to the different 

needs of demographic and psychographic segments. The 

cable TV will use optical fibres for transmission. It 

can serve as the second telecommunication network for 

Hong Kong. 
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5. Printed media: 

The article Communications and the Media, written 

by K. C. Chan and P. K. Choi, suitably describes the 

situation in Hong Kong: "Hong Kong is probably the only 

place in the world with such a diverse range of 

publications on sale at the newstand, from dozens of 

daily newspapers to hundreds of colourful magazines of 

various specializations and persuasions.“ The 

publications are always ready to meet the needs of 

diversified interest groups. 

6. Transportation network: 

Hong Kong has a well integrated public transport 

infrastructure. Five mass transit railways, three in 

the urban areas run by Mass Transit Railway Ltd. and 

two in the New Territories run by Kowloon Canton 

Railway Co., are available. The public bus companies 

operate buses to reach almost every area. Taxi service 

is also convenient. The population of Hong Kong can 

move around freely by public transport. The only 

hindrance is the road conjestion problem. Hong Kong has 

only 1447 kilometers of trafficable roads to support a 

total of 354,518 registered vehicles as of 1989. The 

problem is becoming more acute every year, as the 

growth rate of vehicle fleets is always faster than the 
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road expansion.(Tsim, The Other Hong Kong Report, 

pp 293-307) 

7. Easy assess to shops and banks: 

Owing to a small amount of usable land to support 

a large population, the people in Hong Kong are 

clustered in urban areas and new towns. The new towns 

have shopping arcades which are usually within walking 

distance. In the urban areas, shops are scattered all 

over the place. Integrated shopping services and 

facilities are available in every main district. 

Shopping is convenient in Hong Kong, unless the 

consumers want a particular highly differentiated 

product. For all general products, the service support 

in a district is sufficient to meet the demand. 

Banks are no exception. Most of the banks have 

more than one branch in the same district. Banking 

service is convenient, and tele-banking is also 

available. 
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Interpretation 

From the foregoing facts, it can be visualized 

that there are new demographic and psychographic 

segments emerging. The existing segments are also 

disintegrating into smaller segments. As a result, the 

lifestyles of the population keep on changing. Products 

have to be more differentiated, and each of them may be 

suitable to a particular segment. General advertising 

may be too costly for these differentiated and 

specialized products. The wastage of general 

advertising may be high. New marketing strategies and 

techniques are required to launch the differentiated or 

specialized products to the targeted populations. 

Direct Marketing is an obvious choice for this 

demassified society. 

The communication and transportation systems are 

well established for Direct Marketing in Hong Kong. 

However, as the concept is still new, it may not be 

readily acceptable by the higher age groups of the 

population. Besides, there are postal restrictions 

which hinder creative designs. Additionally, shopping 

is convenient in Hong Kong, and mail order service may 

not be more convenient in the eyes of the general 

public. 
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Therefore, in Hong Kong, the marketers should 

consider Direct Marketing for some of their 

differentiated or specialized products. Although there 

are some negative forces, there are more positive 

forces. After all, the population has more wealth than 

ever. A smaller household size also necessitates a 

better quality of life with the wealth. Besides, the 

trend necessitates such a move towards Direct Marketing 

which may be more cost effective if wastage is much 

smaller. 

For the bankers, because of the strong 

competition, convenience must be maintained. However, 

as almost all banks are within walking distance, it may 

be difficult for the bankers to promote mail order 

service for financial products or services. 

Nevertheless, Direct Marketing can help them to launch 

their differentiated or specialized products. 

Particular segments are addressed personally. It is 

necessary, of course, that the bankers should also 

consider the customers‘ response channels. To be 

effective, these channels must appear to be more 

convenient to existing channels or an upgrade of 

present channels. 
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CHAPTER IV 

CHARACTERISTICS OF DIRECT MARKETING AND 

FEATURES OF FINANCIAL SERVICES 

Introduction 

The dynamic evolution of Direct Marketing can be 

traced back to the 1940's postwar period, when new ways 

of living and thinking were brought about by the 

numerous technological breakthroughs and social 

changes. These forces began to affect the local society 

about ten years ago. Since then, there has been a 

massive transfer of knowhow and technique of Direct 

Marketing from the United States. Direct Marketing is 

now a common terminology used by both marketers and 

agencies and the subject draws its distinct boundaries 

from general advertising. 

As the official definition given by the Direct 

Marketing Association (US), "Direct Marketing is an 

interactive system of marketing which uses one or more 
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advertising media to effect a measurable response 

and/or transaction at any location."(Stone, p.1) This 

sentence is further enhanced by Bob Stone: "The two 

most important words in the definition are "measurable 

response", for if response can't be measured, if cost 

and income can't be calculated precisely, it‘s not 

direct marketing.”(Stone, p.2) Another version in 

defining Direct Marketing is given by Stan Rapp: 

"Direct marketing offers a unique strategic approach 

that takes advantage of high-tech communications 

technologies to create a responsive, enduring 

relationship with a company•s prime prospects and best 

customers."(Rapp, Direct Marketing p.74) 

The objective of this chapter is to recap and 

discuss the most important characteristics of Direct 

Marketing: accountability, one-to-one marketing and 

scientific orientation. Some of the common myths 

regarding Direct Marketing are also discussed and a 

comparison with general advertising will be briefly 

described. The authors will then explore the 

opportunities and difficulties of Direct Marketing in 

the financial services industry and end this chapter 

with a field search on the current utilization of 

Direct Marketing in Hong Kong. 
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Accountability 

Accountability of Direct Marketing comes from the 

incorporation of direct response element thus enabling 

the tracking of performance of media, creative 

approach, offer and other important elements. The 

ultimate objective is to maximize the marketing effort 

in terms of money and other resources. As stated by 

Stan Rapp & Tom Collins, "An intriguing and significant 

aspect of the MaxiMarketing approach to marketing is 

how the various parts fit together and work together. 

The common thread is a measurable response from the 

individual consumer to whom you want to sell or have 

already sold."(Rapp & Collins, p.29) The scope of 

measurement is extensive and can cover targeting, 

media, creative approaches, offer and distribution 

channel, and such response measurement is essential for 

optimizing the advertising budget allocation and the 

foundation of in-house database(s)• 

Response measurement is not a take-for-granted 

result but rather involves careful planning and 

operation process. The basic rationale is to assign 

different coding to the differential elements and, all 

other things equal, compare the response. For example, 

the marketer can compare the same advertisement 
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published in different newspapers； or the same 

advertisement published on different pages of the same 

publication; or the same package sent to different 

lists of prospects�； or different premium in the same 

package sent to same group of prospects. If there are 

other interfering factors such as different packages 

sent to different target groups, the results will be 

inconclusive and thus not useful. The next step is to 

track and record the response, either manually or 

through computer technology. Accuracy and consistency 

are most important to ensure validity of results. 

Reports should then be generated, preferably on a time 

horizon basis. Evaluation can then be conducted on both 

the trend and frequency of response. By incorporating 

the findings, the advertising budget can be allocated 

more efficiently. 

In fact, the accountability concept utilized in 

MaxiMarketing is originated from the testing technique 

of Direct Marketing in the endless search for 

breakthrough and increasing effectiveness. The rule of 

the game is, as described by Bob Stone, "to test the 

big things", which include: "1. The products or 

services you offer, 2. The media you use (lists, print 

and broadcast), 3. The propositions you make, 4. The 

copy platforms you use, 5. The formats you use, 6. The 
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timing you choose."(Stone, p.426) A useful elaboration 

on the qualification of test is from Freeman Gosden: 

"test what is meaningful" and the guidelines are "how 

much money will the test results save you?" and "when 

you get the results, what can you do with them?” 

(Gosden, p.179) In other words, elements that will have 

so little effect on business income or elements with 

results that cannot be incorporated in future 

activities are not justified for testing. 

One-to-one-marketing 

The implications of Alvin Toffler's "Third Wave" 

for marketing are captured essentially by Stan Rapp & 

Tom Collins, "The trend is as clear as the name on your 

checkbook. From mass marketing to segmented marketing 

to niche marketing to tomorrow‘s world of one-to-one 

marketing ——the transformation will be complete by the 

end of the e i g h t i e s ( S t o n e , p.426) Although the 

process has not been complete at least in the local 

marketplace, the essence is still valid. There is 

evidence of better response for personalized mailing as 

compared to mass mailing. With more information about 

the prospect/customer, the offer can be more 

tailor-made (e.g., pre-approved accounts to good credit 
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record people, baby items to mothers, computer courses 

to executives) and the response can be enhanced. 

The foundation of such relationship marketing is 

the building up of databases. Stan Rapp & Tom Collins 

write: "Thanks to the computer, detailed profiles of 

millions of prospects and customers can be developed 

using geographic, demographic and psychographic 

characteristics and buying history. Special products, 

services and offers can be tailored to selected 

segments of the database to increase both return on 

investment and customer satisfaction.“(Rapp & Collins, 

p.8) Thus, the marketing method becomes a carefully 

planned, strategic process involving different levels 

of customer relationships. Stan Rapp further writes: 

"Modern-day Direct Marketing always comes in three 

parts: direct response advertising that leads to the 

sale, development of a dynamic, relational customer 

database, and direct cultivation of a customer 

relationship to increase sales and profits."(Rapp, 

Direct Marketing p.74) 

The various phases in the development of the 

customer relationship are clearly illustrated by Murray 

Raphel‘s "Ladder of Loyalty"(Roel, Direct Marketing 

p.37): 
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suspect ——> prospect ——〉 customer --> client ——> 

advocate 

The first level is reaching the market, i.e., pick 

from the universe and turn suspect into prospect. The 

second level is making the sale by converting a 

prospect into a customer. At this level, a database can 

be built around customers. By further developing the 

relationship, customers are turned into clients and 

even advocates. As described, "The good news is that 

the higher you go up the Ladder of Loyalty, the less 

expensive it becomes. Developing the relationship above 

the customer rung is the most cost efficient process of 

all. The most expensive process is in finding the 

customers in the first place, that is, in buying new 

business."(Roel, Direct Marketing p.37) 

Another issue related to this cumulative customer 

relationship is the long-run time value of a customer. 

That is, the relevant income includes all the expected 

cash inflow from the customer for a given period. Thus, 

the present value of the stream of income should be 

more realistic than the upfront revenue. As described 

by Drayton Bird in Media & Marketing, "Because his (a 

marketing director of major catalogue company) 
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objective was not to make an immediate profit. He knew 

how much each customer was worth to him over time, once 

recruited. He, therefore, simply wished to recruit 

customers at an acceptable cost. Only if you discover 

how much a customer is worth to you over time, can you 

set a proper recruitment objective. If you don't know 

the answer to this question, you are working in the 

dark•“(Bird, Media & Marketing p.6) 

Scientific Orientation 

As described above, Direct Marketing involves a 

complicated process in terms of response measurement 

and relationship building, thus quantitative techniques 

are utilized to optimize the analysis and evaluation. 

Figures can come in meaningfully at two main 

dimensions: response forecast and business projection. 

It should be noted that these two dimensions are highly 

interdependent: while business projection depends on 

the response forecast, the latter has to be interpreted 

in the business sense. 

In predicting the response, Alan Reiss gives a 

comprehensive description of the quantitative approach, 

utilizing the Z-statistic as the major mathematical 
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tool. The process is essentially a two-step process. 

The first step uses the Z-statistic to recommend a 

reasonable test sample size based on the target 

universe and the desired confidence relationship of the 

test. Alternatively, if given the desired sample size, 

we can make use of the Z-statistic to calculate the 

resulting confidence relationship. These two approaches 

are represented by the flow charts below:(Reiss, Direct 

Marketing p.85) 

(1) Optimizing the test sample size 

confidence recommended 

> Z-statistic > test sample size 

target universe — 

(2) Computing the expected reliability 

fixed sample 
• 

size » Z - s t a t i s t i c « confidence 

relationship 

target universe 

The second step is then to compute the expected 
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response. As Alan Reiss writes: "Perhaps the most 

important aspect of the Z-algorithm is its ability to 

correlate between the test and the expected full 

rollout response."(Reiss, Direct Marketing p.85) The 

relationship is as follows:(Reiss, Direct Marketing 

p.86) 

Computing the expected response: 

sample size 

，f 

target universe ^ Z-statistic confidence 

relationship 

test response 

i 

predicted 

rollout response 

Thus, the inputs include 1) target universe, 2) 

fixed or recommended sample size, 3) desired or 

resulting confidence correlation, and 4) actual 

measured test response. The output variable is then the 

predicted rollout response. In fact, we can further 

incorporate a seasonal adjustment factor to better 
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reflect the actual result:(Reiss, Direct Marketing 

P-87) 

predicted rollout response x seasonal adjustment 

factor = corrected rollout response 

The second dimension of quantitative analysis is 

business projection. Bob Stone provides a very 

comprehensive working example on the various uses of 

such calculations.(Stone, chp.15) 

(1) For the basic interpretation of business projection 

based on expected response, there are four primary 

calculations: contribution per net order to selling 

cost, overhead and profit; promotion and fixed overhead 

cost per thousand; net orders per thousand required to 

break even； and total profit at the expected or other 

levels of response. 

(2) Given the different expected responses of different 

media, we can utilize the worksheet in (A) to compare 

their effectiveness. 

(3) The worksheet can also be adapted to calculate 

profits of inquiry conversion. For such cases, it 

involves two expected rates, i.e., the expected 
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response rate and expected conversion rate. 

(4) On a more sophisticated level, the lifetime value 

of customers should be calculated. For a given period, 

say five years, all the expected sales to the customer 

should be calculated, resulting in a total amount of 

cash flow. The total figure is then discounted (the 

discount rate is chosen by the business as a fair 

return covering the risk factor and opportunity cost) 

to obtain the net present value. 

The second feature of Direct Marketing regarding 

its scientific orientation is the utilization of 

advanced technology. The versatility of usage can be 

summarized into several major aspects. 

(1) Database management includes the input, storage, 

organization and analysis of various data about 

individual customers, prospects or even suspects. Using 

computer hardware and software, customer information is 

made much more accessible and actionable. More 

sophisticated selections can be accommodated but the 

results depend a lot on the data input. 

Garbage-in-garbage-out is a valid rule for this 

phenomenon. 
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(2) Advanced technology also contributes a lot to the 

creative production of Direct Marketing materials and 

segmentation of media. A case quoted by Drayton Bird: 

"Technology is making remarkable things possible. Farm 

Journal in the USA now has copies segmented. A fanner 

on one side of the road, raising cattle for milk, gets 

a different magazine than a fanner on the other side 

who raises them for beef. It's done through the 

database."(Bird, Media & Marketing p. 6) And from Bob 

Stone: "Segmented magazine circulation -- TV guide with 

over 80 editions, for example, became the direct 

marketer‘s dream. Newspaper inserts, by the billions, 

became feasible with the advent of high—speed inserting 

equipment. Laser beam printing at incredible speed made 

it possible to personalize direct mail "forty ways from 

Sunday", at reasonable cost.“(Stone, preface xvi) 

(3) The next step of technological application is 

lead-tracking analysis, so as to increase effectiveness 

of marketing effort. For example, an automatic 

phone-lead tracking system, with unique phone numbers 

assigned to various advertisements and mailings, works 

as follows: "When a prospect calls in response to any 

promotion, the number dialed and the date, time and 

length of a call are automatically recorded by the 

call-detail system and stored in a computer-readable 
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file. The information recorded by the system is then 

analyzed using statistical analysis and data management 

software. This task, which would take days to perform 

manually each month, can be completed on a computer in 

less than an hour. A simple frequency distribution 

routine is produced to see how many times each of the 

phone numbers was called.“(Dobrozdravic, Marketing 

News, p.27) 

(4) One of the most exciting applications of technology 

to Direct Marketing is the advent of interactive media: 

"the interactive television, in which the former couch 

potato becomes an active participant -- and thus a 

better sales prospect.“ Another usage is the touch-tone 

phone: "combine that telephone with a computer capable 

of automatically responding to hundreds or thousands of 

calls per hour and capturing and manipulating data, and 

you've got a powerful selling tool.”(Slutsker, Forbes 

p.146) 

Myths of Direct Marketing 

The discussion is mainly based on a Chinese book 

on Direct Marketing (, written by a 

local specialist, Mr. Ricky Law, who is currently a 
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partner of a locally-based Direct Marketing agency. 

From his working experience and academic study in this 

area, he proposed seven common myths of Direct 

Marketing:( J±, J£> , p.126-132) 

(1) "Direct Marketing did not work for my products.“ 

This statement has to be qualified cautiously. The 

factors contributing to the failure of a Direct 

Marketing program are numerous, such as the offer 

itself, the package presentation, and the selection of 

a list. Arbitrary conclusions due to lack of skills in 

Direct Marketing may miss the valuable business 

opportunities made possible by Direct Marketing. 

(2) "Direct Marketing is easy; you just mail out a 

duplicate of the press advertisement or the product 

catalogue.” 

As discussed in previous paragraphs, one major 

characteristic of Direct Marketing is the one-to-one 

marketing approach. Thus, only specific and relevant 

messages and offers should be sent to the carefully 

selected target groups. A generic mass-oriented 

brochure or press advertisement cannot communicate 

effectively with the prospect and response is expected 

to be low. 

I 
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(3) "No one would read the direct mail package.” 

Consumer attitude and behaviour can be different. 

Stereotyping the consumer reaction to a marketing 

strategy would lead to a subjective and immature 

conclusion. Moreover, business record on Direct 

Marketing programs, such as those of publishers and 

credit card companies, are ready to offer evidence for 

counter-argument. Thus, the best way is to try and 

observe the results. 

(4) "The reach of Direct Marketing programs is much 

more limited compared to general advertising.” 

This is apparently correct in the upfront figures. 

On a closer look, when only the relevant target group 

is taken into consideration, TV coverage includes a 

great wastage if the product is produced for a 

particular market segment. Thus, depending on the 

target group of prospects, the reach should be compared 

on the same basis. 

(5) "Direct Marketing materials can be produced by 

general advertising firms.“ 

As the objectives and skills are different for 

Direct Marketing and general advertising, different 

specialists are required for producing effective 

comimnication materials. 
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(6) "Hong Kong has a too small population and thus is 

not a suitable market for Direct Marketing.” 

Development of Direct Marketing depends on a 

number of factors, including social and technological 

changes. Population size, in this regard, is one of the 

factors and has to be considered with other 

determinants. 

(7)"工 don，t believe in Direct Marketing.“ 

Direct Marketing is built on objectivity and 

scientific orientation. Subjective judgement should be 

qualified by testing results. 

Comparison with General Advertising 

A comparison of Direct Marketing with general 

advertising can help to highlight their major 

differences in terms of objectives and strategies. The 

following discussion is based on Bob Stone‘s comparison 

table with some elaboration by the authors:(Stone, p.2) 

(1) Selling approach 

Direct Marketing sells to individuals. Customers 

are identified by name, address, demographic, 

psychographic and other personal data. The basic 
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strategy is segmented marketing and, to a more 

sophisticated level, to cater to the individual needs 

of market niches. Whereas for general advertising, the 

basic approach is mass selling and buyers are 

identified as broad groups showing common demographic 

and psychographic characteristics. General advertising 

usually addresses its target audience as a group rather 

than as individuals. 

(2) Distribution 

For Direct Marketing, distribution is an important 

product benefit and thus delivery service is usually 

provided free or on a cost basis. In fact, the concept 

of "shop in the comfort of your own home" has been 

utilized to appeal to the busy and affluent consumers 

who would prefer to reserve more time for other leisure 

activities. For general advertising, although "place" 

is an important element of the advertising mix, product 

benefits do not always include convenient distribution 

channels. 

(3) Marketplace 

The media used in Direct Marketing serve as the 

marketplace and the prospect is urged to make a 

decision on the spot. Thus, shelf space and 

point-of-purchase visibility are no concerns in Direct 
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Marketing. For general advertising, the marketers 

depend on the retail outlets as the marketplace. 

(4) Control of distribution 

As delivery service is provided by the direct 

marketer, the product can be well-controlled until 

actual delivery to the customer. As general advertisers 

depend on wholesalers and/or retail outlets for 

distribution, the marketer may lose control as the 

product enters the distribution channel. 

(5) Selling technique 

The objective of Direct Marketing is to motivate 

an individual to make immediate order or enquiry. Thus, 

the approach needs to be convincing enough to initiate 

immediate action by the consumer. For general 

advertising, the objective is mainly to build up image, 

positioning, awareness and loyalty through cumulative 

effect over time. The advertisement usually does not 

demand immediate response from the audience. 

(6) Repetition skill 

Repetition is used within the mail package or 

direct response advertisement to enhance persuasive 

power, whereas, in general advertising, repetition is 

used over time. 

j�香 港 ^ F i T ^ ^ n n o i ^ g g 
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(7) Product visibility 

Although the products or services are clearly-

explained and introduced by text and pictures in Direct 

Marketing coinitiuni cat ions, consumers still perceive 

higher risk as the products/services are bought unseen. 

For general advertising, consumers can go to the retail 

outlets and have direct contact with the products or 

services before making the buying decision. 

There is no attempt to evaluate the two marketing 

functions as they work with different objectives and, 

in fact, they are complementing each other in 

maximizing the marketing effort. Alan Yu, the 

ex-Director of American Express (HK), addressed in the 

first Asian Direct Marketing Symposiuin, "For our 

business, advertising performs a number of important 

functions, We are also aware that the cost per 

contact of advertising may be very low, but its cost 

per unit of result achieved may be very high.“； he then 

drew an interesting analogy, "Advertising draws fish to 

that part of the pond where you have laid the bait. 

Direct Marketing is the bait itself. Neither can work 

without the other."(Yu, Asian Direct Marketing 

Symposium) 
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Financial Services Industry 

Just like other consumer products, the financial 

services industry is selling services to prospects. The 

services are intangible and cannot be physically 

touched. Pricing and service quality are the major 

attributes and consumers usually make the buying 

decision on a more rational basis. Given such nature of 

the products and consumers of the industry, there are 

both advantages and disadvantages in the utilization of 

Direct Marketing. While it is generally agreed that 

Direct Marketing has become one of the major marketing 

tools for the financial services industry, it has to be 

planned carefully and executed skillfully to maximize 

the effectiveness. 

There are three main attributes of financial 

services that are most pertinent to Direct Marketing: 

(1) Financial services are relatively more complicated 

in nature. Detailed and clear explanation of the usage, 

customer benefits, pricing and application procedure is 

needed. Thus, through Direct Marketing skills such as 

mail package or telemarketing, more information can be 

provided for the prospects in making the buying 

decision. General advertising, while definitely helping 
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to reinforce the corporate image and arouse awareness, 

probably cannot present the complete story. For even 

more complicated products such as unit trusts, personal 

selling is the only feasible method and the role of 

Direct Marketing is lead-generation. 

(2) For nearly all financial services, consumers have 

to apply for the services. Depending on the requirement 

of the services, the application form will ask for 

personal and financial data as criteria for assessment. 

Through Direct Marketing, the application form can be 

forwarded directly to the prospects who can then return 

the completed form to the company easily, either 

through mail, phone or in person. Thus, it helps to 

eliminate the step of asking for an application form, 

therefore simplifying the overall procedure and 

enhancing the marketing effectiveness. Other forms of 

Direct Marketing programs aiming to maximize the 

distribution of application forms include take-one 

boxes and direct selling. 

(3) In the financial services industry, it is important 

to enhance utilization by customers after acquisition. 

Continuing relationship and increasing the breadth and 

depth of customer relationship are very crucial to the 

business, and Direct Marketing becomes most relevant 
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here. For example, for the credit card industry, after 

acquiring a new cardholder, utilization of the card is 

enhanced through mail order catalogues, joint promotion 

with shops, cross-selling other bank services and 

insurance products, etc. The higher level of 

relationship is through referral of prospects from the 

existing customer. See the illustration of the process: 

i 

‘ "i i 

Universe catalogue cross-sell 

_ _ X ^ 
Prospect respond ^ Applicant approved ^ Customer -^.Referral 
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cross—sell insurance mail order 
Direct Marketing 

Cultivation process of a customer 

for the credit card industry 

Financial services, with their complicated nature, 

also lead to many difficulties in the utilization of 

Direct Marketing. This is how Thomas Byrne summarizes 

the difficulties:(Byrne, Direct Marketing) 

(1) Financial services offered by different 

companies/banks are very similar in nature, such as a 

time deposit account or a credit card. Thus, 

differentiation by extra services, benefits and added 

value is extremely important. 
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(2) The detailed information required from your 

prospects in the application procedure may deter 

response. Thus, special techniques are needed to 

initiate action and give incentives for prospects to 

respond. Such techniques include pre-approval, 

discounted entry fee, upfront free gift, priority 

processing, special pricing, etc. 

(3) In buying financial services, decisions are made 

more carefully and with fuller consideration. Such 

hesitation in reply can lead to serious loss of 

business as the impulsive impact of incentive fades 

away or the pricing becomes obsolete under market 

fluctuations. To tackle this problem, deadlines are 

usually given for special offers, preferential rates 

and other special terms. The purpose is to urge 

immediate response from the prospects. 

(4) The buying decision depends a lot on the 

credibility of the company. The most popular solution 

to this problem is to borrow credibility from 

celebrities or endorsement by affinity groups or 

associations. 

(5) Similar names of financial institutions tend to 

create confusion among the consumers. Thus company 
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image has to stand out through various memory devices 

such as conspicuous logo, colour and celebrities. 

From the above discussion, there are favourable 

and unfavourable aspects of the financial services 

industry that are pertinent to Direct Marketing. But 

the booming of Direct Marketing activities in the 

industry has been witnessed in the United States as 

well as in Hong Kong in recent years. Various 

techniques and skills are used to overcome the 

difficulties and Direct Marketing has been working 

synergistically with other marketing functions. But 

apart from the theoretical framework, local factors 

such as culture, geographic concentration, life-style, 

consumer attitude and behaviour should also be taken 

into account. 

Direct Marketing Activities in Hong Kong 

As an attempt to detect the degree of 

sohpistication in the Direct Marketing skill of the 

local market, the authors have conducted a small-scale 

field search by collecting various Direct Marketing 

materials produced locally over the past few years. 

These materials are labelled according to section 
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numbers and are included in Appendix 2. Firstly, the 

samples are used to illustrate the various 

characteristics of Direct Marketing, namely 

accountability, one-to-one marketing and scientific 

orientation. The second step is to investigate the 

versatility of Direct Marketing utilization in Hong 

Kong, including media, format and users. 

There are two main methods of coding on printed 

materials. Coding can be put on the labels (2.1) if the 

list supplier provides the service. Otherwise, coding 

can be pre-printed on the application/order forms 

(2.2) . Coding is also commonly found on the response 

coupons of print advertisements (2.3) so that the 

effectiveness of different newspapers can be compared. 

The most common format used in one-to-one 

communication is the personalization of a marketing 

letter, whether in English (2.4) or Chinese (2.5) . For 

such cases, laser printers are usually used to print 

the letters and the response is expected to increase by 

about 50%, as compared to a non-personalized mailing 

with the same offer. Another major format of 

relationship marketing is member—get—member programs 

(2.6). 



7 1 

Cable TV will be in operation locally in the near 

future, and it is expected to become an important 

medium for Direct Marketing in view of its well-defined 

database. Interactive TV will definitely lead to a new 

era in Direct Marketing and can be made possible in the 

local market through technological development. 

Touch-tone phones are already utilized in Hong Kong, 

such as the phone banking service for in-bound 

telemarketing (2.7). Another example is the 

call-for-information service (2.8), whereby the users 

are charged on duration basis. 

During recent years, Direct Marketing activities 

in Hong Kong , have grown diversely, in terms of 

versatility of media, format and users. The samples 

enclosed are used to illustrate these aspects of 

versatility: 

(1) Media: telemarketing (2.9), newspaper advertisement 

(2.10)f Japanese newspaper insert (2.11), hotel 

magazine insert (2.12), rice-pack insert (2.13) 

(2) Format: package with tangible object with perceived 

value (e.g. key, stamp, etc.) and lots of participating 

mechanism (2.14), special die-cut (2.15), last push 

lift —note in the reply envelope (2.16), package in 
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Chinese only (which is not common practice of a foreign 

bank in previous years) (2.17), post card design of the 

envelope (2.18) 

(3) Users: non-profit-making organizations (2.19), 

department store (2.20), music company (2.21), fashion 

retailer (2.22), recreation club (2.23), insurance 

company (2.24), cultural association (2.25), cosmetics 

(2.26), computer course (2.27) 

While there is evidence of versatility of users, 

the skills are of varied levels. Some come up with more 

sophisticated designs and offers, while some are 

sending company brochures only. As the forefront runner 

in Direct Marketing, the financial services industry is 

utilizing marketing strategy more effectively. The 

following are some examples of their various activities 

in Direct Marketing: 

acquisition of new customers (2.28), mail order 

merchandising (2.29), announcement of new service 

(2.30), newsletter (2.31), occupant mailing (2.32), 

household drop (2.33), seasonal catalogue (2.34), 

magazine (2.35), insurance products (2.36). 

While the listing is by no means exhaustive, the 
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extensive application of Direct Marketing can be 

perceived. 
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CHAPTER V 

DIRECT MARKETING AS A TOTAL 

MARKETING CONCEPT 

Introduction 

As a total marketing concept, Direct Marketing can 

achieve great effectiveness with careful planning and 

implementation. Inability to grasp this essential 

dimension of Direct Marketing would lead to under-

utilization of this sophisticated marketing technique, 

and the marketers will stand helplessly by, watching 

others enjoying the fruits of Direct Marketing. In this 

chapter, the authors have selected a Direct Marketing 

project for analysis, delineating the various elements 

of the marketing mix used in the process of planning 

and execution. 

The objective is to illustrate the total marketing 

orientation on both the conceptual and application 
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levels of Direct Marketing. Specifically, we can 

observe how a financial product is marketed 

successfully using Direct Marketing strategy. The case 

chosen is a graduate card program carried out by the 

Chase Manhattan Bank. A sample package is included in 

Appendix 3. Before going into the details of the 

project, the authors would like to present a review of 

the theories of the marketing concept. 

Marketing Mix and Direct Marketing 

As Professor Johan Arndt writes, "The so-called 

Marketing Concept advocated focus on customer needs and 

argued for integrated analysis, planning, and control 

of all elements of the marketing mix, popularized as 

4Ps (product, price, promotion and place) by McCarthy 

(1960). Hence the main avenue to profits went through 

developing, producing and distributing products 

satisfying customer wants." (Baker, p.19) 

Martin Baier also says, "A total marketing system 

is often presented in terms of "Ps": product, price, 

place and promotion, along with perspective, plans and 

profits.“ He further elaborates on the relationship 

between the total marketing system and Direct 
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Marketing, "Direct Marketing can be viewed in these 

terms. The "product" can be a book, a record 

"Place" can be thought of in terms of lists or market 

segments to which direct response advertisements 

together with products and services are 

distributed When thinking in terms of the "P" 

designating "promotion", we are concerned with the 

direct mail package or the printed magazine/newspaper 

advertisement or the broadcast television/radio 

commercial. The offering can be presented in a large 

variety of formats....When all of its elements and 

characteristics are put together....we view Direct 

Marketing as an aspect of total marketing.“ (Baier, 

p.18) 

Based on the above discussion, the authors now 

proceed to review the graduate card program, using the 

“Four Ps“ framework. 

Marketing Objective of the 

Graduate Card Proaram 

The project was launched in September 1989, and 

the marketing objective is to gain a foothold in the 

high growth potential student segment and develop brand 
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loyalty at an early stage. Accordingly, the card is 

positioned as "especially designed for smart, 

outstanding people like you". The business target is to 

acquire 2,000 cardmembers through this campaign. 

Assuming an approval rate of 99%, the upfront response 

is expected to be 2020, or 11.3% response rate with 

total target population of 17,800. With a budget of 

HK$150,000, the average cost per new cardmeinber 

acquired is HK$75. As the annual fee of HK$150 is 

payable upon approval, the expected upfront earning is 

HK$75 per new account opened. 

Product 

The graduate card is basically a Visa card, 

sharing the same card features and design. In the 

current market, Chase's Visa card has two unique card 

benefits: longest interest-free repayment period and 

the advantage points scheme. Cardmembers can settle the 

balance up to 55 days from the date of purchase without 

incurring any interest. This repayment period is the 

longest in the market. Under the advantage points 

scheme, cardmembers earn one point for each dollar 

charged to their cards. The accumulated points can be 

used to buy brand name items at special discounts from 
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the catalogue published by the bank on a half-yearly 

basis. Otherwise, the points can be used to waive the 

annual fee based on a rating system. This scheme is 

also unique to the market. 

Apart from the generic benefits, the card is 

designed with a special feature for students: a credit 

line of HK$6,000, which is among the highest in the 

market of graduate cards. The amount is also considered 

to offer enough financial flexibility as needed by the 

students. The application form is also simplified and 

fewer documents are required. The product is also 

packaged with a bundle of extra benefits, details being 

described in the "Price" section. 

Price 

The Chase Visa card has been charging an annual 

fee of HK$150, 25% higher than others ($120), to 

differentiate itself from other Visa cards. Due to the 

mutual agreement among the credit card companies, the 

bank cannot waive all or part of the annual fee as a 

promotional offer. Also, the bank considers the amount 

as affordable to students, and therefore it is decided 

not to cut the annual fee in any format. 
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However, the product is packaged with a bundle of 

extra benefits to overcome any barrier to the upfront 

annual fee. The benefits bundle includes: an executive 

portfolio free upon approval of application; a stock 

market directory for the first 400 successful 

applicants； and special discounts from seven 

establishments, including a motoring school, student 

travel bureau, optical shop, cosmetics, salon, magazine 

subscription and sports shop. 

Place 

The target segment is final year students of all 

post-secondary institutions in Hong Kong. These include 

University of Hong Kong, Chinese University, City 

Polytechnic, Hong Kong Polytechnic, Lingnam College, 

Baptist College, Shu Yan College and the three Colleges 

of Education. As the target segment is well defined and 

concentrated geographically, direct distribution of 

mail packages is used to maximize the coverage. Three 

main channels are utilized, namely drop at pigeon 

holes, set-up of counter booths at the campus and 

dispatch via class representatives/student unions. The 

campaign is launched in September as students would be 
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more relaxed and active at the beginning of the 

academic year. 

Promotion 

The overall objective of the package presentation 

is to reinforce the positioning and image of the card, 

to address the target segment directly and to highlight 

the promotional offers as well as the generic card 

features. The tone and mood is student-oriented, being 

simple, straightforward, friendly and informal. The 

complete package consists of an outer envelope, a 

marketing letter, a full-color brochure and an 

application form with reply envelope. 

The outer envelope displays the logos of the Bank 

and Visa card so that identity is clear upfront. It 

depicts a memo note which reads, "to final year 

students" and a teaser which reads, "a credit line of 

HK$6,000 especially for you". All wordings are in hand 

written format, making it more informal and 

personalized. Thus, on the outer envelope, the target 

prospect is directly addressed and the most important 

and relevant benefit is brought to his/her attention 

upfront. The objective is to motivate the recipient to 
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open the envelope. 

The marketing letter is written in Chinese and 

covers two pages to convince prospects of the benefits 

that the card can bring them. The letter begins with a 

headline to position the card and state the extra 

bonuses. It reads, "Chase Visa is especially designed 

for you, the future elite of society. Apply now to 

receive special gifts and discounts from seven 

establishments.“ The lead-in paragraph further 

elaborate the headline and is then picked up by the 

first section which gives a comprehensive description 

of the card benefits. The second section then explains 

the special offers, while the ending paragraph gives 

the last push by urging the recipients to act without 

delay. The postscript section states the deadline and 

again urges immediate action. Thus, the letter is 

written with a strategic flow and aims to direct the 

prospect either to send in the application form or read 

the brochures for more details. 

The full-color brochure is an elaboration of the 

promotional offers, starting with a column to 

recapitulate the card benefits. Each offer is presented 

with photos and a brief description to arouse interest 

and incentive to apply. The last paragraph is set in 
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bold type to remind prospects of the deadline and 

appeal for action. The tone throughout is tailored to 

the students, using terms such as “future elite of 

society,. your academic achievement; helps to give you a 

headstart in your career development; be more 

smart-looking at an i n t e r v i e w b e well-informed of the 

economic and social events.” 

The application form illustrates a hand written 

memo on the front cover which reads, "credit line of 

HK$6,000" and a teaser of "apply now". A postage-paid 

reply envelope is included for greater convenience. The 

back panel simmarizes the card benefits and states the 

enquiry hotline. The fill一out columns are simplified 

from the regular form and is bilingual due to corporate 

policy. Coding is pre-printed under the Visa logo to 

track response from different institutions. 

Evaluation of Results 

As of December 31, 1989, the response rate is 9.7% 

i.e., 1,719 applications received. With a 97% approval 

rate, there are a total of 1,662 new cardmeinbers. The 

average cost is about HK$90 per new account. Though the 

results fall short of the business target, the response 
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is deemed satisfactory. To ride on the results, a 

member-get-member program is offered to new cardmembers 

using a cash bonus incentive. The result is unknown to 

the authors. The authors also learn that the campaign 

is re-launched in April 1990 and the target segment is 

extended to include students from all years. Direct 

response advertisements are placed in college 

newspapers to enhance awareness and coverage. The 

graduate card program is regarded as a long-run 

strategy and there would be continual effort in 

cultivating the brand loyalty among the post-secondary 

students who would become elites of society. 

Interpretation 

The graduate card program illustrates an example 

of effective utilization of Direct Marketing with a 

total marketing orientation. This orientation can be 

perceived on conceptual and execution levels. 

Conceptually, it can be interpreted as the process of 

strategic planning for a marketing project, involving 

the development, production and distribution of the 

product to satisfy the customer needs. In the 

short-run, the objective is to maximize 

cost-effectiveness through response tracking; in the 
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long-run, the cumulative effect of marketing effort in 

cultivating brand loyalty and the further utilization 

of customer relationships are the keys for business 

success. On the execution level, the "four Ps" provide 

a useful framework for focusing effort: product 

packaging, benefit bundle, market segmentation and 

distribution channel, presentation and communication 

with prospects. By making each element accountable for 

results measured, the marketing money can be allocated 

more effectively. 

If the total marketing orientation of Direct 

Marketing is disregarded, the marketer is doing so at 

his own peril. For example, if Direct Marketing is 

viewed only as a promotion tactic for the graduate card 

program, disregarding the product positioning, benefit 

bundle and market segmentation, the response can be 

expected to be much lower. Thus, given the same 

expenses, the average cost of business acquisition is 

much higher as a result of deficiencies in the total 

marketing approach. 
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CHAPTER VI 

APPLICATION OF DIRECT MARKETING 

IN THE FINANCIAL SERVICES INDUSTRY 

Introduction 
I 

As one of the most active and forefront users of 

Direct Marketing, the financial services industry is 

selected for study. To focus effort for more in-depth 

analysis, one specific yet significant fast-growing 

financial product, credit card, is chosen as the 

subject of study. A sample of prospects was compiled 

through telephone inquiries to explain the purpose of 

the research and ensure their willingness to return the 

questionnaire. As a result, a total of eleven credit 

card issuing companies/banks, representing the majority 

of market share (see Appendix 4), is selected as the 

sample for research. The sample can be divided into two 

groups: local-based banks/companies and foreign 

banks/companies. 
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A postage-paid reply envelope is enclosed for 

greater convenience of return. (A full package is 

enclosed in Appendix 5.) A follow-up telephone call one 

week after sending out the questionnaire was used both 

to remind and enhance response. As a result, ten 

replies were received (i.e., 91% response rate), four 

from the first group and six from the second group. A 

summary of the sample and respondents is outlined 

below: 

Group A : (locally-based) 

Heng Sang Bank (R), Hongkong Bank (R), 

International Bank of Asia (N), Nanyang Credit 

Card Co. (R), Overseas Trust Bank (R) 

Group B: (foreign) 

American Express (R), Chase Manhattan Bank (R), 

Citibank (R), Diner's Club (R), JCG (R), Standard 

Chartered Bank (R) 

(R denotes respondent, N denotes nonrespondent) 

In order to enhance the understanding of research 

results, in-depth interviews were conducted with 

managers from each group of companies. Interviews were 

carried out in an informal atmosphere and discussion 

was based on the issues raised by the questionnaire. 
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The questionnaire is divided into two sections: 

Section A with multiple choice and open-ended questions 

on the company policy and utilization of Direct 

Marketing; and Section B in the form of attitudinal 

ratings on statements describing phenomena of Direct 

Marketing on both conceptual and execution levels. 

Notwithstanding a total of four pages, the questions in 

Section A are straightforward, closely related to job 

experience and a variety of answers are provided for 

choice; whereas for Section B, the statements are in 

short sentences, commonly encountered situations and a 

seven-point scale is provided to allow for more 

personal differentiation. 

The objective of Section A is mainly to collect 

information on the company‘s structural and financial 

back-up (question 1: years of experience in Direct 

Marketing; question 2: agency support； question 3: 

growth of annual expenses； question 4: structural 

set-up； question 5: training for Direct Marketing 

staff)； strategy, tactics and skills (question 6: 

strategy for Direct Marketing; question 7: tactics；�

question 8: Direct Marketing related activities；�

question 9: testing programs)； as well as difficulties 

in the implementation and attitude towards Direct 

Marketing (question 10: major advantages of Direct 
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Marketing; question 11: major difficulties,, question 

12: overall comments and suggestions). It is hoped that 

through such a multi-dimensional approach, a more 

comprehensive picture of each respondent can be 

visualized. 

In Section B, the main objective is to measure 

attitudes of managers towards Direct Marketing, which 

are expected to correlate, in a qualitative sense, to 

the findings in Section A. The statements cover a wide 

scope of concepts and practices of Direct Marketing, 

including: as a marketing strategy for credit cards, 

marketing letter in a direct mail package, services 

from agencies, copy length, shortage of specialists, 

testing, as a total marketing concept, good mailing 

list, role of cable TV and bilingual mail package. 

Due to the small sample size, no significant 

quantitative relationships are expected. The 

discussion on Section A will follow the sequence of 

the questions, drawing inter-group comparisons wherever 

appropriate. For Section B, the weighted averages of 

overall ratings, as well as per group, will be 

calculated and their implications discussed. This is 

then followed by a summary of two interviews, with one 

interviewee from each group. Depending on the persons 



8 9 

that can be contacted as well as their willingness to 

be interviewed, only two interviews can be conducted. 

Nevertheless, the authors have managed to interview one 

manager from each group, thus achieving a more balanced 

viewpoint. Finally, an interpretation is presented to 

review the overall results from both sections. 

Discussion and Analysis 

Section A: A tabulation of response is presented in 

Appendix 6. Discussion on each question follows. 

Question 1: How long has your Company been using Direct 

Marketing as a marketing/promotion strategy? 

All the respondents have been using Direct 

Marketing as a marketing strategy for at least one 

year, with 30 percent at 3-5 years and 40 percent more 

than five years. On an inter-group basis, Group A 

companies are less experienced than Group B which 

represents the overall proportion responding to the 

answer of more than five years. 

Question 2: What kind of Direct Marketing agency is 

your Company using? 

Most respondents (77 percent of responses) are 



9 0 

supported by multinational and/or local-based agencies. 

Inter-group comparison reveals that 40 percent of the 

responses from Group A rely on in-house production, 

which usually implies more primitive production skills. 

Fifty percent of the responses from Group B rely on 

support from the relatively more professional 

multinational agencies. 

Question 3: What is the annual growth of expenses 

(1988-89) on Direct Marketing programs? 

Eighty-nine percent of overall response indicates 

a moderate (10-20 percent) or more aggressive (>20 

percent) growth of expenses on Direct Marketing. The 

individual groups have a similar trend. 

Question 4: What is the structural set-up for Direct 

Marketing in your Company? 

There are no respondents with an independent 

functional unit of Direct Marketing on a departmental 

or divisional level. Fifty percent of the companies 

have Direct Marketing as an independent functional team 

under the marketing department. This is consistent with 

individual group response. 

Question 5: What kinds of training has your Company 

provided for the Direct Marketing staff? 
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Two respondents (both from Group A) indicated they 

do not provide any training to Direct Marketing staff. 

On the other hand, Group B companies provide more 

extensive training, including in-house programs as well 

as seminars/symposia organized by other institutions. 

Question 6; What is your Company‘s strategy for Direct 

Marketing? 

The major tendency (46 percent of responses) is 

towards developing independent strategy for Direct 

Marketing programs. Group A companies show an even 

distribution of strategy options； whereas Group B has 

more sophisticated strategic skills in general, with 57 

percent response on the third answer ("develop 

independent strategy for Direct Marketing programs"). 

Some respondents also indicated that more than one 

strategy may be used on a project basis. 

Question 7: What Direct Marketing tactics is your 

Company using? 

The most commonly used tactic is direct mail (48 

percent of responses). However, Group B has a 

relatively greater variety of tactics, with a total of 

67 percent response on telemarketing, print 

advertisement, direct response TV, household drop, 

handbill distribution and personal selling. For Group 



9 2 

A, only one respondent indicated utilization of tactics 

other than direct mail. 

Question 8: What is/are the Direct Marketing related 

activities being carried out by your Company? 

The overall response shows a rather even 

distribution on various types of Direct Marketing 

activities. Group B companies are relatively more 

active and versatile, with an average of 3.8 options 

given by each respondent and an even distribution in 

different modes of programs. The average response of 

Group A is three options and the companies are least 

active in list rental/swap. 

Question 9(a): Has your Company conducted any testing 

program on the effectiveness of Direct Marketing? 

This question shows the greatest group divergence 

in Section A, thus the overall figure is essentially 

biased. No respondent in Group A has conducted any 

testing programs on Direct Marketing, whereas 83 

percent of Group B respondents have utilized this more 

sophisticated skill to improve the effectiveness of 

Direct Marketing. 

Question 9(b): What are the major finding(s) of the 

testing programs? 
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This question is applicable to Group B only. 

Testings have been conducted on various dimensions: 50 

percent on list quality, 20 percent on offer, 20 

percent on reply envelope and one respondent tested on 

the flow of copy. 

Question 9(c): What are the major reason(s) for not 

conducting any testing programs? 

Although this question is intended for those 

answering "No" in 9(a), some respondents from Group B 

also answered the question, indicating the general 

difficulties encountered in testing programs. The 

overall response is consistent with group trends and 

covers a wide range of difficulties: small sample size 

(13 percent), costly (20 percent), budget constraint 

(27 percent) and time constraint (33 percent). There is 

no respondent choosing the last answer ("we don‘t 

believe in testing programs"), thus indicating that at 

least there is no negative feeling towards testing 

programs. 

Question 10: What do you consider the major 

advantage(s) of Direct Marketing? 

The major advantage most often chosen (45 percent) 

is measurability of response. Other responses are 

distributed quite equally over all remaining response 
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categories. Upon comparison between groups, it is 

interesting to note that while two respondents of Group 

A consider easy impleinentation as one of the major 

advantages, there is no concurrence from Group B. 

Question 11: What do you consider the major 

difficulties of undertaking Direct Marketing? 

The difficulties most mentioned are duplication of 

lists (38 percent) and lack of Direct Marketing 

specialists (29 percent). Other difficulties include 

costly per head (10 percent), ineffective support from 

agency (10 percent), long production lead time (5 

percent) and bilingual copy (5 percent). The overall 

response is consistent with group trends. 

Question 12: What are your overall comments/suggestions 

on Direct Marketing of the financial services industry 

(such as credit card issuing companies) in Hong Kong? 

There were three responses, one from Group A and 

two from Group B. In general, while they recognize the 

advantages of Direct Marketing in terms of penetration 

of market segments and provision of innovative reach 

channels, they are also concerned about the quality of 

mail packages and the need to ride on the relationship 

with cardholders (i.e., cross-sell product/services to 

existing cardholders). 
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Section B: the average ratings and respective standard 

deviations are tabulated in Appendix 7. Note that point 

1 represents "strongly agree", point 4 represents 

"neutral" and point 7 represents "strongly disagree". 

Discussion of each statement follows. 

Statement 1; Direct Marketing has become one of the 

indispensable marketing strategy for the credit card 

industry. 

Sixty percent of respondents strongly agree with 

the statement, and the overall average rating is 1.8. 

The intergroup difference is mainly due to one main 

deviant (rating 6) in Group A, indicated by its 

relatively large standard deviation. 

Statement 2； Marketing letter is the most important 

element of a direct mail package. 

Respondents range from "agree" to "neutral" with 

the statement, with similar response from both groups. 

Statement 3: In general, the services of Direct 

Marketing agencies are satisfactory and professional. 

The response is relatively more diverse, ranging 

from "agree" to "slightly disagree". While both groups 

have quite close averages, Group B has a higher 

standard deviation. 
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Statement 4： Long copy is in general more effective 

than short copy. 

The intergroup difference is obvious, with 

averages located on opposite sides of the neutral 

rating. For Group A, 75 percent of respondents 

disagree, while 83 percent of respondents of Group B 

feel neutral about the statement. 

Statement 5: There is a serious shortage of Direct 

Marketing specialists in Hong Kong. 

There is again relatively large intergroup 

difference. In general, Group A respondents feel 

neutral or slightly disagree (75 percent), while all 

respondents of Group B agree (rating 1 to 3) with the 

statement. 

Statement 6: Testing is very important in increasing 

the effectiveness of Direct Marketing. 

Ninty percent of respondents agree (rating 1 to 3) 

with the statement, and no respondents disagree. Note 

that this is consistent with findings of 9(c) in 

Section A. 

Statement 7: Direct Marketing is a total marketing 

concept and strategy on its own. 

Again, 90 percent of respondents agree (rating 1 
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to 3) with the statement, and there is one deviant who 

slightly disagrees and comes from Group B. 

Statement 8: It is not so easy to get a "good" list in 

Hong Kong. 

Overall, 90 percent of respondents agree (rating 1 

to 3) with the statement, with 67 percent of Group B 

respondents strongly agreeing with the statement. For 

Group A , the response is more diverse, including 

ratings of 1, 2, 3 and 5, and thus has a larger 

standard deviation. 

Statement 9�； Cable TV would be one of the most 

effective media for Direct Marketing. 

Ninty percent of respondents fall within the 

positive to neutral range with an average of 3• One 

deviant with rating 6 comes from Group B which, 

therefore, has a relatively larger standard deviation. 

StatementlQ: Bilingual mail package is a must in Hong 

Kong. 

The responses are highly diverse, ranging from a 

rating of 1 to 7• By showing the mean value only, the 

average is thus biased and cannot reveal the diversity. 

Both groups show contrasting attitudes towards the 

statement. 
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Interview Reports 

Due to time and manpower constraints, it is not 

possible to conduct interviews with all respondents. 

Moreover, the request for an interview was turned down 

by some managers of major banks/companies who may be 

unwilling to disclose more in-depth information of 

corporate policies and strategies. As a result, the 

authors conducted two interviews, with one interviewee 

from each group, i.e., one manager from a local-based 

credit card issuing company and one manager from a 

foreign bank. 

The first interviewee is Ms. Wendy Mui, Marketing 

Manager of Nanyang Credit Card Co. Ltd. The company 

issues Federal, Master and Visa cards in the local 

market. Generally, Direct Marketing has not been given 

great emphasis as it has been in US banks. The company 

mainly relies on general advertising for greater reach 

and referral from customers. Direct Marketing is 

considered especially effective as a secondary push to 

the media coverage. Usually in-house lists are used by 

selecting the relevant segments from the bank customer 

base. No testing program was conducted due to budget 

and time constraints and the company mainly relies on 

the expertise knowledge of the agency/production 
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people. In conclusion, Wendy opines that the growth of 

Direct Marketing in Hong Kong is mainly due to the 

"technology transfer" of the US banks, more than 

evolution from market needs. Thus,the development of 

strategies by local banks/companies would continue to 

be relatively limited and confined to more specific 

promotions such as in ember-get-member programs and 

cross-sell campaigns to bank customers. She also 

suspects that the implementation of Direct Marketing 

may increase the cost of operation and hence impose 

higher charges on credit card services. 

The second interviewee is a Manager (who prefers 

not to disclose her name) of Marketing Services 

Department, Chase Manhattan Bank. The Direct Marketing 

Department was established about five years ago when 

the bank perceived the opportunities of Direct 

Marketing in the financial services industry. The 

Department has undergone structural changes for more 

efficiency and is now working hand in hand with the 

general advertising team under the Marketing Services 

Department. The bank has been quite active in the 

utilization of various tactics and activities of Direct 

Marketing, according to the specific target group of 

each campaign. Testing programs are carried out from 

time to time in exploring ways to enhance the 



1 0 0 

effectiveness of Direct Marketing programs. Major 

difficulties include time and budget constraints as 

well as small sample size. Thus, the findings should be 

further tested for verification. Currently, the bank is 

supported by a multinational agency and a local agency, 

depending on the nature and scale of projects. Training 

is provided for staff on Direct Marketing skills, 

effective coirmuinication and computer technology. The 

major difficulty in carrying out Direct Marketing 

programs is the lack of "good" lists. An in-house list, 

i.e., list of bank customers, is more cost-effective as 

it is much easier to build on existing relationships. 

Thus, she thinks that while direct marketers should 

keep on acquiring new customers, the value of the 

existing customer base should not be neglected. 

Interpretation 

As expected, all respondents have been practicing 

Direct Marketing and most of them agree that Direct 

Marketing has become an indispensable marketing 

strategy for the credit card industry. But the stage of 

development, in general, seems to be quite primitive, 

as most respondents have implemented Direct Marketing 

programs for less than five years, being backed up by a 
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moderate budget growth and structural support below the 

departmental level. Nevertheless, there is active 

utilization in terms of the variety of Direct Marketing 

tactics and activities, as well as testing programs. 

The main advantage perceived is measurability of 

response, whereas major difficulties include lack of 

Direct Marketing specialists and duplication of lists• 

On the execution level, most respondents feel positive 

towards the importance of a marketing letter but the 

opinion is more controversial over the copy length and 

the need for bilingual packages in Hong Kong. 

On closer observation, some significant 

differences between local-based and foreign credit card 

companies can be observed. On the corporate level, the 

local-based respondents have relatively more 

conservative policies regarding Direct Marketing, in 

terms of agency support, training for staff, 

utilization of tactics and conducting of testing 

programs. For respondents from the group of foreign 

banks/companies, all of them are supported by 

multinational agencies and have, in general, started 

Direct Marketing earlier (as described by Ms. Mui, the 

possible correlation is a form of "technology transfer" 

via these agencies) . This group also has a more 

aggressive policy on Direct Marketing, exercising a 

variety of tactics and activities and putting more 
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emphasis on future development, e.g., providing 

training opportunities for staff and conducting testing 

programs (despite the many difficulties) for long-run 

benefits. 

In simmary, the credit card industry, one of the 

most active users of Direct Marketing in the local 

market, is still in the initial development stage, 

particularly the local-based banks/companies. However, 

the attitude is generally positive and the advantages 

of Direct Marketing are well perceived. The growth rate 

is not expected to accelerate greatly as difficulties 

abound, many of which are peculiar to the culture and 

infrastructure of the local market. For example, lack 

of Direct Marketing specialists is due to the brain 

drain problem in general and the advertising industry 

in particular,* list duplication is due to the small 

population and various formats of English names of the 

Chinese； the effectiveness of long copy is questionable 

in the busy environment of Hong Kong； the need for 

bilingual packages in this international city will lead 

to higher costs. 

A valuable and insightful suggestion raised by one 

interviewee, the manager from Chase Manhattan Bank, 

relates to the opportunities in the existing customer 



1 0 3 

base. By cultivating brand loyalty in the current 

customer base, it not only provides a cost-effective 

business source for new products or cross-selling other 

products； at a more sophisticated level, these 

customers refer new customers for your business. For 

the credit card industry, cross-selling tactics can 

include selling bank products (such as loans and 

mortgages), mail order merchandise, member-get-member 

programs and any offer that the marketer can think of. 

Thus, while the effort of reaching prospects should 

continue, the business opportunities in the existing 

customer base should be fully explored. 
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CHAPTER V工工�

SUPPORTIVE SERVICES FOR DIRECT MARKETING 

Introduction 

The three major elements of a Direct Marketing 

program are offer, list and package presentation. As 

the offer is determined by the marketer, we focus this 

section of study on the supportive services in the 

other two aspects, i.e., list suppliers and creative 

agencies. List suppliers are vendors of demographic or 

psychographic lists, compiled either from available 

sources (such as directories, membership listing, 

etc.), or from research effort (e.g., site visit, 

telephone survey). These suppliers often provide other 

related services for Direct Marketing, such as 

lettershop service, fulfilment support, handbill 

distribution and telemarketing. Creative agencies are 

defined as full-service agencies for Direct Marketing 
( 

and the scope of services include creative development 

and execution (specifically, these include concept 
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development, design and layout, media planning and 

placement, photo shooting, artwork production, colour 

separation and printing) of Direct Marketing materials, 

such as direct mail packages and direct 

responseadvertisements. Cable TV, as one of the most 

advanced electronic media in Hong Kong, may bring about 

important breakthroughs in the development of Direct 

Marketing. The authors therefore attempt to obtain more 

information on the company development strategy and 

market penetration. 

The objective of this chapter is to collect more 

opinions on the difficulties of Direct Marketing in the 

local market from the perspective of supporting agents 

as well as their perception of the growth of Direct 

Marketing in the financial services industry. Personal 

interviews are conducted to collect more detailed 

information on the company profiles and personal views, 

which are unavailable in published literature. Except 

for cable TV, the selected interviewees are, or have 

been, decision-makers of local-based companies, 

including two list suppliers and two creative agencies. 

The rationale is to obtain opinions from those who are 

most familiar with the local market conditions and thus 

less inclined to present theoretical or academic 

viewpoints. 
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The following presents the brief background 

information on the five interviewees: 

(1) M r . Hermann Chan of Times Direct Marketing 

Times Direct Marketing is one of the most 

established locally-based list suppliers in Hong Kong. 

The business was recently expanded to provide 

fulfilment service and mail order merchandising. 

Overseas offices are established in Singapore, Malaysia 

and Japan. Times organized the first Asian Direct 

Marketing Symposium in July last year. Mr. Hermann Chan 

is the sole proprietor of the company and has been 

exercising hands-on control and management over his 

business. 

(2) Mr. K. M . Yim of Direct Force 

Direct Force is one of the fastest-growing local 

agencies specializing in Direct Marketing. Its success 

is mainly due to its emphasis on meeting customers‘ 

needs. Mr. K. M . Yim is the partner of the company and 

has years of experience as creative director on Direct 

Marketing projects. His viewpoint thus reflects an 

important and relevant opinion from the agency 

perspective. 
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(3) Mr. Benj amin Wong of Ad-Post 

Ad-Post is a well-established local company in 

providing various services in Direct Marketing, 

including list rental, fulfilment service, lettershop 

and labor support for various kinds of activities such 

as handbill distribution and household drop. M r . 

Benjamin Wong is the partner of the company from its 

establishment seven years ago. The services are 

tailored to meet marketers‘ needs and the company 

evolves along the development of Direct Marketing in 

the local market. 

(4) Mr. Nat Chan of Nat Alan Direct 

M r . Nat Chan has worked both as client and agency, 

thus gaining versatile experience in Direct Marketing. 

Currently, he is running a trading company supplying 

merchandise to mail order merchants. Nat Alan Direct 

has been in operation for only one year though both 

partners are well experienced in Direct Marketing. 

While Nat is still working closely with Direct 

Marketing people, his ex-partner, Alan Lung, is working 

in an international-based mail order company as its 

marketing director. 

(5) Mr. Jim D. Venne of Hong Kong Cable Coirmmnications 

The company was formed in late 1988, planning to 
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start operation in mid to late 1990. Mr. Jim Venne is 

the Manager of Sales and Commercial Development and is 

responsible for expanding the subscription network as 

well as marketing of air time to advertisers. While the 

company has a well-defined target market segment and 

will progress to the interactive mode of communication 

with the audience, it has no solid plan in the 

development of home shopping or other Direct Marketing 

programs. The interview report also includes 

information supplied by Ms. Teresa Tarn of the Marketing 

Department via telephone conversation. 

Interview Reports 

The reports are presented in chronological order 

of the interviews. In general, each report is divided 

into two major sections: the first covers the company 

profile and personal background, while the second part 

sums up the interviewee‘s opinion on Direct Marketing 

in Hong Kong. 
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Times Direct Marketing 

Date : December 13 (Wed), 12:3 0pm 

Interview with Mr. Hermann Chan, Managing Director of 

Times Direct Marketing 

Company profile 

Times Direct Marketing (TDM) was established eight 

years ago when Mr. Chan realized the market niche in 

Direct Marketing, which would sooner or later become a 

strong force, given the infrastructure of Hong Kong 

society. Initially, the services provided by TDM (then 

referred to as Times Direct Mail) included mainly rental 

of compiled or researched lists, as well as lettershop 

support. In recent years, TDM has expanded its business 

to include services in telemarketing, mail order 

merchandising and fulfilment. Thus, two years ago, 

Hermann gave TDM the new name as Times Direct Marketing 

to reflect the growth and development. As revealed by 

Mr. Chan himself, the business strategy of TDM for the 

coining years would concentrate on the development of 

consultation and fulfilment services for Direct 

Marketing. On the rental of lists, the target customers 

would include more upscale marketers who are willing to 

pay higher costs for better quality lists• 
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Though credit card companies are not the major 

customers of TDM, Mr. Chan did have unpleasant 

experience with some of these companies. In general, he 

feels that these financial services marketers are often 

constrained by tight budgets and aggressive business 

targets. As a result, these marketers look for quantity 

rather quality of lists. They are unwilling to pay for 

higher costs of good lists and prefer to maximize the 

reach given the money available. A recent example of 

such a case is the acquisition package mailed out by a 

credit card company in celebration of its Xth 

anniversary. (Note: The author learned that a senior 

executive received the same package ten times within one 

week.) Such abuse of Direct Marketing would not only 

arouse frustration of consumers but also have an 

unfavourable effect on the reputation of the company and 

that of the Direct Marketing industry as a whole. 

As described by Mr. Chan in his speech during the 

first Asian Direct Marketing Symposium held in July of 

last year, "An accurate, updated list may not always be 

a good list, but more often a good list is accurate and 

updated.“ A list would not be useful if the information 

is incorrect but the labor cost of updating lists is 

very heavy. Thus, Mr. Chan also says that "An expensive 

list may not always be a good list, but most good lists 
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are expensive. “ For TDM, the most common way of 

updating lists is by its usage. As all lists are 100 

percent guaranteed for accuracy, most customers would 

return undelivered packages for refund on list rental 

and postage. Such returned lists are then followed up 

by telephone inquiries to find the replacing person. 

For those lists not being frequently rented out, they 

should be reviewed carefully whether it is worthwhile 

to retain and conduct updating. As regards compilation 

of lists, they are researched from any possible source 

available, including customer purchase records, 

advertising enquiries, membership rosters, etc. 

Telephone directories are also very useful tools since 

they list all companies currently in operation. One 

basic criterion is the availability of telephone number 

with the name, otherwise updating would be made 

impossible. The emphasis on accuracy of lists would 

remain the long-term strategy of TDM, aiming to serve 

the specific needs of marketers who look for good lists 

and are willing to pay the higher costs incurred. 

Direct Marketing in Hong Kong 

Mr. Chan perceives two main problems of Direct 

Marketing in the local market: targeting and 

communicating. On the problem of targeting, he refers 
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to the strategy on market segmentation and quality 

oflists. The first aspect mainly lies with those 

marketers who disregard the very nature of Direct 

Marketing on market segmentation. Packages are thus 

sent out to irrelevant recipients, creating the bulk of 

junk mails. On the other hand, the supply of cheaper 

lists with inaccurate information and duplication also 

makes effective targeting much more difficult. The 

problem is further intensified by the marketers‘ lack 

of skill to minimize the effect of duplication, such as 

testing the lists, sending out the packages through 

various stages so any duplicating mail can serve as a 

reminder package. 

As regards the problem of communication, Mr. Chan 

is talking about the message being conveyed to the 

recipients of the package. Vagueness and confusion may 

result from poor skill of creative agencies or the 

sending out of left-over materials ( such as branch 

display leaflets, product catalogues) by the marketers. 

Moreover, the under-utilization of the direct response 

mechanism makes a direct marketing project incomplete 

and defective as consumers cannot respond immediately; 

response cannot be tracked and thus evaluation is not 

possible. 
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An important implication from the above two 

problems is the lack of qualified Direct Marketing 

specialists in Hong Kong. In his personal opinion, M r . 

Chan estimats that only 25 percent of the personnel in 

the Direct Marketing industry are really qualified. The 

Direct Marketing Symposium organized by TDM last year 

is an attempt made by Mr. Chan to arouse attention and 

a sense of professionalism in the Direct Marketing 

industry. Organized on a regional basis, the Symposium 

invited experts from various countries to deliver 

speeches and gathered together the specialists in the 

Asian region to discuss mutual difficulties and 

exchange viewpoints. 

Recapping the abuse of direct mail strategy in 

Hong Kong, Mr. Chan feels that the undesirable 

situation has created a bad reputation of junk mail and 

for the industry as a whole. But there is no easy 

solution as some problems are generic to the cultural 

and social development. For example, the list 

duplication caused by different formats of written 

names of the same person (such as Betty Yeung and Yeung 

Oi Yung) is an inherent problem of the society. Another 

example is the lack of specialists which is a common 

phenomenon in the advertising and marketing industry. 
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As such, Mr. Chan feels that direct mail has 

overgrown in the past few years and he foresaw a slower 

growth rate for the coining few years. Regarding other 

media of Direct Marketing, TV is too costly in terms of 

buying air time and labour cost for fulfilment service 

(such as hotline service). Direct response print 

advertising and telemarketing would grow steadily but 

would not be the major thrust. The most potential media 

would be cable TV, which implies a well-defined network 

of consumers, electronic terminals for more direct and 

convenient response, and visual catalogues for more 

effective selling techniques. 



1 1 5 

Direct Force 

Date : January 2, 1990 (Tue.) , 6:00pm 

Interview with Mr. K. M . Yim, Executive Director of 

Direct Force (Hong Kong) Limited 

Company profile 

Direct Force was established in September 1988, 

and its billings have grown from HK$10 million in 1988 

to HK$4 5 million in 1989. Mr. Yim claims that Direct 

Force is the largest independent Direct Marketing 

agency in Hong Kong, with a working team of 30 

full-time staff. There are less than ten direct 

competitors while the number of multinational agencies 

is also very small. In the near future, Direct Force 

will set up branch offices in Thailand and Taiwan. 

The scope of services includes mainly direct mail, 

direct response print ad and telemarketing, depending 

on the needs of customers. The business strategy is to 

fill the market niche where the needs for dynamic, 

flexible, yet professional and reasonably-priced 

service have not been fully satisfied. In Mr. Yim's 

words, the service must be " 子 反 " ， i . e . , cheap, 

good, quick and satisfactory, in order to be 
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competitive. The current client base includes mail 

order merchants, credit card, insurance, club 

membership and newspaper subscription. 

Direct Force has been providing staff with 

in-house training programs on various skills, 

techniques and trends of Direct Marketing. These 

programs mainly take the form of a short course, 

seminar and video, and the main emphasis has been 

stressing customer needs. The long-term growth strategy 

of Direct Force is increasing professional standards in 

terms of service and creative quality, as well as 

penetrating into market segments currently predominated 

by general advertising, such as cigarette, liquor and 

travel service. 

M r . Yim opines that the development of Direct 

Marketing in Hong Kong in recent years has been 

characterized by versatility in terms of media, 

creative design and users as more marketers turn to 

Direct Marketing as an alternative to or to reinforce 

marketing strategy. But the challenge remains as more 

new product categories go into Direct Marketing, thus 

requiring different approaches and special skills. The 

operation of cable TV would also bring about great 

stimulation to the Direct Marketing industry. 
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Direct Marketing in Hong Kong 

In general, the three major factors for Direct 

Marketing, namely list (40 percent), product & offer 

(40 percent) and creative production & presentation (20 

percent), are still valid for Hong Kong, but the last 

factor can be stressed more to increase effectiveness 

of Direct Marketing. In Hong Kong, the most favourable 

factor is the increasing prosperity and educational 

level of the population, which leads to a greater need 

for personalization and exclusivity of 

products/services. Shopping convenience would then 

become less relevant to the development of Direct 

Marketing in the local marketplace. The major 

difficulty is the lack of Direct Marketing specialists, 

due to inadequate training opportunities and the 

problem of the brain drain. The problem is further 

intensified by the labor-intensive nature of the 

industry and the salary of key staff has been pushed up 

by 30-50 percent over the past two years. Other 

difficulties include long production lead time, the 

involvement of more parties (e.g., vendors, credit card 

people, list owners, lettershop staff, post office, 

etc.), too small mailing base for effective testing, 

and the requirement for bilingual copy for maintaining 

product image and communicating with English-speaking 
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recipients. 

On the client side, the cutting of costs and 

product offers as well as a complicated management 

structure would lead to particular problems in the 

creative process and production schedule. In general, 

financial institutions are more positive and 

knowledgeable about Direct Marketing. Regarding the 

supply of lists, it's rather difficult to get good 

lists, especially on psychographic classification. 

Lists available in Hong Kong, according to Mr. Yim, are 

mainly demographic in nature. There is also lack of an 

enforcing body on the discipline and operation of the 

industry. The DMMA (Direct Mail & Marketing 

Association) has helped to arouse awareness and 

professionalism of the industry but is seriously 

limited by its scope of authority and unofficial 

status. 
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Ad-Post: The Direct Marketing People 

Date : February 20, 1990 (Tue), 5:00pm 

Interview with Mr. Benjamin Wong, General Manager of 

Ad-Post(Hong Kong) Ltd. 

Company profile 

Ad-Post was established seven years ago, initially 

specializing in direct mail services. Later on, it 

expanded to provide services on various Direct 

Marketing and sales promotion activities, including 

list rental, list management, fulfilment service, 

street distribution of samples and discount coupons, as 

well as set-up and staffing of exhibition booths at 

shopping centres and MTR stations. The basic strategy 

is to achieve a synergistic effect from various 

marketing activities. Response from various supportive 

programs would then be tracked directly or estimated by 

research studies of the change in market share. Ad-Post 

now has 40 full-time employees and Mr. Wong expects to 

further develop the scope of service and look for 

opportunities of overseas expansion. 

Lists supplied by Ad-Post for rental purposes 

include three major categories: compiled lists on 
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business establishments, executives, professionals, 

consumers and other specially compiled lists； brokerage 

on behalf of list owners such as video club 

memberships,. and researched lists according to specific 

requirements of the client, such as lists of factory 

owners in a particular district. Maintenance of lists 

mainly relies on returned mail, phone search, field 

search, directories and newspapers. Although there is 

on-going controversy about the right of privacy, Mr. 

Wong opines that the name and address should not be 

regarded as private property and thus no ownership can 

be claimed. Instead, he agrees to the practice in the 

United States whereby the consumer can choose to be 

deleted from the mailing list altogether or for a 

particular kind of merchandise. 

The existing clients of ‘ Ad-Post are comprised 

mainly of US based companies which are more 

knowledgeable and have more positive inclinations 

towards Direct Marketing. Ad-Post also provides service 

to some credit card companies, in supplying lists and 

staffing exhibition booths. However, he thinks that 

marketing of financial services is more effective 

through cross-selling to an existing customer base and 

it is more difficult to appeal to new prospects via 

Direct Marketing effort. 
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Direct Marketing in Hong Kong 

In Hong Kong, available lists are mostly 

demographic in nature. Those lists claiming to be 

psychographic have validity problems (e.g., list of 

concert goers is both inconclusive and vague in 

psychographic classification). The fixed costs of 

compiled and researched lists are relatively high, due 

to labour-intensiveness and limited market demand. 

List duplication due to different formats of the same 

name is yet another problem unique to the Chinese 

population in Hong Kong. 

For telemarketing, there are also difficulties in 

the operation, especially for outbound strategy. Hong 

Kong people are suspicious of calls from strangers, not 

to mention hesitant to reveal the full address (full 

address is not printed in the telephone directory) upon 

closing a deal. Secretaries of senior executives would 

be another obstacle as they usually screen out the 

sales calls. Thus, telemarketing would be most 

effective in the marketing of brand name merchandise or 

products from well known companies. As regards direct 

response TV commercials, the creation of effective 

communication messages and the support for 

accommodating responses are the most important 
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considerations. 

In general, Mr. Wong thinks that Direct Marketing 

in Hong Kong is still in a primitive stage and most 

users do not really know much about the rationale, 

techniques and advantages of this marketing strategy. 

Even the renowned direct marketers in Hong Kong, namely 

American Express and Reader‘s Digest, are trying to 

directly transfer the skills and strategies of Direct 

Marketing from the United States (described as 

"copycat" by Mr. Wong). But all these deficiencies do 

not alter the unique advantage of Direct Marketing: 

scientific, measurable response, precise targeting and 

one-to-one relationship. Thus, its main advantage over 

general advertising is the reach of appropriate 

prospects, hence minimizing the wastage of marketing 

dollars. Mr. Wong opines that even with the 

implementation of cable TV, the problem of wastage 

would still exist. 

Although there has been growing popularity of mail 

order in Hong Kong, there are still difficulties to 

overcome: convenience of shopping, targeting and 

effective communication in such an information society 

where the consumer receives thousands of messages each 

day. But the prospect of direct mail is still positive 
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despite the difficulties mentioned above, as media is 

growing more and more costly and is flooded with 

advertisements. Direct mail also provides more 

flexibility and has relatively fewer limitations in the 

spatial and time dimensions when compared with other 

media. 

There is definitely much room for development of 

Direct Marketing in view of its unique advantages. 

Moreover, the measurability of results can more 

successfully satisfy the result-oriented management of 

the new generation. However, Mr. Wong is disappointed 

with the DMMA of Hong Kong, which is relatively 

inactive and much less authoritative than its 

counterpart in the United States. 
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Nat Alan Direct 

Date : February 22, 1990 (Thu), 6:00pm 

Interview with Mr. Nat Chan, former partner of Nat Alan 

Direct 

Nat Chan 

Currently running a trading company supplying 

collectibles to mail order merchants, Mr. Chan has 

accumulated a variety of relevant experiences in Direct 

Marketing. Having graduated from the Chinese University 

in 1979, he joined American Express, one of the local 

pioneers in Direct Marketing, in 1981 as the Marketing 

Manager. The major emphasis of A.E. was then 

concentrated on cardmember acquisition. The second 

phase of development was on mail order merchandising, 

and the first Christmas catalogue was published in 

1982. In 1983, Mr. Chan left A.E. and joined American 

International Assurance Ltd. as the Marketing Services 

Manager, taking care of marketing programs for Hong 

Kong, Malaysia, Thailand, Singapore and Burma. Mr. Chan 

established his own consultancy firm as early as 1985 

and formed Nat Alan Direct in 1988 when he met his 

previous agency counterpart, Alan Lung. During that 

period, they provided consultancy service for the 
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set-up of the credit card operation and marketing 

division of a local bank. Nat Alan Direct was then 

incorporated with FCB, one of the largest multinational 

agencies with worldwide establishment in general 

advertising as well as direct marketing. Unfortunately, 

the business fell short of expectations and Nat Alan 

Direct was dissolved in April 1989. 

Company profile 

Nat Alan Direct was established in view of 

increasing Direct Marketing activities in the local 

marketplace and hence increasing demand for more 

effective agency support. The joint venture with FCB 

was deemed as a great stimulus to both partners as 

Diner's Club was then the client of FCB. The 

expectation was greatly challenged when the partners 

found that the agency-client relationship was extremely 

fragile, and was finally terminated though Mr. Chan and 

his partner tried very hard to restore the connection. 

The major difficulty faced by Nat Alan Direct at 

that time was business acquisition, as major users of 

Direct Marketing (such as financial services, 

publishers and insurance) were mainly backed up by 

multinational agencies or in一house production, without 
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much confidence in local agencies. In addition, Nat 

Alan Direct placed emphasis on selling their strategic 

planning of Direct Marketing projects, which then threw 

them into role conflict with the clients and head-on 

competition with the expatriates of multinational 

agencies. With business revenues falling short of 

expectations, there were insufficient funds for 

adequate structural support in the administrative and 

technical sense (for example, the company consisted of 

the two partners and one secretary only； and studio 

support was shared with FCB without priority). This in 

turn further deteriorated business opportunities. The 

continual deficit and low morale forced the partners to 

terminate the company in April 1989. 

Direct Marketing in Hong Kong 

From the agency perspective, Mr. Chan opines that 

there are great entry barriers to the start-up of 

agencies specializing in Direct Marketing. These 

include domination by multinational agencies, low 

credibility of local agencies, thin margins on serving 

small budget clients, great pressure, and the need for 

cultivating new prospective clients. Thus, a full 

package agency (offering services on both general 

advertising and Direct Marketing) would be more viable. 



1 2 7 

Whereas for the established agency, the major concern 

is the communication with clients, including issues 

involving strategic approach, budgetary constraint, 

working schedule and the expected role of the agency. 

When asked about his opinion on the predominance of 

expatriates in the multinational agencies, Mr. Chan 

thinks that while he can't deny the more extensive 

exposure of these expatriates, they are probably not 

the most superior experts in Direct Marketing, who 

would prefer to stay in the States. Nevertheless, their 

major advantages lie in their strategic approach, more 

effective communication with the senior management of 

clients (who would also probably be expatriates), and 

the international connection with headquarters and 

branches of the agencies abroad. 

On the client side, Mr. Chan thinks that the most 

important considerations are the support from the 

senior management and the matching with other marketing 

activities. However, the success of a Direct Marketing 

project depends much on the judgement of the 

manager,and clients often try to be very cautious to 

avoid accountability for failure. Direct Marketing is 

also regarded as a relatively complicated and tedious 

process involving quite a number of uncontrollable 

elements. These may include the unexpected market 
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situation when you have mailed out the packages and 

long production lead time, thus making it more 

difficult to control the working schedule and dilution 

effect from competitors‘ actions. Last but not least is 

getting effective agency support in terms of list 

solicitation, creative development, production, mailing 

and evaluation. Usually, full support from agencies is 

not expected and the client has to bear a lot of 

decision making and monitoring responsibilities. 

In Hong Kong, Direct Marketing relies mainly on 

creative pitch and thus lags behind by three to five 

years compared to the more strategic approach in the 

United States. For example, according to Mr. Chan, the 

success of Direct Force also lies in its creative pitch 

whereas Nat Alan Direct's failure is due to its 

strategic pitch which is not well received by the 

clients. The local marketers are still lacking adequate 

exposure and structural support, and the managers are 

hesitant due to the accountability for the results of 

Direct Marketing projects. Testing is relatively more 

costly in Hong Kong, as the base is small but the 

effort is going on slowly and will be particularly 

useful for continual marketing effort. Other 

disadvantages to the development of Direct Marketing 

include convenience of shopping, low acceptance among 
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the consumers towards Direct Marketing programs, 

immature list development, and inadequate computer 

technology back-up for more sophisticated database 

management. 

Cable TV will definitely become one of the most 

effective media for Direct Marketing as well as evolve 

to be the largest and most sophisticated database 

owner. While telemarketing would also prosper in the 

future, there is clear evidence of decline in direct 

mail. There are also specific factors for individual 

business. For the credit card industry, ineffective 

list supply has granted diminishing returns for the 

marketing effort. For the insurance companies, the 

resistance of agency managers would still be the 

greatest obstacle, as they regard Direct Marketing 

campaigns would threaten their business source. 

However, there is increasing utilization of Direct 

Marketing programs in selling funds to the more upscale 

market segment. 
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Honcr Kong- Cable Communications Ltd. 

Date: April 11, 1990 (Wed) at 5:00pm 

Interview with Representatives of 

the Sales & Commercial Development Division of 

Hong Kong Cable Communications Ltd. 

Backcrround 

The Broadcasting Review Board of Hong Kong 

Government recommended in 1984 that a broadband cable 

television be introduced. It was further decided later 

on that the new television network should also have the 

capability to provide public telecommunication 

services. Hong Kong Cable Communications Limited (HKCC) 

was formed in late 1988, which was in fact only a few 

months before the deadline of proposal submission to 

the Government. With enthusiastic effort, they won the 

bid. The major shareholders of the company include the 

Wharf Group, the American Telecommunications Company US 

West, the Shaw Brothers, Sun Hung Kai Properties, and 

Coditel. 
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Market potential and development 

The study by the company reveals that cable 

television will be widely accepted by the general 

public, especially among the age groups between 25 and 

44. With a potential market of over 1.6 million homes, 

it will be the largest single cable television network 

in the world. It is projected that the company can 

penetrate 70 percent of the market. The full network, 

using fibre optics technology and interlinking with 

hups, will be completed within three to five years in 

stages. Their plant construction will begin in June 

1990, and will serve several densely populated 

residential districts in Kowloon and Hong Kong. The 

final network can reach almost every home of the city. 

Cable entertainment products 

In their first launch, approximately 20 basic 

channels and an unspecified number of premium channels 

will be provided. Four basic channels will be used to 

accommodate the wireless (off-air) broadcast programmes 

produced by TVB and ATV. Many of the remaining basic 

channels and all of the premium channels will carry 

"narrowcast" programmes addressed to various 

psychographic segments of the market. One of the channel 

may serve as a preview channel. 
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In order to gain access to cable television, a 

consumer must pay a monthly fee to become a subscriber. 

Hence the cost of some of the entertainment production 

can be supported by the charges, even if they do not 

carry commercial advertisements. Indeed, it is their 

product philosophy that some channels will be commercial 

free, while others will not be. 

The narrowcast channels may include channels for 

sports, channels for financial news, channels for 

children's programmes, channels for cultural activities, 

and channels for blockbuster movies, etc. The subscriber 

who pays the basic subscription can get access to all 

the basic channels. Premium channels are accessible upon 

settlement of further charges, and several packages will 

be available. 

In addition, pay-per-view option will be available. 

They are usually for special movies and big events. 

Three usual modes of delivery are technologically 

available. They are customer service ordering, automatic 

number identification (ANI), and impulse pay-per-view. 

By utilizing customer service ordering, a subscriber may 

call the office to order the movies in advance of the 
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viewing time. ANI utilizes phone technology to identify 

the caller and access a billing system data base to 

"authorize" the household for a movie or event. Making 

use of impulse PPV, it is possible to use 

store-and-forward technology so that the subscribers may 

watch these special programmes any time they wish. Up to 

this point in time, no decision has been made as to the 

type of equipment to be used for pay-per-view delivery. 

Advantages of cable television 

The interweaves state that competition with 

wireless (off-air) television will not be keen as 

basically they are quite different products, as one is 

operating on broadcasting philosophy and the other on a 

narrowcasting philosophy. However, they also coirunent 

that cable television can be a substitute for off-air 

television since the former will carry all channels of 

the latter. The off-air channels will be an important 

source of quality programming for HKCC. In addition, the 

subscribers may still use the original television sets 

for cable television entertainment. Even if the 

subscribers prefer to maintain reception of off-air 

programmes through off-air channel, a selective switch 

can be installed at their homes so that they can switch 

to cable or off-air reception channel as they wish. 
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Popularity of cable television in Hong Kong can be 

expected since it is highly coinpa.tible and, complimentairy 

to off-air television: 

(1) Cable provides excellent reception quality by nature 

of its technology. Images of off—air transmission are 

quite distorted when there are tall buildings and 

mountains as well as reflections. 

(2) Broadband cable can also carry off-air programmes on 

top of the cable entertainments. 

(3) An addressable converter, with interactive 

capability, can be provided. 

(4) Twenty-four hour entertainment on almost all 

channels can be available, while off-air television 

companies can provide it only when there is sufficient 

audience to support the advertising. 

(5) Premium channels are available, and they can be free 

of commercial advertising. 



1 3 5 

(6) It is also technically possible for a cable system 

to be interfaced with security cameras or monitoring 

systems. 

(7) Home shopping or telecommunication can be utilized 

by upgrading the network and converter facilities. 

In addition, HKCC plans to provide good 

maintenance service for their subscribers. This also 

enhances the competitive advantages of the company. 

Utilizing cable television for Direct Marketing 

An interviewee iterates that cable entertainment 

is their prime product. At the present stage, HKCC is 

focusing their resources on their launch. They have no 

solid plan to include the use of interactive converters 

for home shopping in the initial launch, however they 

will test its feasibility at a later stage. The cost 

effectiveness of home shopping is yet to be measured, 

and its popularity in other places of the world must 

also be taken into consideration. But certainly the 

cable system has potential for any interactive 

non-voice telecommunication within the city. The system 

also has ample capacity with up to fifty channels for 

the present network. 
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廨�

Good lists are fundamental for Direct Marketing. 

They advise that HKCC may have one of the largest 

database of decision makers in Hong Kong. Through 

response to narrowcast entertainments, HKCC can also 

build up up-to-date psychographic lists with 

households, and possibly include name of customers. 

Technological components are built in for 

interactive financial services. Bank customers can use 

the network to communicate with their banks, and even to 

perform transactions where electronic money is 

acceptable. They may even use it to pay their monthly 

bills, and to do home shopping with payment directly 

deducted from their bank accounts. They reiterate that 

their first launch objective is to provide programming 

which entertains, informs and enriches. Therefore, 

despite the fact that there is such a capability and 

there will be channels dedicated for financial news, it 

is premature to project how HKCC would react to such 

business proposition until an in depth analysis of 

commercial ventures like banking transactions, etc., 

have been completed by them. 
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HKCC is now looking for a Database Manager who 

should have experience in Direct Marketing, and the 

basic job responsibility is database processing. Direct 

Marketing is being considered by HKCC as an opportunity, 

and has never been a main direction. In their first 

launch, HKCC will, however, implement Direct Marketing 

programs to reach the selected geographical segments. 

HKCC does not want to rule out any marketing 

opportunities. They will continue marketing their 

entertainment programmes, and assist other marketers in 

marketing their products through commercials on the 

channels. The HKCC‘s monthly magazine will also be a 

good medium for Direct Marketing. 

By and large, because the first launch is aimed at 

entertainment, therefore at this moment, HKCC does not 

have any concrete development plan for Direct Marketing 

for Hong Kong‘s marketers, nor do they play an active 

role in promoting Direct Marketing of financial services 

for the banking industry. Nevertheless the authors 

consider that cable network is a powerful interactive 

and convenient system. The bankers and the direct 

marketers are encouraged to generate solid ideas and 

discuss them with HKCC should they wish to utilize and 

implement such a capability. 
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Interpretation 

All interviewees from the list industry and 

creative agencies have ample experience in Direct 

Marketing and witnessed its growth in Hong Kong, 

especially in the versatility of users, media and 

creative presentation. Difficulties exist in every 

aspect and many of them cannot be solved easily. 

In the list industry, the most serious problems 

are duplication of lists and shortage of psychographic 

lists. List duplication can be due to poor discipline 

of the list supplier, the small population size and the 

multi-format of Chinese names. While the list supplier 

can definitely deduplicate his lists, the other two 

factors are more inherent problems of the society. As 

Hong Kong continues to prosper with increasing income 

and educational level, the consumers will become more 

sophisticated. Population is better segmented on 

attitudes, behaviour, life-style and other intangible 

attributes rather than demographic characteristics. 

Thus, a shortage of such psychographic lists will 

greatly limit the effectiveness of Direct Marketing 

programs. 

From the agency perspective, effective 



1 3 9 

communication with the client is most important in 

meeting mutual expectations. There are more problems on 

the execution level, including bilingual package, 

involvement of different parties in the process, 

complicated management structure of the client, long 

production lead time and cost-cutting decisions of the 

client. With respect to the dominance of expatriates, 

this phenomenon will remain a dilemma when Direct 

Marketing stresses the importance of one-to-one 

relationships, thus requiring the usage of the local 

language and an understanding of the local culture. The 

dilemma becomes more acute when most of these 

expatriates are employed on short-term contracts. 

As regards the financial services industry in Hong 

Kong, in general, the interviewees opine that it is 

more positive and knowledgeable towards Direct 

Marketing when compared with other sectors. However, 

the skills are not maturely developed and the stage of 

development is rather primitive. Limited by budget 

constraints, the managers always try to get cheaper 

lists and packages in order to maximize reach and cut 

down the upfront cost per head. As a result, a 

substantial amount of junk mail is created. In the long 

run, this phenomenon is extremely harmful to the 

development of Direct Marketing in the local market and 
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primarily damages the image of the industry. 

In general, the major difficulties of Direct 

Marketing in Hong Kong are the lack of specialists and 

absence of an enforcing body on the discipline and 

practices of the industry. Most of those who are 

working within the Direct Marketing industry are not 

really qualified due to lack of training opportunities. 

The first Asian Direct Marketing Symposium was 

organized by Times as an attempt to arouse awareness of 

the professionalism of the industry. Although there is 

a Direct Mail & Marketing Association in Hong Kong, its 

activities are limited in scope and it lacks the 

authority or status to influence its members and the 

industry as a whole. For the marketers, the lack of 

full agency support and fear of accountability lead to 

more conservative and short term effort on Direct 

Marketing. In general, the marketers are lacking the 

exposure and structural support for carrying out 

effective Direct Marketing programs. In fact, without 

the proper knowledge and skills, the mailing of 

irrelevant materials to irrelevant consumers will lead 

to deterioration of the image and acceptance of Direct 

Marketing among the population. 

Despite all the difficulties, Direct Marketing 
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will continue to grow, though with a more moderate rate 

as direct mail, currently the main emphasis of Direct 

Marketing in the local market, has shown excessive 

growth in the past few years. With the operation of 

cable TV, there will be great stimulation for the 

development of Direct Marketing as a new era of 

database marketing will emerge. But the marketers have 

to take initiative in developing innovative ways of 

utilizing the interactive media for more effective 

Direct Marketing programs. 
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C H A P T E R VI工工�

CONSUMERS‘ ATTITUDES AND BEHAVIOURS 

TOWARDS DIRECT MARKETING 

A CONSUMER SURVEY ON DIRECT MAIL 

Introduction 

The increasing trend of market segmentation and 

declassification have been highlighted in the previous 

chapters. Many direct marketers have advocated that 

Direct Marketing must be introduced for penetration 

into some of the newly significant segments. As they 

believe that consumers in different segments may behave 

differently, manufactured products or services are 

bound to become more differentiated than ever. General 

advertising, which has a high reach to public, may 

simultaneously only have a low reach to the targeted 

segment. On the other hand, Direct Marketing promotion 
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can reach whom you target, provided you have a good 

list in hand. 

Months before our survey, Times Direct Marketing 

conducted a telephone survey (June 1989) • The sample 

size of their survey was 200. Their main objective was 

to discover the attitudes of the general population 

towards Direct Marketing, but without consideration of 

demographic variables. The same survey was also 

conducted at the same time in Singapore and Malaysia. 

The results obtained from the three populations were 

cross compared. The attitude of the Hong Kong‘s 

population was different from the other two places in 

certain respects. Furthermore, most of the people in 

Hong Kong received less direct mail than their 

counterparts. Possibly because of this reason, the 

local population showed least annoyance with direct 

mail, and the utilization of mail order service was 

also the lowest among the three. 

Times‘ survey indicated that quite a lot of the 

population do not mind the volume of mailings they 

receive. Their indifferent or "don‘t mind" behaviour 

gave a good chance for the direct marketers of Hong 

Kong to put forward their products to the target 
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segments. Once the potential customers receive the 

mailings, there is an almost 100% chance that the 

mailings will receive their attention. The authors 

regard the attitude of the Hong Kong population as 

quite positive towards Direct Marketing. 

The authors have also mentioned in the previous 

chapters, based on literature study and interviews, that 

testing of Direct Marketing in Hong Kong is difficult. 

Consumer behaviour is by and large not known. Direct 

marketers have to adopt either the foreign strategies, 

or they have to conduct the marketing programme by trial 

and error. 

Design of the Survey Instrument 

The questionnaire of the aforesaid survey by Times 

Direct Marketing basically consisted of questions of 

dichotomous format. Compared with the Times• survey, the 

survey conducted by the authors is to collect more 

specific information about consumers‘ attitudes towards 

Direct Marketing through study of their utilization 

behaviour in mail order service. Instead of using 

telephone interviews, a questionnaire which can be 

completed by the respondent himself is designed. The 
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questionnaire is designed not just to treat the 

population as a whole, but also to visualize the 

behaviour of different segments. The main variables 

which have been addressed for the segment 

classification are sex, age, personal income, 

education, and credit card holdership, plus a 

subsidiary variable, profession. These segments will be 

compared by cross-tabulation statistically after the 

survey so that the extent of independency of those 

segments can be identified. 

The questionnaire is designed to reveal the 

following in the different segments. With regard to 

segmentation by age, the segments between 20 and 40 are 

emphasized as the authors believe that they are the 

groups with which Direct Marketing receive the biggest 

applause. Certain aspects of behaviour are particularly 

noted: 

1) The most popular Direct Marketing products 

bought by consumers. 

2) The major reasons for choosing mail order 

service. 

3) The major reasons for never choosing mail 

order service. 

4) The common consumers‘ attitudes towards 
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mail order service. 

5) The common consumers‘ reactions towards 

receiving direct mail. 

6) The degree of popularity of using mail 

order for financial services. 

7) The degree of affinity for cable 

television. 

Since 98% of the population in Hong Kong is 

Chinese, the language of the questionnaire is Chinese. 

A copy of the original questionnaire and a copy of its 

English translation are included in Appendix 8. The 

average monthly income has been used as the basis of 

personal income in this survey. 

Three hundred and seventy completed questionnaires 

are collected. Seven of them are unusable. Most of the 

questionnaires are completed by the respondents. Only 

31 questionnaires are completed through personal or 

telephone interviews. 

Among the usable self-completed questionnaires, 

150 of them are collected at public places on one 

public holiday and one normal week day. All passers-by 

of the 2 0 to 40 age segments are invited to complete 



1 4 7 

the questionnaires. More than 90% of them were 

cooperative and completed the questionnaire. The sample 

is considered to be a convenience sample for those age 

groups. 

The remaining 182 self-completed questionnaires 

are collected either separately or in batches. Batch 

names are given to all batches having a sample size 

larger than ten. The batches are all studied 

individually, and compared by cross-tabulation for 

statistical independence. 

Seven passers-by chose not to complete the 

questionnaires by themselves, but accepted being 

interviewed by the authors. Completed questionnaires 

are produced on their behalf. In addition, telephone 

interviews in the evenings are conducted. Telephone 

numbers are randomly selected, but only a half of the 

potential respondents agreed to inform. As those who 

are cooperative on the telephone are of a particular 

character, the authors are concerned that the sample 

obtained by telephone interview is a biased sample. 

However, since it may well represent a particular 

segment of the population, their responses are also 

taken into account in the analysis. 
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Observation of Result 

by Overall Sample 

Utilization of mail order service by general population 

Two questions have been set to test the past 

utilization: 

Ql) What have you purchased by mail orders? 

Q2) How many times of mail order purchases have you 

made in the past 12 months? 

With regard to whether the respondents have ever 

used mail order service in the past, the sample mean of 

the positive group is 75.8% (MEAN 1), with a standard 

deviation of 42.91%. With a sample size of 363, the 

standard error is 2.25%. A 95% confidence interval from 

71.3% to 80.3% is calculated. The Chinese University of 

Hong Kong has also conducted a survey to determine the 

utilization of mail order services by the population in 

1985. The figure obtained by that survey is only 25%. 

Assuming the samples in both cases are representative 

samples, then the increased utilization over the past 
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five years will indicate that the population is 

utilizing mail order service more and more. 

With regard to whether they have used such service 

in the past twelve months, the sample mean is 56.0% 

(MEAN 2), with a standard deviation of 49.72%. With a 

sample size of 363, the standard error is 2.61%. Hence 

the respective 95% confidence interval is from 50.8% to 

61.2%. This result concurs with the finding by Times. 

Their sample mean is 53%. The 3% difference may be due 

to sampling error, or may be it represents an increased 

utilization over the past eight months. 

The sample means corresponding to MEAN 1 and MEAN 

2 of the demogiraphic segments are listed in Appendix 

10. The standard errors are also listed, and the 

relative affinity for Direct Marketing by individual 

groups is compared by the number of standard errors 

away from the population mean. Based on the extent of 

deviation, the potential of Direct Marketing markets in 

the segments are summarized in the appendix. 
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In the appendix, the segments have been divided 

into five groups according to the market potential: 

very low, low, average, high and very high. A normal 

distribution is assumed. And if the sample mean of the 

segment deviates away from the population mean by more 

than 0.67 standard error (i.e., outside the 50% 

region) , it will be classified as a low or high 

category, according to the direction of deviation. If 

the sample mean of the segment deviates from the 

population mean by more than 1.15 standard error (i.e., 

outside the 75% region), it will be categorized as very 

low or very high. 

The two deviations, measured from MEAN 1 and 

MEAN 2, of each of the segment samples have also been 

compared between themselves to distinguish 

inconsistency. Only those segments which are very high 

in both respects will be considered to have very high 

potentiality for direct marketers. 

Applying these criteria, the demographic segments 

which have very high market potential are: 

* Salary group: $10,001 to $20,000 

* Education group: college/university 

education 
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* Credit card holders 

* Teachers 

Besides consumers‘ actual utilization performance, 

the authors also compared the various segments by their 

relative attitudes towards Direct Marketing. The 

questions used to assess this behaviour are: 

Q4) Will you utilize mail order service in future? 

Q6) Do you open and read direct mail advertisements? 

Q9b) Do you normally read more than one part of the 

direct mail advertisements? 

Among the 363 respondents, their likelihood of 

future utilization of mail order service is as follows: 

Most of the times, yes 58.4% 

Not certain 35.8% 

Most of the times, no 4.7% 
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Their likelihood of opening direct mails is: 

Most of the times, yes 56.2% 

Would open them, but would 

not spend time in 

reading the content 35.8% 

Most of the times, no 5.8% 

And about whether they read more than one part, the 

percentages are: 

Most of the times, yes 27.5% 

If the first part is 

interesting, then yes 60.6% 

Most of the times, no 11.8% 

Combining the three sets of percentages, it will 

indicate that 92.0% of the direct mail will be opened, 

and 88.1% of the direct mails will be read. In 

addition, 94.2% of the population are potential users 
N 

of mail orders. All the figures contributed to the fact 

that the population in Hong Kong is very positive. 

Since Direct Marketing is a targeted marketing, the 

figures imply that direct mail can yield a high reach. 
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However, the response of the reach may depend on other 

factors, which are not explicitly tested in the survey. 

The 4.7% negative attitudes towards future 

utilization is considered very low. In fact, in many 

sampled segments, no respondents have this negative 

attitude. These segments are: 

(The bracketed values are the respective percentages of 

definitely positive attitude) 

Age group: 20 or under (44.4%) 

Professionals (71.4%) 

Proprietors (50.0%) 

Salesmen (30.8%) 

Supermarket staff (65.2%) 

Teachers (73.3%) 

MBA students (part time) (52.2%) 

Engineering postgraduates 

(part time) (63.2%) 

Final year engineering 

undergraduates (81.1%) 

Students(overall) (70.9%) 
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In addition, there are two more groups having very 

positive attitudes towards future utilization. They 

are: 

Age group: 21 to 25 (67.0%) 

Salary group: 

$20,001 to $30,000 (65.6%) 

With this attitude taken into account, the authors 

considered that the following groups can be added to 

the list of segments having very high Direct Marketing 

potential: 

University students 

Salary group: 

$20,001 to $30,000 

Age group: 21 to 25 

This is indicated in Appendix 10. 

On the other hand, there are some segments whose 

respondents show relatively negative attitudes towards 

future utilization of mail order service. They are: 

(the bracketed values are the respective percentages of 

definitely negative response) 
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Age group: 41 or above (19.2%) 

Lecturers (30.8%) 

Housewives & retired (66.7%) 

Telephone respondents (33.0%) 

Considering both attitude and actual utilization, 

the following groups are classified as very low 

potential segments for Direct Marketing penetration: 

Age group: 20 or under 

Age group: 41 or above 

Those with lower education level 

Lecturers in engineering 

Housewives and retired 

The non-credit card holders have a low utilization 

rate, but they are not classified as a low potential 

segment because the utilization is affected by other 

factors which will be discussed in a later paragraph. 

It is also interesting to note that among the 16 

respondents who do not wish to give information about 

their profession, their percentages of utilization of 

mail order service is very low. The percentage of past 

utilization (MEAN 1) is 50.0% and that of last year 

(MEAN 2) is 18.90%. Their attitude towards future 
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utilization is also relatively quite negative. The 

"very likely" percentage is 31.3% and the "very 

unlikely" percentage is 12.5%. 

Product preference by the general population 

Among the 363 respondents, 275 of them have 

ordered product by mail. The most popular products 

among the 13 products to be tested are rank as follows: 

Product type % base 363 % base 275 

books & periodicals 57.0% 75.3% 

credit card appl. 41.3% 54.5% 

membership appl. 23.4% 30.9% 

charity donation 17.6% 23.3% 

records & tapes 9.9% 13.1% 

ticket bookings 6.9% 9.1% 

It should be noted that the ticket bookings is not 

among the 13 products under test. Hence, the 6.9% and 

9.1% of ticket bookings may be misleading. This 6.9% of 

the respondents indicated in the "others: please 

specify" column of the questionnaire that such service 

has been utilized. This is indeed the only "others" 

product that have been written down by the respondents. 
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As it is a general practice that respondents are not 

used to writing down choices which are not specified by 

the surveying party, the authors believe that the 

percentages are higher than those stated above for this 

item. 

The survey carried out by the Chinese University 

of Hong Kong in 1985 showed that the ranks at that time 

were as follows: 

Product type % population 

books & periodicals 11.0% 

ticket bookings 2.5% 

records & tapes 2.5% 

collectibles & 

j ewelleries 2.5% 

The comparison shows that utilization has been 

increased for all product types. Even for collectibles 

and jewelleries, the utilization, (Appendix 9), has 

been increased to 8.5%. 
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Utilization of mail order service for financial 

services does not seem to be popular. The percentage of 

the population which has used it is 3.3%. The 

discussion on it is written in a later section of this 

chapter. 

The percentage of utilization may be attractive to 

the marketers. Nevertheless, the survey also shows that 

the utilization frequency is in fact very low. Among 

the total 363 respondents, their frequencies of 

utilization in the past 12 months are: 

nil 47.6% 

once or twice 37.5% 

three to five times 10.2% 

six to ten times 2.5% 

The marketers should also take this point into 

consideration. 

General reaction to built-in mechanisms of direct mail 

Two questions contribute to the findings: 

Q3) Why did you purchase by mail orders? 
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Q5) Why have you never purchased by mail order? 

The major inherent mechanisms or characteristics 

that may activate consumers‘ responses are: (275 

respondents are chosen as the base since they represent 

the number of respondents who have utilized the 

service) 

convenience 70.9% 

time saving 54 . 5% 

easy payment method 38.9% 

discount or privilege 32.0% 

free delivery 22 . 5% 

Among the respondents who have never used mail 

order service, the main reasons for their behaviour 

are: (The number of non-users, which is 88, is used as 

the base of percentages) 

products not suitable 44.3% 

no displayed sample 

for inspection 35.2% 

unreliable 29.5% 

seldom received direct mail 19.3% 

could not make up the mind, 

and later on forget 19 . 3% 
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People who have utilized mail order service may 

also have the same concerns. Perhaps it is an 

explanation why mail order utilization rates for 

membership application and magazine subscription are 

much higher than those for merchandises, as inspection 

before buying for these product types is not crucial. 

The survey also tests the effect of the major 

promotional techniques used by direct marketers in the 

mailings: 

Q7a) What motivates you to open direct mail? 

Q7b) What prevents you from opening direct mail? 

Q8) Which types of direct mail advertisements would 

you like to open immediately? 

The most important elements which drive the 

respondents to open the direct mail are: 
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accustom to open all mailings 56.2% 

curiosity 53.4% 

design beautiful & attractive 25.9% 

do not want to miss that chance 16.5% 

since I have the time 12.9% 

Elements not mentioned are less significant. 

The elements which motivate them to open the 

mailings immediately upon receipt are: 

If� 工 know what is the product 43.0% 

the mailing is mysterious, 

or because of my curiosity 39.7% 

envelope design is elegant 

or attractive 28.4% 

gift is stated on the envelope 16.8% 

discount or privilege are 

stated on the envelope 16.0% 

It is interesting to note that the top two 

elements on the list are contradictory to each other. 

It implies that if you cannot make the design 

mysterious, it will be better if you can make the 

product known to the readers before opening the 

mailings. The remaining of the above are the usual 

tactics of direct marketers. 
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Although using appropriate wordings to suit the 

target segment is a characteristic of direct mail, it 

IS not a ma.j oir factor* for motivating the respondents to 

open direct mail. The phrase "open immediately" on the 

envelope has impact on 13.2% of the respondents, and 

warm personal address on the envelope has impact on 

11.0% of the respondents only. Both of them are rated 

below the above five elements. 

Only three reasons to explain why some people do 

not open direct mail are considered significant: 

direct mail are junk mail 20.9% 

no time to read 20.1% 

mailing not attractive 14.9% 

Some respondents indicated that they open all 

mailings. No element can make them not open any mailing 

unless the mailing is not addressed to them or is a 

duplicated mailing. More than one fifth of the 

respondents do not indicate any reason which they think 

can influence their decision in opening the mailings. 
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All these figures show again that the barrier for 

a direct mail reaching a target consumer is low. In 

other words, direct mail can have a high reach in the 

targeted segment. 

Those respondents who say that some of the 

mailings they received are junk mail do not imply they 

are negative users of mail order service. Analysis of 

their behaviour indicates that 78.9% of them have 

utilized such a service. For the groups of "no time" 

and "mailings not attractive", 79.5% and 72.2%, 

respectively, do utilize mail order service. Comparing 

with the overall mean of 75.8%, none of the groups is 

considered to be a low potential group. Hence even 

among people who have reasons not to open some direct 

mail, some other direct mail can still reach them 

sometimes, and like the others, these groups will 

equally appreciate the campaigns. 

Three questions are dedicated for testing the 

effectiveness of content design: 

Q9a) When you open a direct mail, which part of the 

advertisement would you like to 

read first? 
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Q9c) Which type of content design in direct mail 

normally receives your first attention? 

QIO) If direct mail advertisements are written in both 

Chinese and English, which will be the version you 

prefer to read? 

It is found that among the various items of 

content, product brochures usually receive the first 

attention of readers. Among all the 363 respondents, 

70.2% of have this experience. Next to it is the 

letter, with a percentage of 15.7%, which lags behind 

the former by 54.5%: 

product brochure 70.2% 

letter 15.7% 

price list 13.2% 

mail order form 2.8% 

The result is consistent with the telephone survey 

done by Times Direct Marketing. The percentages of it 

for brochure, letter, and order form are 75%, 12% and 

1% respectively. The Times• survey also indicated that 

the product brochure is the most memorable item. All 

the figures show the importance of the brochure in 
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Direct marketing in Hong Kong. Besides it has been 

pointed out in a previous paragraph that 60.6% of the 

respondents will continue reading the mailings only if 

they find that the first items being read are 

interesting. Hence, in order for direct mail to be 

successful, the product brochure must not be 

overlooked, and must be made interesting to the 

readers. 

With respect to the bilingual format of most of 

the direct mail, 58.7% of the respondents will read 

Chinese only, and 8.3% will read English only. 

Statistics show that their utilization of mail order 

service is independent of this difference in reading 

behaviour. 

Q12) How many direct mailings, on the average, do you 

receive in one month? 

The percentage of respondents who receives one to 

ten direct mailings every month is 76.5%. In addition, 

8.6% receives none, and the remaining 14.9% receives 

more than ten. More than 60% of them confirm that t h e y 

do not mind the number of mailings sent to their homes. 

However, 20% of the people receiving more than ten 

direct mailings a month answer that they would like to 
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receive less. This percentage is 13.5% only for the 

overall. Nevertheless, for this group, the majority 

still considers that the number of mailings to be 

unimportant. The result concurs with the Times‘ 

finding. 

The foregoing discussion treats the overall sample 

as a whole. In fact, when analysis is done on the 

demographic segments, different percentages and hence 

different behaviours and utilization patterns can be 

seen. The percentages of respective segments are 

printed out in Appendix 9. The following section will 

be dedicated for discussion of the demographic 

variables. 

Observation of Results 

by Demographic Secments and Interactions 

The collected samples for this survey can be 

classified by six demographics: sex, age, income, 

education, credit card ownership, and profession. All 

the six classifications are tested with the nominal 

variables governed by the questions for statistical 
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independence. In each case, a significance level of 

0.05 is used. Tables of calculations are shown in 

Appendix 12. 

The groups of nominal variables being used to test 

independence are usually: 

past utilization behaviours 

attitudes 

product affinity 

elements of motivation 

methods of financial services application 

The analysis of individual segments is also an 

important result. The response to questions by each 

segment is summarized individually on separate pages in 

Appendix 9. Graphs are produced in Appendix 11 to 

compare effects of demographic variables on consumers‘ 

behaviour in mail order service. 

The results will now be discussed. The discussion 

is primarily based on the variation of the nominal 

variables under changes of demographic variables. The 

significance of the discussion is to show the 

relativities in responses, and does not reflect the 

actual percentages of segments‘ responses. If a reader 
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wants to be informed of the absolute percentages, 

reference must be made to the reports in Appendix 9. 

Sex demographic 

The general utilization of mail order service is 

independent of sex. A chi-square value of 0.001, which 

is obtained for the past utilization, is indeed very 

low and shows almost perfect independence. The 

Chi—square value for the past 12 months utilization is 

0.191, again significantly low. Attitudes are also 

found to be independent of the sexes. However, males 

and females are affected slightly differently by 

different mechanisms of the mailings. Females have a 

higher curiosity and show higher appreciation of mail 

package design, while a larger proportion of males is 

accustomed to opening all mailings. 

The most significant difference is indeed the 

product affinity; among the 11 product types being 

tested, the chi—square obtained is 19.285, slightly 

above the critical value of 18.307. The difference in 

this behaviour is represented by a graph in appendix 

11. Males have higher utilization for credit cards, 

financial services, and club membership. Females 

utilize mail order service more frequently than their 
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counterparts for charitable donations and ticket 

bookings. 

Offering gifts, privileges or discount may 

influence more males than females in utilization. But 

it is interesting to note that females show more 

inclination to opening direct mail if indication of 

such offers is made on the envelopes. They are more 

easily persuaded to open the mailings; however, on the 

other hand, no mechanism can motivate females easier 

than males in actual utilization. 

Relatively, higher percentages of males than 

females consider unclear messages, no inspection 

samples, and clumsy order forms as hindrances of their 

participation in utilization. On the other hand, the 

elements which hinder more females than males are 

expensive items, less mailings received, and could not 

make up the mind. The latter reason indeed is 

significantly higher in females. 

Females give higher preference to reading 

brochures, while more males would read the English 

version, all or just a part. The attitudes towards 

using mail order for bank loans are relatively the 

same. The same phenomenon is observed for general mail 

order utilization. 
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Age demographic 

Different age groups have different utilization 

behaviour. This means that age is an important variable 

for utilization nowadays in Hong Kong. The chi-square 

value for all groups for the two utilization tests are 

20.208 and 22.182, respectively. Both of them well 

exceed the critical value, which is 11.070. Age groups: 

21-25, 26-30 and 31-35 are active users, while age 

group 41 or above is relatively negative. The authors 

believe that it is a phenomenon that the younger 

working population accepts the Direct Marketing concept 

more readily than their more mature counterpart. Since 

the survey also indicates that once a person utilized 

mail order service, he is much more likely to use it in 

the future than the average population. Hence the 

authors believe that the popularity of mail order 

service or similar interactive service can also be 

significant in mature age groups in the years ahead, 

when the younger age groups have moved to higher age 

groups. 

However, it is interesting to note that although 

the two most mature groups are less responsive to 

direct mail, they give better responses to utilization 
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of mail order service for bank loans. This inclination 

is smallest in the youngest segments, and then rises 

with age. 

Not only is utilization rate dependent on age, 

attitude is also dependent of age. But the preference 

in methods for approaching a bank for a loan is 

independent of age, except in very mature segments. It 

is also interesting to note that the elements or 

mechanisms which can activate people reading or opening 

direct mail are independent of age, despite the fact 

that they are slightly dependent upon sex. 

The graphs in Appendix 11 show the trends or 

effects of the age demographic on the responses. The 

trends are quite significant in many response 

variables. 

Similai: to the sex demographic, different age 

groups utilize mail order service more readily than 

others for different types of products. The obvious 

peak utilization for each type of product under test is 

as follows: 

Age secrment with 
Type of product peak utilization 

credit cards 26-30 

financial service >=31 
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books & magazines 26-35 

records & tapes 31-35 

jewelleries >=41 

club membership 21-2 5 

housewares >=41 

insurance 31-35 & >=41 

body fitness equipments 31-40 

charity donations 26-40 

tickets 26-30 

The reasons for utilization are basically the same 

among the segments. Comparing among them, higher 

percentage of the 21-25 age segment considers 

convenience is a reason, higher percentage of the 31-35 

age segment considers privilege and discount offer are 

reasons, and higher portion of the >=41 age segment 

considers time saving is important. 

With regard to reasons for no utilization, cannot 

make up the mind at reading is a more probable reason 

for the 21-25 age segment than the other segments. More 

25-30 year old persons consider clumsy order forms and 

items too expensive as hindrances. A higher proportion 

of 31-35 & >=41 age segments demands inspection before 

buying. 
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The 21-25 age segment is more likely to be driven 

by curiosity, mysterious design and elegant design. The 

effect diminishes slowly as age increases. Knowing the 

type of product before opening direct mail is an 

important concern of the 31-35 age segment. A much 

higher proportion of 36-40 age segment (30%) thinks 

that direct mail is junk mail. More than 10% of the 

>=41 age segment do not open the mailings because they 

do not like to fall into temptation. 

With respect to content design, the >=41 age 

segment is inclined to read more letters than the other 

age segments. Quite a significant portion prefers to 

read English. Highlighted headings receive better 

attention from them. They are also less affected by 

diagrams. People who are <=35 years old have higher 

affinity towards brochures. More than 20% of the age 

3 6-40 segment do not read more than two parts of the 

mailings. In the two most mature age segments, higher 

percentages of population hope to receive less direct 

mail. 
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Interaction between sex demographic and age demographic 

The questionnaire is designed in such a way that 

evaluation of interactions among variables is possible. 

Owing to time constraint, only interaction between sex 

demographic and age demographic is considered. Also, in 

view of small class sizes of <= 20 and >= 41 age 

groups, the youngest age group is discarded, and the 

most mature group is combined with the 3 6-4 0 age group. 

Test of statistical independence can also be done on 

the interaction groups. However, the lack of time also 

hinders the analysis. The following discussion is based 

on comparison of the percentages of the nominal 

variables and observation of the graphs of the age 

groups of the sexes. 

Comparing males of different ages, it is noticed 

that the 21-25 age group is a potential segment for 

jewelleries. Application for club membership is most 

popular in the 26-30 age group. Reasons for purchase by 

mail order are comparatively similar, but reasons for 

no purchase are quite different. Less than ten percent 

of the negative consumers in the 2 6-3 0 age group think 

that direct response advertisement is unreliable； but 

this percentage is more than 30 percent in the other 

groups. No one in the 31-35 age group considers filling 

in forms is clumsy, while the proportion is quite 
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significant in the other age groups. Motivating factors 

for reading and opening direct mail are quite alike. 

The mature males are relatively less responsive to 

direct mail. Almost 40 percent of the group want to 

receive less mailings. Males of the 31-35 age segment 

are the most active users of mail order service among 

these four segments. Preferences of using mail order 

for bank loans are the same among the segments. 

While attitudes towards receiving direct mail are 

relatively equal among the age groups of females, the 

utilization attitude of the >== 36 age segment, like 

males of the same ages, is less responsive to mail 

order service. However, it is noticed that they are the 

only segment which has utilized the service for loans 

and overdrafts. Product affinity varies quite 

significantly with age. Records, tapes, housewares, and 

insurance are most popular in the 31-35 age groups than 

in the other age groups. Credit cards, club 

memberships, ticket bookings and magazines receive 

better response in the 2 6-3 0 age group. Most of the 

motivating factors being tested are equally effective 

among the age groups. Free delivery and privilege offer 

are the two exceptions. Both are highly appreciated by 

the 31-35 age segment. It is also interesting to note 

that exclusive offer is not a reason of this segment 
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for utilization of mail order service. Young females 

have higher curiosity and give higher appreciation to 

design. Thick mailings have a negative effect among the 

21-25, 31-35 and >=3 6 age segments, but have no such 

effect in the 26-30 age segment at all. The graph 

showing reasons for no utilization is not significant 

as the sample sizes of some segments are too small 

(less than five)• Almost 100% of the females in the 

2 6-3 0 age segment read the product brochure first, and 

they usually continue reading the remaining content of 

the mailings. Highlighted headings also receive better 

attention from this segment. They are the segment which 

has highest service utilization (94.3%) in the past, 

and are very definite towards using the service in 

future. Like males, preferences of using mail order for 

bank loans are similar among the segments. 

The foregoing discussion concerning the two sexes 

is also valid between their corresponding age segments. 

Females read more brochures than males at all ages. 

More males would read remaining parts of the mailings. 

It is also interesting to note that the reading 

behaviours of males are quite similar among age groups, 

but females are not. Females are most responsive to 

reading at ages 26-35. As can be observed from the 

graphs, the effects of age on females are higher than 
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on males for most of the nominal variables. It is also 

worthwhile to point out again that in utilization of 

mail order service, the most active age segment of 

males is 31-35, and that of females is 26-30, and hence 

are different. 

Salary demographic 

The salary groups also behave differently from 

each other, but not as significantly as do the age 

groups. The chi-square value is 10.347 for question 1 

and 11.123 for question 2, while the critical values 

are 9.488 and 11.070, respectively. The most popular 

utilizers of mail order service are the two groups 

$10,001-$20,000 and $20,001-$30,000 (figures are 

monthly incomes). The group $30,001 or above are less 

frequent users. However, as many of the constituents of 

this group are 36 or above, it may be that the age 

variable rather than the salary variable affects the 

utilization. 

With the exception of product affinity, all tests 

for independence show that the behaviours and attitudes 

are independent of salary. For the product affinity, 

sample sizes of some groups are too small to be tested. 
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When grouping them into two larger groups, it is found 

that product affinity is independent of salary. 

The graphs in Appendix 11 show that utilization 

and behaviours are either slightly dependent or quite 

independent of salary under a significance level of 

0.05; however, there are significant trends of 

variation of many nominal variables with variation of 

the salary variable. 

From the graphs, the segments which have the peak 

utilization for each type of product are identified as 

follows: 

Salary secgnent with 
Type of product peak utilization 

credit cards 5001-10000 

financial services 20001-30000 

books & magazines 20001-30000 

records & tapes >=30001 

collectibles >=30001 

jewelleries >=30001 

club membership 20001-30000 

insurance 10001-20000 

tickets 10001-20000 
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While the >=$30,001 segment is relatively less 

frequent user of mail order service, its utilization of 

some products is significantly higher than its 

counterparts. The utilization of mail order service for 

financial services is extremely significant in the 

$20,001-30,000 segment. With a percentage of 12.5%, it 

is much higher than the overall percentage of 3.3% for 

the financial services variable. 

Convenience is taken very seriously as a reason 

for mail order by the $5,001-10,000 segment. This 

segment also weighs free inspection and warranty higher 

than do the other segments. The $10,001-20,000 segment 

indicates a higher demand for inspection of the product 

sample, and they are the persons who make decisions 

slower than the others. The $20,001-30,000 segment 

shows a higher desire for privilege and discount 

offers. It is interesting to note that this segment 

gives much fewer reasons for not utilizing mail order 

service. 

The $>=3 0,000 segment gives poorest response to 

utilization in the future. Their attitude towards 

reading direct mail is also less positive. 
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The segments also react slightly differently 

towards the various mechanisms and techniques. The 

$<=5,000 segment has higher curiosity, and is more 

readily persuaded by beautiful design of inailings. 

However, they are relatively more sensitive to price 

lists. Mysterious content is an important technique, 

but its effect is significantly reduced in the segment 

$>=30,000. This segment is also unaffected by price 

discount or special wordings on envelopes. Influence by 

making product known on envelopes is diminished in the 

segment $20,001-30,000. Highlighted headings also 

receive little attention from this group. Yet it is the 

only demographic segment which shows indifferent 

preference to communicative language. 

The brochure design is important for the 

$10,001-20,000 segment. Less attractive brochures are 

unlikely to provoke further reading by this group. 

The lower the salary, the higher will be the 

indifferent attitudes towards receiving direct mail. On 

the contrary, 39.3% of the >=$30,001 segment likes to 

receive less mailings. This figure is considered high 

as the overall figure is 13.5% only. It is also 

interesting to note that while this group is 

comparatively more negative than the other groups, they 
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receive more mailings from marketers than the other 

salary groups. 

Education demographic 

Utilization is found to be dependent on education 

levels. In the survey, only two education demographic 

groups are identified, those with college education and 

those without. The chi-square values of 4.150 and 

4.905, with one degree of- freedom, are in fact quite 

marginally above the critical chi-square value of 

3.841. This means that the dependency is not as 

significant as that of the age groups. 

Attitudes towards future utilization, for 

financial services as well as for nonfinancial 

products, are dependent on the education achievement of 

the consumers. They also react differently against 

motivating mechanisms. But to one's surprise, the 

product affinity is marginally independent of education 

demographic. Nevertheless, the readers should take a 

note that the less popular products have not been put 

into the statistical tests if their cell sizes are less 

than five. Their utilization for those products may be 

different. Indeed it is as shown by the graphs in 

Appendix 11. 
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The higher education segment significantly 

utilizes mail order service more frequently to purchase 

books and magazines, to give donations, and to apply 

for club membership. The lower education segment buys 

more jewelleries and body fitness equipment by mail 

order. The former segment are more responsive to future 

utilization. . 

Comparing the two segments, the higher education 

group is more sensitive to discount and gift offer. The 

other segment is more sensitive about convenience, time 

saving, free delivery and payment method. Curiosity is 

significantly more motivating in the lower education 

segment, while product made known on envelopes is 

important to the other segment. The non-users in the 

lower education segment give more reasons to explain 

their behaviour. Many of them think that such service 

is unreliable and direct mail is not attractive. 

Their direct mail reading habits are basically the 

same. Each content design can receive the same 

attention in both segments. 

Their preference for using mail order for 

financial loans appears to be almost identical. 
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Credit card ownership demoqraphic 

The population is broadly classified as card 

holders and non-card holders. The chi-squares for the 

tests of utilization independence are 10.421 and 

11.764, and the critical value in each case is 3.841. 

Therefore, the utilization is very dependent on this 

demographic. Nevertheless, the chi-squares obtained for 

attitudes are relatively low. This means that although 

their utilization behaviours are significantly 

different, their attitudes are, in general, the same. 

This also implies that it is not the basic attitudes 

which affects the utilization between the groups； the 

effect is due to some other factors. These factors may 

be the difference in receiving volumes of direct mail, 

and the non-credit card holders do not have the choice 

of paying by credit card. The two reasons can be 

significant since easy payment is an advantage of mail 

order service as mentioned by the respondents, and as 

people all know, many of the direct mailings are sent 

by credit card companies to the card holders only. The 

non-credit card holders cannot be activated since the 

direct mail do not reach them. 
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Utilization of mail order service for almost all 

types of products is higher in the holders segment. 

However, again, it may be the effects of income and 

age, as the two demographics are also considerations 

for credit card approvals. In addition, some product 

types may be promoted only by credit card companies, 

and hence the non-holders do not have the chance to 

buy. 

With regard to reasons for non-utilization, the 

only reason to which the non-holders segments has a 

higher percentage of response is that they seldom 

receive direct mail. The non-users in the holders 

segments give more reasons than the average non-user 

population in this respect. 

The non-holders have higher curiosity levels, and 

the holders are more sensitive to elegant design. Both 

segments are almost identical in responses to questions 

related to content design. Preference of language is 

the only exception. A higher percentage of non-holders 

read the Chinese version only. 

The tendency of using mail order service for bank 

loans is independent of this demographic, yet the 

holders segment appears to be slightly more positive 

than the non-holders segment. 
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Profession democrraphic 

Comparison among the profession segments is 

difficult since many segments do not have sufficient 

sample sizes for the test. Many segments have to be 

dropped or combined with others. The degree of accuracy 

is less than those of the other demographic variables. 

The chi-square obtained for testing utilization 

independence are 6.822 and 5.445, with six degrees of 

freedom. The critical value is 12.592. Based on them, 

we may say that the utilization of mail order service 

is strongly independent of profession, despite the fact 

that some of the segments show distinctive difference 

in utilization. Their interests and attitudes are 

strongly independent, the only exception being the 

types of content read. The latter is only marginally 

independent of profession. 

Only responses of the larger profession segments 

are drawn on graphs for comparison. These larger 

segments are clerks (including secretaries), executives 

and middle managers, blue collars, and professionals. 

The blue collars are shown to behave differently from 

the rest in many respects. For example, blue collars 

buy housewares and body fitness equipment much more 
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frequently than do the other profession segments. They 

consider free inspection to be an important element for 

purchase decisions. Very few blue collars think that 

direct mail is junk mail, but they read less mailings 

than the other profession segments. Unexpectedly, 

covering letters receive better attention from the blue 

collars. The professionals, on the other hand, like to 

utilize mail order for non-merchandise products, for 

example, club memberships and magazines. They indicate 

that time saving and convenient payment methods are two 

major factors supporting their utilization decisions. 

By and large, the attitudes of the these four 

profession segments are considered comparable to each 

other. 

Utilization of Mail Order Service 

for Financial Services 

Utilization of mail order service for credit card 

applications are very popular. Nevertheless, only 3.3% 

of the population has utilized mail order* service for 

other direct financial services. An exceptional 

performance is recorded for the $20,001-30,000 segment. 

It is found that 12.5% of that segment has utilized 

such a service. The percentage is slightly higher than 
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average in the age segments from 31 to 40. The 

percentages of the remaining demographic segments 

cluster around the average. 

The bankers, perhaps, should pay more attention to 

the past mail order users. The survey indicates that 

they are very positive in future utilization of mail 

order service, and are relatively more positive than 

non-users in using it for financial services. 

With regard to using mail order for bank loans, 

13.5% of the population will put it as first 

preference. Compared with the other methods, the ranks 

of first preferences are: 

go to the bank in person 71.1% 

telephone the bank 13.5% 

mail application 13.5% 

self written letter 1.1% 

The percentages of their second preference are: 

go to the bank in person 15.7% 

telephone the bank 42.7% 

mail application 29.8% 

self written letter 6.1% 
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Using mailings for financial products or services 

is less preferred by the population. Even among the 

segments which give better response, none of them has a 

percentage of first preference greater than 20%. Those 

better response segments are >=31 age segments, 

$20,001-30,000 salary segment, segment of 

professionals, and segment of blue collars. The 

analysis also shows that the affinity for using the 

service varies positively with age, and is also most 

significant among middle income segments. 

Some respondents comment that they prefer going to 

the bank and telephoning them because these two methods 

carry instant feedback loops. Besides, going to the 

bank is usually convenient in Hong Kong. It implies 

that unless the response channel for Direct Marketing 

of financial products becomes interactive, the 

in-person or telephone approaches will still be 

preferred by the population. 

However, indirect financial services have market 

potential. The questionnaire survey indicates that many 

mail order users use the service because they consider 

the service to be time saving, convenient, and an easy 

method of payment as the most important mechanisms to 

motivate utilization. 
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If these top mechanism can be integrated with 

Direct Marketing of financial products and services, 

the population will utilize the service more 

frequently. In addition, if financial services as a 

payment tool for some other Direct Marketing 

merchandise, the situation can also be favourable. 

Finally, although it is difficult to identify the 

persons who usually do not read direct mail, it is 

interesting to note that they are relatively very 

positive in attitudes towards utilization of service 

for bank loans. Among them, 28.6% choose it as the 

first preference. Those who read them letter first also 

gives higher ratings than the average population. Among 

them, 21.1% choose it as their first preference. 

Comparison between Nominal Variables 

and among- Batches 

Mail order users 

Independence tests, similar to those for 

demographic segments, are performed for two groups: 

those who have utilized mail order service and those 
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who have not. Their attitudes towards future 

utilization are significantly different. The chi-square 

is 92.398, with one degree of freedom. The critical 

value is 3.841. This is the most significant dependence 

among all independence tests, including those for the 

demographics. Attitudes towards using mail order for 

financial services are also dependent upon their past 

experiences. 

The past users is far more inclined towards future 

utilization; 72.4% of them say that they will use the 

service again, but only 14.8% of their counterparts say 

that they will use that service. In addition, only 1.1% 

of the former say that they will not use the service 

again, while 15.9% of the latter has this attitude. 

The result is observed from another angle. Among 

those who have definitely positive attitudes towards 

direct mail, 93.9% of them had utilized mail order 

service in the past. 

All figures implied that most of the past users 

are satisfied with the service and hence will likely 

use it again. In the survey conducted by the Chinese 

University of Hong Kong, they also found that 86% of 

the users claimed that the service was satisfactory. 
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Other significant findings 

The population who do not like to open direct mail 

have a low utilization rate, 47.6% in the past. 

Together with the above discussion, the authors 

consider that psychographics may create important 

impacts on buying behaviour. However, it is extremely 

interesting to note that this is the segment which 

gives relatively higher preferences for using mail 

order form for applying for bank loans. It is found 

that 28.6% of them like to use it as their first 

preference. Only just about half of them says that 

going to the bank in person is their top preference, as 

compared to 71.1% of the overall population. This 

segment also has lower curiosity, and the most 

effective mailing design to reach them is to make them 

aware of the product without opening the mail. 

The curiosity group is not a group particularly 

interested in mail order service; only 76.8% of them 

have utilized the service. Those who do not want to 

miss a chance are better responders; 85.0% of them have 

utilized the service. A person in the latter group is 

also likely to be a person in the curiosity group, but 

not vice versa. 



1 9 2 

The elements which can motivate people to open the 

direct mail, and to open them immediately, are further 

analyzed. None of them seems to create prominent 

impacts on buying decisions. The proportion of the 

group members who have utilized mail order service is 

not higher than the overall proportion. Those of the 

two most significant groups are 81.4% and 81.9%, 

respectively, while overall MEAN 1 is 75.8%. These two 

groups are: "open mailings if they knew the product", 

and "open mailings if they were mysterious". 

Those who read product brochures before other 

items produces a slightly better response rate, which 

again shows the importance of brochures. Those who read 

the letter is slightly worse, but shows more preference 

in using mail order for loan. 

The language versions, as previously discussed, do 

not have much effect on utilization, although the 

English preferred shows a slightly better response. 

Those who read partly English and partly Chinese show a 

higher appreciation of mailing design, and have the 

most positive attitudes among these psychographic 

groups. 
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In some segments, poor response to general direct 

mail does not imply that they are more negative towards 

utilizing mail order for loans. However, this statement 

is not true in the overall picture. Those who choose 

mail order service as their first preference are 

usually past users of mail order service (85.7%). Most 

of the others who choose it as their second preference 

are also past users (79.2%), but the correlation seems 

to be smaller. These people are also positive towards 

other Direct Marketing services. 

Although one-fifth of the people receiving more 

than ten direct mails say they would like to receive 

less, this group is among the top segments in which 

most of the people will open all mailings. This 

indicates that the larger number of mailings do not 

deter them from opening the mailings. They still open 

the mailings when they are received. They have a good 

past utilization record; 89.1% of the segment has 

utilized mail order service. Perhaps, it is best to 

reiterate at this point that even those respondents who 

think that direct mail can be junk mail, 78.9% of them 

have utilized mail order serv^ice. 
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Those who like to receive more direct mail are 

more positive towards this service； the measured 

percentage of past utilization is 81.6%, against the 

overall MEAN 1 of 75.8%. However, as the sample size is 

38 only, the difference of 5.8% only represents a 

deviation of 0.83 standard error. 

Batches 

Since samples are collected in batches, they are 

tested and analyzed for two purposes: first of all, to 

identify the degree of statistical independence; 

secondly, to study the behaviour of some batches. There 

are nine batches having sample sizes greater than or 

equal to ten, and they are to be tested. The comparison 

of the batches as segments has been discussed under 

past utilization. The independence tests are conducted 

as for the demographic segments. The results show that 

the nominal responses are independent of the batches. 

Hence, it is confirmed that the collection of the 

batches does not affect the significance of the survey. 
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Cable Television 

Although mail order service has become popular and 

Direct Marketing is rapidly growing, utilization of 

them for financial products is still vague for direct 

financial products/services because the interactive 

mechanism is missing in mail response. Direct mail can 

be used primarily for indirect financial services. 

However, since cable television will be launched in 

Hong Kong in the next few months, the situation may be 

changed if the cable network can provide an interactive 

link among the parties concerned. Besides, cable 

television can be an advertising medium. 

It is also believed that the Cable Communication 

Ltd. can develop the largest and most sophisticated 

database of consumers‘ profile if they want to. The 

profiles can cover both demographic and psychographic 

segments In view of this importance, the questionnaire 

is also used to evaluate the attitude of the general 

public towards this interactive TV. 

Q14) If the subscription fee is reasonable, will you 

subscribe for cable television? 
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The overall response is: 

definitely yes 39.2% 

probably yes 52 . 9% 

probably no 5 . 0% 

definitely no 2.8% 

It shows that the new network is welcomed by the 

public. The MBA students, the blue collars, the 

executives and salesmen are the most positive groups, 

and all the remaining groups are also considered 

positive. Nevertheless, basically the preference for 

becoming cable TV subscribers is independent of all 

demographics. If finer comparison is made, then people 

of ages 31-35, credit card holders, and university and 

college graduates are more responsive to the new 

medium. 

The survey indicates that positive users of mail 

order service have a higher demand for cable 

television. Responding to the above question, the 

results of the groups are: 

from past users: definitely yes 42 .1% 

probably yes 52.7% 

from potential users: definitely yes 46.2% 

probably yes 50.0% 
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The potential users are those respondents who are 

very definite towards future utilization of mail order 

service. Conversely, it is also notice that cable TV 

watchers, to a great extent, are potential users of 

mail order service. The reason for the relationship is 

not known, but the importance of the linkage must not 

be overlooked. 

Cable television can be a potential tool for 

Direct Marketing in Hong Kong, but its contribution to 

the Direct Marketing of financial services is not seen 

in the survey. An interview report to discuss the 

effectiveness of cable TV can be found in Chapter VII. 

Interpretation 

The population of Hong Kong is positive towards 

Direct Marketing. Only a very proportion of it has 

negative feeling about direct mail. Nevertheless, the 

present utilization frequency may not sound attractive 

to the marketers. Only about 13% of the population have 

utilized mail order service more than twice in the past 

twelve months before the survey. 
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The demassification of the society does not lead 

to significantly different attitudes and behaviours 

towards Direct Marketing among most of the segments. 

The demographic variables have effects on certain 

nominal variables, but the overall attitudes of the 

segments are comparable. Mature age segments seem to be 

outstanding exceptions. Also, the survey reveals that 

product affinity somehow depends on demographics. 

Consumers rate convenience, time saving, easy 

method of payment, and discount offer as important 

motivating mechanisms for utilization. However, the 

marketers should take those as nominal variables, and 

hence they may not be equally effective among all 

segments. While almost all of the segments are positive 

towards direct mail, the marketers should adopt 

different strategies for different market segments. 

Other than credit cards, mail order for direct 

financial services is not popular in Hong Kong. 

However, there is a good chance of integrating indirect 

financial services with other direct response services. 

Payment through credit cards for direct marketable 

products also has potential in the market. It is also 

desirable that interactive element be included in 

future direct response advertisement for financial 

services 
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The marketers should also note that past users of 

mail order service will be active users of such service 

in future. They are also advised that the people who 

like to say direct mail is junk mail may not 

necessarily be negative respondents. The survey 

indicate that Direct Marketing is feasible in Hong 

Kong, but using it for financial services may be 

difficult. In addition, mailings are not the only 

possible medium for promotion, home shopping through 

cable TV may also help achieving target marketing 

purposes. 
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CHAPTER IX 

LIMITATIONS 

The research is attempted to cover the major 

aspects of Direct Marketing. Data are available for all 

areas of investigation, and results have been presented 

and discussed in the foregoing chapters. The results 

are considered to be significant. Nevertheless, the 

authors would like to use this chapter for an overall 

review of the limitations of the research project. For 

reading convenience, it is presented along the sequence 

of the chapters on the findings. Basically, time and 

resources in terms of manpower and money are seriously 

limited in tackling such a wide scope of study. 

Scarcity of secondary data is also considered as 

hindrance. Difficulty in collecting random samples for 

surveys may also affect validity of result. Besides, 

the numbers of potential financial services companies 

and supportive agencies for Direct Marketing are also 

few in Hong Kong. Therefore, in many cases, such 

constraints lead to limitations of the interpretation. 
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Environmental Factors 

The major disadvantage of relying on secondary 

data is the obsolescence of data, especially in view of 

the rapid development of society. Moreover, categories 

of data compiled at different time horizons may lead to 

deficiencies of interpretation. While the choice of 

environmental factors is limited and is primarily based 

on a framework introduced in MaxiMarketing (Rapps & 

Collins), it is not considered to be a significant 

limitation as the factors investigation are sufficient 

to prove the demassification and trend of changes in 

the local market. 

Characteristics of Direct Marketing and 

Features of Financial Services 

There is great scarcity of published information 

regarding the development of Direct Marketing in Hong 

Kong. The authors have to rely mainly on the framework 

written up by experts in other countries, where culture 

may be significantly different from that of Hong Kong. 

While these frameworks do have important implications 

for the local scenario, the degree of application will 
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be limited by neglecting the dynamic forces operating 

in the local environment. 

Direct Marketing as a 

Total Marketing Concept 

Due to lack of information of graduate card 

programs launched by other financial institutions, the 

authors are unable to conduct a comparison of the 

Direct Marketing programs so as to better understand 

the relative strategic direction and response of the 

case under study. 

Application of Direct Marketing 

in the Financial Services Industry 

Regarding the mail survey on the credit card 

companies, the population size is very small. Thus, 

even though the response rate is as high as 91%, i.e., 

ten out of eleven, the sample size is still too small 

for conducting any significant quantitative analysis. 

As such, this qualitative orientation is supplemented 

with more in-depth analysis. The authors are, however, 

unable to conduct personal interviews with each 
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respondent. Apart from time constraints, another major 

reason of limited number of interviews is the 

unwillingness of the managers to be visited. 

On the other hand, the managers of the credit card 

companies may be unwilling to disclose certain 

confidential information and management issues relating 

to the corporate policies on Direct Marketing. As a 

result, the responses may tend to be superficial and 

incomplete. 

Supportive Services for 

Direct Marketing 

Given more time, the authors may be able to 

explore and include more interviewees to increase the 

variety of supportive agencies, such as list broker on 

psychographic lists and multinational agencies. 

Information is primarily collected through interviews. 

In some cases, it represents the views of the 

interviewees only, and may not suggest a totally clear 

picture of the real market. 
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Consumer Survey on Direct Mail 

For the survey of consumers, a total of 363 valid 

questionnaires are collected. In view of the possible 

numerous segments of the population, the sample size 

may be too small, in the sense that some segments may 

be under-represented while some segments may dominate 

the sample and thus bias the response pattern. For 

example, there are two age groups, one salary group and 

five profession groups with a sample size less than 30. 

As an attempt for non-biased analysis, samples are 

collected in batches at various predetermined 

locations. While the test of independence shows that 

the batches do not affect the response, the samples are 

in fact not random samples. They are treated as 

convenience samples, and are based on assumption that 

their results reflect the attitudes and behaviours of 

the general consumers. 

The questionnaire is quite long and thus most 

respondents prefer to complete the form by themselves. 

Hence, direct interaction for immediate feedback or 

queries is absent. However, of course, on the other 

hand, this may be a positive factor for more 

information. 
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The test of statistical independence is not 

completely reliable as cells with less than five 

entries have to dropped from the test or be grouped 

under other cells. Validity of analysis is therefore 

affected. 

Time and manpower constraints are another two 

major limitations. Detail analysis of the survey 

information require much further time, and is 

impossible to do so before the scheduled deadline. 

Hence most of the interactive effects among^demographic 

variables as well as nominal variables have to be 

ignored in the analysis. Basically, only main effects 

are considered in depths. 

The analysis is done on a personal computer, and 

it is found that the RAM size is insufficient to hold 

the results of the analysis. As a result, the analysis 

of the survey is broken into pieces by demographic 

variables in order that the personal computer can serve 

the purpose. 
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Last, but not least, it is highly desirable to 

conduct some kind of experiment under actual market 

conditions so as to better understand consumer 

behaviour. However, such an experiment would be very 

costly and time-consuming, yet may not be practical. 

There are too many variables, and many of them are 

uncontrolled. The authors have to give up this option 

in view of resource constraints. 
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CHAPTER X 

CONCLUSION 

Concluding Remarks 

After a series of discussions from the 

perspectives of the society as a whole, the marketers, 

supportive agencies and consumers, the authors would 

like to link up the various parts of the findings and 

highlight the major considerations by making some 

recommendations for the financial services industry. 

The objective is to maximize the effectiveness of 

Direct Marketing effort and minimize the difficulties 

encountered. 

During the past ten years, Hong Kong has 

developed rapidly and, along with this economic 

prosperity is the social evolution process that is 

characterized by larger diversification and 

segmentation of the population, as contrasted to the 
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mass society under industrialization. Technological 

advances are also conspicuous in the communications 

system and computer application. Products have become 

much more differentiated to match this growing 

demassification of the society. The result is a more 

viable environment for Direct Marketing than ever 

before. And for the consumers, the survey shows that 

the majority has no negative feeling towards direct 

mail, which is currently one of the most popular 

technique of the local marketers. Against the general 

opinion that people feel frustrated with "junk mail", 

most of the respondents have neutral or positive 

attitudes towards receiving these mails and in opening 

them for reading. More specifically, most of the 

respondents would not negate the chance of utilizing 

mail order service• In general, there is increasing 

popularity of mail order purchase as compared to a 

study conducted by the Chinese University several 

years ago. Regarding financial services, credit card 

is the most popular item applied for through direct 

mail. For other financial products such as personal 

loans, consumers prefer a more interactive response 

mechanism. This preference, while it may defeat the 

function of direct mail, does not preclude any 

opportunity of Direct Marketing. 
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For the financial services industry, the products 

by nature, with more complicated product features and 

the necessity of application by prospects, contribute 

both positive and negative forces in the utilization 

of Direct Marketing. But the case study of the 

graduate card program well illustrates that, with 

careful planning, effective targeting, maximizing 

distribution channel, specially designed offer and 

niche marketing approach in the package presentation, 

Direct Marketing programs can come up with most 

cost-effective success. Regarding the major concerns 

on poor quality of lists and lack of trained 

specialists, these can be overcome or minimized 

through various skills, long-term planning and a more 

initiative role in training opportunities. As the need 

for product proliferation continues in order to 

maximize profit and return, there will be increasing 

need for more cost-effective target marketing. Direct 

Marketing would offer many business opportunities with 

careful and strategic planning and implementation. In 

this regard, the potential advantages of cable TV 

should not be overlooked. An interactive system by the 

cable network or other networks will continue to 

evolve. 



2 1 0 

While marketers are decision makers on the 

planning and implementation of marketing programs, it 

is the consumers that are making the buying decisions. 

Thus, it is most important to avoid being trapped by 

the theoretical framework and "rules" put forward by 

specialists from other countries without proper 

adaptation. What is most needed is research or survey 

effort on the consumers to explore and understand 

their behaviour. Assuming that the survey is conducted 

with a representative sample, good design, etc., the 

results of a survey reflect the "real" situation 

better than by guess, and has been demonstrated by -

this project. It has also been found that while people 

in the same city have many similar behaviours and 

attitudes, the mechanisms for provoking these 

behaviours can be different. Not only should the 

market segment be targeted, the mechanisms and 

techniques should also be targeted to match the 

characters of the segments. 
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Recommendations 

As revealed by the mail survey, one of the major 

difficulties encountered by the credit card companies 

is poor quality of list. This problem is also 

concurred by the supporting agencies who further 

interpret the problem in two dimensions: list 

duplication and lack of psychographic lists. In this 

regard, the authors propose the following 

recommendations: 

1. As the consumer survey shows that there may be a 

relationship between demographic trends and preference 

for particular mail order products, the demographic 

list should be fully explored, especially for new 

product launch. Conversely, as new segments emerge 

under interactions of environmental factors, the 

possibility of demographic attributes of these new 

segments should not be overlooked. In short, the 

authors think that the marketers should fully utilize 

the business opportunities of the well-developed 

demographic lists. 
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2. On the other hand, marketers should also explore 

the potential opportunities of psychographic groups. 

Shortage of such lists can be overcome by contracting 

research houses on the compilation of lists based on 

given psychographic attributes as testing effort. Upon 

favourable response, further investment in this area 

for long-run benefits should be considered. 

3. Regarding list duplication, the inherent problem 

of formalization of names cannot be solved easily. In 

order to minimize the nuisance effect of duplicate 

mailings, the marketers should schedule the mailings 

cautiously. By structuring the mailing schedule into 

stages, any duplicated mailing can be regarded as a 

reminder package for more positive effect. In the 

long-run, the Direct Marketing industry should look 

into the possibility of setting up a central body as a 

list clearinghouse so as to maximize the 

cost-effectiveness of Direct Marketing programs. 

The second major concern of the managers as well 

as the supporting agencies is lack of trained 

specialists. The recommendations are as follows. 
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4• The Direct Marketing industry should urge the 

Government to include the subject into post-secondary 

studies or offer short-term curricula in the evening 

programs. 

5. The industry should organize and sponsor training 

programs for current practitioners as well as new 

entrants. These programs can include seminars, 

workshop, training course or even diploma studies. 

6. In-house, on-the-job training under close 

guidance and supervision, though relatively more 

limited in scope, is also desirable and necessary. 

7. Management‘s recognition of the Direct Marketing 

function on both structural level and establishment 

support is very important in maintaining the 

professional aspiration as well as attracting new 

entrants to the industry. 

From the consumer survey, there are some 

interesting findings that should have important 

implications for the financial services industry in 

enhancing the effectiveness of Direct Marketing. 
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8. While consumers feel positive about direct mails 

in general, the majority prefer to apply for financial 

loans in person or by telephone. This preference for 

interactive communication is especially applicable to 

financial services, which are more complicated in 

nature and thus need more clarification. Thus, while 

the distribution of application forms can continue via 

direct mail, more emphasis should be put on more 

interactive response mechanisms (e.g., urge the 

prospect to call the hotline to apply or return the 

application form to the branch in person). 

9. There is an overwhelming preference for reading 

the brochure in a direct mail package. Moreover, these 

readers are found to be more active users of mail 

order than those who prefer to read the letter first. 

However, from the mail survey, the managers generally 

agree that the marketing letter is the most important 

element of a mail package. Such discrepancy between 

the consumers‘ behavior and marketer‘s viewpoint 

should be carefully investigated. Research effort in 

this respect would be highly desirable to avoid any 

premature stereotyping which may lead to substantial 

wastage of marketing resources. 
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10. While the managers show great controversy over 

the need for a bilingual package, the consumers feel 

indifferent in this regard. Thus, in order to enhance 

cost effectiveness and creative flexibility, it may be 

worthwhile to spend research effort on the necessity 

of a bilingual approach. 

11. For those who have used mail order service, they 

have very positive attitudes towards Direct Marketing 

and are very likely to reuse the service in the 

future. The implication here is that the business 

opportunities exist with mail order respondents who 

have great potential for further purchase. Thus, in 

the case of cost constraints and/or needs for highly 

selected targeting, this group of customers should not 

be overlooked. On a similar basis, the 

cost-effectiveness of cross-selling to current 

customers has been discussed by the manager of a 

credit card company in the interview. 

12. Last but not least are the opportunities of cable 

TV. There are two important implications for Direct 

Marketing. Firstly, the database of the 
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subscribers will provide well-defined segments based 

on demographic or psychographic attributes. The second 

implication is the development of interactive TV. 

Through interactive communication with the prospects 

visually, the sales effort can be maximized. Given the 

consumers‘ preference for interactive response 

mechanisms for financial services, cable TV could 

become one of the most effective media for the 

industry. 

Summary of Research 

The research identifies the characteristics of 

Direct Marketing and the environmental factors for its 

existence in Hong Kong. The society is demassified and 

Direct Marketing has intrinsic characteristics to 

address to the both new and old segments. The graduate 

card campaign is a Direct Marketing strategy for 

financial products； and is conducted locally. The 

research shows that the campaign suffices the total 

marketing concept. Technical developments are also 

considered. The integration of results identifies the 

market conditions for Direct Marketing. 
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The research is able to show, through results of 

surveys and interviews, that the attitudes and 

behaviours of the consumers are positive. Commitment 

of most of the bankers and marketers are also 

constructive. The research also proves that Direct 

Marketing for financial services, other than credit 

card applications, is not popularly utilized by the 

consumers. While the survey indicates that there are 

barriers to be overcome for launching Direct Marketing 

in financial services industry, the research arrives 

with solid implementation suggestions for the 

industry. Recommendations for development are made. 

The research data is valuable to both marketers and 

bankers for decision making, and to future researchers 

of the subject for continuation of the effort. 
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T A B U L A T E D _ D A T A _ O F _ _ D E M ^ R P H I C CHARACTERISTICS APPEHDIX 1 

PEOPLE ARE BETTER EDUCATED= 

Educational At ta inment of Populat ion 

Percentage 

Educational At ta inment 1976 1981 1986 

No school ing/k indergar ten 18.5 15.5 13.8 

Primary /+7.1 39.9 35.3 

Secondary 29.2 36.3 39.5 

I ^a t r icu la t ion 2.0 3.7 5.4 

Ter t i a ry educat ion 

Non-degree course 0.7 I.9 2.4 

Degree course 2.5 2.7 3.6 

Total 100.0 100.0 100.0 

(M 024) {U 598) (5 002) 

Note: (1) The f igures exclude persons aged below 5. 
(2) Figures in brackets are in thousands. 

Source: Government, H. K. 1986 By-Census, Summary Results� 丨�

i I 

表 一 

1961，1971，1976及1981年五歲以上人口中 

按教育程度及性別之百分比分佈 

躲 斉 毋 晓 - 男 性 _ • 女 性 

1961 1971 1976 1981 1961 1971 1976 1981 

未受過敎育 12.7 11.7 10.1 8.6 41.8 30.5 27.3 23.1 

小 學 61.8 56.9 50.0 41.9 45.3 49.1 44.3 37.5 

中 學 23.0 28.7 36.4 42.9 12.1 19.5 27.0 35.3 

大 專 2.5 2.7 3.5 6.6 0.8 0.9 1.4 4.1 

^ 言十 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 

S料來源：H o n g Kong Census Main Report (Hong Kong: Government Printer). 

source: ̂  , ^ 办 之 务 灰 姓 、 檢�
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LONGEVITY I S R I S I N G 

Figure 1. Expectation of Life at Birth, 1971-1987 
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Source; Tsim, The Other Hong Kong Report 

Figure 2. Improvement of Age Specific Mortality 
by Age and Sex, 1971-1988 
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5— represents the age group: 5 - 9 
ASMR means Age Specific Mortality Rate 

Source: Tsim, The Other Hong Kong Report 



A:1 . a 

BIRTH： RATE I S DECLINING: 

表一：一九六一年至一九八一年粗略出生率 

份 粗 田 各 出 生 率 粗 略 出 生 率 
+ (千分人口計算） ^ 份 (千分人口計算） 

1961 ^ ^ 

1962 34.0 1973 19.5 
1963 33.5 1974 19 3 
1964 30.7 1975 18.2 
1965 28.1 1976 17.7 
1966 25.3 1977 17.7 
1967 23.7 1978 17.5 
1968 21.7 1979 17.0 
1969 21.4 1980 17.1 
1970 20.0 1981 16.9 
1971 19.7 

資料來源：一九六一至一九七一年的比率採自United Nations, The Demographic Situation 
in Hong Kong, Table 119;—九七二年至一九七八年的比率則採自Census and 
Statistics Department of Hong Kong, Hong Kong Monthly Digest of Statistics 
(January 1979),Table 15.1;—九七九年至一九八一年的比率則採自Census and 
Statistics Department of Hong Kong, Hong Kong Monthly Digest of Statistics 
(February 1982), Table 15.3 ° 

source: , 令 凑 i 着 來 政�

Figure 5. Crude Birth Rate vs Crude Marriage Rate 
(Excluding Boat People) , 1971-1987 

1 ^ ^ 
O _ B I R T H RATE — H M A R R I A G E RATE 

O� 、丨�
O 
2 11-

5 I : • — — I 1 1 1 1 1 1� ！ I I I I I I 
1971 1972 1973 1974 1975 1978 1977 1978 1979 1980 1981 1982 1983 1984 1986 1986 1987 

Y e a r 

3ourc9: Tsim, The Other Hong Kong Report 
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TENDENCY OF LATE MARRIAGE 

表三：三十歲以下已婚女性佔同年齡組人口之百分比 

年齡組 年 份 . 

^ ^ 1976 1981 

15-19 6.4 4.7 2.9 3 9 3 4 

20 一 24 51.0 42.7 32.3 31.5 28 4 

83.4 85.2 79.5 74.0 68.9 

資料來源：二 ^六—年人口統計、—九六六年人口中期統計、九七一年人口統計、—九七 

六年人口中期統計及一九八一年人口統計等報告書。 

s o u r c e : 巧 , 者 办 之 趣 放 论�

Mar i ta l S ta tus of Populat ion 

Crude PercentagR 
、， Never UJidowed & 
^ ^ M e d Marr ied Pivorced/SeparatRri Tota l 
'''' 3入7 56.9 5.4 100.0 (3 078) 

侧 38.2 55.0 6.8 100.0 (3 749) 

1�卯6 35.2 57.2 7.6 100.0 (4 U9) 

Standardised P e r c e n t a g e ⑶ 

1 饥 32.8 61.5 5.7 100.0 

1981 33 5 sq 1 n 書 

〕 b丄 1 7 乂 100.0 
1986 35 2 S7 7 〕〔 

^ 、'丄 7.6 100.Q 
⑴ The f i gu res exclude persons aged below 15. 
(2) Figures in b racke ts are in thousands. 
(3) Using the 1986 age and sex d i s t r i bu t i on of the populat ion 

aged 15 and above as s tandard . 

Sotirc9: Government, H. K. 1986 By-Census, Summary Results 



A 1 . 5 

MORE WORKING WOMEN: 

Labour force participation rate (%) 

Quarter ending Overall Male Female 

1986 March 64.6 _ _ 
June 65.4 — _ 
September 65.3 一 _ 

December 65.0 — — 
1987 March 64.1 80.1 47.2 

June 64.4 79.9 48.1 
September 65.1 80.5 49.1 
December 65.4 80.3 49.9 

1988 March 64.3 79.7 48.1 
June 64.1 79.4 47.8 
September 64.8 80.4 48.3 
December ^ ^ 48.6 _ 

Source: Tsim, The Other Hong Kong Report 

Par t i c ipa t i on of Populat ion in Labour Force 

Labour Force Par t ic ipat ion Rate (%) 

^� 陋 Female 

80.A 43.6 

82.5 49.5 

80.9 51.2 

Source: Government, H. K. 1986 By-Census, Summary Results 
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SMALLER HOUSEHOLDS: 

Household Size 

Percentage 

Household Size 1976 1981 1986 

1 H.7 15.2 U.8 

2 U.I 15.̂  16.3 

3 13.5 15.4 17.3 

U - 5 28.6 31.5 35.6 

6 and over 29.1 22.5 16.0 

Tota l 100.0 100.0 100.0 

Average household size U.2 3.9 3.7 

Source: Government, H. K. 1986 By-Census, Summary Results 

Sharing of Living Quarters 

Average No. of Households 
per Living Quarters 

Type of Housing 1986 

Public and aided 1 •⑴ 

Housing Au tho r i t y home 
ownership estates -� 谓� 透�

Pr ivate 1.39 1.35 1.21 

Temporary 1 • ” 
Overall 1.21 1.19 1.11 

Sotirc9: Government, H. K. 1986 By-Census, Summary Results 
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MORE HOME OWNERS: 

T e n u r e 

Percentage 

Tenure 1976 1981 1986 

Owner-occupier 23.2 27.9 35 ^ 

Sole tenan t Uh.n 

Co- tenant ".7 5 5 5 g 

Main tenan t 4.3 3 9 1 ] 

Sub-tenant I/1.5 5 

Rent f r ee 3.5 2.5 2 2 

Provided/Subsidised by emplover 3.5 4.4 4 5 

Total . 100.0 • 100.0 100.0 

Source: Government, H. K. 1986 By-Census. Summary Results 
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WEALTHIER FAMILIES: ‘ 

1“. Income f rom Main Employment 

Percentage 

Monthly Income f rom 
Main Employment 1976� 皿� 至�

HK$ 

Under 1,000 71.8 18.7 6.4 

1,000 - 1,999 21.0 佔.6 21.8 

2,000 - 2,999 3.8 18.2 29.8 

3,000 - 3,999 1.6 6.6 18.々 �

,̂000 - 4,999 CU 2.6 8.3 

5,000 - 5,999 0-5 . 1-3 

6,000 - 7,999 CU 1.1 “•“ 

8,000 - 9,999 0.2 0.5 2.1 

10,000 and over 0.3 1.4 U.2 

Tota l 1Q0.Q 100.0 100.0 
(1 802) 〔2 366) (2 59^ 

Note: (1) The f igures exclude unpaid family workers and the unemploved. 
(2) Figures in b rackets are in thousands. 

1976 1981 1986 

Median monthly earnings f rom HK$ HK$ HK$ 
main emplovment: 

A t c u r r e n t pr ices \ 516 2,573 

At 1976 pr ices 1’ 010 1,125 

Source: Government, H. K. 1986 By-Census, Summary Results 
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WEALTHIER FAMILIES (continued)：�

Household Income 

The fol lowing table compares the d is t r ibut ion of household income 

in the years 1976-86. I t should be notGd that the comparison does not make 
any allowance f o r i n f l a t i on during th is period as household incomes are 

c lassi f ied by re fe rence to the i r cu r ren t v/alues: 

Percentage 

Monthly Household 
Income 1976 1981 

HK$ 

Under 2,000 队“ 28.6 9.7 

2,000 - 3,999 ) 兄.3 “ 

4,000 - 5,999 ) • 

6,000 - 7,999 ) 2 & 7乂 仏.“ 

8,000 - 9,999 ) • 3•“ 8.6 

10,000 - 14,999 lO'l 

15,000 - 19,999 0.2 

20,000 and over 1.3 “ 

Total 100.0 100.0 100.0 

1976 1981 1986 

Median monthly household HK$ HK$ HK$ 
income: 

At cu r ren t pr ices 2,955 5’ 160 

At 1976 pr ices 1,969 2,255 

Source: Government, H. K. 1986 By-Census, Summary Results 
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UFFrlil: GUCWTH OF GDP: 
LOWER: MOVING FROM MA丽ACTURING TO SERVICES INDUSTRIES: 

Table 4. Per Capita Gross Domestic Product at 
Constant (1980) Market Prices 

Year Per capita GDP 

1968 HK$ 11,942 
1973 17,536 
1978 24,086 
1983 30,583 
1988 43,308 

Source: 1980 and 1988 Economic Background, Hong Kong Government. 

Source: Tsim, The Other Hong Kong Report 

Indus t r ia l D is t r i bu t ion of UJorking Populat ion 

Percentage 

Indust ry 1976 1981 1986 

Manufac tur ing 4A.6 1々.3 35.8 

Cons t ruc t ion 5.8 7.9 6.3 

Wholesale and r e t a i l t rade, 
r es tau ran ts and hote ls 19.3 22.5 

Transpor t , s torage and 
communication 7,u 7.6 8.0 

Financing, insurance, rea l es ta te 
and business serv ices 3.3 4.7 

Services 15.2 15.4 18.1 

Others UM “.0 2.9 

Tota l 100.0 100.0 100.0 
(1 915) (2 487) (2 745) 

Note: (1) The f igu res include unemplayed persons having had previous jobs. 
(2) Figures in b rackets are in thousands. 

About one- th i rd of workers were in manufactur ing industr iGs. 

Less than a quar te r were in wholesale and re ta i l t rade, res tauran ts and 

hotels; and one - th i rd in serv ices industr ies. The d is t r i bu t ion of workers 

by. i ndus t ry was qu i te d i f f e r e n t 10 years ago. In 1976，there were 

considerablv more workers in manufactur ing industr ies and less in the 

o ther indust r ies . 

Source: Government. H. K. 1986 By-Census, Summary Results 
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LABOUR SHORTAGE: 

Seasonally adjusted Number of persons 
Quarter ending unemployment rate (%) unemployed 

1986 March 3.2 83,200 
June 3.0 80,900 
September ？ 2.8 81,300 
December 2.2 59,000 

1987 March 2.1 50,700 
June 1.8 41,300 
September 1.8 50,100 
December 1.9 47,800 | 

1988 March 1.6 37,100 ‘ 
June 1.8 43,000 
September 1.6 40,900 
December 1.3 30,800 

Source: Tsim, The Other Hong Kong Report 

Table 5. Recent Unemployment Rates, Seasonally Adjusted (%) 

1988/89 1987/88 

March/May 1.5 (1989) 1.7 (1988) 
December/February 1.2 (1988/89) 1.6 (1987/88) 
September/November 1.3 (1988) 1.9 (1987) 
June/August 1.7 (1988) 1.8 (1987) 

Source: Hong Kong Monthly Digest of Statistics, various issues. 

Source: Tsim, The Other Hong Kong Report 

Under-employment Number of persons 
Quarter ending rate f %-) under-employed 

1987 March 1.0 25,500 
June 1.1 29,500 
September 1.0 26,800 
December 1.0 28,500 

1988 March . 0.9 25,200 
June 0.7 18,900 
September 0.6 15,400 
December 0.7 18,400 

Source: Tsim, The Other Hong Konq Report 
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CJEOOKAPHIC RELOCATION OF POPULATION: 

Geographic Dist r ibut ion of Population 

Population Percentage 

^ 12Z6 1981 1986 1976 1981 1986 

Hong Kong Island 1 026 900 1 183 600 1 175 800 23.3 23.7 21.8 

Kowloon and New 

Kowloon 2 366 800 2 449 100 2 301 700 53.8 49.1 42.6 

New Ter r i to r ies 950 100 1 30^ 200 1 881 200 21.6 26.2 1>U.3 

l^arine 59 200 700 37 300 1.3 l.Q 0.7 
Total U 403 000 “ 986 600 5 396 000 100.0 100.0 100.0 

Source: Government, H. K. 1986 By-Census. Summary Results 

In t叶na l Movement hy Areas of a r ig in and PeRtin^tinn 

Area of Destinatinn 

Hong Kong 
Is land，�

Area of Kowloon and New Rural 
。卿 n New Kowloon Towns New Terr i tor ies Total 

Hong Kong 
Island, 
Kowloon 
f d New AAA 731 401 597 30 639 876 967 
Kowloon (38.5%) (34.7%) (2.6%) '(753%) 

Nei^ Towns 62 489 118 706 ‘ 15 603 196 799 
(5•“。/。） ⑶.3%) (1.3%) (17.0?) 

Ru^al New 18 830 uu 030 u 102 M q.o 
Ter r i to r ies (1.6%) (3.8%) (0.4%) '58%) 

他Fine 5 768 8 078 2 527 373 

(0.5%) (0.7%) (0.2%) (1.4%) 

Total 531818 572 411 52 871 1157 100 
队 0%) ("9.5%) (..5%) (100™) 

A to ta l of 1 157 100 people l iv ing in Hong Kong in 1981 was 

recorded in the By-census as having moved home between D is t r i c t Boards/ 

new towns during the period 1981-86. This represents 24.3 per cent of the 

p o p u l a u m aged 5 and above (M 769 200) who were in Hong Kong f ive years ago. 

Source: Government, H. K. 1986 By-Cansus, Summary Results 
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Weekday Prime Time Ratings (TVR's) 

TVB Jade ATV Home Total 

1984 44 8 52 

1988 39 4 43 

Change -5 -4 _9 

(-11%) (-50%) (-17%) 

Source: Tsira, The O t h e r H o n g Kong R e p o r t 

I 
- I 

Rank 1984 (% readership) 1988 (% readership) 

1 Onental Daily News (35) Oriental Daily News (33) 

- S ingPao (20) S ingPao(17) 

3 M i n g P a o ( l l ) M i ngPao ( 9 ) 

4 Hong Kong Daily News (7) Tin Tin Daily News (8) 

- 5 S ingTao Jih Pao (5) South China Morning Post (5) 

6 Sing Tao Wan Pao (5) Hong Kong Daily News (5) 

7 South China iMoming Post (5) S ingTao Jih Pao (3) 

8 Wah Kiu Yat Pao (4) Professional Racing Journal (2) 

9 Express News (4) • Express News (1) 

10 Tin Tin Daily News (3) Hong Kong Economic Journal (1) / 

Aggregate readership (99) (84) 

Source: T s i m , The O t h e r H o n g Kong R e p o r t 

• Telecommunications 

The typical Hong Kong person is a heavy consumer of telecommunications 

services. The territory is one of the world's top ten countries in terms of 

telephones per 100 population (48.3 in 1988), the world's number two 

^us^ness user of fax lines (6.5 lines per 100 business lines, with Japan 

holding the world record at 15 lines), and probably the world's most 

concentrated consumer of the radio pager (over half a million in service or 

l^e same n 画 b e r as for the whole of the United Kingdom with ten times 
Hong Kong's population). 

The following table on the growth in telecommunications services、 

exponential in many cases, is self-explanatory: ， 

⑴84 1988 Change 

Telephones in service 2,064,000 2,708,000 + 31 % 

二 ( 3 8 . 4 ) 阳 ） （ 糊 

Fax lines 1,000 38,000 +3700% 

Date! Hnes 2,000 12,000 .500% 
I D D connections 143,000 622,000 4 - 3 3 5 % 

International telephone 95,000 317 000 

traffic ( '000 minutes) + “ 从 。 

Cellular telephones I,(X)0 35,000 +3400% 

Ra山o pagers 150,000 50().0()0 +233广(， 

Source: T s i m . The O t h e r Hong Kong R e p o r t 
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Coding on the application form )̂丨)end-i x 丄 

Apply gluo and seal ,化以 HV 水 i t i" 

merican Express^ C a r d Application 美阈迎通 ( 5川卡巾 

3e type or print clearly. 印正tÊIS 妥表格 . 

,pe of Account Required 屮 说 极 n 斯 別 二二二’c h 二 ： 
•Company Type of accouni Account no Z . 

^ r Gifiyii ^ I 
» u r P e r s o n a l D a t a 個 人 資 料 Ust other bank name and btancH 3 ,, nmy-n^-Ani.^ -h f—I Ms —~ c , 
^ t l-J <I 1 M 丁ype Of account Account no _ 

户ijtfi別 胁饼 
丨 ramps Name in Chinese -~••~— 次 i ‘ 巾 文 T y p e o( credit (aolity ^ ； 

- — r — n O^ 'd 'a" Umit • Personal loan /Vvimnt c , 
3ltx1h No ol dependents Natonalrty U . " 

D 曰 ma 供贊人 ti ^ … 3 I 
”““ (PI«aM •ncloM copy of I.DTPassport) Usl other credil card or charge account, if any ^ 

g'^^a (WW*身份Bsjaw肥本） WHfinwfJ用 t •iSiJMI.fil 卡 few 及 wa Account no a 
' " ^ 
/ how ytxi want your name to appear on ttw Card. " ‘ 

Additional Cards 附饜卡 
__III''~‘‘~‘‘‘~’‘‘~‘‘‘‘~‘“^ Please serxj me an AdditionaU Card W申供下列人士ffn卜 ««申《人《»1 : 

• & • 
- Vears there G—names =，nese 

Wti 居tt本M , ^ 中纽名 
：=； ~ ~r-,.. ̂  rrT： IDyPassporlno. Date o( birth t̂ed • Company DR̂ at̂ s DM̂ gage • 份 出 生 日 W Df」M̂ l 丫？ 

111 pfopefly quariers M)•愤宇 按 彳 n s t a n m e n i 
公司诏舍 囲帥,欠 Relationship (fa Personal Account)/Position (for Company Account) 

—— — - ； , 係 ( 私 人 » 户 ) / • 位 （ 公 31»户) 
OUS resideniia) address fit less than 3 years at present address) ； ; ' „ , 
iftit 不 S 三汪者.««上*^居住丨(？41» Show hew you want your Additional Card appHcant s name to appear on the Card 

— «用英文正樣澳ttUIWW雇卡申丨《人«在卡上»用之名字。 I 

I I I I I I I ‘ I I I I I I I I I I I I ‘ I 

Sîture of Addilional Card appRcant WW + ̂WAffl ‘ 
est rolat\e a friend not kvmg with you 不 fSHJii 之 fiM® 朋;5 

e Relatbnship X • ^ 

^ Billing instructions 付肤指示 
Personal billing address n •. t. tk. 
导/̂人稱戶之系”！̂ ！̂̂！也！!! 住一 - • ̂  K 
t) Other, please specify ^ 

_ _ _ _ _ «他(丨Mt明） ^ 
1 1 (Company Account bills are mailed onfy to the company) ^ — 

〕ur JOD (5〔！…. …̂-ft-？•二̂ -每— 
lo/af or rirm name and address rUthit 门 Y m n No 

••稱名样及'，让 二 ， • 是 U p g 
Thp ax^can war^Tis Iha! IN’ atx>.c nformatcn istncand oarect arioher«、"<>iestsar»j a . 卜 . r :> r. p 
be opened ta the irxaws-gnea nna &vd(s) as odcated r w n and and reot^ieo ’., 1 ‘ uxa^-'g---: � 
gves nolce 10c©asearfl ncorT>ocliOr the-ewin auttionzes tne recwt ande> t .1-qocycecl - U 
and add̂onai ap̂can) and. n Ihe case o( a Cornparv Aocounf. tf*. "ee 10 be !•、•、，t̂ :ond.t<vr, ——— o( Cadmerrtjeĉhc that acconxsarv MCh Card (wg-nal. renewal » replace",” urtess ！>�. . 1 ,s a,i >n nal ；vxj 

Years there bom ha^es relumod The aootcanl. m iv, caso o( a Company Account. tN、ompany. ！) a« 
任 K 年 M ncuTed wnhthe Card and a" /s*)d〖tonai ‘' vds ssued on (ne account ana fw,卜；looionai on ；1 •‘ a," bo ̂ ^ 'c- a 

: — chages rcured wlti tne Addiionai Cam and severaitv wrth tbe the Base _ 广 n h 
(ion Nature ol Business ooncxtons ct Odmamt«r^,P m No,,. Am«rte«n ExpfMt Curd carriM an Inftlal Joining Fm of HK$250 and Annu«J F»« of HKJ325. — L. — AddHlonal C«rt ha« an Annual Fm of HK$230 wtth no Joining Fee Pl»«»« do not Includ* sny p«vm»nt 
3S annual salary HKS (Pleas« •nclose copy of your Income proof) ^ yoor appik^too. w* win bin you tatw. 

' 隨 * 人 棚 巾«入£1<?1»1:>?*«彳18(̂ ««»机• »llJt>l,l»，(*«« 水人問户.fJf.内叫出之人 t«»々.•中‘ . 

nual saiafy 6 tess than HKS65 000. please state other income, « « » . *：人雪 ®««10丨丨《』l « « rt t ivfl，艾丨餐《 田 «»< ••…i* 人 = = ^ ^�:�》• : = •. ^^/； 

- f l 不 五 千 天 他 入 之 及 片 = = 

— !».艾回，•ffMfXRf-rCliisann •巾«人《二51»戶之 1»'。51 ' ‘ • 

XjnthKS Source 一,而»_(«零.》中1»入》(» 木 予 I."* 头 人 • 麵 明 利 • 丨 所•之⑶，,？ ，t•卞 r .» 
• ^ 水《5»文*.傳«««<3何不？；《|!»11之« . •。努文*>̂ »»汽《*。‘ 
Te and address ol relefence ,.1_尊：美•• j)重用-»的基本卡 »加黄輯元•年*_|丨《<**3?5元• 之》*«> . 
！AĤgĵiit ； ( ^ : 胃 , 加 黄 . . *««»^»^»««*上. Tel sqnature ol applicant 申！A & R * ‘ 
ne ard acWress of ptevous emobyer (it employed by above lor less lhan 3 years) 
f 上 不 2 三 3 • 

X Date B Hfl 
For Company Account, signature o( authonzmg otlcef and compm iv chop. 三 

~ (Please enclose copy of your company's business reglstrntlon) 

扣中 JlîSlBH 戶 . 由 人 巧加*fi 引印« ( Sl«iei1t ) 
这 

Years there 二 是 iim̂ttfi … 
- ： X Date n nn ‘ 
our Spouse M W Name W 名 Pos丨tton TO L —� ⑴�了"eofspouw Name in Chinese — • 
環 巾文 W 名 For office use only itUP 木 ' 广 ？ m •不必丨肩只。 Ĵs - • __ d、�ikz/fy I 1 ‘‘ 

Hank r、h、RSN _ — g 
— 一 HKS :� ⑶ A 一 一— Xi—V 
Credit Reference� ⑶ - / j 'irr̂. f/Xffrr. Cvryr̂-fr*̂^ orico M ti »# .»l f J J r)l-IJV - ff I 门 [p̂oro� 「If,Am Mill _ I / "•OMK wn̂  - ~ I / - K Z A(i()ly fjluo nnrl '-.nnl ,li'il '11̂' -t 11 n 



Coding on response coupon Appcjndix i 

民以,I貧食爲天 

現申請(̂ "X̂ E VISA 
免 費 可 得 「 务 口 吉 」 

^ 德 5 K ： ― 
得 獎 名 菜 乾 隆 江 南 宴 . . ^ ^ ^ ^ ^ ^ ^ 

^ ^ ^ g g g i B g g r ^ ^ ^ 首次在港隆重推出之御用名宴• 
^ 、 晶 白 玉 扇 \ ：、 

映 月 樓 精 選 名 菜 我 、 , 美 心 美 食 獎 〜 
^ ^ ^ ^ ^ • 超過 7()，•⑷* 

I CHASEJISA 美食世界：、I 
「美心美食卩5」張張有獎，一擦即中； 

更可參加�CHASE VISA美食世界大抽獎」， 

赢取美心集圃得獎及名貴佳_，大飽口福！ 
現凡於】990年5月12曰前中I寿CHASE 此外，CHASE VISA 獨家提供不少可 I 1 
VISA主n,、即免®可丨?|「享!心美ft培J一張’ 棚益，包括： [本人欣中讀CHASE VISA. I 
張 張 朽 赞 . 一 擦 即 中 ， 顳 取 J S 過 7 0 , 0 0 0 份 宪 方 格 。 （ 1 ； 1 1 厂 > i l l I 
獎， f e括笑心把團 H K $ 1 , ( X > )叛券及多秋美 •顿則 f M， .以測 ,可細後！ I 
心中外关ft.iFI您大快朵印，一胞口福！ 力•；pM饮。 I姓石： I丨/」.4]1/々 1 , 

•个沿W打〔丨丨ASK V丨SA W分播jeui w, 丨 I 

CHASK VISA ̂  n cr： 1990 S ；] 31 • nt] 符苏丨!{丨丨丨1<$ 1 丨！} 1 分，料丨Vi’ 夠fTi 分fi/, "f I 地祉： — , 
f/W r̂'il ̂f̂Wlfrfff.並以 CHASE VISA 贼 免 � I . 竹 ， 丨 I 

"1刚{厂7�心3̂!/̂.«占」，除叩丨丨丨時赢丨丨}一 •“丨速:丨械f,丨川額. ‘ I 
代<<'丨丨屮，十>̂漢7的̂ /̂̂明:夕丨，9!"1鬆加 I -fiAlnl： )(5«人；》»!丨丨(.彳;丨丨1̂。丨,心 I 
HASK V I S A ， 請 界 人 國 j , 副 汁 中 ⑶ V I S A WX.仏•人.,,『】船】 ft测制隱I 

Ti Vfnrfi/vf,品 lu r̂-L-中 w'力年.〔之丨 閒 f 丨厂’丨】，-'ii'n m r i： ？v k ofi f ]、丨:n i ；i [ 丨 | ^̂ ^ R,N T-EIEVEII -̂ N̂̂'T-̂；! I I (iiask VISA 科firt次咖川 悄 爪 ： J ^ s . nrSASE ‘ ^rfHilIH/xn,：. .V',". VKaVu a i l l I 



Personalized English letter 八ppcndi x 2 

T h e C h a s e M a n h a t t a n B a n k . N . A . 
W o r l d T rade C o n i r e , C a u s e w a y Bay 
G P O. Box 104, H o n g K o n g 

fc. C H A S E 

Mr. Hermann H K Chan 
Times Direct Marketing 

19/F Hang Lung Bank Building , 
8 Hysan Avenue 
Causeway Bay Hong Kong 

Dear Mr Chan, 

You may already have an overdraft account. But the Chase Executive Credit 
Account gives you extra financial freedoni and a special rate preference 
which you can get only from Chase. 

Outstanding Benefits 

You can get up to HK$80,000 with the Chase Executive Credit Account, and 
always have additional financial resources for expanding your business, 
purchasing your dream car or making a high-yield investment. 

The high credit line offers you more flexibility in money management. 
It is easy to exercise your credit line. You simply issue a check or 
make a cash withdrawal from over 600 Chase and JETCO ATMs. 

Moreover, you can enjoy our innovative two-tier rate preference which 
allows you to secure an outstandingly high credit line at the lowest 
possible rate. And the more you use your line, the lower interest rate 
you‘ 11 pay. 

, The regular rate for the Chase Executive Credit Account is prime rate 
plus 4% per annum. You can enjoy an even lower rate of prime plus 2% 
per annum for any amount above 50% of your credit limit - one of the 
lowest in the market. 

Accept Our Invitation Now 

Only the Chase Executive Credit Account matches your financial needs and 
provides you with a high credit line at the preferential rate you deserve. 
Simply return your application and you can start enjoying all the privileged 
benefits of a Chase Executive Credit Account. 

Yours sincerely, 

jdiuMJ i 
/James B. Brew 
, V i c e President & Manager 

Individual Bank 

P.S. Only the Top 1% Executives will receive this special invitation from 
Chase. To ensure your privilege, return the enclosed application 
before July 31, 1988. 

1m« MrpMr:ilr<l with liiiiit<'<| l i j ln l i tx u iu l r r l l i r l‘i、、、ol tl、r I nitiil、l：…、uf \ nirr i i. i 



Personalized Chinese letter Appendj,x 

© 
讀者文摘 

香港阿公岩村道三號 

0 0 0 2 4 8 9 9 1 2 3 1 9 5 3 3 0 9 0 1 3 1 

MS 0 1 YUNG B E T T Y YEUNG 

Y A U H A T E I 
‘ KCLW 

親愛的MS 01 YUNG BETTY YEUNG : 

這封信可能是你有生以來收到最有價値的一封信’請快快坐下來從速 

展讀！ 

.最近我們收到一份電腦資料’列出了今年内有資格參加1 9 8 8大抽 
獎的入選名單，閣下MS 01 YUNG BETTY 丫EUNG已名列榜上’ 
保證有機會赢得超級巨獎HK$250，000黃金。 

一份給MS 01 YUNG BETTY 丫EUNG的專用抽獎證’很快便會寄達 
FLAT C 15/F KWONG FA1 MANS 3-13 KWONG WAH ST�。�
如果你決定寄回來參加抽獎’閣下立即有機會赢得超級巨獎HK$250,000 
或在未來的十年内’連續毎年收到黃金HK$30,000。�

若閣下依照指示在十四日内回覆’你在赢得超級巨獎時，還可以喜出 

望外地多赢HK$50,000及早回覆獎。 

只要你在收到抽獎證後’馬上寄回來，住在旺角及大角嘴區的 

MS 01 YUNG BETTY 丫EUNG便很可能在1 9 8 8大抽獎揭嘵的那一 

天，接到通知領獎的掛號信成為HK$250,000的黃金得主！ 

想獲得HK$250,000黃金及HK$50,000及早回覆獎’請記着盡快寄回你 

的抽獎證。否則一時大意撊下，便白白失去赢巨獎的黃金機會了。 

祝你好運！ 

讀者文摘抽獎經理 
譚志良謹上 

L/HCSPC-4/AM 



Maiiber-get-niei^er program Afjf^endix 

-• • • • I ‘ ‘ L! — — — ^ ― — — — — ^ ― — w C T t i B i — — I — — y w r n — w y f f T f T ^ w r n * — 

把ft? 機 … … 於 丨 9 8 9 印 7 片 3 1 I I 前 推 薦 鋭 友 加 人 金 卡 舒 行 列 • 

TIME IS RUNNING OUT... DEADLINE FOR GOLD CARD" 
MEMBER^GET^MEMBER APPLICATIONS IS JULY 31，1989 

fu助親友成金•铃员以享用衆多炸fi權丨,》，柯简使，丨s"]"败附储类禮品，何樂1(11不爲？ IK1丨、祇牙1 

奶妥金丨;•會貝推聽待丨⑶"J請表的JH部以及揀逝离愛的殆(在適常方格內加剔號），然後將中nllii^彳交給 

IHJ卜推鸦的親友奶寫及寄丨“丨笑國運通即可. 

It only takes a moment to help a friend enjoy the many benefits of Gold Card membership. You can 
receive these special gifts when ycui help a friend become a Gold Card member. Simply fill in the top of 
the attached Gold Card Priority Referral Application. Be sure to tick the appropriate Pr i ze Preference 
Box*. Then pass the application to someone you know to complete and mail. Amer ican Express' ' does all 
the rest. 

萬fftfBw f i^——成功准/f^-位公^；1*運油«皮旅彳/»^——成功推re—位金丨、fl^utWiW 
Mom Blanc Ball Pen when one irionJ Ivcomes a CJoU CukI member 中人 L 别”格 B ) 
(Tick Bo\ A on Prioriry RcterrM Aprlicuum). _ American Express Leather Travel Wallet w licn one friend K'conio 

GtilJ Car J member (Tick Bo、B on Priority Retcmil Applic:uipnV 

M a n d a r i n a D u c k T . t t l f f 个:》——成功推/?̂闷位.4>. f - — 成 功 m / R :位公 I、AtiSH/"’， 
别方格 c) tWA•格 c) 

Mandarina Duck Travel Bag when two friends Ivcome Gokl C.irJ Shnm IQ-7(XX1 Data Organircr when three friciuls kcomc t'olj e.irJ 
member- (Tick Box (J on Priority Rcferr；)! Applicntion). members (Tick Box Clon Priority RefermI Application). 

如閒下選擇的禮iV,足原子筆或皮旅行銀包，一俟金卡中請嫂得批池，禮品使合卩'〔接送TiRj r.若選 

其他禮我們將寄奉禮品換船券，以待丨K] f染齊換附 .如 t r詢問，請致 ' , 1 1 5 - 8 6 8 2 2 2 8 ,卜解 

If you 've chosen the ball pen or travel wallet, we'll send the gift directly to you once the application is 
approved. If you 've chosen either of the other gifts, we'll send y(u丨 vouchers to sa\'c and redeem at 
another time. For enquiries, call 5 -8682228. 
.Supplies 1)1 fjifts arc limited. 



Touch-tone phone service Appendix 2•7 

T h e C h a s e M a n h a t t a n B a n k , N . A . 
W o r l d T r a d e C e n t r e . C a u s e w a y Bay 
G P O Box 104, H o n g Kong 

• C H A S E 

Dear Custoner, 

Thank you for using the Chase Bank-by-Fhone service. 

In order to better serve your banking needs, effective March 28, 1990, a 
new hotline 881 0888 will be installed under the existing Bank-by-Rione 
service. Ihe new hotline will give you better and more efficient service 
for the follcx^ing enquiries: 

(a) G^ieral Enquiries 
i. interest rates on US Dollar, HK Dollar and other 

currency d^x>sits 
ii. exchange rates on m j o r currencies 
iii. product information on loan account, deposit acccunt, 

credit cards and other Chase services 

(b) Balance aiqiiiries of your Chase accounts and your Chase 
credit card accounts 

(c) Transfer of Ftmds ainong your Chase accounts 

(d) Other Biquiries 
i. request for an interim statement on your Checking 

Account 
ii. order new checkbooks 

To give you added convenience, the business hours of this new hotline will 
be 9:00 am to 9:00 pn, Monday through Saturday. To use this new service, 
sirrply (xxrplete and send in the enclosed Custanver Sign-up Card new. All 
you need is a touch-tone telephone to enjoy this service. 

Please note that Bank-by-Fhone services for payment of utility bills and 
"Third Party Transfer" will continue via hotlijie 890 8828 with your 
current password. And, the business hours remain as 9:00 am to 
6:00 pn, Monday throu^ Friday and 9:00 am to 1:00 pn on Saturdays. 

If you have any questions about the new service； please call 890 8828. 
We will be most pleased to offer our assistance. 

Yours sincerely, 

網—— 
Bradlew F. Kerr 
Vice President & Manager 
Cammunity Banking 

P.S. Please conplete and return the Sign-叩 Card new to enjoy our better 
and inore efficient Bank-by-Rione service. 

Inrjorporator) wiUi iTiiitod liability uncifr Ifif 丨of !ho Unilpcl Sintos nl Arnonca 



Call-for-inforrmti〇n service� 。)|xsrKli.x̂ 2 」�

i p m i i H — M g U ^ i ^ M M M B i a M i l i i l l i i l 

萬事 
鄭重介紹全世界 

第一個中文全面性之聲訊服務 

敬啓者： 

「萬事Call」是九十年代資訊技大突破，更是大東聲訊系統有限公Mj齊M 

爲您創先提供全世界第一個中文全面性之聲訊服務。 

祇要您是直通國際電話IDD用戶，便可每日24小時圧何時間打「萬事Call」�

特備電話號碼，獲知許多切身實用生活資料，由席親湯、財經行情、本港及世界 

各地天氣預吿、樓宇買賣成交個案、辦理證件手續、牙齒及醫療保_、移民資訊 

以至個人每日運程等…包羅萬有，不勝盡錄。所有資訊會按時更新及增•新 

訊息，並會繼續擴大服務範圍。 

「萬事Call」聲訊服務，全部資料均由有關行業之專協助提丨ji:，並關 

專業團體如香港•學會、香港牙霧學會等審核認可，資料簡明精關，切身‘14:用： 

服務費每分鐘僅爲港幣二元或四元而已。 

有關「萬事Call」詳細使用方法，請參閱附上的「萬#:Call用戶f册」 

從今開始，祇需打「萬事Call」，生活資訊可以馬上知淸楚您現庄不妨撥 

l^a舌試試！ 

大束針訊系統有限公司 

. 略 

1/多 

m 
-^―^ — … 1 

大!PfnK系統冇限公司 ‘ M 一 
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* “ 1' ‘_ ‘“ • • - 一 > — — — -— - 為 一一 • _ - - ___ 

h匕eLlV lOth A p r i l , 1987 ‘ 
THE TIMES T E L E M A R K E T I N G / - / 

—— / 

C H A S E M A N H A T T A N B A N K N A / P R E M I E R V I S A / T E L E M A R K F T I N G P R O G R A M M F / ' 

PHASE II - GUIDED S C R I P T ‘ 

Goo d morning/good a f t e r n o o n , Mr X X X , this is LILY LI c a l l i n q 
from The Chase M a n h a t t a n B a n k . 

W e ' v e recently sent you a letter inviting you to a p p l y for 
o u r Chase Premier V I S A . It's a very special invitation from 
C h a s e . Until now we haven't heard from you, just w o n d e r if 
you may need any help? 

IF RESPONDENT R E C E I V E D ; 
9 

Y o u ' v e r e c e i v e d , that's g o o d . Can we expect to receive your 
application within the next couple of days? Please make sure 
you enclose your p e r s o n a l identity like ynu ID card c o p y , tax 

r”u r n or any proof of your income or asset . I'm sure you ‘ 11 
find no problem in d o i n g s o . 

M e a n w h i l e if you have a n y p r o b l e m filling out the f o r m , just 
g i v e me a call ... my name is LILY L I . ‘ 

IF RESPONDENT NOT RECEIVED： 

子 s e e , may be i f s s t i l l in your IN tray, I hope it's not lost 
in the m a i l . Can I send you another new form today? Just 
to help you u n d e r s t a n d more of our Chase Premier VISA b e f o r e 
you fill in the f o r m . Our b a n k is inviting Mr XXX to a p p l y 
for this Chase Premier VISA because of your status and v e r y 
s o u n d financial s t a n d i n g , it's a card meant only for a chosen 
f e w . sure you‘11 take up our invitation after you've read 
a b o u t all the e x c l u s i v e b e n e f i t s we're offering to cardniembers. 

Can I expect to r e c e i v e your application in the next few d a y s , 
o r you prefer me to give you a call again to see if you need ‘ 
a n y help? 

O B J E C T I O N S :-

I ALREADY HOLD OTHER VISA's 

Is -it a Classic or P r e m i e r V I S A you,re holding? ‘ 

If C l a s s i c VISA： 

Y o u ' l l miss so much if you do not apply for our Chase P r e m i e r 
V I S A . O b v i o u s l y you know the status of being a Chase P r e m i e r 
V I S A c a r d m e m b e r . F e a t u r e w i s e and u s a g e w i s e , you can h a r d l y 
c o m p a r e any card with the C h a s e Premier VISA (Go into 
b e n e f i t details if o p p o r t u n i t y a r i s e s ) . 

If P r e m i e r VISA: 

M a y be you haven‘t had the time to compare the features and 
b e n e f i t s of the one you‘re ho l d i n g and the Chase P r e m i e r VISA 

/ •？ 
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If Premier VISA/con't 

， j a n y of our existing Premier VISA cardmembers were previouly 
holding others banks ‘ VISA's. 丄uuiy 

they are all the same, afterall they're still VISA's 
all VISA'S should be the same...)t 八 s... 

？Jj, nol First of all, we're an international bank - one of 
= = w o r l d ' s largest _ with all the i n t e r t i o n a 1 linkage, we've 
=二 = c” s all over the world to give you extra convenienc；. 
^ i s is even more important when you've to travel quite often 
(Turn to other benefits if opportunity arises). otten... 

I ALREADY HOLD AMEX GOLD AND AM VERY HAPPY WITH IT 

。 m not surprised Amex Gold is quite a popular card nowadays 
li hoig the A^ex,Go]d, you'll have more r e a s o n f ^ 
to hold the Chase Premier VISA because the Premier VISA is 
a CREDIT CARD - you can ^Tave long extended repayment period 
there's NO preset spending limit, just in case ^ u need som； 
c a s e , you can draw up to $10.000 a day from any Chase ATM. 

， X G O L D ”joj^ s。unique these d a y s , they only require annual 
O O O ^ l l r ' T to compared to ours which requires 

of It.t^.. that's why this card is the real s ^ b o l 

^ o ^ h I ^ k t r ？ffer so much more to cardmembers. . . (Go 
to o t h e r benefits if opprtunity arises), 
I DON'T NEED TOO MANY CARDS. ONE IS ENOUGH FOR MF. 

true if you're holding the Chase Premier VISA, because 
can represent your status best, offers all features 

。 y o t h e r cards are offering P ^ A LOT MORE... (Go to other 
benefits if opportunity ariseiTT" 

I DON,T USE CREDIT CARDS, IT ENCOURAGES OVERSPENDING 

W e l l for a financially responsible person like Mr XXX. this 
- 二 h a p p e n . People who are used to using credit 
y r d s find It much easier to manage their finance because every 
二 》 y o u charge the card, you get a sales slip； at the end 

o f r ^ o L r；； yoji get a full run-down。f all expenses, making 
p e r s o n a l accounting so much easier. 
、�

.1 D O N ' T E A R N $ 3 0 0 . 0 0 0 O R M O R E A Y E A R , I ' M N O T Q U A L I F I E D 

Income is just one of the criteria, ve'll also consider your 
p e r s o n a l assets like property or fixed time deposits. Why 

t you enclose copies of these with your application for 
our e v a l u a t i o n , we'll give you an answer right away. 

(If respondent emphasizes he doesn't meet our requirements)： 

^ ^ ^ ^ ^二‘ hy doi|i’t I send you an application for the Chase 
5 3 ” ch also promises MORE benefits than any other 
V I S A 。 I t ' s got.the .Chase, image and convenience. And once 
you think you're prepared to take up a Premier VISA iust let 
us k n o w . J 
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OBJECTIONS/Con't ‘ 
二 I 

二 忠 t h e 
On, you get value for m o n e y . Crawford with the Winq 

二 = 二 : 广 = ： 工 二 = ： 
- w e ' r e just t . ^ . ^ n H L u / ^ e ^ ^ 二 ” ： 

； 二 口 help, l can try to 

customers. We're always t'yina t r ''' support from 
improve our services. i wish I u improve our products 
on our bank this 

time. nange your impression 

l°know y o r d o need^a take our invitation very s e r i o n o 
When can I get� 〖hi�〖oodi'^l二，二 t ^ e to make a r i g j 
g ， g e t the Chase P r e m i e”二 s f 二 see the earlier 
from us. vibA, the earlier you can benefit 
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Brochure for tourists Appendix ？.. 12 (continuryj) 

i 丁here are many ways to make money in Hong Deutsche Mark, Pound Sterling, United States, 
I, Kong. Opportunities and pitfalls abound. Being Australian, and Canadian Dollar, all with favorable 
:i able to recognize risk is essential... but that's not tenors and added features. 

all. That's not enough. It also takes connections if you open a one-month or above Hong Kong 
: a n d global strength. With US$105.6 billion in Dollar Time Deposit Account with us now, you will 
s assets and operations in 54 countries, Chase has get 1/8% additional interest rate applied to the 
: w h a t it takes to help you manage your funds. current rate for a Time Deposit over HK$100,000. 

Right now, Chase can offer the overseas investor 
a number of solid options with some rather L O C A L SERVICE FOR T R A V E L E R S 
special extras. chase can also provide the banking services you 

need when you're far from home. For example, 
M A N A G E D A S S E T P O R T F O L I O you can use CHASE VISA facilities to obtain 
One of the unique services Chase provides is ready cash. You can also open a Savings Account 
Managed Asset Portfolio. At Chase, successful with a range of currencies to choose from, or 
investment management works through a two Checking Account in Hong Kong or US Dollar. At 
step process: Chase’ we're at your service. 
1) Identify and understand the Clients' investment 

objectives For more details on any of the above services, 
2) Create and manage an investment portfolio visit the nearest Chase Branch or call the Chase 

that matches the Client's objectives. Hotline 8908828. Remember to bring along the 
leaflet to enjoy the extra bonuses. 

The special offer is valid until February 28,1990. 
UNIT TRUSTS 
Chase has 9 funds to choose from: shares, bond, 
currency and special purpose funds. Designed 
for a medium to long term investment horizon, 
our funds offer the flexibility of switching between 
funds and easy liquidity. 

Note: 
Unitholders must appreciate that the price of units and the income from 

them may fall as well a s rise. Under particular circumstances, their right 

to redeem units may be restricted. The Funds are not subject to the 

provisions of the Banking Ordinance. Information and conditions for 

redemption can be found in the Offering Circulars. ' I 

I For Bank use: | 

E a m s a s s ^ i 二二 I 
SAVINGS AND TIME DEPOSITS I 敝 ！ _ _ — ~ I 
A. . , ‘ Purpose of trip i 
Chase offers a wide range of currencies for i “ I Date - I 
savings and time deposits, which include , i 
Japanese Yen, Hong Kong Dollar, Swiss Franc, ‘ 
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Rice-pack insert Appendix 2.13 

一 m ^ ^ m 
j r a P w ^ • i • M • i • 好 • 介 • 紹 
l ^ l f 1商一台「日 I !好時光」欧 W竹珠好介紹 

\ p î WisJ如欲惠顧欧^̂ ^̂珠掩思丨“^品，可親臨：吞港|丨'3仔告士打道1()9-11丨把ilT思商转大頃川韦5-8335561 

家 居 好 介 紹 

(一m牛排用的肉，選厚而不大若，因爲牛排的主要味道 iiiP̂ ^̂ l̂̂ îffllMy赢• ^bBmI 
就在肉汁本身，用太「#的內购牛-排，常因.?̂ }̂-過熟而失 

( 二 ） 肉 不 可 拍 打 厕 _ 組 織 - _ 翻 汁 也 

(三tt^H非時，切莫不序的翻面，最好將要作正面的一先 HK^^P^W層醫〔^ilfflfflW 
下鍋,.卧t需要的預色後，两III上來烤反面，否則 圓圓• 11 I I I ” 贫 ! • 嘴 禮 匪 纖 爾 嫩 

柔去的煮法，肖令肉汁流失，肉也 

(四）W指頭來試牛排的生熟程ft,通常牛排分丨禹半熟、 

法國萬能牌微波爐 
t：分熟fn全熟三撞,半熟的牛排按起來，就fr:按 [ai' w ^ ^ f ^ ^ 

而頓邪昼柔軟，七分的情形如按耳垂股，而全熟 LVV//I j E R U U U J ‘ ’…一 

• 在 脈 ： 現隨機附送…• . ： 

J^j^lH^、 mcK^lnUonoz 

J , p p i H I l l i ^ 型號 047 

^ M iSSsff l *九段火力 

B. Melody of Love 

^ y i ^ r •、科c^V Sorni^hcrr OijJ Therr * SaMng .\U Mv For Ymt • /^^i.isr MJ m i s • SaMnfi Ml My U)^v For You • ” mr SfichcJJc • 
‘ . ‘!j^，ili@|['' ' . ‘ “ 、卞“ i、’P"iMj(r,，f;pnnaS/op【/sA'mv"",fOw)’“9"pJ>”1nff>、ii • Sen,I hi TTh- Howns • Yov I.i^fu I'r、“ l i f e • The / ” , ” > ” " . " 、 

: - % .么f ^ T ^ J J ^ , 、’ 二 J 、> ；""Vs f)ri >;»" • r,nH'>\y Kind of Low • The OrraicHt Unv Of Ml • Take My Drvnm • The Hturt In Lonely //nnfrr • / /"、' I'n Suy I I ‘,、v 
I \ 〜T! • lifurtachc • Vwoys On >!y Mind • I liDncstfy Ltnr Y^'u • Ycsicniay • St on' ofO • /..、'^hnn > • Ln Sou Womoi/r • 

• I I • i Jt'Hf Ciiltcd To Say I Law I'm/ • /Tir/^rrcn • Sudcknly • 5mmm-r (’"mmt- Amour • Low Is [lltw •厂/"ijtin S j . / i u ' s s •、i>" Pcrif Unnt： 

• , I . 鏖 1 广々  -- .\ighfH • Ifoncv • HofK'lcftslv To V(m 萼， Mt. f:h、、rrs • TJufi /< ‘、f.、S>n>r • ,/"M 77if U'/iv、。” Atr * r‘_rr/i、、 
• • • 1 1 1 ' U 7 " s / k t • JC r>iimc • DOLANNC^ M r / ' K / r 蓁 
• % A , \ 人 由 多 l A 不 W i t . 零 JT 斯孤會》,『？1平 tf/f 

^ m ^ ^ W T ^ i \ 二 更 W 八 昏 風 休 . I t i r 油 f l .t. fr W I- * ft t . ^ I T 1 7 '- - f 7 -t 
“ ‘ • 錢 • i r l ' l I f ^ M j m , • ^ 豪 麵 . W ' S i g h t S o " n d H o n g Konq,?".#|，f;'•；冊 A 熟 • ® fl J 1 7 1 ttM. fc « H 中 ' 1 : 7 , 0 . f I ' i ^ ^ * W'.J ^ ^ « 

. 厂… 〒节廣（No I* 公若1 下列,T 品 ” 
^ i 力、.i'c:’！ ^ ^ p Tpv; ,厂T7^T「"7ri 

^^r Ih --m^ S^w I Xv ^ I _ • ' ^ « , • >!, S — —— —~-—— — — — — — .- - ‘ -— 

1 > ^tr \ 、,/、.'.请5 丄 '-"V" :,。、:•….丨• ？ • _ ‘！ 
T^llllp . 一 严 ： . = — ： 工 二 ‘ ： ： : ] - : : : = 

• .. •'^Hff , ‘ 一 0>.丄: A n I •’,,." •,.’',.：.. p: , ":’.‘.-:. .M ； :’• V “ J , r x If. Ml ！ ‘ • r-

:::, ‘ . 々 : ； _ : — 一―…—…‘.一 一：.‘：：：;…：一1 
. B . Mf'Iody oftdC'fe^r^jrp ‘ VV.IMV 

‘ H M 4 9 

、 • J* 
t ' / 1 ‘ 啤 1 I ‘ > 1 “ • ' . I T - , , r , ‘ . 、 ^ 
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Chinese package from a foreign bank Ap|jendix 2.1/ 

美 國 速 通 國 際 股 份 存 限 公 司 

親愛的朋友： 1、‘、...诏89,. 

本人誠意邀,請您加入運通卡會員行列. 

運通卡是經濟豐裕人士的信用卡，而您有一定的成就， 

所以我們特别邀請您成爲運通卡會員. 

衆所周知，美國運通是享譽全球的財務機構，而事實上， 

我們的首要宗旨是爲會員提供周全的個人服務. 

我們提供的獨有服務，是專爲會員而設，讓您在世界各地 

享受無可比擬的便利和保障.遇有需要，您更诗隨時致電或 

親身與我們聯絡，讓我們立即爲您解決問題. 

相信您已十分熟悉運通卡會員可享有的多項專有權益. 

何不及早加入成爲會員，享用優厚服務？隨函附奉您專用的 

會員申請表，此表格十分簡短，請即塡妥寄回，以便我們儘快 

爲您辦理. 

我們衷心希望早口收到您的回覆，並在此預先歡迎您 

成爲我們的會員. 

市堪推廣及營業副總裁 

mu\謹啓 

港納j/.0、;_,丨丨粘丨J丨：丨八號'/Ti；丨丨S 丨a 1八限HiiV； ： 5-8859366 
— . 
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Min
d
 rV
-vK
 an
d
 Hi
i;h
 Mĉ
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Fashion retailer Appendix 2.22^ 

la Redoute 
法國時式•郵購快捷 ^ ^ ^ 

It is a unique opportunity \ 
for you to discover fashion- 夕 

able clothes of good quality, \ 
So, give it a try, place your \ 
first order, it is so easy \ m i f f i ^ \ 
with LA REDOUTE! \ \ 
All clients placing orders \ ^ ^ ^ ^ ^ ^ ^ ^ \ I 
are given free of charge 200p \ \ 
S/S catalogue which we sell \ l ^ ^ d l M M I . \ 
in kiosks at HK$30/pc \ \ 
( Incase you buy it in kiosks, \ • ^ ^ ^ H B H ^ - ^ 
HK$30 will be refunded with \ 
your first order) \ ^ ^ ^ 

SPRING • SUMMER 
1988 COLLECTION 

^ ^ ^ ^ DO YOUR SHOPPING 
AT HOME 

T AND DISCOVER 
FRENCH FASHION BY MAIL 

j t (To order, please see the order form enclosed) 

L ^ ^ SELECTIVE PRODUCTS LTD. 
^ ^ ^ Agent for LA REDOUTE CATALOGUE 

U G 1 ’ Intercontinental Plaza, T s i m s h a t s u i Eas t , 
Kowloon, Hong Kong . Te l 3 - 6 8 1 6 3 3 3 - 6 8 9 9 2 3 

香港九龍尖沙祖東部明輝中心上層商場一號 



Recreation club Appendix 2.23 

THE 

Spot^ighPT^^cmPiOMM 
博 g 書 

r 一~“ 

Dear Friend, 

Do you wish to look and feel good? Of course you do! Now it's easier than ever Because in June, a 
new giant sports and leisure complex will open in the heart of the city — right in Whampoa Garden, 
only minutes av^y from Central and Tsim Sha Tsui — the Spotlight Recreation Club. 

The Spotlight Recreation Club is your one stop exercise and relaxation centre. We have invested over 
HK$40 million in an extensive range of top-quality sports and entertainment facilities, set up in pleasant, 
spacious surroundings, with ample parking space, covering a whopping 140,000 sq.ft. area! 

Whenever you wish, you can refresh yourself in the swimming pool, ur^ ind in the sauna or whirlpool 
spa, shape up in the gymnasium, indulge in tennis, squash, badminton or billiards, taste the culinary 
delights of a first-class restaurant and lots more. 

Moreover, you are one of a selected few who can enjoy the excellent facilities of the Spotlight Recreation 
Club at a very special rata Join us now and you only pay HK$10,000 for a transferable membership. 
That's 30% off the normaJ membership fee of HK$15,000. 

We are limiting this special offer to the first thousand applicants. So. don't be left behind and apply for 
membership today. Simply fill in the enclosed application form and return it to NQ 1 Leighton Road, 
Hong Kong together with your cheque made payable to "Spotlight Enterprises Lid.". 

If you wish to know more about the facilities that the Spotlight Recreation Club is offering you. please 
call us on 5-8319111 during office hours. Or visit our information booth at Site 6, Whampoa Garden. 
B1 (entrance of Yaohan Department Store). 

Yours sincerely, 

Hector S.H. Chan 
Operations Manager 
The Spotlight Recreation Club . 

I 



Insurance canpany Appendix 2.24 

金錢一可否買得到健康？ 

^的朋友們： 

精明能幹的您’不畏困難，面對可怕的癌症問題亦會迎刀而解。以下摘錄自一九八七 

月廿二日南華早報： "過去十年’因癌症而死亡的人數不斷增加……癌症死亡率現今 

：到令人震慄的地步……自一九六四年起，癌症一直爲本港第一號殺手，去年（一九八 

；癌症死亡率更逾全港總死亡率之三成（共
8
, 0 5 4人死亡），亦即表示每三宗死亡個案 

k有一宗爲癌症死亡。現時本港的癌症死亡數字高於世界各國的平均數。” 

男性因癌病而致死者以患肺癌、肝癌及鼻咽癌居多；女性則以肺癌、孔癌及子宮頭癌 

i - 遍 。 以 下 是 一 癌 症 之 信 號 ： 

•不正常的出血或分泌物——子宮癌。 

•孔房發生腫瘤或硬塊——孔癌。 

•潰爛長久不癒’疾的大小、顏色有了變化——皮膚癌。 

•不明原因排出黑色糞便’便中有血——腸癌。 

•大便習慣改變’有時泄离或便秘——直腸癌。 

•消化不良或吞嗎困難——食道癌。 

•胃部不適’食愁減退，對食物嗜好變化——胃癌。 

•持續性的咳散或慢性咳嗽有了改變’痰中帶血——肺癌。 

• 耳 鳴 、 聽 力 減 退 、 鼻 阻 塞 、 音 重 、 流 ^ ^ 纟 血 — — 咽 癌 。 

無容置疑，年紀越大，患癌的機會越大。癌症愈早治療，疾癒機會愈大’樂觀的生命 

爲戰勝癌魔的不二法門。「癌症保陣計劃」能替不幸患上癌症的人解除治療過程中的. 

n負擔，使他們能全力與癌龐對抗’全力拓展新生’今天’請把握機會，發掘「癌症保 

•劃」的優點*。 

園 
國 
芝明謹啓 
'I友邦保險有限公司 

•如您對此項癌症保障計劃有任何疑問請於辦公時間内致電 

熱檢電聒：5-8321741查詢。 
位�  ̂111 之�m- .V.列於本-《'-U 之 rf 而！� I� I�
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• [ JjfiliftiîfU'i'infN̂foei- ̂� 、• 
• ikft、购馕丨的ia •̂ LL-M:: • ttjfifc'i-ftii»u/、kiw 备 iiiiiim招-i •'厂. H B H H H I H H H H m ‘• 
• ' f t c nutr»iWi^r?lO'J» 丨钱揮，Mm 出的制丨 l ,杉,A'A!：,*,-!!!}戎,込叹代 fl�/ii » ？‘：：身則沒秘•？恥 H. C I I I). StuJenI B, C .ind D onlv - • 

I t：̂ ,(卞：.?̂  孜 ？ : V . "GUEST Aimsfs� . . � . : 、 . : : 」 , : : . : 广 a I 

I ^k«vskysbaUd;Swart； " : Balici SCIUHJ before joining the Bolshoi Ballet Company when? 4 考普窄• ! 激 � 總 , � W ” ! 郎 ： 7 • 
I I f ioccasioniniheMong ；h —bolhmsetMictinkscSlVhidpalDancenipcrfoLiJRi—or ' 化 “ “ ⑷ ： 人 , • ^ 於 ‘州？城际 • 
• ： ；:…^c las s i c ri)les toaudicnccs ihrnuglioul the world. ‘ , 丨取 M M N H I.小。 ； . , , —二 • 
• i - ^ l s a n d a j r f u m c s r i n d ；̂ ：；： 1979 Ihcv decided to dofcct to the Wes^ where bolh [ ^ f i ^ i l f S ? ： ~ L ' I I ' I J IL )L ' ； . ： • .：^ • 
• -ht ra in the p i t , ' Swan - f W dancers' talents and repertoires have benefitted from classic S W ^ J J : • 

• r Mone in the history of . ,•； nnd contemporary wnrks by Western chotvoghiphcn suclras ;•；丄’ IDIS^LiUHK- • sHi f i t 麥 明 採 • 
• ^ i : : 〔；卜 : h ； Jerome Robbinsaiid Alviri Ailey. ' 厂 ftl fl frWftilO ‘ L o - ^ t t ' l： v： • • • 
• < i s p c t f o n n a n ^ in the 4 : 一 Fn>tn 1980 to 1982 the kozlovs Wcrc duwt ArHsls with the , ' ； v^ 1 ： , * • 1 - t - 111 J l ：；；̂ ‘ ：； • 
I； rf二「，!J^S'k ” 、 二 智 Auslri>li.in Ballet Company and sincc 1983 thcv Have bocn ivith ；̂ . ].： : : : ; ； ： ' ii 二) 〔； • 
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Computer course AppGndix 2.27 

^ ^ ^ 

ENROLMENT FORM 

ifTXOH^ ^ (P!讚 photocopy for additional applicant) 

‘ ^ Posit ion: 

Who, il anyone, approved your registration? 

I ^ ^ ^ H Company: 

I K ^ H ADDRESS:: " Z Z Z Z Z Z Z Z Z Z Z I Z ： 

Telephone: Fax： 

I Coursc(s) Date(s) ftx<HK$) 
• Z Z I Z 

Total: 
Amount of Cheque Enclosed: 
Signature: 
Date: — 

Note: 

Telephone reservations are welcome but are subjected to 
confirmation by payment. For details, please call Customer 
Services at 8344788. 

Cheques are to be payable to Computer Power Educational 
Services Limiled. 

To reserve 
your space 

n fj 二 ；？ 
[ 广，— rrl 

Call Today! 二 :z H — r̂  D 
834-4788 〈 2 § 、̂：: 〇 

江 h t 二 • O 
OR .：;: ” 三 i — 

—‘广二三 S 
：'J - “二— g 

F R ]� -〕 ' o 
Li_xi (T. CI o < 

m 
FAX your J ^ ^ O 
registration d 力 
8 3 4 - 3 8 5 5 〔 二 > 

n b m 
AND ^ Z 
THEN 三 2 

‘L， 3 

CO ro 

Mai l the 5 P 
registration 
form 」 

\Vc reserve the right to canccl or rcschcdiilc any coiirscs. 
vSludcnls will he informed in advancc. No rcfuiul will be 
隱Ir nflrr tvnm、,、"t l、"t ‘ "l、‘ i ’“ :,、•、•、..’ …‘ ， 



Acquisitioii of new custcmers Appeixiix 2 , 

• / � n •� t .v. /':/r"k,.‘�,•”•,/ 

t̂M 
• B t ^ ^ ^ H Diners Club International (H. K.) Ltd. 

42/F.. Hopewell Centre 
H ^ ^ ^ ^ Q H 183 Queen 's Road Easl, 
H M H ^ I ^ M Hong 
n M H B B A Telephone: 5^238686 

‘ 丁 7 4 4 0 4 DCHK HX 

數 i J J % _ C r n C O R P O D I N E R S CLUB 
人•迎� I八 
^ 'It Pr��w m 紛 

Dear Sir/Madiim. ‘ 

WIN BIG W ITH THE VC ORLD'S FIRST CHARGE CARD! 
J O I N DINERS CLUB'S 38TH ANNIVERSARY CELEBRATION & 
BE ELIGIBLE FOR THE "AS YOU W ISH" GRAND LUCKY DRAVi' 

We re celebrating 38 years of quality service worldwide and 30 years in Hong Kong. And we invite you to join in the 
celebration. To get things going, we have three fabulous gifts, any one of which can be yours when you become a successful 
applicant for a Diners Club Bisic Card before April 28’ 1989. 

-Christian Dior Necklace from Germany 
-Trussardi Bag from Italy 
-Tundra Glass Set from Italy 

In addition, you'll be eligible for more ilian HKfl .38 million in prizes in our 'As You Wish" Grand Lucky Draw. And \x)u have 
total control over【he use and enjoyment oflhe【op three prizes' 

First prize is HK$S0(),()00 credit on vour Diners Club aaoiim so you can make am purchases \oli wani. Sa、ond pri^e 1、am 
package tour for 2 from Highliglu Tours Limited ;ind HKJ 100.000 free credit on vour Diiiurs Club account for making purchases 
while travelling. And third prize is your choicc of any audio visual .s\ siem you like from I liiiichi. 

GOLD MAPLH LEAF COINS m\[ ANMM̂ RSARV DRAW 

If VOU act quickly, you could win one of 3H 1-oz. Gold Maple lx\it" Coins in die 3<Sili Anniversary Dniw. To be cligihK'. lusi . 
become a successful applicant for a Diners Club Basic Card before February 28,1989. 

GREATER BENHFITS AVTAIT YOl' ^ ^ ^ ^ 

Once you become a Diners Club Member, you'll enjoy many benefits. Like worldwide acceptance in more than 1 million line 
esuiblishmeriLs in over 】50 countr ies , n o pru-set s pend i ng l imit , and i;S$3(X),000 free travel pro iect ion . 【终:̂： 

Also, you'll be able to increa.se your chances of winning our "As You Wish.' Grand Lucky Draw. Depending on how much y o y ^ ^ ^ f : • 
charge to your card or spend lU 3« st'lecied merchams/brands (with a total of over 198 outlets), during the promotion ^ ^ W ， 、 ' > :、.:) 
period, you could receive addiiional Grand Lucky Draw coupons. So ilie more you spend ihe more chances you ’、— 
to win. Plus, eiich merchant will reward you with their own "Spccial Offer" coupon, redeemable for benefits on 
your next visii. ^ r 

JOIN THF. CFIFBRATION 

AJl you have to do to join Diners Club's 38th Anniversary celebration is to complete the eiuiosed application 
form and return ii to us before April 28’ 1989. Kelurn it together wiili proof of incomc and ID. card copy and ^ ^ ^ ^ 
you'll receive an extra Grand Lucky Draw opportunity should you haome a successful applicant. For more y ^ X 
information, please contact Diners Club Cardmcmbers Services Assistimts 5-297Tl. \ 

Yours sincerely, V 

A 义，)气 "̂ Ŵ 
一 — 



m i l order merchandising ？！B̂ D̂̂ i!：̂ -」:?'！ 

• B H 

m B M C a r d s 
R 

A m e r i c a n E x p r e s s I n t e r n a t i o n a l , Inc . 

18-22 Floor, Somerset House, 28 Tong Chong Street, Quarry Bay, Hong Kong. Tel: 5 8859366 

T h e I m p e r i a l G o l d L i o n s 

R a r e , H i s t o r i c Filigree Artistry 

r 

Dear Cardmember, 

One of the qualities distinguishing you from others is your appreciation of the finest works of art 
which have timeless aesthetic value enduring from age to age. For this reason, we are proud to present 
to you stunning master works of filigree art with eminent historical significance — The Imperial Gold Lions, 
which fully capture all the unique features of traditional lion sculptures from China's various dynasties. 

In ancient China, lions were rare animals exclusively owned by the Imperial Court, signifying royalty, 
nobility and power. In the Buddhist classics, the animal is strongly associated with a holy aura and 
said to have been made the official steed of Bodhisattva Manjusri. The spread of Buddhist belief is also 
referred to as the "Lion Roar". From the Eastern Han Dynasty onwards, the tradition of lion sculptures 
has been thriving in China and the animal is regarded as a symbol of auspiciousness — a bearer of good 
fortune to the Chinese. 

Harmonizing the essence of the most renowned lion sculptures from the Han Dynasty down to the 
Qing Dynasty, The Imperial Gold Lions, with their heads held high in a regal poise and their glittering 
mane inlaid with precious gemstones, are manifestations of prosperity and abundance. With the male 
lion are coins inscribed with the Chinese character "Fu", which symbolizes good luck and happiness. 
These superb works of filigree art will bring you the finest tradition of lion sculptures, and pride of ownership. 

The Imperial Lions are outstanding examples of filigree art with much delicacy and charm, all hand-worked 
from start to finish. As the craftsmanship of filigree rakes years to perfect, it is becoming a dying art, with only 
a few surviving grand masters today. By special commission, Tlu.' Imperial Gold Lion.s are, in fact, superb works 
of filigree impeccably created by Beijing's Master Craftsman Li Zhijun. Inlaid with gleaming precious 
gemstones, including coral, rose quartz, turquoise, agate, amethyrt and jade, the glittering gold lions 
are real classics in the art of filigree truly worthy of your collection. 

Due to stringent production requirements, the number of 18K gold-plated sterling silver edition of The 

Imperial CM Horn for Hong Kong collectors is limited to 118 sets only, available exclusively to American 
Express® Cardmembers. A double-sized version carries an even fewer limit of 28 sets. For Cardmembers 
who favor a unique 18K solid gold edition, there are 3 sets of Imperial Lions, made to special order. 

All orders will be treated on a first 'comc-first 'scrved basis. To avoid disappointment and enjov pride 

of ownership in these rare filigree works of art, please forward your order now. 

4 

Yours sinccrcly, 

叙 f z 

Ah.n Yu 
F)irf( tor 
(,'nrfiinf..mh(T Services 

f ' .S, r JoMnc <l;itr for t l i r、offer r, O d o h . - r 飞I, I ' W ) . R c n K - m l x T , orders :ir(: firs 卜 comi- first 
、丨 ff,r f.Tfrr ordrnnt'. < ;ill mir ( ::ir(l"K-mlM-r Mi.r( l、:"ulis<- Scrvi( cs (m 

. 一 ‘ — I 
OBi. — 



，louncement: of new services Appendix 

C H A S E m m m 
V/SA 

mrnrnm： 

Dear Cardmember, 

As our Chase VISA Cardmember, you're accustomed to the highest level of 
financial services and privileges. 

Now, we're raising this level even higher. With an exciting range of new 
privileges and advantages created to serve your financial and personal 
needs. 

To begin with, we've given your Chase VISA an exciting, 
elegant new look. And a new name that reflects the 
extraordinarily high level of new services we offer you. 

Your Card is now called Chase Gold VISA. 

The following describes the new privileges you're entitled to as the 
holder of this most prestigious Card. 

Exclusive, Comprehensive Worldwide Emergency Assistance Services. 

As a valued Chase Gold VISA Cardmember, you can now take advantage of an 
extensive new program of worldwi.de emergency assistance services. These 
wide-ranging services have been created to allow you to receive help 
rapidly while you're traveling. 

From medical aid to message delivery … f r o m lost ticket replacement to 
help with your lost luggage� 一 you and your family will enjoy a new sense 
of security whenever, and wherever, you travel. 

A New Financial Tool for Better Planning. 

We've received many requests from Cardmembers aski ng for information on 
their spending limits to allow them to plan their finances with greater 
certainty. To satisfy this need, we're pleased to advise you that, based 
on the infomiation you supplied in your original application, and based 
on your current usage of your Chase Gold VISA, we have given you a 
flexible, personalized credit line, which you'11 find on the enclosed 
Credit Limit Advice. 

The Chase Gold VISA Supplementary Card. Now is the Time. 

You've worked hard to achieve your outstanding financial status. And you 
want to make sure your loved ones enjoy all the advantages and privileges 
of your high standing. 

The Chase Manhattan Bank, N.A. Credit Card Center 
P 0 Box 31371, Causeway Bay Post Office, Hong Kong. 
Incorporated with limited liability under the laws of the United States of America 
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！ W ^ W P H 
Magazine of 

lase Advantage 
jportunities i|r 

• CHASE VISA M m 
irdmembers J K V g j ^ j ^ ^ 
arch 1990 遷 

-reat yourself to the greatest event of the season — 
’BASE VISA Gourmet World! 

5 / m s e VISA美食Ut界奉贈一擦即中「美心美食陆」，並舉辦 
CHASE VISA 美贷lit界大抽焚」，m^mii^ FJ^f^! 
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THE OCCUPANT t»约獨茫 WJrtt益 
FLAT C 15/F KWONG FA I MANSION [y 
IG-IH KWONG WA ST i 
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Household drop Appendix 2.33 

The Chase Manhattan Bank, N.A. 
Taikoo Shing Branch 
38. Cityplaza 2 
Taikoo Shing, Hong Kong. 
Tel: 5-8854522 

_ CHASE 

Now, Chase works longer hours to make your money work harder 

Dear Neighbor, 

Your Taikoo Shing address means you're a successful, hard-working person. 

In fact, you might probably be too busy during the day to have a serious 
discussion with an investment expert on how to make your money work harder 
for you. 

Chase introduces Investors' Hours 

At Chase, we understand your busy schedule. That's why we're introducing 
Investors' Hours here in Taikoo Shing: 

Every Tuesday and Thursday from June 15, 1989, our 
Taikoo Shing Branch will open from 7 pm to 9 pm — 

for FREE investment counseling. 

Come and talk with our investment experts about your financial goals. 
Together, we can discuss your options. Slowly, quietly and thoroughly. Ask 
all the questions you want — so you really understand how to make your money 
work hardest for you. 

No matter what your investment goals. Chase has a range of 
secure, profitable options that can make money for you 
right away. Short term or long term ••• in Hong Kong or 
offshore ••• in equities, currencies and more. 

And it's never been easier to find out which are best for your investment. 

A free gift for you during Investors' Hours 

Take advantage of Chase Investors' Hours, bring along the enclosed invitation 
on June 15 and 20, 1989, to receive a free gift that can help you be a better, 
smarter investor. 

I look forward to seeing you at the Branch soon. 

Sincerely yours, 

L Ad、f 
WiHsorKTaiW 

J Taikoo ng Branch Manager 
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Insurance product: Appendix 2.36 

• C M d m I M B E R 
I B F I N A N C I A L 

• s e W i c e s 

Please enrol before October 30, 1989 

Guaranteed acceptance for up to HK$3 ,000 ,000 with 
the Gold Accident Protector 

t 

r Gold Card®member, 

One of the many privileges of being a Gold Card member is being 
,ered exclusive insurance plans at equally exclusive rates. 

Now you can get up to HK$3,000,000 coverage 
with the Gold Accident Protector 

The Gold Accident Protector offers you up to HK$3 ,000,000 • 
,rth of protection for you and your family against the potentially 
二 ; a s t r o u s consequences of an accident. This generous amount of 
？erage costs as little as HK$150 per month. 

The Gold Accident Protector pays: 

• HK$2,000,000 - HK$200,000 a year, for up to 10 years, 
if you suffer a permanently disabling accident 
which prevents you from earning an income 
to support yourself and your loved ones. 

嚳 HK$1,000,000 一 HK$28,000 a month is paid to you if you're 
hospitalised because of an accident. 
You，re paid these benefits for up to three 
years. 

• HK$1,000,000 - to your family or loved ones in case you 
suffer a fatal accident. 

• HK$1,000,000 - to you should an accident cause you to 
lose two eyes, two limbs or one eye and 
one limb. 

In all, cash benefits of up to HK$3,000,000 are available... 
for you and your loved ones in the event of a tragic accident. 

• The Gold Accident Protector covers you 24 hours a day, 
365 days a year. 

• Coverage is worldwide...no restrictions whatsoever. 

• Exclusive benefits...covers you for accidents during strike, 
riot and civil commotion. 
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Appendix 4 

Credit Card Market Share Analysis 

(as at May 31， 1989) 

I. By Branding 

No. of cards Market share 

COOOs) (%) 

American Express 240 18.3 

Diners Club 80 6.1 

MasterCard 180 13.0 

VISA 880 60.9 

Others: JCG, 0TB, etc. 20 1.7 

Total : 1,400 100 

II. By Issuing Banks 

No. of cards Market share 

COOOs) (%) 

VISA 

Bank of China Group 25 2.8 

Chase Manhattan 91 10.3 

Citibank 130 14.8 

Hang Seng 130 14.8 

Hongkong Bank 330 37.5 

International Bank of Asia 20 2.3 

Standard Chartered 130 14.8 

Total : 856 97.3 

Source: Credit Card Business Report, Chase Manhattan Bank, 

January, 1990. 
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Mail Survey to Credit Card Companies 

List of recipient; 

Ms. Clara Chong 

Manager, Retail Marketing, 

Standard Chartered Bank 

Mr. Francis Fok 

Marketing Manager, 

Hang Seng Bank Card Centre 

Mr. Peter Kong 

Marketing Director, 

Diners Club International (HK) Ltd. 

Mr. Lee Soo-jin 

Senior Vice-President & General Manager, 

American Express International Inc. 

Mr. Michael Leung 

Marketing Director, 

Citibank Card Centre 
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Miss Katherine Li 

Assistant Product Manager, 

International Bank of Asia Ltd. 

Miss Wendy Mui 

Marketing Manager, 

Nanyang Credit Card Co., Ltd. 

Miss Katherine Tong 

Assistant General Manager, 

Overseas Trust Bank Ltd. 

Mr. John Tung 

Manager, Marketing & Sales, 

Hongkong Bank Card Centre 

Miss Ada Wong 

Marketing Officer 

JCG Finance Co., Ltd. 
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THE CHINESE UNIVERSITY OF HONG KONG 香 港 中 文 大 學 

• ‘ ‘ T E L E G R A M • S I N O V E R S I T Y 
n I NT HONG K O N G - T E L . : 0-6952111 • TELEX • 50301 C U H K H X • 香 港 新 界 沙 田 . 電 話 ： 零 . 六 九 五 二 

* FAX • (852) 0-6954234 

fC理學院碩士課程 0-6952783 
rogrammes 3-7225808 

V ^ of Business Administration {Town centre) 

.I題研究用赛 
級 it Research Projects 

Dear 

Re: Research Pro.iect on Direct Marketing 

We are students from the part-time MBA program of the 
Chinese University. As an effort to furnish current data 
for our research project on "Direct Marketing"， we 
enclose a questionnaire which is divided into two 
sections: 

Section A : questions asking for some factual data 
of your Company on Direct Marketing; 
answers are provided for your choice 

Section B : statements for your review; simply 
circle the rati ngs according to you广 
opinion 

Please assist us by completing the questionnaire. Where 
appropriate, you may choose more than one answer to 
questions in Section A. 

After completing the questionnaire, just use the enclosed 
reply envelope to return. You can be assured that your 
individual response will be kept in strict confidence. 

Thank you for your kind assistance and looking forward to 
receive your early reply. 

Yours sincerely, 

Betty Yeung Lee Wing Kin 

P.S. In order to facilitate the study of results， your 
reply before February 20， 1990 would be most appreciated. 
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Questionnaire on Direct Marketing 

Name of Company 

Credit Card(s) issued 

Section A 

1. How long has your Company been using Direct Marketing as a 
marketing/promotion strategy? 

[ ] d o e s not use any Direct Marketing strategy 
[ ] < 1 year 
[ ] 1 -- < 3 years 
[ ] 3 -- 5 years 
[ ] > 5 years 

2. What kind of Direct Marketing agency is your Company using? 
[ ]multinational agency 
[ ] local-based agency 
[ ] i n - h o u s e production 

others: 

3. What is the annual growth of expenses (1988-89) on Direct 
Marketing programs? 

[ ] n i l 
[ ] 1 - 9% 
[ ]10 - 20% 
[ ] > 20% 

4. What is the structural set-up for Direct Marketing in your 

Company? 
[ ] n o independent functional unit 
[ ] a s sub-function of general advertising team 
[ ] a s independent functional team under marketing 

department 
[ ] a s independent department 
[ ] a s independent division 

others: 
If you prefer, you can attach the organizational chart to 
indicate the location of Direct Marketing unit. 

5. What kinds of training has your Company provided for the 

Direct Marketing staff? 
[ ] n i l 
[ ] i n - h o u s e training program 
[ ]seminar/workshop 
[ ] d i p l o m a course 

others: 

/ 2 
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6- What is you厂 Company，s strategy for Direct Marketing? 

[ ] as a program under general advertising/sales 
promotion 

[ ] f o l l o w s major approach of general advertising 
but tag on special message/incentive 

[ ] d e v e l o p independent strategy for Direct 
Marketing programs 

others: 

7. What Direct Marketing tactics is your Company using? 
[ ] d i r e c t mail 
[ ] tele-marketing 
[ ] d i r e c t response print ad 
[ ] d i r e c t response TV 

others: 

8. What is/are the Direct Marketing related activities being 
carried out by your Company? 

[ ]acquisition of cardholders 
[ ] regular communication with cardholders 

(e.g. newsletter) 
[ ]merchandising program 

(e.g. mail order catalog) 
[ ] list rental/swap 

others: 

9(a). Has your Company conducted any testing programs on the 
effectiveness of Direct Marketing? (e.g. testing on the list or 
the copy) 

[ ] Y e s ( p 1 e a s e go to 9(b)) 
[ ] N o ( p 1 e a s e go to 9(c)) 

9(b). What are the major finding(s) of the testing programs? 

[ ] s o m e lists generate better response than others 
[ ] d i f f e r e n t lists generate similar response 
[ ] t e a s e r envelopes are preferred to plain 

envelopes 
[ ] l o n g copy is preferred to short copy for the 

letter 
[ ] f r e e gift offer generates better response than 

discount offer 
[ ] p a c k a g e s with postage-paid reply envelope 

generate better response 

others: 

/ • • • • 3 
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9(c). What are the major reason(s) for not conducting any 
testing programs? 

[ ] s a m p l e size is too small for generating 
significant results 

[ ] t o o costly 
[ ] b u d g e t constraint 
[ ] t i m e constraint 

[ ] w e don't believe in testing programs 

others: 

10. What do you consider the major advantage(s) of Direct 
Marketing? 

[ ] response measurable 
[ ] e a s y to implement 
[ ] m o r e precise business projection/forecasting 
[ ] m o r e cost-effective 
[ ] l e s s costly than media advertising 

othe rs: 

1 1 . What do you consider the major difficulties of undertaking 
Direct Marketing? 

[ ] l a c k of Direct Marketing specialists 
[ ] l i s t s duplication 
[ ] long production lead time 
[ ] b i l i n g u a l copy 
[ ] c o s t l y per head 
[ ]fulfillment service 
[ ]ineffective support from agency 
[ ] s m a l l base for testing 

others: 

12. What are your overall comments/suggestions on Direct 
Marketing of the financial services industry (such as credit 
card issuing companies) in Hong Kong? 

PLEASE TURNOVER FOR SECTION B 
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faction B 

Using a 7-Doint scale,please indicate the extent to which you 
agree or disaqree with the following statement 

① ① 
0) Q) 
L. 5-

① ① CD a 0) (D cn 
CD O ) •产 ： . 

CO <0 "O ^ 
> >. 0) >> 
,_ . 1 — • I Q ) — 
cn 4j CO ^ u ^ 
C (D j C I - -C CD C . 

O CD CD +-> O^ «3 p I 

L. S- -r- 13 ^ ^ 

1. Dicect Marketing has become one of the ^ < od co q od 
indispensable marketing strategy for the 
credit card industry 1 2 3 4 5 6 7 

2. Marketing letter is the most important 
element of a direct mail package 1 2 3 4 5 6 7 

3. In general, the services of Direct 
Marketlnq agencies a厂e satisfactory and 
professional 1 2 3 6 了 

4. Long copy is in qenera丨 more effective 
than short copy 1 2 3 4 5 6 7 

5. There is a serious shortage of Direct ^ 
Marketing specialists 1 门 Hong Kong 1 2 3 4 5 6 7 

6. Testing is very important in increasing 
the effectiveness of Direct Marketing 1 2 3 4 5 6 7 

7. Direct Marketing is a total marketing 
concept and strategy on its own 1 2 3 4 5 6 7 

8. It is not so easy to get a "good" list 

in Hong Kong •••• 1 2 3 4 5 6 1 

9. Cable TV would be one of the most 
effective media for Direct Marketing 1 2 3 4 5 6 7 

10. Bilingual mail package is a must ^ 

in Hong Kong.. 1 2 3 4 5 6 7 

- • 一 •• ‘ • 

THANK YOU FOR COMPLETING THE QUESTIONNAIRE, PLEASE USE THE ENCLOSED REPLY 
ENVELOPE TO RETURN THE QUESTIONNAIRE. 



Mail survey to credit card ccmpanies: Appendix 6 
sumnary of results of Section A 

Name of Company 

Credit Card(s) issued ‘ 

Section A GROUP 

1. How long has your Company been using Direct Marketing as a A g A + B 
marketing/promotion strategy? 

[ ] d o e s not use any Direct Marketing strategy 0 0 0 
[ ] < 1 year 0 0 0 
[ ] 1 -- < 3 years 1 2 3 
[ ] 3 — 5 years 3 0 3 
[ ] > 5 years 0 4 4 

2. What kind of Direct Marketing agency is your Company using? 
[ ]multinational agency 1 4 5 j 
[ ] local-based agency 2 3 5 | 
[ ] in-house production 2 1 3 , 

. i 
others: . 0 0 0 

3. What is the annual growth of expenses (1988-89) on Direct 
Marketing programs? 

[ ] n i l 0 0 0 
[ ] 1 - 9% 1 0 1 
[ ] 1 0 - 20% 2 3 5 
[ ] > 20% 1 2 3 

4. What is the structural set-up for Direct Marketing in your 
Company? 

[ ] n o Independent functional unit 丄 z J 
[ ] a s sub-function of general advertising team,”，" 1 1 2 
[ ] a s independent functional team under marketing 

department ……，""，，"”，""，•• 2 3 5 
[ ] a s Independent department,,， 0 0 0 
[ ] a s Independent division 0 0 0 

others: 0 0 0 
If you prefer, you can attach the organizational chart to 
indicate the location of Direct Marketing unit. 

5. What kinds of training has your Company provided for the 
Direct Marketing staff? 

[ ] n i l 2 1 3 
[ ] i n - h o u s e training program 2 3 5 
[ ]seminar/workshop • 0 5 5 
[ ] d i p l o m a course 0 0 0 

others: 0 0 0 

/ 2 

Note : Group A represents local-based ccrtpanies 

Group B represents foreign corpanies 
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GROUP 

6. What is your Company's strategy for Direct Marketing? A B A + B 

[ ] a s a program under general advertising/sales 
promotion 2 2 

[ ] f o l l o w s major approach of general advertising 
but tag on special message/incentive 2 1 3 

[ ] d e v e l o p independent strategy for Direct 
Marketing programs 2 4 

0 0 0 
others: 

7. What Direct Marketing tactics is your Company using? 
[ ] d i r e c t mail ^ ^ 丄g 
[ ]tele-marketing ？ g ^ 
[ ] d i r e c t response print ad ^ ：： 
[ ] d i r e c t response TV ^ ^ 

“ • 1 2 3 
others:_ 

8. What is/are the Direct Marketing related activities being 

carried out by your Company? a Q 
{ ] acquisition of cardholders j d ， 
[ ] r e g u l a r communication with cardholders . 

(e.g. newsletter) 4 5 
[ ]merchandising program ^ 

(e.g. mail order catalog)� 《 g ^ 
[ ] l i s t rental/swap� 」� ^�

others: 0 1 1 

9(a). Has your Company conducted any testing programs on the 
effectiveness of Direct Marketing? (e.g. testing on the list or 
the copy) 

[ ] Y e s C p l e a s e go to 9(b)) 0 5 5 
[ 3 NoCplease go to 9(c)) 4 1 5 

9(b). What are the major finding(s) of the testing programs? . 
[ ] s o m e lists generate better response than others- “ ^� 」�
[ ] d i f f e r e n t lists generate similar response 0 0 0 
[ ] t e a s e r envelopes are preferred to plain 

envelopes •…•••• 0 0 0 
[ ] l o n g copy is preferred to short copy for the 

"letter 0 0 0 

[ ] f r e e gift, offer generates better response than 
discount offer 0 2 2 

[ ] p a c k a g e s with postage-paid reply envelope 
generate better response 0 2 2 

others: 0 丄 1 

/ • a • • 3 

Note : Group A represents local-based corpanies 

Group B represents foreign companies 
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GROUP 

9(c). What are the major reason(s) for not conducting any A B A + B 
testing programs? _—— 

[ ] s a m p l e size is too small for generating 
significant results 1 1 2 

[ ] t o o costly 1 2 3 
[ ] b u d g e t constraint 2 2 4 
[ ] t i m e constraint 3 2 5 
[ ] w e don't believe in testing programs 0 0 0 

others: 1 0 1 

10. What do you consider the major advantage(s) of Direct 
Marketing? ^ ^ q 

[ ] response measurable ^ ^ ” 
[ ] e a s y to implement 2 0 2 
[ ] m o r e precise business projection/forecasting.., 1 2 3 
[ ] m o r e cost-effective 2 2 4 
[ ] l e s s costly than media advertising 0 1 1 

others: 1 0 1 

11. What do you consider the major difficulties of undertaking 

Direct Marketing? . , . ̂  o 4 ^ 
[ ] l a c k of Direct Marketing specialists 入 4 b 
[ ] l i s t s duplication ^ ^ ^ 

[ ] l o n g production lead time ？�  ̂ 今 
[ ]bilingual copy | ？ ) 
[ ] c o s t l y per head 六 • ^ 
[ ]fulfillment service ^ ^ ^ 
[ ]ineffective support from agency ^ ^ ^ 
[ ] s m a l l base for testing u u u 

others: • •… 1 0 1 

12 What are your overall comments/suggestions on Direct 
Marketing of the financial services Industry (such as credit 
card issuing companies) in Hong Kong? 

2 2 4 

Note : Group A represents local-based cxarpanies 

Group B represents foreign ccrrpanies 
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summary of results of Section B 

Statement Respondent Distribution 7 <r 

1 Group A 1 , 1 , 2 , 6 2.50 2.3805 
Group B 1， 1， 1’ 1， 2, 2 1.33 0.5164 
Overall 1.80 1.5492 

2 Group A 2， 2， 3， 3 2.50 0.5774 
Group B 2， 2， 2， 3, 3， 4 2.67 0.8165 
Overall 2.60 0.6992 

3 Group A 2， 3， 3, 4 3.00 0.8165 
Group B 2， 3’ 3， 4， 4， 5 3.50 1.0488 
Overall ‘ 3.30 0/9487 

4 Group A 5, 6, 6，6 5.75 0.5000 
Group B 3， 4, 4, 4， 4， 4 3.83 0.4082 
Overall U O 1.0750 

5 Group A 2, 4， 4, 5 3.75 1.2583 
Group B 1, 1’ 2, 2，2，3 1.83 0.7528 
Overall 2.60 1.3499 

6 Group A 2, 2, 2, 4 2.50 1.0000 
Group B 1, 1, 2, 2, 2, 3 1.83 0.7528 
Overall 2.10 0.8756 

7 Group A 1, 2, 3, 3 2.25 0.9574 
Group B 1, 2， 2， 2， 3， 5 2.50 1.3784 
Overall 2.40 1.1738 

8 Group A 1， 2， 3， 5 2.75 1.7078 
Group B 1, 1， 1， 1， 2, 2 1.33 0.5164 
Overall 1.90 1.2867 

9 Group A 2， 2, 2， 3 2.25 0.5000 
Group B 1， 3， 3， 4, 4, 6 3.50 1.6432 
Overall 3.00 1.4142 

10 Group A 1， 2， 3， 7 3.25 2.6300 
Grou'p B 2, 3，3，4’ 5, 5 3.67 1.2111 
Overall 3.50 1.7795 

Note : Group A represents local-based companies 
Group B represents foreign companies 

X denotes the arithmetic mean 

<r denotes the standard deviation 
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APPENDIX 8 

Questionnaire for Survey on Direct Mai 1 

(This English copy 1s a back-translation copy. The original 
version is in Chinese. Researcher's work column is omitted in 
this copy) 

The aim of this questional re is to collect information about the 
reaction of the general public while they receive direct mails 
from direct marketers. Unless the question request for one answer 
only, the respondent may give as many answers as he deems fit. 
The questionnaire should be kept anonymous. 

1. What have you purchased by mail~order(s)? 

5[ ] Nil — > please continue 
from question 4， 
answers for questions 
2 & 3 are not required 

6[ ] Applying credit cards or 
charge cards 

7[ ] Applying financial services, 
e.g. loan, overdraft, etc. 

8[ ] Books or magazines 
9[ ] Records, sound tapes or 

video tapes 
10[ ] Collectibles 
11 [ ] Jewelleries 
12[ ] Applying club membership 
13[ ] Housewares 
14[ ] Footwears and clothes 
15[ ] Insurance 
16[ ] Body fitness equipments 
17[ ] Other merchandise 
18[ ] Charity donations 

19 Others:(please specify) 
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2. How many times of mall order purchase have you made 1n 
the past 12 months? (one answer only) 

20x[ ] Nil 
a[ ] Once or twice 
b[ ] Three times to five times 
c[ ] Six times to ten times 
d[ ] More than ten times 
u[ ] I have, but I forget the 

number of purchases, I 
guess it was probably 

times 
21u[ ] I forget whether I have 

or have not 

3. Why did you purchase by mail order(s)? 

22[ ] Time saving 
23[ ] Convenient 
24[ ] Easy method of payment 
25[ ] There was/were gift(s) 
26[ ] There was free delivery 
27[ ] It was a privilege or 

discount offer 
28[ ] It was an exclusive offer, 

or product was not sold 
at shops 

29[ ] Free inspection or warranty 
period provided 

30[ ] It was a blind decision 

Others:(please specify) 

31 

4. Will you use mail order in future? 
(one answer only) 

32a[ ] Very likely 
b[ ] Very unlikely 
c[ ] I am not sure 

Those who have used mail-order service need 
not answer question 5. Please continue from 
question 6. 
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5. Why have you never purchased by mail-order? 

33[ ] Message of the mailings was 
not clear 

34[ ] I seldom received direct mai1 
35[ ] Products and services were not 

suitable 
36[ ] Too expensive 
37[ ] No chance to look at samples 

before purchase, and hence 
was risky 

38[ ] Unreliable 
39[ ] Fining in forms was clumsy 
40[ ] Could not make up the mind at 

the time of reading, and 
later on, forgot about the 
whole thing 

Others:(please specify) 

41 

6. Do you open and read direct mail advertisements 
regularly? (one answer only) 

a[ ] Most of the times, yes 
b[ ] Most of the times， no 
c[ ] I usually open them, but 

most of the times, 
I do not read them 

7(a).What motivates you to open direct mail? 

43[ ] Curiosity 
44[ ] Because I have the time 
45[ ] Designs are beautiful & 

attractive 
46[ ] I do not want to miss 

any opportunity 
47[ ] The mailings are thick 
48[ ] The mailings are thin 
49[ ] I open them by mistakes 
50[ ] I am accustom to open all mails 

others:(please specify) 

51 
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7(b).What prevents you from opening direct mail? 

52[ ] They are junk malls 
53[ ] Nothing seems attractive 
54[ ] I do not have the time 
55[ ] I do not want to fall 

into temptation 
56[ ] The mailings are too thick 
57[ ] The mailings are too thin 

others:(please specify) 

58 

8. Which types of direct mail advertisements 
would you like to open immediately? 

59[ ] If there is indication of 
gifts 

60[ ] If there is indication of 
special offer or discount 

61[ ] I feel that content is 
mysterious, or because 
of my own curiosity 

62[ ] The words on the envelope 
ask me to 

63[ ] The design of the envelope 
is attractive or elegant 

64[ ] The words on the envelope 
show respect to my status 
or give me warmth 

65[ ] If I know what is the type 
of product 

Others:(please specify) 

66 

9(a).When you open a direct mail advertisement， which 
part of it would you like to read first? (one 
answer only) 

67a[ ] The covering letter 
b[ ] The product catalogue/brochure 
c[ ] The mail order form 
d[ ] The price list 
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9(b).Will you normally read the remaining parts of 
the mailings? (one answer only) 

68a[ ] Most of the times, yes 
b[ ] Most of the times, no 
c[ ] If the first part I have read 

is interesting, then yes 

9(c).Which type of content design in direct mail 
normally receive your fi「st attention? 
(one answer only) 

69a[ ] Highlighted headings 
b[ ] Diagrams 
c[ ] Charts 
d[ ] Passages advising you of the 

special offers 

Others:(please specify) 

70 

10. If direct mail advertisements are written in 
both Chinese and English, which will be the 
version you prefer to read? (one answer only) 

71a[ ] Usually Chinese only 
b[ ] Usually partly Chinese, and 

partly English 
c[ ] Usually both Chinese & English 
d[ ] Usually English only 

11(a).If you want to secure a loan from a bank, 
what will be the most probable way that you 
will choose to approach that bank? 
(one answer only) 

72a[ ] By mail-order 
b[ ] By a self-written letter 
c[ ] By presenting yourself at a 

service counter of the bank 
d[ ] By telephone 
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11(b).Which will be the next most probable way? (one 
answer only) 

73a[ ] By mail-order 
b[ ] By a self-written letter 
c[ ] By presenting yourself at a 

service counter of the bank 
d[ ] By telephone 

12= How many direct mails, on the average, do you 
receive in one month? (one answer only) 

74x[ ] Nil 
a[ ] About 1 to 10 
b[ ] About 11 to 20 
c[ ] About 21 to 30 
d[ ] About 31 to 40 
e[ ] About 41 to 50 
f[ ] More than 50 
u[ ] Uncountable 

13. Comparing with present monthly volume of direct 
mail which you are receiving, what will be the 
volume you would like to receive in the future? 
(one answer only) 

75a[ ] More 
b[ ] Less 
c[ ] Same 
d[ ] Indifferent 

14. If the subscription fee is reasonable, will you 
subscribe for cable television? (one answer only) 

76a[ ] Definitely yes 
b[ ] Probably yes 
c[ ] Probably no 
d[ ] Definitely no 
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A few of your personal information (for research classification): 

15. 77a[ ] Male b[ ] Female 

16. Age: 78a[ ] 20 or under 

b[ ] 21 to 25 
c[ ] 26 to 30 
d[ ] 31 to 35 
e[ ] 36 to 40 
f[ ] 41 or above 

17. Average monthly income (including all monetary 
allowances & bonuses) in the past 12 months: 

79a[ ] $5,000 or under 
b[ ] $5,001 to $10,000 
c[ ] $10,001 to $20,000 
d[ ] $20,001 to $30,000 
e[ ] $30,001 or above 

18. Academic qualification: 

80a[ ] Secondary School Education 
b[ ] ColIege/Un1ve厂sity Education 

19. Do you hold credit card(s)? 

81a[ ] Yes 
b[ ] No 

20. Your profession : 82 

title : 83 

End of Questionnaire. Thank you for your cooperation. 
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(Questional re for Survey on Direct Mai*!! 
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APPENDIX 9 
ADDENDUM 

EXPLANATIONS OF CODES AND FIGURES OF APPENDIX 9 

BATCH, REM, METH 一 Classifications by authors for 
analysis purpose only. No significance to 
readers. Information below them also has no 
significance to readers. 

2- Q1,Q2,Q3,... 一 Question 1, Question 2, Question 3,... 

3. no.(1st column) - Sequential nos. of completed 
questionnaires, not shown in the print out. 

4. 5,6,7,... 一 codes of nominal variables referred to 
questionnaire. 

5. x,a,b,c,... - sub-codes of nominal variables referred 
to questionnaire. 

6. Figures in 1st row of results - The total count of 
positive respondents for the respective codes 
and sub-codes. (e.g. the figure below no. 
represents the no. of respondents of that 
segment; the figure below code 5 represents 
the no. of respondents who have never utilized 
mail order service) 

7. 1st figure in 2nd row of results - The total count of 
respondents who have utilized mail order 
service at least once before the survey. 

8. Remaining figures in 2nd row of results 一 Figures are 
expressed in percentages. From codes 6 to 31, 
they represent the proportion of positive 
respondents for the respective codes, using 
the the count of 7) as the base. From codes 33 
to 41, they represent the proportion of 
positive respondents for the respective codes, 
^sing the count of respondents who have never 
utilized mail order service as the base. 
Beyond codes 41, there is no figures in 2nd 
row of results. 

9. Figures in 3rd row of results - Figures are expressed 
in percentages. They represent the the 
proportion of positive respondents for the 
respective codes and sub-codes, using the 
sample size of the segment as the base. 

10. Figures in 4th row of results - Normalization of the 
percentages of 9) so that percentages of 
sub-codes add up to 100% for each question. 



:RVEY-AU A9.1 

SUMMARY OF DIRECT MAIL SURVEY BY SEGMENTS APPENDIX 9 
- Q2 

R E 丨 ， e I a . 10 n 12 u u u ie 丨 丨 丨 & c d „ 

0 3. ea uo . ae . : : : 二 ! elL aô L .u. a.L .n u . 

n ！：；1!：1! MS ！：!； 5 二 L 2.n u " 丨 2 . 2 . 3.. 

m URVEY - ALL 

Q4 Q5 

SI . 25 2e 21 28 29 30 31 32 33 34 35 . 31 38 . 40 ^ 
a b c 

二 二 二 二 I . “ 丨 ： 二 ^̂^̂  
D8t4X 4.II 

SURVEY - ALL 

, 45 « . <8 50 51 '1! 53 M 55 51 58 I 60 61 62 U M 65 ee 

… , 9 4 eO 10 0 3 204 8 U 54 13 13 15 5 23 61 58 … 1 0 3 40 

錢 随 錢 2.8. 0.0. U U U丨 2.2U0.nU.n20.U u丨.u l.n U 丨 錢 錢 • 丨 U U M 丨 錢 關 Ul 

[C, SURVEY - ALL 

^ 10 48 . 43 218 81 229 12 . I 213 52 68 30 4 258 49 108 22 51 丨 31 

跳 a M n u u u n u u o . i u u u a . u 3.3"", i.nsununut 8.3, u"i.u l u m n 
2?.5X n.9X 60.6X 58.U 1UX 18.IX 8.JI 

[L SURVEY - ALL 

on QU Q15 Q16 Q1? Q18 Q19 REH Q20 
n 11 n 19 80 81 82 83 

a b c d e f u a b c d a b c d 

„ 32 ^ 2 2 1 13 38 49 48 221 HO 189 18 10 363 363 363 363 363 0 363 

.U l.n 0.« 0.6X 0.3X 3.ex 10.» 13.5X 13.n 62.5X 3UJ 52 U 5 OX UX 
a.8X 1.U 0.« 0.6X 0.3X 3.6X 10.5X 13.5* 13.3* U.IX 39.2X 52.9* 5.0X 2.8* 



j SURVEY - 2 (final year engg undergrad) 
A 9 • 2 

BATCH REM HEIH Q1 ^^ 
2 3 4 5 6 J 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X a b c d u 

3j 0 3/ 6 15 1 23 3 0 0 15 1 1 0 0 0 1 1 9 16 5 3 0 0 

48.U UX ?4.2X 9.U UX 0.0U8.« 3.2X UX O.OX O.OX O.OX 3.2X 3.2X 29.0X51.65； 16.IX UX O.OX 0.0* 
, 16.2X 40.5X 2.H 62.2X 8.U U% 0.0U0.5X 2.1% 2.1X O.OX UX O.OX 2.1% 1.1% 24.3X 43.23； 13.5X 8.IX 0.0* O.OX 

i轻.SURVEY - 2 (final year engg undergrad) 

Q3 04 Q5 
I 22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
, a b c b 

t 

j 24 n 7 7 8 3 0 0 2 30 0 7 1 2 4 0 2 1 0 1 0 22 1 

3 U U U U I 3 5 . 5 U 2 . 6 X 22.6X 2 U X UX O.OX O.OX IM \U% 33.3X 66.1)； 0.0* 33.3X 16.1* UX 16.?)； O.OX 
81.IX O.OX 1 8 . n 59.5X 2.1* 

L SURVEY - 2 (final year engg undergrad) 

QIa Q7b 卯 
43 44 45 46 47 48 49 50 51 52 53 54 55 56 5? 58 59 SO 51 62 63 64 65 66 

c 

3 21 5 9 / 0 0 0 23 1 4 1 9 1 0 1 0 6 I 16 4 12 5 14 i 

It 56.8X I3.5X 24.3X \UX O.OX O.OX O.OX 62.2X 2 . U 10.8X 2.1% 24.3X 2.1* O.OX 2.?* O.OX 16.2X \UX 43.2X \UX 3 2 . « 13..5X 37.8X 10.81 

:i SURVEY - 2 (final year engg undergrad) 

)a Q9b Q9c Q10 Qm Qllb m 
i? 68 , 69 10 n 13 H 
a b c d a b c a b c d a b c d a b c d a b c d x 
4 32 0 1 8 6 2 3 ' 8 25 1 4 1 23 6 5 4 4 0 26 6 11 2 6 16 4 

8 e . 5 x O . O X ux 2 1 . e x i 6 . 2 x 2 1 . e x 6 i . 6 x i.n l o . a x 2,n n.2% 1 6 . 2 J； 1 3 . 5 x i o . 8 x i o . 8 x u% lux i 6 . 2 x 2 9 . U 5 . « 1 6 . 2 * iux i m x 
U M 16.2X 62.2X 60.5X 15.8X \U% 10.5X 他 

IL SURVEY - 2 (final year engg undergrad) 

Q13 <3H 
?5 n 

a b c d 6 f u a b c d a b c d 

31 1 0 0 0 0 1 ? 3 ? 21 11 21 0 0 

1.81； in O.OX O.OX O.OX O.OX UX 18.95； 8 . U \UX 56.8)i 45.9* 56.8X O.OX O.OX 

in O.OX O.OX ux o.ox in i8.u im i8.U 55.3X u.n 55.31 o.ox ux 

jMi一 



^ SURVEY - 2 (lecturers of an engg d e p t ) 

BAICH REH HETH Q1 
2 3 4 5 6 ? 8 9 10 11 12 13 14 15 16 II 18 19 20 

X a b c d u 

1 0 0 10 6 1 1 2 1 0 2 1 2 0 1 0 1 2 0 3 2 2 0 0 0 

25.OX 25.OX 50.OX 25.OX O.OX 50.OX 25.OX 50.OX O.OX 25.OX O.OX 25.OX 50.0J； O.OX 75.OX 50.0X 50.OX O.OX O.OX O.OX 

I mx 10.0X 10.0X 20.01 lO.OX UX 20.0X lO.OX 20.0X O.OX lO.OX O.Ol \UX 20.01 O.OX 30.03； 20.0X 20.0X O.OX O.Oi O.Ol 

I SURVEY - 2 (lecturers of an engg d e p t ) 

Q3 Q4 Q5 卯 
22 23 24 25 26 2? 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 

a b c » b 

. 1 2 0 0 0 1 2 0 0 0 2 3 5 0 0 2 0 4 3 0 1 0 6 1 

H 25.01 50.0X O.OX O.OX O.OX 25.0X 50.0X O.OX 0.0* O.OX O.OX 0.0* 33.35； O.OX 6 6 . U 50.0X O.OX 16.?X O.OX 
, 20.OX 30.OX 50.OX ^O.OX 10.0* 

(!), SURVEY • 2 (lecturers of an engg d e p t ) 

Qja Q7b Q8 

43 ^ 45 46 47 48 49 50 51 62 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

# 

1 3 0 0 1 0 0 1 8 0 3 1 0 0 1 0 0 0 1 3 0 2 0 3 1 

30.0X O . O X O.OX 10.0X O.OX O.OX \UX 80.0X O.OX 30.0X t O . O X O.OX 0.01 10.05； O.OX O.OX O.OX l O . O t 30.0X O . O X 20.0X 0.0* 30.0X 10.0X 

I 

L SURVEY - 2 (lecturers of an engg d e p t ) 

a Q9b Q9c Q10 Qlla Qllb 

1 68 69 70 n , U 
a b c d a b c a b c d a b c d a b c d a b c d x 

4 2 0 3 4 3 3 4 4 0 2 0 2 3 3 2 0 1 1 2 3 2 3 1 0 

OX 20.0X O.OX 30.0X 40.0X 30.0X 30.0X 40.0X 40.0X O.OX 20.0X O.OX 20.0J； 30.0)； 30.0J； 20.0J； O.OX lO.OX ？O.OX 20.0X 30.0X 2UX 30.0X 10.0X O.OX 

40.0X 30.0X 30.0X 20.0X 30.0X 30.0X 20.0X 

[L SURVEY - 2 (lecturers of an engg d e p t ) 

Q13 QU 
15 n 

a b c d 6 f u a b c d a b c d 

5 2 1 0 1 0 0 1 6 1 2 2 1 0 1 

.OX 20.ox 10.OX O.OX 10.0X O.OX O.OX 10.ox 60.0X 10.ox 20.ox 20.0X 10.OX O.OX 10.0X 

M 20.OX 10.0* O.OX 10.01 O.OX O.OX 10.0X 60.0X 10.OX 20.OX 20.05； 10.OX O.OX 10.OX 



I SURVEY - 2 (HBA students) A 9 • 4 

batch REH HETH Q1 

2 3 4 5 6 I 8 9 10 11 12 13 14 15 16 1? 18 19 20 
X a b c d u 

23 0 23 e 8 2 14 3 0 ' 0 ? 1 1 0 0 0 8 1 5 J 3 1 1 0 

4 7 . U 1I.8X 8 2 . n \1M O.OX O.OX 41.2X 5.9* 5 . n UX O.OX O.OX 4 T . U 5.9X 2 9 . « 41.2X 11.61 5.9X 5.9* UX 
,； 2 6 . U UM UX 60.9t 13.0X O.OX O.OX 30.4X 4.3X 4.3* O.OX UX O . O U U X 4.3J； 2 1 . U 30.4X 13.0X UX 4.3* 0.051 

；iH SURVEY - 2 (HBA students) 

03 Q4 Q5 
22 23 24 25 2$ 2? 28 29 30 31 32 33 34 35 36 3? 38 39 40 4 丨 42 

a b c » b 

10 15 9 6 6 I 3 0 1 0 12 0 11 1 0 1 0 2 2 0 0 1 11 0 

X 5 8 . 8 t 88.2X 5 2 . n 35.3X 35.31 4 1 . n \1M O.OX 5 . n O.OX \UX O.OX \UX 0.0* 33.3* 33.3X O.OX O.OX \UX 
J 52.2X O.OUUX 

m 

og SURVEY - 2 (HBA students) 

Q7, Q7b Q8 
43 ^ 45 46 4? 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

f 

9 

j 10 1 6 5 0 0 0 15 0 ? 2 ? 1 2 0 0 3 2 e 2 6 1 9 2 

43.5X UX 2 6 . 1 X 2 1 . a O.OX O.OX O.OX 65.21； O.OX 3 0 . U 8 . U 30.4X UX 8 . U O.OX O.OX 13.0X 8.?X 26.1X UX 2 6 . U UX 3 9 . U U% 

I L SURVEY - 2 (HBA students) 

a Q9b Q9C QIO 川 a Qĵ  
1 68 69 10 n n , J 

a b c d a b c a b c d a b c d a b c d a b c d x 

3 15 I 5 I 4 12 4 U 0 3 0 8 3 8 4 2 0 19 2 4 2 2 15 0 

0X 6 5 . 2 X 2 1 . n 3 0 . n 1J.4X 52.2X \1M UM O.OX 13.0X O.OX 34.8X I3.0X 34.8X \1M UX O.OX 82.6X UX UX U% 65.2X O.OX 

3 0 . U 1 T . « 52.21 34.8* 13.0X 34.8X 

[L SURVEY - 2 (HBA students) 

Q13 QH 
15 n 

a b c d e f u a b c d a b c d 

15 e 2 0 0 0 0 1 6 3 13 13 9 1 0 

• 2 X 2 5 . 1 1 i . n O.OX O.OX O.OX O.OX 4.3X 2 5 . n 13.OX 56.5X 56.5X 3 9 . U U X O.OX 
.21 2 6 . U 8 . U O.OX O.OX O.OX O.OX 4.3X 26.IX 13.OX 56.5X 56.5X 3 9 . U U X O.OX 



J SURVEY - 2 (part-tine engg postgrad) A9 . 5 

BATCH REH HETH Ql 
2 3 4 5 6 ? 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X a b c d u 

19 0 19 4 12 0 14 0 0 1 8 1 0 0 0 0 4 0 0 13 1 0 1 0 

80.OX 0 . 0 U 3 . 3 X O.OX O.OX 6 . U 53.3X 6.7X O.OX O.OX O.OX O.OX 2 6 . O . O X O.OX 8 6 . U X O.OX 6 . U O.OX 

X 21.IX 63.2X O.OX ？3.?X O.OX O.OX 5.3X 4 2 . U 5.3X O.OX O.OX O.OX O.OX 2 1 . U O.OX O.OX 68.4X 5.3* O.OX 5.3* O.OX 

SURVEY - 2 (part-tine engg postgrad) 

Q3 Q4 Q5 

22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 
, a b c a b 

I 12 15 9 1 2 4 1 1 0 0 12 0 ? 1 1 3 1 2 1 0 1 1 8 0 

l U O . O X I O O . O U O . O X 6.IX t3.3X 26.IX 6.IX U X O.OX O.OX 25.OX 25.OX I5.0X 25.0* 50.0X 25.OX O.OX 25.OX 25.OX 

IS 6 3 . 0 . 0 * U M 

i 

rj. SURVEY - 2 (part-tine engg postgrad) 

QJa Qlb <38 
43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

c 

1 1 1 2 2 4 1 0 0 15 0 3 2 2 1 1 0 0 4 4 I 3 3 2 I 5 

n 51.9X I0.5X 10.5X 2 1 . U 5.3X O.OX O.OX I8.9X UX 15.8X 10.5X 10.5X 5.35； 5.3X O.OX O.OX 21.IX 2 1 . U 36.8X 15.8X 15.8X I0.5X 36.8X 26.3J! 

L SURVEY - 1 (part-tine engg postgrad) 

a Q9b Q9c Q10 Qlla Qllb 1312 
] 68 69 10 U U U U 
a b c d a b c a b c d a b c d a b c d a b c d x 
2 15 0 2 5 2 12 5 13 1 2 1 I 5 3 4 4 0 16 0 6 3 2 8 0 

5X JUX O.OX 10.5X lUX 10.5X hUX 26.3X 68.4X 5 . 3 J M U X 5.3X 36.83； 26.3J； 15.8X 2 1 . 1 U 1 . U O . O U U X 0 . 0 X 3 1 . 6 * 15.8J； 10.5X 4 2 . U O.OX 

26.31 10.5\ 63.2X 36.8X 26.3X 15.8X 21 . U 

:L SURVEY - 2 (part-tine engg postgrad) 

Q13 QH 
n n 

a b c d e f u a b c d a b c d 

18 1 0 0 0 0 0 0 I 2 1 0 ? 1 1 I 0 

. n 5.3* O.OS O.OX O.OX O.OX O.OX O.OX 36.8X 10.5* 52.6X 36.8X 5 M X 5.3X O.OX 

. n 5 . » O.OX O.OX O.OX O.OX O.OX O.OX 36.8X t0.5X 52.611 36.8X 51.9X 5.3X O.OX 

.mmM 



„ _ _ 2 (supermarket staff) ^ ^ 6 

- . 

3A1CH REN H E T H Q1 ^ ^ 
2 3 4 5 6 ? 8 9 10 n 12 13 M 15 16 1? 18 19 20 

X a b c d li 

23 0 23 8 1 1 1 I 3 1 0 5 0 1 1 0 1 3 0 6 4 3 0 2 1 

n.n 6.IX 46.?X 20.0X LIX O.OX 33.3X O.OX 6 . U UX O.OX U X 20.0X O.OX 40.0X 26.?X 20.0X 0.0* 13.35； 6 _ U 

3 U X 4 U X 4.3X 3 0 . n I3.0X 4.3X O.OX 2 U X UX 4.35； U% O.OX UX 13.0X UX 2 6 . U 13.051 UX 8 . U U X 

i m SURVEY - 2 ( s u p e r n a r k e t s t a f f ) 

Q3 Q4 Q5 ？5 
22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 

a b c ^ ° 

10 12 9 2 5 4 4 3 1 0 15 0 8 1 1 4 2 2 1 1 2 0 16 1 

I H.n 80.0X 60.0X 13.3X 33.3X 26.1* 2UX 20.0X UX UX 彳2_5X 12.5X 50.0X 25.0X 25.0X 12.5* 12.5X 25.0X O.OX 

J 65.2t O.OX 3 U X 

瘅 

m SURVEY - 2 ( s u p e r n a r k e t s t a f f ) 

Q 7 , Q 7 b Q 8 

43 44 45 46 41 48 <9 50 51 52 53 54 55 56 6/ 58 59 60 61 62 63 64 65 66 

18 3 9 6 3 0 0 H 0 8 9 6 2 1 1 0 8 6 10 4 8 2 10 0 

MUX 13.0X 3 9 . n 2 6 . U 13.01 O.OX 0 . 0 U 0 _ 9 X O.OX 34.8J； 3 9 . U 26.1X 8 . U UX 4.3X O.OX UM 26.11 43.5X ! ? . « 34.8)； 8.JX i3.5X O.OX 

1] . SURVEY - 2 ( s u p e r n a r k e t s t a f f ) 

i Q9b Q9C Q10 _ _ l̂] 
f 68 69 10 n n j , 

I b c d a b c a b c d a b c d a b c d a b c d X 
4 16 0 4 9 4 10 5 16 1 4 0 14 4 4 1 4 1 17 2 9 1 4 ? 3 

n lUX O.OX \1M 39.1X UAX 43.5X 2 1 . U 69.ex 4.3i O . O U O J X 1 M U L 4 X 4 . » UX lUX UX 3 9 . U 4.3X )1M 3 0 . « 13.0J 

3 9 . n 1?.4X 43.5X 6 0 . n \1AX U . n U X 彳3.0X 

L SURVEY - 2 ( s u p e r n a r k e t s t a f f ) 

Q13 QH 
n n 

a b c d 6 f u a b c d a b c d 

18 1 0 0 0 0 1 4 3 3 13 8 15 0 0 

.31 O.OX O.Ol O.OX O.OX 4.3X 13.OX 13.OX 5 6 . 3 U X 65.2X O.OX U X 

.3J U X O.OX O.Ol O.OX O.Ot U X 1J.45； 13.01 13.OX 56.5X 34.8X 65.2X O.Ot O.OX 

— — 



,SURVEY - 2 (passers-by) 7 

BAICH REH HEIH Ql <32 
2 3 4 5 6 1 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X a b c d li 

150 0 150 3? 59 3 88 18 4 8 24 12 3 10 1 8 25 12 43 52 13 4 0 6 

52.2)1 2.1X IIM 1 5 . n 3.5X 丨.U 2 U X 1 0 . « 2.IX 8.8)； 6.2X I . U 22.IX 10.6X UAX 46.OX 11.5X 3.5X UX 5.3X 
II 2 U X 3 U X IM 58.JX 12.03； 2 . U 5.3X 16.OX 8.OX 2.OX 6 . U U X 5.31 16.TX 8.0X 28.IX 3 4 . n 8 . U I.IX O.OX U X 

-• SURVEY - 2 (passers-by) 

Q3 Q4 Q5 

22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
a b c a b 

55 69 35 9 25 34 24 U 0 2 83 3 60 3 ? 13 6 10 1 1 5 3 5 80 12 

i U 9 . 6 U l . U 3 U X 8.0* 2 2 . U 3 0 . U 2 1 . 2 X U . 1 % O.OX \ . U 8 . U 18.9* 3 5 . U 16.2X U M 29.IX 13.5X 8 . U 13.5J； 
X 55.35； 2M 40.OX 53.3* 8.OX 

\l. SURVEY - 2 (passers-by) 

QJa Q 8 

43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 
幾 
4 

) 8 2 26 35 \1 6 0 i n 5 U 25 26 3 6 2 8 23 21 64 24 42 21 N 5 

)* 1I.3X 23.3X 11.3* 4.0X UX UX 51.3* 3.3X 11.33； 1 6 . 1 i . 3 X 2.OX U X U X 5.3X 15.3X UM 42.JX 16.OX lUX 14.0X 49.3X 3.3X 

i L SURVEY - 2 (passers-by) 

a Q9b Q9c QIO Q11a Q H b Q12 
T 68 69 ?o ?i n n N 

a b c d a b c a b c d a b c d a b c d a b c d x 

6 99 6 25 32 16 101 44 89 6 26 0 彳 01 19 25 4 23 1 彳 03 21 47 丨 20 64 14 

n 66.OX 4.0X 16.7X 21.3X l O . U 61.3X 29.3X 59.3X U J M U H O.OX 61.3X 1 2 . U 1 6 . U 1.1% 15.3* O.IX 68.?X H . O X 31.3X UX 13.3X 42.1* 9.3X 

21.5X l O . n 6I.8J； 61.85； 12.8X 16.8X 9.3* 

L SURVEY - 2 (passers-by) 

013 Q14 

J5 n 

a b c d 6 f u a b c d a b c d 

15 ⑶ 丨 丨 丨 丨 7 16 U 105 59 U 11 6 

.n 6.U Q.n 0.1X o.n o.n i.n lo./x 8.u 10.10.ox 39.3x 49.3* ux 4.ox 

.1* i.n Q.n o.n o.n o.n ujmo.u b.u 10.lo.ox 39.3* 49.3* ux 4.ox 



, S U R V E Y - 2 (unclassified) ^ ^ g 

BAICH REH HEIH Q1 ’ 
2 3 4 5 6 J 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X a b c d u 

101 0 101 21 44 4 59 8 ? 8 25 ^ 4 9 1 ? 21 11 19 <2 10 1 4 6 

55.OX 5.OX ？3.8X 10.OX 8.8X 10.OX 31.3X 5.OX 5.OX 11.3X U X 8.8X 26.3X 13.8X 23.8X 52.5X 12. 5X 1 .3X 5.OX 1.5)； 
J 20.8X 43.6X U X 5 8 . n U X 6.9X 丨 J X 24.8X 4.0X UX 8.9* 1.05； 6.9X 20.8X \UX 18.8X 4 1 J X 9.93；丨.OX 4.0X 5 . n 

'I SURVEV - I (unclassified) 

Q3 Q4 Q5 

22 23 24 25 26 2? 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
I a b c a b 

1 42 58 34 13 IT 30 4 I 4 58 1 1 32 1 6 12 5 9 ? I 9 3 61 6 

IX 52.5X nM 42.5X 16.3X 2 U X 3 U X \1M UX U X 5.0X U X 28.61 5 M X 23.8X 4 2 J X 33.3X 33.3X 42.9* U . U 
5 ? . « 1 0 . n 31.I* 

4ft 

!J L SURVEY - 2 (unclassified) 

Qja Qlb Q8 

43 44 45 46 41 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

c 

2 10 33 20 0 0 1 52 2 25 U 23 5 4 丨 15 II II 38 1 1 30 9 39 9 

n 48.5X 9.9* 3 2 . n 19.8X O.OX O.OX 1 . 0 X 5 1 . 5 * iM UM 13.9X 22.8X 5.0X U X U X 1 4 . n 16.8X 16.8X 3 J . « 10.9X lUX 8 J U 8 . 6 X 8 . » 

L SURVEY - 2 (unclassified) 

la Q 9 b Q 9 C Q 1 0 O m m Q J ^ 

,1 68 69 10 n n J 4 
a b c d a b c a b c d a b c d a b c d a b c d x 

U 76 3 8 34 8 5? \1 65 3 18 5 58 12 20 1 1 12 丨 10 16 28 5 20 44 10 

n.n UX in 3 3 . n in iux le.ax 3 . o u u x 5.ox iiMU.n i9.8x l o . g n i . n i.ox 6 9 . n u . s x ii.n ux i9.8x ux 
34.3X 8 . n 5I.6X 10.9X 丨O.OX 

IL SURVEY - 2 (unclassified) 

Q13 Q14 

n n 
a b c d e f u a b c d a b c d 

11 0 1 0 0 4 9 1 1 16 63 35 52 5 3 

.3* l O . n O.OX \ M O.OX O.OX u x 8.9X l O . n 15.83； 6 2 . n 3 4 . n 51.5X 5.ox 3.OX 

M 11.OX O.OX \ M 0.0* O.OX 4.OX 9 . U 1 1 . U 16.2X 6 3 . 3 6 . 8 X 5 4 . U 5.3X 3.2X 



I SURVEY - 4C corplete questionnaire by self ^ ^ 9 

B ， R E ; ？ ；̂ e I 8 . 10 n . 13 u 15 le u . . S ^ 

X a b c d Ii 

332 0 332 n 135 12 194 36 12 16 84 19 10 21 8 16 63 18 81 125 34 9 8 13 
5 2 . n LIX I5.8X 1 4 . U UX 6.3X 32.8X M X 3.9* UX 3 . U 6.3X UM 48.8X 13.35； 3.5X 3 . U . 

… 2 2 . 9 H 0 . U 3.6X 5 8 . U l O J X U X UX 25.3J； h.lX 3.01 6.3X 2.4X 4.8X 19.OX UX 24.4X 3 J . n 10.2X UX UX 3.9X 

iKI SURVEY - 4C conplete questionnaire by self 

Q3 Q4 Q5 Q6 
22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 

a b c ^ ° 

146 178 彳01 35 58 81 49 24 3 8 191 8 123 8 11 34 11 21 21 10 15 8 182 18 
X 5U* 69.5X 39.5X 13.U 22.n 3UX 19.U 9.4X UX 3.U 10.5X U.5X iUX 1UX 35.5X 2I.6X 13.2X 10.5X 
J 59.3X 2.n 31.OX 

ill. SURVEY - 4C complete questionnaire by self 

O h Q 丨 b Q8 
43 44 45 46 4T 48 49 50 5 1 , 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

* 

f 115 44 81 52 10 0 2 195 丨 62 49 68 12 U 5 II 56 54 丨 32 44 91 39 U6 21 

» 5 2 . n 1 3 . n 24.4X 15.?X 3.0X O.OX 0.6X iS.JX 2.1X 1 8 . U H . 8 U 0 . 5 X 3.6X U X U X 5 . n 16.9X I6.3X 39.8X I3.3X 44.01 6.3X 

L SURVEY - 4C conplete questionnaire by self 

a Q9b Q9C QIO Q丨;： 
1 68 69 10 n U n 
a b c d a b c a b c d a b c d a b c d a b c d x 

,5 231 10 41 81 40 204 85 210 12 53 5 194 51 61 26 49 4 236 41 101 21 51 26 

. 6 U 9 . 6 X 3.0X U . n 2 6 . n 12.0X 6 1 . n 2 5 . « 63.3X 3.6X U . O X U U 8 . U 1 5 . U 1 8 . U I M U . 8 X U U I . U 12.3* 3 0 . n 6.3X 1 5 . n 42.5X U X 

26.3X 12.1U1.6X 58.n 15.41 18.« 丨.BX 

IL SURVEY - 4C complete questionnaire by self 

‘QU QH 

n n 
a b c d 8 f u a b c d a b c d 

55 31 3 1 2 0 12 31 45 41 208 132 I N 15 6 

.U 9.3X 0.3X 0.6X O.OX 3.6X11.1* 13.65； 12.3X 62.39.8X 53.3J； 4.5X UX 
M 9 . U 0.9* 0.31 0.6X O.OX 3.6X W.lX 13.6X 12.4* 62 .83； 40.0X 53.6X U J t \.n 



, S U R V E Y - 4A telephone interview 1 0 

BATCH REH HETH Q1 

2 3 4 5 6 ? 8 9 10 11 12 13 U t5 16 1? 18 19 20 
X a b c d u 

24 0 24 11 11 0 9 0 0 2 1 1 0 0 0 0 1 6 3 I 2 0 0 0 

8 U X O.OX 69.2X O.OX O.OX I S . U U X I.IX O.OX O.OX O.Ot O.OX Lit 4e.2X 2 3 . U 53.8)( 1 5 . n O.OX O.OX O.OX 

X 45.8X 45.8X O.OX 3?.5X O.OX O.OX UX UX U% O.OX O.OX O.OX O.OX 25.0X 12.5X 29.2X 8.3X 0.0)； O.OX O.OX 

SURVEY - 4A telephone interview 

Q3 Q4 Q5 

1 22 23 24 25 26 2? 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
, a b c & b 

) 4 12 6 2 4 4 1 0 0 0 11 8 5 0 5 5 3 4 5 3 2 2 1? 1 

M 30.8X 92.3X 46.2X 1 5 . U 30.8X 30.8X UX O.OX O.OX O.OX O.OX 45.5X 45.5X 2I.3X 3 6 . U 45.5X 2I.3X 18.2X 18.2X 

45.8X 33.3X 2 0 . W 

f L SURVEY - 4A telephone interview 

Qja Q7b 卯 
43 44 45 46 47 48 49 50 51 52 53 U 55 56 51 58 59 60 61 62 63 64 65 66 

c 

3 16 2 I I 6 0 0 1 6 0 12 4 4 1 1 0 4 5 4 9 2 9 1 1 4 

5J 6 6 . n UX 45.8X 25.0X O.OX O.OX 4.2X 25.0)； O.OX 50.0X \UX 1 6 . U UX U% O.OX 16.?X 20.8X HJX 3I.5X 8.3X 3?.5\ 4.25； 29.23； l U X 

[L SURVEY - 4A telephone interview 

la Q9b 99C QIO Qlla m 

il 68 69 70 n 72 
a b c d a b c a b c d a b c d a b c d a b c d x 

2 19 0 0 1 0 2 1 0 1 16 0 3 2 16 0 6 2 0 0 18 5 5 1 5 11 4 

O.OX O.OX 41.7X 8 . 3 U U X U% U.IX O.OX 12.5X 8 . 3 U U X O.OX 25.0X 8.3X O.OX O.OX lUX 20.8X 20.8X 4.2X 2UX 45.8X \UX 

45.5X 9 . 1 U 5 . 5 1 O.OX 25.0X 8.3X 

IL SURVEY - 4A telephone interview 

Q13 Q14 
n n 

a b c d e f li a b c d a b c d 

U 1 0 I 0 0 1 1 1 I 15 5 11 3 2 

I.8X U X O.OX 4.2* O.OX O.OX UX UX U X 29.2X 62.5X 20.8X 45.8X 12.5* 8.3X 
1.81 4.2* O.OX U X 0.01； O.OX 4.2X 4.2X 4.21 29.2)； 62.5X 23.81； 5 2 . U 14.3X 9.5X 



URVEY - 4A telephone interview (HK S Outlyi n g ) 
• 丄 丄 

IAICH REH HETH QL 
2 3 4 5 6 I 8 9 10 11 12 13 H 15 16 1? 18 19 20 

X a b c d u 

12 0 12 3 8 0 I 0 0 2 1 0 0 0 0 0 0 6 2 5 1 0 0 0 

8 8 . n UX ITM O.OX O.OX 22.25； 1 1 . U O.OX O.OX O.OX O.OX O.OX O.OX 6 6 . 2 2 . 2 1 ； 55.6X I I . U O.OX O.OX O.OJ； 

, 25.01 66.7X O.OX hUX O.OX O.OX \UX 8.3X O.OX O.OX O.OX O.OX O.OX O.OX 50.05； 16.IX 4 1 . U 8.3X O.OX O.OX O.OX 

I SURVEY - 4A telephone interview (HK 4 Out l y i n g ) 

Q3 Q4 Q5 
22 23 24 25 26 2? 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 

a b c a b 

t 

2 9 6 2 3 2 1 0 0 0 ? 2 3 0 2 1 1 0 0 1 1 1 12 0 

,22.2X100.0)1 6 6 . n 21.1% 33.3X 22.2X I I . U O.OX O.OX O.OX O.OX UJX 33.3X 33.3X O.OX O.OX 33.33； 33.3X 33.3X 

58.3X 16.25.0)； 亂O.OX 
i 

m SURYEV - 4A telephone interview (HK i Out l y i n g ) 

QIa Q7b QB 
43 44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

12 1 9 4 0 0 0 1 0 10 1 4 0 0 0 2 5 3 9 0 8 0 5 1 

mux 8.3X ？5.0X 33.3X O.OX U% O.OX UX O.OX 83.33； 8.3X 33.3X O.OX O.OX O.OX 1 6 . n 41.IX lUX ?5.0X O.OX U.IX 4 U X 8.31 

')0 SURVEY - 4A telephone interview (HK J Ou t l y i n g ) 

Q9b Q9c Q10 Qlla QHb 
68 69 10 n n n u 

i b c d a b c a b c d a b c d a b c d a b c d x 

I 11 0 0 5 1 6 0 11 0 1 0 9 0 3 0 0 0 10 2 5 0 2 5 1 

)X 9 1 . U O.OX O.OX 4 1 . U U% 50.0X O.OX 9 1 . U O.OX 8.3X O.OX ?5.0X O.OX 25.0X O.OX O.OX O.OX 83.3X 16.?X 化 U O.OX 16.?X 4I.?X UX 
41.U UX 50.0X nM O.OX 25.0X O.OX 8.3X 

L S U R V E Y - 4 A telephone interview ( H K S Out l y i n g ) 

QI3 Q H 

15 16 

a b c d e f u a b c d a b c d 

9 1 0 0 0 0 1 1 0 4 T 2 I 0 0 

0* 8.3X 0.0* O.OX O.OX O.OX 8.33； 8.3X O.OX 33.3X 58.3X U . U 58.3X O.OX O.OX 

OT 8.311 0.0* O.OX O.OX O.OX 8.3X 8.3X O.OX 33.3X 58.3X 22.2* /I.8X O.OX O.OX 

一 -



JRVEY - U telephone interview (Kin) 
A9. 12 

Q2 

爪；RE; MEI; Q; 6 7 8 9 彳。”彳2 13 14 15 16 U 18 19 20 
‘ X a b c d li 

, , 0 12 8 3 0 2 0 0 0 0 1 0 0 0 0 1 0 1 2 1 0 0 J 

lUX O.OX 50.0X O.OX O.OX O.OX O.OX 25.0X O.OX O.OX O.OX O.OX 25.0X O.OX 25.0X 50.0X 25.0X O.OX O.OX U% 
6 6 . U 25.0X O.OX 1 6 . U O.OX O.OX O.OX O.OX 8.3X O.OX O.OX O.OX O.OX 8.3X O.OX 8.3X 16.?X 8.3X O.OX O.OX O.OX 

！! 

i.,^;URVEY - 4A telephone interview (Kin) 

Q4 Q5 ？5 
22 23 24 25 26 21 28 29 ' 3 0 . 31 32 33 34 35 36 31 38 39 40 41 ^ 

& b c 

5 3 0 0 1 2 0 0 0 0 4 6 2 0 3 4 2 4 5 2 1 1 5 1 

50 L I5.0X O.OX O.OX 25.0X 50.0X O.OX O.OX O.OX O.OX O.OX 3I.5X 50.0X 25.0X 50 .0X 6 2 . 5 X 25.0X 12.5X 12.5X 

33.3X 50.OX 16. 

ifi SURVEY - 4A telephone interview (Kin) 

Qjb Q8 
44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

< 1 2 2 0 0 1 5 0 2 3 0 1 1 0 2 0 1 0 2 1 1 2 3 

8.3X 1 6 . U 1 6 . U O.OX O.OX 8 . 3 U 1 . U O.OX 1 6 . n 25.0X O.OX 8.3* U X 0.0* U . U O.OX 8.3* O.OX 8.3X 1 6 . U 25.0X 

3! SURVEY - 4A telephone intervieK (Kin) 

I . Q9C 010 Qtla m 7 
‘ 68 69 10 II 了 2 I h r rf 
. b c d a b c a b c d a b c d a b c d a b c d X 

J 8 0 0 5 1 4 1 . 5 0 2 2 I 0 3 2 0 0 8 3 0 1 3 6 3 

隱 0.0. 0.0"丨.U 8 . _ 8.3U1.U 二 . 0 二 0 . 0 . 。 洲 細 0.0. 8 .編 "。. 0二 
50.0X IO.OX 40.0X 58.3X O.OX lUX \UX 化u; 

L SURVEY - 4A telephone interview (Kin) 

Q13 Q14 

15 n 
a b c d e f u a b c d a b c d 

8 0 0 1 0 0 0 0 1 3 8 3 4 3 2 

. n 0.0* O.OX 8.3X O.OX O.OX O.OX O.OX 8.3X 25.01； 6 6 . U 25.OX 33.3X 25.OX U . I X 

.1* 0.0* O.OX 8.3X O.OX O.OX O.OX O.OX UX 25.0X 66.?X 25.0X 33.3X 25.0X 1 6 . U 



tiURVEY - 46 personal interview 
A8. 13 

_ REH HETH Ql 
2 3 4 5 6 J 8 9 10 11 12 13 14 15 16 II 18 19 20 

X a b c d u 

J 0 ? 1 4 0 4 0 0 1 0 1 0 0 0 1 0 1 1 4 1 0 0 0 

6 6 . O . O X 66.7X O.OX O.OX 1 6 . U O.OX 16.IX O.OX O.OX O.OX 16.IX O.OX 1 U U U U U X 1 U X O.OX O.OX 0.0* 

, U . n 5 ? . U O.OX 5 J . U O.OX O.OX l U X O . O U U X O.OX O.OX O.OX 14.3X O.OX 14.3X 14.3X h l A X 14.3X 0.0)； 0.0* O.OX 

, S U R V E Y - 4B personal Interview 

Q3 Q4 Q5 Q6 
22 23 24 25 26 2? 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 

a b c a b 

0 5 0 1 0 3 1 0 0 0 4 1 2 0 1 0 0 0 0 0 0 0 5 2 

；O.OX 83.3X O.OX 1 6 . n O.OX 50.OX 1 6 . U O.OX O.OX O.OX 0.0X100.OX O.OX O.OX O.OX O.OX O.OX O.OX O.OX 

v ^ SURVEY - 4B personal interview 

QIa Qlb <38 
43 44 45 46 4? 48 49 ‘ 50 51 52 53 54 55 56 5? 58 59 60 $1 62 63 64 65 66 

3 1 2 2 0 0 0 3 1 2 1 1 0 0 0 2 0 0 3 2 3 0 3 1 

14. 3* 28.6* 28.6X O.OX O.OX O.OX 42.9X 14.3X 2UX 14.3* H . 3 X O.OX O.OX O.OX 28.6X UX O.OX 42.9* 28.65； 42.9* O.OX 4 2 . 9 U 4 . 3 X 

‘)l〔 SURVEY - 4B personal Interview， 

Q9b Q9c QIO Qlla Qllb Q12 

68 69 丨 0 n n 73 U 
t b c d a b c a b c d a b c d a b c d a b c d x 

1 5 0 1 2 1 4 1 3 0 3 0 3 1 1 2 0 0 4 3 2 0 1 3 1 

l U l . n O.OX 14.3X U M U . 3 * 5 ? . U 14.3X 42.9X O.OX 42.9X O.OX 42.9* 14.3J； 14.3X l U X O.OX O.OX 5 1 . U 42.9X 28.6X O.OX 14.35； 4 2 . n 14.3X 

lUX 14.3X 5 / . U 4 2 . n 14.35； U.U 28.61 14.3X 

I: • SURVEY - 4B personal Interview 

Q13 Q H 

n n 

a b c d e f u a b c d a b c d 

4 0 1 0 0 1 0 0 3 0 4 4 1 0 2 

U 0.0* U . 3 X O.OX O.OX 14.3X O.OX O.OX 42.9* O.OX 5 1 . U 5 J . U 14.35； O.OX H M 

U O.OJ U,n 0.0* 0 . 0 X 1 4 . 3 1 O.OX O.OX il.n o . o x 5 I . n 5 / . U U.n o . o x 28.6* 

mmt 



•IHVEY - 4C complete questionnaire by self A9. 14 
M 

, 丨 RE;，^； e I 8 . 10 n . 13 “ 15 u u b c d u 

. 3 3 2 0 332 U 135 12 194 36 12 16 84 19 10 21 8 16 63 18 81 125 34 9 8 13 
i 52,n ux lUX 1 4 . U UX UX 32.8X 1M UX S.2X 3 . U 6.3X 24.6X I.OX 31.6X 48.8X 13.3X 3.5X 3 . U • 

. 22.n 40.?X 3.6X 5 8 . U I0.8X 3.6X 4.8X 25.3* U X 3.0X 6.3X 2.4X U X 19.0X 5 . « HAX V.1X 10.2X UX 2M 3.91 

o、 U R V E Y - 4C conplete questionnaire by self 

01 Q4 Q5 ？5 
2 23 24 25 26 2/ 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 

a b c ^ ° 

m 178 101 35 58 81 49 24 3 8� 、91 8 123 8 11 34 11 21 21 10 15 8 丨82 18 

• M 6 » 39.5X 13.U 22.U 3I.6X 19.U UX 3.U 錢 1U丨聽 • • 旧 t 減 錢 
J 59.3X 2 . n 3?.0* 

：!' SURVEY - 4C complete questionnaire by self 

Qlb Q8 

43' 45 46 41 48 49 50 51 52 53 M 55 56 51 58 59 60 61 62 63 64 65 66 

115 81 52 10 0 2 195 I 62 49 68 12 H 5 II 56 54 132 91 39 U 6 21 

13.3X 2 U X \UX ux ux ux 5 8 . U 2 . U n.n l U X 20.5X 3.6X 4.2* U X 5 . n 1 6 . 9 M 6 . 3 X 39.8X 13.3X 2 I . « I I . U 4 U X 6.3X 

•iH SURVEY - 4C complete questionnaire by self 

q9b P9C Q10 m QJ 
68 69 10 ?1 12 '3 M 

b c d a b c a b c d a b c d a b c d a b c d X 

231 10 4T 8? 40 204 85 210 12 53 5 194 51 61 26 49 4 236 41 101 21 51 H I 26 

3.0X H . N 2 6 . N 1 2 . 0 U 1 . N 25.6X 63.3X 3.6X 16.0X U X 5 8 . N 1 8 . N 丨.BX 1 U X U X N . U 1 U X 3 0 . U 6 . N 1 5 . U 42.5X UX 
lUX 1 2 . 1 U 1 . 6 X 5 8 . « 1 5 . U 1 8 . « IM 7』实 

a . SURVEY - 4C conplete questionnaire by self 

Q13 QH 
15 n 

i b c d e f u a b c d a b c d 

6 31 3 1 2 0 12 31 45 41 208 132 丨 H 15 6 

U 9.3* O . n 0.3X 0.6)； O.OX 3.6X 1 1 . U 13.6X 12.35； 6 2 . U 39.8X 53.3X U X \ M 

3{ O . n 0.3X UX O.OX 3.6X 11.21 13.65； 1 2 . n 62.8X 40.0)； 53.6X 4.5X U X 



iRVEy - lU •ales 
. A 9 . 1 5 

iICH REH HETH Q1 ^^ 
. 2 3 4 5 6 1 8 9 10 11 12 13 U 15 16 1? 18 19 20 
''' X a b c d u 

2 U 0 246 59 111 11 140 26 1 12 67 16 1 16 1 9 57 11 59 95 25 8 5 ? 

’ 5 9 . n 5 . n ？4.9t i 3 . n 3 . n 6 . n 35.8^ 8.6t 3 . n 8 . a 3 . n u t l u t s . n 31.6% 50.8% i s . n u t 2 . u 3 . n 

‘ 2 i M 4 5 . U 4.51 5 6 . n 10.6% 2.81 27.21 6.5i 2.8t 6.5t 2.8t 15.01 U U U t 3 8 . 6 U 0 . n 3.3t I M 2.8t 

URVEY - l U lales 

Qj Q4 Q5 
22 23 U 25 26 21 28 29 30 31 32 33 34 35 36 51 38 39 40 41 42 

a b c a b 

106 丨 31 U 31 40 U 33 15 3 5 l U 10 87 7 8 26 8 25 18 10 9 I U 3 14 
丨 56 n 70.11 38.5t 16.61 2 1 . U 35.81 ilM 8.0t 1.6t 2.11 l l . n IIM 4 4 . U 13.61 4 2 . U 30.5t U . n 15.31 l l . n 
. 59.3% 4 . U 3 5 . n 5 8 . U S.U 

vĵiURVEY - 1U lales 

Q7a Q7b Q8 
43 44 45 46 4? 48 49 50 51 52 53 5< 55 56 57 58 59 60 61 62 63 64 65 66 

124 30 57 39 5 0 2 150 6 51 29 41 10 8 3 12 34 34 95 28 64 29 110 25 

J,. s o . n 12.21 23.21 1 5 . N 2M O.Ot 0.81 61.01 2M lOM 11.8% U . U 4 . U 3.3t 1.2^ U t 13.81 13.81 38.61 L L . U 26.01 11.81 10.21 

SURVEY - l U lales 

Q9b Q9c QIO Qlla Qllb 

68 69 70 71 n “ “ 
b c d a b c a b c d a b c d a b c d a b c d x 

m 10 31 74 35 157 60 158 1 37 5 139 34 4? 25 36 J 175 30 71 18 51 104 15 

J.U.n 4 . U 12M 3 0 . U 1 3 . n 5 5 . n 2 4 . n 64.2t 2M IS.Ot 2.0% 56.5% 13.8t 19.11 10.21 14.6% l . n 7 1 . U 12.21 2Ut Lit 15.0^ 6.11 

30.31 13.5t 5 6 . U 13.9% 19.2t 10.21 6 . U 

SURVEY - m 丨ales 

Q13 Q H 

75 n 
b c d e f u a b c d a b c d 

26 3 1 1 1 8 28 36 33 149 104 127 10 5 

\ io.6t i.2t o.n o.n o.n i.n ii.n um 13.u 6o.6t <2.3151.4.11 2.0̂  
‘ 110.1.2豕 o.n o.n o.n 3.3t 11.n lut 13.n 6o.6t 42.3t sut 4.u 2.0* 



i 磁-HB fenales 
A9. 16 

fCH R£H HEIH Q1 
, 2 3 4 5 6 1 8 9 10 II 12 13 14 15 16 W 18 19 20 
’） X a b c d u 

• III 0 丨W 29 39 彳 67 10 5 7 丨8 5 3 5 1 8 27 14 26 41 12 1 3 6 
： 44.3X 1 . U ？6.U 1 1 . n 5 . a 8.0X 20.5X 5 . U 3 . U 5 J X 1 . U 9 . U 30.7X 15 . 9X 29 . 55； 46.6X 1 3 . I . U U X 6.8X 

； 24.8* 33.3\ O . n S i n 8.5X 4.3X 6.OX 1 5 . U 4.3X 2.6X U X 0.9X 6.85； 2 3 . U 12.OX 22.2X 35.OX 10.35； O . n 2.6* 5 . U 

1 RVEY - lis females 

Q3 Q4 Q5 
, 2 2 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 <2 
“ a b c a b 

44 64 35 ? 22 21 18 9 0 3 66 ? 43 1 9 13 6 6 8 3 8 3 61 ? 

丨 iO OX 1 2 . n 39.8X iM 25.0X 23.9* 20.5X 10.2X O.OX .3.4X 3 . U 31.OX 44.8X lUX 2 0 . U IIM 10.3)； 21.6X 10.3* 
” 56.n 6.OX n.ix 52.n e.oi 

(j JRVEy - n B fenales 

QIa Q/b <38 
43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5/ 58 59 60 61 62 63 64 65 66 

, M U 37 21 5 0 丨 54 2 25 25 32 3 1 2 1 1 21 24 49 20 39 1 1 46 1 

, U 5 9 . 8 X 1 4 . 5 n i . 6 X 1J.9X 4.3X O.OX 0.9X 46.2X U X 2 1 . n 21.4X 2 ? . « 2.6X 6.OX U X 9 . « 2 3 . U 20.5X 41.95； 1 1 . U 33.331 U X 3 U X O J X 

URVEY - m fenales 

Q9b Q9C Q10 Q11a Qllb 012 
68 69 10 n n U 

b c d a b c a b c d a b c d a b c d a b c d x 

91 0 17 25 10 81 21 5 22 2 U 18 21 5 13 1 83 19 3? 4 20 51 16 

、：：IIM O.OX H . 5 n i . « 8.5X 69.21 2 3 . U 60.IX U U U X I . U 63.2X 1 5 . n H . 9 X 4 . 3 X 1 1 . U O . n 1UX U . 2 X 31.6X 3 . n \L\% 43.6* 13.IX 

U M 8.6X 69.8X I5.3X 丨UX 4.2X 彳3.N； 

•^'SURVEY - JIB fenales 

Q13 QH 
u n 

b c d e f u a b c d a b c d 

6 丨 1 丨 0 5 10 U 15 37 8 5 

5.U (UX O.n 0.« O.OX UX 8.5X 11.U n.n 66.IX 3I.6X 53.OX 6.8X UX 
5 . U 0.9* 0.93； O . n O . O X 4 . 3 X 8.6)； 1 1 . 2 X 1 2 . 9 X 6 1 . 2 X 3 3 . 0 * 5 5 . 4* I . U U X 



ŷn - /8A aged (:20 

A9.17 
Q2 

RE; "EI; Q; 6 7 8 9 10 U 12 13 “ IS U ” 18 20 
^ ^ * X a b c d u 

u t n m 88 150 12 201 36 12 19 85 21 10 21 8 17 64 25 85 136 3? 9 8 15 

2i,2t 4 1 . 3 . 3 1 57.01 9.91 5.3% 5 . 2 U 3 . U 5.8% 2.81 5.8% 2.2t LU ll.Sl U U 3 . U 3 U U 0 . n 2.2% U\ 

r jRVEK - 78A aged (^20 

Qj CM Q5 

, 2 23 24 25 26 11 28 29 30 31 32 33 34 35 36 37 38 39 40 U 42 
a b c a D 

150 195 107 38 62 68 51 24 3 8 212 U 130 8 U 39 U 31 U 15 17 10 204 21 
, , 5 T i\ n 3 8 . n I 3 . n • 聽 IB.SI u i i . n i‘n ux lux ^.ix i s . n 3 5 . 2 1 2 9 . n l u t l u i i i . u 
々 . 58.n i . n 3 5 . 旧 、 

if^ lURVEY - 78A aged <：20 

；3 45 U il 48 49 50 51 52 53 54 55 56 57 58 59 60 61 62 63 65 66 

194 94 60 10 0 3 204 8 U ？3 13 15 5 23 61 58 1 “ 103 40 156 26 

u 5 3 . n I 2 . n 2 5 . n u . s t 2.8I 0 . 0 1 0 . 8 1 5 6 . 2 % 2 . n 2 o.n i ^ . n 2 0 . U 3 . a u t i . n u t u . n u . o t 3 9 . U 1 3 . 2 1 2 8 . n 1 1 . 0 1 4 3 . 0 ^ i . n 

J1I SURVEY - I M aged <:20 

Q9b Q9C QIO _ ！̂； 
68 69 70 n n h H 

b c d a b c a b c d a b c d a b c d a . b c d X 

255 10 48 99 43 218 87 229 12 59 I 213 52 68 30 4 258 108 22 155 31 

‘t 70.21 2 . n 13.21 2 U t l l . n 60.11 2 U t 63.11 3.31 l U 東 I . n 58.71 l U I I S . U U t 13.5t U t H . l t 13.51 29.8% 6 . n I S . U 4 2 . U 8.5j 

27.51 l l . n 60.61 5 8 . n l U t 1 8 . n 8.31 8.6：^ 

!"」SURVEY - m aged <：20 

Q13 Q H 

75 n 
1 b c d e f u a b c d a b c d 

f 32 < 2 2 1 13 38 49 48 221 141 189 18 10 

U 8 . 8 、 I . n 0.6t 0•“ 0.3% U t 10.5^ 1 3 . 1 3 . 2 % 62.51 3 U t 52.11 5 . 0、 2 . 8 * 
8.8t l . U O . a O . a 0.3% 3.6^ 10.51 U M 13.51 62.?% 39.41 52.8t S.Ot I M 



rvEY - 188 aged 21-2S 
A9. 18 

TCH REH HETH Q丨 ，。 
2 3 4 5 6 1 8 9 10 II 12 13 14 15 16 II 18 19 20 

‘‘ X a b c d, u 

. n , 12 23 54 3 64 ? 1 2 31 5 4 3 1 2 10 I 23 44 14 6 1 4 

6 0 . n UX1UX U X 1 . U 2.2X 4 U X 5.6X U X 3 . U 1 . U 2 . 2 X 1 1 . 2 1 IM 25.8X 4 9 . U 1 5 . U U X \ \X U * 

2 0 . 5 X 4 8 . 2 X 2 . U 51.11 6.3X 0.9X 1.8X 33.0X U X 3.6X 2.1% 0.9* U X 8 . « 6.3* 20.5X 39.3X 12.5J1 5 . U 0.9* 3.6X 

iilJRYEY - I8B aged 21-25 

01 Q4 Q5 

. 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
� a b c a t ) 

M 71 35 15 21 30 16 6 0 4 15 2 35 2 5 12 2 6 8 1 I 4 63 4 
.、58 U 39.3X U . n 23.eX 33.IX 18.0t 6 . U O.OX 4.5X 8 . U 2 1 . U 52.2X 8 . U 2 6 . U 3 U X 4.3X 3 0 . U 

61.05； 1.8* 31.3* … 

iJllORVEY - I8B aged 21-25 

Q j , Q ? b Q8 

“ 45 46 4? 48 49 50 51 52 53 54 55 56 5/ 58 69 60 61 62 63 64 65 66 

n 22 40 23 6 0 0 64 3 20 20 25 1 5 2 4 20 22 55 25 44 19 46 1 

h ea.U 35.n 20.5X O.OX O.OX 5I.U 2.n U.« 1I.9X 22.3t 0_« UX UX ll.n 19.6X 49.U 22.« 39.3* II.OX 41.1X 6.3X 

M SURVEY - 78B aged 21-25 

09b Q9C Q10 Q”； 

68 69 ?0 u n n n 
b C d a b c a b c d a b c d a b c d a b c d X 

90 1 16 23 15 13 26 13 1 18 3 68 15 20 10 U 丨 82 16 35 5 20 50 10 

；80.U O . n 1 4 . « 2 0 . « 1 3 . U 65.2X 23.2* 65.2X O . n 1 6 . U UX 60.IX 1 3 . « l l . n 8.9* 12.5X 0 . « 13.21 1 4 . » 31.3X U X l l . n 44.6X UX 

20.IX 13.5X 65.8X 60.2X 13.3X l l . n M X 

< SURVEY - 78B aged 21-25 

Q13 Q14 

15 n 

b c d e f u a b c d a b c d 

4 0 0 1 0 5 16 10 1? 10 46 60 4 3 

X 3 . » O.OX O.OX Q.9X O.OX 4.53； 14.3X 8 J X 15,2X 62.5X 4 1 . U 53.6X 3.6X 2 . U 

X 3.6X O.OX O.OX O . N O.OX 4.5X H . 2 X 8.8X 15.01 61.9X 40.?)； 5 3 . U 3.5X 2.1% 



IVEY� -丨8C aged 26-30 

A9 . 19 
Q2 

C; R E ; 圖 4 6 I 8 9 10 11 12 13 14 15 16 W 丨8 19 20 
:< X a b c a u 

「9。 °�⑶ ” ̂ ux 2.n n!n e.L e.L 丄 23:L 5.5x a.L i.n 28!8x nHx 28jx illx i2.3x o.ox uj. ux 
18.9X 48.9X 2.2U3.3X 5.6t 5.6X U U M X 4.4X UX 1.U 4.4* 23.3X11.U 23.3* 3J.8X 10.0X O.OX 5.6X 6.U 

• I 

：iR V E Y - I 8 C aged 2 6 - 3 0 

Q4 Q5 

, 2 23 24 25 26 11 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
‘ a b c a 0 

n 28 5 15 24 15 8 0 2 55 2 30 2 2 8 6 5 2 5 4 2 49 3 
, \ 3 8 . U 6.81 20.5X 3 2 . « 20.5X 1 U X O.OX 2 . U 1 U X 4 I . U 35.3X 2 9 . U 1 U X 2 9 . U 23.5X 

‘ 6 1 . U 2.2X 33.3X 

( u U R V E Y� -丨 8 C aged 26-30 

Q , . Qjb <38 

44 45 46 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

4 5 丨 。 2 彳 U 1 0 1 5 5 0 1 8 U 2 2 3 3 彳 6 2 2 1 6 3 3 9 2 4 1 0 3 9 I 

5 0 . 0 n i . U 2 3 . U 1 U X 1 . U O.OX I . n 6 I . U O.OX 20.01 1 4 . U 2 4 . n 3.31 3.3X 1 . U UX UAX U.n 10.0X 2 6 . U I 1 . U 43.3X U X 

i U t m m� -丨 8 C aged 26-30 

68 69 10 n n H I 
b C d a b c a b c d a b c d a b c d a b c d X 

64 1 8 29 8 52 22 56 3 W 0 " " 9 彳 H 27 5 10 43 5 

1 . U 8 . N 32.2X 8 . N 5 U X 2 4 . « 62.2X 3 . 3 U M X O.OX 5 4 . N 20.0X 6 . U 彳O.OX K U 80.0* M X 30.0X S . S N I . U 41.81 UX 

32.6X 9.0X 5 8 . n 20.0X 18.9X UX 

'"i SURVEY - m aged 26-30 

Q13 

n n 
b C d e f U a b c d a b c d 

1 1 0 0 0 0 2 9 11 I 62 32 49 5 2 

IX \2.2X O.OX O.OX O.OX O.OX 2.25； 10.OX 12.2X UX 68.9X 35.6X 54.4* 5.6X 2.2X 
IX n,2X O.Ol O.OX O.OX o.ox 2.2X 10.U 12.n I.n 69.36.4X 55.5.U 2.3X 

M i l � 



m • 180 aged 3卜 3 5 
A9.20 

CH REH HEIH Q1 
2 3 4 5 6 丨 8 9 10 12 13 U 15 U W 18 19 20 

X a b c d u 

16 0 ?6 13 33 4 48 15 3 3 19 J 2 8 4 1 20 6 21 34 1 2 2 1 
, 5 2 . n 6.3X n . 2 X 2 3 . U X 4.8* 30.2)； 1 1 . U 3 . 2 X 1 2 . U 6.3X 1 1 . U 3 1 . U 9.5X 33.3X 54.0X 1 1 . U 3.2X 3.2X U X 

1 1 . u 4 3 . n 5.3X 63.2X 19.IX 3 . n 3.9* 25.03； 9.2* 2.6X 10.55； 5.3X 9.2X 2 6 . 丨 J X 2 U U 4 . U 9.2X 2.65； 2JX U X 
i 

IIVEY - 180 aged 31-35 

03 Q4 Q5 

22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
a b c a b 

35 44 28 12 16 26 11 6 2 1 46 5 24 1 3 8 3 8 4 1 2 2 49 3 

, : 5 . 6 X e9.8X U . U 19.0X 2 5 . U 41.3X 1I.5X 9.5X 3.2X 1.6X U l 2 3 . U 61.5X 2 3 . U 61.5X 30.8* LIX 15.4* 
60.SX M X 31.6X 3.9X 

' I R V E Y - 78D aged 31-35 

Qh Q7b Q8 
43 44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

i 35 2 15 11 0 0 1 41 2 16 8 12 3 5 I 4 1 1 10 30 8 16 4 39 5 

I 6 . U 2.6X n . n U . 5 X O.OX O.OX 1.3X ei.8X 2 . 6 U 1 . 1 X 10.5X 15.8X 3.9X 6.6* 1.3t 5.3* 14.5X 13.2* 39.5X 1 0 . 5 X 2 1 . U 5 . 3 U 1 . 3 X 6.6* 

URVEY - 78D aged 31-35 

： Q9b Q9C Q10 川 a m 
68 69 10 n n n u 

b C d a b c a b c d a b c d a b c d a b c d X 
54 5 8 23 8 45 II 52 4 10 2 43 1 1 15 6 13 0 49 11 22 4 15 30 3 

IL lin UX 10.5X 3 0 . » 10.5X 5 9 . N 2 2 . « 6 8 . N 5 . N 13.2X 2.6； 56.6X U . 5 X 1 9 . N W . U O.OX 6 U X 14.5X 2 8 . « 5 . U 1 U X UX 

30.3X I0.5X 59.2X 5 U X \UX lUX 8.0X 

^^'lURVEy� -丨8D aged 31-35 

Q13 <314 
n n 

b c d e f u a b c d a b c d 

9 2 1 1 0 2 ? 8 15 45 36 35 4 0 

‘ 1 U X I M 1 . 3 * 1 . 3 1 O . O X I M 9 . 2 X 10.5)； 19.?)； 5 9 . 2 X 4 1 . 4 * 4 6 . 1 X 5 . 3 X O . O X 

I 11.8X I M 1.3X U X O.OX 2.6* 9.3X 10./X 20.OX 60.OX 48.OX 46.1* 5.3* O.OX 



f¥� -丨8E aged 36-40 A9.21 
Q2 

； R � ； 6 I 8 9 10 11 12 13 U 15 U II 18 20 ^ ^ ^ ^ ^ 

2� 。 ” 丄 1 M X ； U.L 23.L 丄 O.L 丄 9.L。i 33.L UX 23 A 19.0J UX O.L 
3 4 . n 3 4 . n 6.3X 50.0X 12.5X 6.3X 9 . « 15.6X 3 . U O.OX 3.1X U X O.OX 21.9X 3 . U 1 U U U X 12.5X O.Ol O.OJ 3 . U 

VEY� -丨8E aged 36-40 

Q4 Q5 QS 

S 23 24 25 26 21 28 29 3 0 . 3 1 32 33 34 35 36 31 38 39 40 41 42 ^ 
a b c 

0 4 5 1 1 0 15 3 14 0 1 1 0 4 4 2 1 1 16 4 

, 二 " 3 • ； 丄 • 議 • U . U . 0 •� 0.0. 9.U . U 。 • 。 " 減 議 9.U 9 . � 嫌 
4o.9X 3.4* 4J.0* 

• r J Y E Y - ？8E aged 36-40 

M Qlb 卯 
45 仆 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 M 65 66 

r u < 9 3 0 0 0 U 0 10 3 6 2 2 0 1 3 5 10 2 6 4 10 3 

.. o.on2.5U8.n MX o.ot 0.0̂  o.oua.n uni.n 9.« is.et ui o.ô  a.u u.eni.â  iu⑶�

ILJRYEY�-丨8E aged 36-40 

h 二 " ； … 丨 " 丨 … 丨 ； … 丨 “ … 

13 I e 9 I 15 e 18 2 6 0 3 I 3 e 0 18 8 3 4 I 16 4 

29.0111 22.6X 48.451 5MX 9.U 

SURVEY - m aged 36-40 

Q13 Q H 
n 八 , 

b c d e f u a b c d a b c d 

5 1 0 0 0 2 2 9 4 1 ? 1 1 1 5 2 3 

^ ； 15.6* 3 . U O.OX 0.0* O.OX 6.3X 6.3X 2 8 . U 12.5X 53 .U 3 4 . n J6 9X U X UX 
3.2* O.OX O.OX O.OX 6.51 U U 8 . U 1 2 . 5 U 3 . U 3 5 . 5 H 8 . U 6.5X UX 



y - I8F a^ed M l A9.22 
Q2 

RE; 6 I 8 9 10 11 12 13 H 15 IS ” 彳 " & 乜 c d u 

。 3 1 . L 6.L 52!!̂  I8.L 6丄 2丄 1 丄 18.L。i 1 丄 O.L 12.L 0 OJ 50 Ot A UX 0.1�j.『�

3 8 . 5 U 9 . 2 X 3 . 8 X 3 8 . 5 X 1 U X 3.8X 1 5 . N L U X L U X O.OX L U X O.OX 丨.U 1 5 , U O.OX 3 0 . 8 U 0 . 8 X 3.8X 3.8X O.OX O.OX 

.«EY - I8F aged >：41 

Q4 Q5 ^̂  
S 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 ^ 

a b c 

J " 二 。 . “ . “ . “ . L e.L : o.L ] I ’ lo.i. 20.L 20.L 20.L 50.L 20.L ..L D.;、:;二 
34.0% 19.八 4b.A 

] 

/EY - I8F aged >：41 

Q7b 卯 
\\ 44 45 46 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 M 65 56 

M ^ 2 3 0 0 1 12 2 6 1 2 3 0 0 5 0 2 ^ 0 1 2 10 4 

: I . U 0.0无 O.OX UU3.U 3.81 LU 錢 O.Ot 0.0̂ 2客 O.OX O.OUU龙 U⑶.SX U.U 

• : W E Y - I8F aged >：41 

h 二 " ： … ” … 丨 2 … , a b … 

11 t 5 I 3 16 10 10 0 4 2 H 2 5 5 5 1 U 4 9 2 3 I 2 

U U 9 . n 2 6 . n i U U ⑴ U U U l G . D ⑷ I I . U = J"；^ ；：'；； ； : 3 . 8 U ⑶� ^ 了.了⑶⑶！：；： 

26.n \\M 61.55； 53.8* UX 

^•/JRVEY� -丨8F aged 

QI3 Q H 

n 
b c d e f u a b c d a b c d 

2 I 1 0 1 1 1 9 2 1 4 8 1 3 1 2 

)V l.n UX UX UX UX ux ux 3Ui l.n mx mx so.oj ux i n 
丨 3 . 8 X 3.8X O.OX 3.8X 3.8X 3.8X 34.6X I . U 53.8X 33.3X 54.2X U X 8.3* 

iMM^ . 



EY - iniu lale aged (： 20 A9 2 3 

Q2 

"；，"；a , e « 10 n . u u 丨5 -e 彳丨 

RVEY - I I M 8 A nale aged (- 20 

Q6 

J ! „ . » n . . . 30 3, ！I b c ” 34 35 3e 3, 38 . . ^ 

I二」,“ 二； ： 二; 0.1 ：二 二.>“.二,》.“.“.“,“ 二.、:。.： 

•m 

rjv,URVEY - n M 8 A rale aged <= 20 

, « « « « . . e, » M » H “ 1； eo . . “ H . 

> , A , 0 . 0 3 , . A 0 , 0 0 . 0 0 . . 3 0 3 0 

. e u n u n u n M , o.« o.o, o.ono.ons.nunu,� 。•《 o.o, o.ous.anuuo.o, o.ouo.c, o.o, 

J1 SURVEY _ i m u nale aged <= 20 

… 二 " ； " " 。 ： … … … … 

, , , , , , • . e 0 1 0 ^ ‘ ‘ » » ‘ ‘ ‘ ̂  ° ° ^ ‘ 

• 丨• 。.“.》二二二 ；•；：。.。—".,• 0,0.赚二 
i6.n le.n ee.u le.ix le.n o.ux 

:L SURVEY - IIAIBA nale aged 《：20 

Q13 

15 n 
a b c d e f y a b c d a b c d 

* 0 0 0 0 0 1 1 0 0 5 3 2 1 0 

. • U 0 . 0 . 0 . 0 . O.Ot O . O t 。 . 0 " U " U X 0.0* 0 OJ 83 3J 50.0X 3 3 . n u . n 0.01 

0.0* O.OX O.OX O.OX O.OX n.n n.n o.ox o.ox 8ux 50.0x u.u o.ot 

mm^ 



I 

RVEY - IIBJ8A fenale aged (： 20 A 9 • 2 4 

02 
TCH REH HEIH Q1 二 

, 2 3 4 5 6 I 8 9 10 11 12 13 14 15 16 U 18 19 2J ^ ^ ^ ^ ^ 

,1 0 21 11 2 0 10 2 0 1 3 1 0 0 0 1 2 0 5 5 2 0 0 0 

:、： 20 Ot O . O U O O . O X 20.0X O.OX 丨O.OX 30.0X 10.0X O.OX O.OX O.OX 10.0X 20.0X O.OX 50.0X 50.0* 20.0X O.OX O.OJ O.OJ 

5 2 . n 9.5X 0.0* 4I.6X 9.5t O.OX 4.8\ 1 U X 4.8X O.OX O.OX O.OX U X 9.5X O.OX 23.8X 23.8X 9.5X O.OX O.OX O.OX 

iiiURVEY - J]B?8A female aged <: 20 

04 Q5 Q6 

I 23 24 25 26 21 28 29 3 0 ; 31 32 33 34 35 36 31 38 39 <0 41 42 
a b c a D 

i 5 4 2 2 0 2 1 o ' 1 8 0 13 0 3 6 1 1 3 1 1 0 t2 2 

, 4 0 . 0 X 50.0X 40.0X 20.0X 20.0； 0.0^ 20.0X lO.Ot O.OJ 10.0X O.Ol 2 U X M . 5 X 9 . U 9.11 2I.3X 9 . U O.OX 
； 38.U O.OX 61.9X "I 

m 

H b SURVEY - l i m fenale aged <: 20 

07» Q7b <38 

4； u 45 4$ 41 48 49 50 51 52 53 5< 55 56 51 58 59 eo 61 62 63 65 66 

I 

U 3 5 3 3 0 0 6 0 4 I 6 0 0 1 2 5 3 I 3 3 1 9 0 

S , 66.1* 1 U X 23.8X H . 3 X U . 3 X O.OX O.OX 28.6* O.OX 19.0X 33.3* lUX O.OX O.OX U X 9.5* 23.8X H . 3 X 33.3X U . 3 * 14.3X 4 . 8 U 2 . 9 X O.OX 

1̂11 SURVEY - m m fenale aged <： 20 

Q 9 b Q 9 C Q 1 0 Q l j a m ；̂； 

68 69 10 n n ” 
b c d a b c a b c d a b c d a b c d a b c d X 

U 0 3 I 1 13 5 U 2 3 0 16 2 3 0 2 0 II 2 10 2 2 5 6 

U.n UX 1 4 . N 33.3X 4.8X 6 1 . « 23.8X 66.7X L U X O.OX U . 2 X 9.5X 14.3X O.OX 9.5X O . O U U X U U U X 9.5X 23.8X lUX 
3 3 . 3 X 4 . 8 U 1 . 9 X I 6 . 2 X 9 . 5 X H . 3 X O . O X 2 8 . 6 X 

. S U R V E Y - m m female aged <： 20 

Q13 QH 
i 15 n 

a b c d 8 f u a b c d a b c d 

4 j 0 0 0 0 0 2 2 3 U 5 15 1 0 
n 4.8X 0.0* O.OX O.OX O.OX O.OX U X 9.5)； 14.3J； 6 6 . 2 3 . 8 X 11.4X 4.8X O.OX 

n i M 0.0* 0.0* O.OX O.OX O.OX 9.5X 9.5X l U X 6 U X 23.8X 11.4* U X O.OX 



〒  m s  n a 一 e  a g e d  2 1 - 2 5  A 9 . 2  5  

一 ， 3  j 。 ； … ： ： ： 一 3  H  .  .  二  一 ： ： ； … ：  

= 。 = ^ ^ ^ ^ ^ ^  

1 9 . 2  二  2 . 6 X  3 - 8  二  1 . 二  5 . U  0 - 0 X  0 . S  3 8 - 5 X  5 . 1 X  2 . 6 X  2 . 6 X  I k  0 . S  6 . U  2 . 6  二  9 - 2  二  3 . 6 x l o - n  1 . 3 》  

I 二 V E Y .  I 1 M 8 B  n a l e  a g e d  2 1 - 2 5  

； 一  . . . . . 2 8  .  3 。 3 1  S  ！ !  .  3 5  3 e  3 1  3 8  .  .  .  ！ 一  .  

a  b  C  

二 - 。 . ” ； 』 二  。 . ： 」 s t 〈 “ ；  

J O • 访 I I  a - s  

蘿
 

0  

I  j R V £ Y  -  J M J 8 B  n a l e  a g e d  2 1 - 2 5  

幻 一 秦 秦  二  秦  S  .  二  5 0  竺 s i  5 3  M  5 5  二  5 8  i o  .  .  二  ̂ ^  s  访 彷  

. 一 ： 二  ：  ：  ：  1 2  U  1  ：  i  1 。 1 3  一 - =  一 】 -

二 U 》 S  i s  s  一 U 二 5 s  5  s  l - n  5  s  

I  

、 、  

i h  二 U R V E Y  •  二 M 8 B  n a l e  a g e d  2 1  丨 2 -

: :  

！ ! _  一 一  .  2 0  ！ ！  .  二  一 3  8  一 一  1  H  ! 1  

二 S  一  S . S S  一 s g g i  E 一 . 3  一 一 一 一  j .  一 一 一 I s  U E t  g  一  j 一 一 ;  

〒  S U R V E Y  -  m a l e  a g e d  2 1 - 2 5  

I  

7 5  -  H  1 1 1 - 1 1 1 1  

1  3  0  0  0  0  3  U  :  : 8  3 9  2  0  

一 <  3  8 1  0  s  O . O l  o . s  O . O X  3 . 8 X  1 M X  6 . U  1 6 . u  6 0 . 3 X  §  5 0 . S  2  一 一  0  

- 一  0  “  • 。 . 云  3 S . U  s  •  



VEY - 118188 female aged 21-25 2 6 

Q2 

， R E ; ， ^ ！� E� I� 8� 9� 10� II� 12� 13� H� 15� 16� U� 18� 19� 20� ^� ^� ^� ^� ^�

n� 0� 19� 3� 1� 2 ? 1 2 1 0 2 5 5 8 10 6 0 0 2 

：� 23.51� 38.2X� 0 . 0 U 5 . U� 8.8X� 2.9X� 5.9X� 20.6X� 2 . n�U X�2 . n�O.OX 5.9* M . U U . U 23.5X 2 9 . U \1M UX O.OX 5.9* 
> 

J V E Y - N B I S B fenale aged 21-25 

Q4 Q5 
A 23 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 

‘ a b c 

q 3 7 8 5 2 0 1 20 2 12 1 2 4 2 3 4 0 3 1 18 1 

’ Jm : 二 11.L�2丄 3D.« 丨9.n� I.U�0.0.� 25.0.� 50.0.�25.0X�31.5.� 50.01。.0:t�31.5.� 12.5.� ^�
58.8X� 5 . n� 35.3X 仏 # 

uilRVEY - 7?B78B female aged 21-25 

Qjb Q8 

44 45 46 48 , 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

26 10 II 6 2 0 0 U 1 8 8 11 0 3 1 3 10 9 19 n 20 e 11 0 

, 5 0 . 0 X U . e X 5 . n 0.0* 0.0* 2.9X 2 3 . » 23.5X 3 2 . « O.OX 8.8X 2 . n 聽� 5 U U 2 . U 随� l U t 0 . 0 !�

- ?/BI8B fenale aged 21-25 

Q9b Q9C QIO Qlja m ^ 

… b " 丨 … 丨 " 丨 … 丨 ： … 丨 丨 b …�

21 0 8 2 4 21 6 23 0 6 1 2 1 4 1 2 3 0 2 3 8 1 0 1 6 I I 2 

. I 9 . n 0.0^ 23.5^ 5 . n l l . n e u * O . O V I I . e ^ 2 . 9 U 1 . 8 n i . 8 U 0 . 6 t 0 . 0 U U U 3 . 5 U 9 . U 5 0 . 0 * 
U X 1 2 . U 8 U X 6 U X 丨丨JUOJX� 5.9X ' ' ' ' 

I 

'Hi SURVEY - I?B?8B fenale aged 21-25 

Q13 <314 
?5 n 

b C d 8 f U a b c d a b c d 

1 0 0 1 0 2 2 5 4 23 8 21 2 3 

X 2n UX O.OX 2 . « O.OX 5 . n 5 . « l U X \\M 61 . 6X 23.�55；� 61.8X� 5.9X UX 
% 2.n O.OX O.OX 2 . n o.ox h.n 5.9x u.n \\m ej.ex 23.5x ei.sx mx 



IVEY - lunc B a l e aged 26-30 A9 .21 

Q2 
:CH REH HETH Ql ,, ,, 

, 2 3 4 5 6 I 8 9 10 11 12 13 U 15 U 11 18 19 20 ^ ^ ^ ^ ^ 

。55� 2；� 2� 3 丨 ； 2� J 丨；、�丄丄�1。丄 2 2 . L 丄� i� 1 丄 UX I . L 5.0X 

,� 2丨.3二� 3�el�lux�U  ̂ 隱� Ut� 5.5t 1.3* U* 3.6X I6.U 鋪 . U 錢� O.Ot�5.5̂�3.61�

I 

MIIRVEY�-�m m�nale� aged� 26-30�

Q4 Q5 QS 

“ S 23 U 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 ^ 
a b c 

丄 I .L O.L 2.L “ 二 13丄"•；； J " 丄 6丄 ^ " 3丄1 3丄 二 丄 
50.91� i.oX 43.04 

麵 

URVEY�- lUnc nale aged 26-30 

Q8 
45 46 48 49 50 51 ‘ 53 54 55 56 51 58 59 60 61 62 63 64 65 65 

30 8 II 8 1 0 I 3e 0 11 I H 2 3 1 4 U 9 18 I 16 9 25 I 

J •錢 錢� UX� 0.0̂�U H U l� O U U ⑶ . U M� 5.5̂�UX� U U U X�IMn^.U 12.U�29.U�1HUU⑶ . U�

if SURVEY - mm B a l e aged 26-30 

… 、 " ： … ' ” … … 、 … 
36� 1� 5� 20� 6� 28� 12 3] 2 9 0 28 10 11 5 5 0 46 3 16 4 4 26 1 

U X u n e . n l o . n 5 o . n 2 1 . 8 U i . 3 x u . n 0 . 0 ^ s o . n i s . n 2 0 . 0 X 9 u 9 . u o . o t u u u i u x u * 
31.ox II.U 51.« 51.9X 18.5X 20.4*�9.35；� ‘�

SURVEY�- lUnc nale aged 26-30 

Q13 Q H 

n n 

i b c d e f U a b c d a b c d 

I 9 0 0 0 0 1 I 9 3 36 21 30 2 2 

o u s . u 0.0* O.OX O.OX O.OX \.n n,n l e . u 5.5x 65.5x 54.5x ux ux 
ot 1 6 . U 0.0* O.OX O.OX O.OX u x 1 2 . U 1 M X 5.5X 65.5X 38.2X UM 3.6X UX 

m^ 



- H B I S C fenale aged 26-30 

A9 . z B 

[CH REH HEIH Q1 , ” 
2 3 4 5 6 / 8 9 to 11 12 13 14 15 16 1/ 18 19 20 

‘ X a b c d u 

35 0 35 2 18 0 26 1 3 3 I 0 1 2 0 2 12 ? 8 16 3 0 2 4 

5 4 5 X O . O X lUX 3 . 0 X 9 . N 9 . U 2 1 . 2 X 0 . 0 \ 3 . O X 6 . U O . O X 6 . U 3 6 . 4 1 2 1 . 2 X 2 4 . 2 X 4 8 . 5 X 9 . U O . O X U J M 2 . U 

5 1 . U O.OX N . 3 1 2 . n 8.6X 20.0X O.OX 2 . n 5 . U O.OX 5 . U 34.3X lUX 2 2 . n 4 5 . U 8.6X O.OX 5 . U 1 1 . U 

nI R V E Y - mm female aged 26-30 

03 Q4 Q5 
, 2 2 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 

a b c ^ ^ 

,5 25 13 I 6 ? 9 5 0 1 2? 1 6 0 0 2 2 0 1 1 2 0 19 1 

«】45.5X I5.8t 3 9 . U 3.0X 18.2X 2 U X 2I.3X 15.2X� O.OX：�3.0X� O.OX 0.0*100.0X100.0X O.OX 50.0X� 5 0 . 0川 O . O X� O.OX�

， n.n 2.9X \i.n 
I 

iv, URVEY - ？/BI8C fenale aged 26-30 

Q7. Q7b 卯 

43 45 46 41 48 49 50 51 52 53 54 55 56 51 58 69 60 61 62 63 64 65 66 

15 2 10 8 0 0 , 0 19 0 J 6 8 1 0 0 2 8 I 15 2 8 1 13 0 

UX lUX 22.9X O.OX O.OX O . O U U X O.OX 20.0X 1 I . U IIM 2 J X O.OX O.OX UX 22.9X 20.0X 42.9* UX IIM IMilAX O.OX 

i M SURVEY - ？1BI8C fenale aged 26-30 

Q9b Q9C Q10 u n a m 
68 69 10 n n J 73 

b c d a b c a b c d a b c d a b c 0 a b c d X 

28 0 3 9 2 24 10 19 1 8 0 21 8 6 1 4 1 26 4 11 1 6 U 4 

• ；� 80.0X� O.OX� 8.6X 2UX UX� 68.6X� 28.6X 54.3X 2.9* 2 2 . n O.OX eO.OX 22.9* U . U IM l U X M H U X� 1丨.《 2M� 1 I . U 48.6X \UX 

25.?X UX 68.6X 58.3X ll.lX 1 U X 2.8X 

'丨丨丨�SURVEY�- I?B?8C fenale aged 26-30 

QI3 Q14 
?5 n 

b C d e f u a b c d a b c d 

2 0 0 0 0 1 2 2 4 26 11 19 3 0 

i 

It 5.U O.OX O.OX O.OX O.OX 2.n UX 11.n N.3X 31.« 54.3X B.6\ O.OX 
N 5 . A 0.0* O.OT O.OL O.OX 2 . « 5.9X 5 . N W . N LE.SX 33.3X� 5J.63； 9 . N O.OX 



；EV� -�IIAI80�nale�aged�31-35� A9�•�29�
I 

I Q2 

；RE;，Q丨�6� r� … a� I�n� .� n� H� . . 丨 丨 " " “ b e " 

° ” 二 I /b x 二 J L s L 5 . n 3|!L l . n 3. L I丄丄 I . l n i 丄 3 3 ” 3 " 4 i l 3 / u 2 .L M J 2 .L 

, 仏丨二� l:!uuS!uS 二 錢� e..�3.2.�9.U�ut�

VEY�- ? I M 8 D nale aged 31-35 

04 Q5 Q6 
. . . 21 28 . 30 31 32 33 35 3e 31 38 39 40 41 . ^ 

a b c 
I 

iitiRVEY - IIAIBD nale aged 31-35 

；̂； 44 45 . . 48 . 50 51 ‘！ 53 54 55 56 . 58 S eO ei 62 仍 

2 … 2 7 0 … … “ “ “ “ 8 2 … … " 

• 旧I�0.0.�0.0.�M U M I� U .�U .� U 仏 

'Mi;URYEy - I M I 8 D nale aged 31-35 

… ： b “ ； … 丨 ” … … … … 

, , 5 « II " � “ 4 » “ S� 1 丨 “ “ “ “ 

, 丨 . 二 二 ；.;广《 ⑷丨爲：：；； 
21.n�n.n�5 9 . 5 了 . u� u.ex�m m�

J !� SURVEY�- ? 1 M 8 0 nale aged 31-35 

Q13 

?5 n 

I b c d e f u a b c d a b c d 

f 8 2 0 1 0 1 5 6 12 38 28 31 3 0 

1 2 . » 3.2X 0.0* U X O.OX 1.6* 8 . U 1 9 . U 二� =� U X�0�OX�

8t� I 2 . n� 3.2X�O.Ot� U X� O.OX�U X� 8.2X� 9.8X� 1 9 . n 62.3* 50.0X U X O.OX 



(EY - IIBI80 female aged 31-35 A 9 • 3 0 

Q2 

2 ，‘！ e I 8 9 10 11 12 13 M 15 le I I b c d u 

“ 。 2 ； o.Ĵ �ee.u 25.L�oi。.丨*。.iu5丄 e i i f i . ' u a.n 25.!x 58.L e.L 33.U mx o oj 丨.j丨丨.丨丨 ux 

：� 28.61�O�OX� 5 I . U 2 1 . U� O.Ol� O.OX� O . O U I . U 0.0* 1 U X U U U U O . O X 丨.U 2 8 . 6 U 2 . « O.OX 丨.U 丨�J X� O.OX�

I I 

f.^VEY - ??BI80 fenale aged 31-35 

Q4 Q5 

！I� 23�U� 25�26�21�28�29�30�31�32� 33 34 35 36 31 38 39 40 41 42 ^ 

a b c 

. u u u u t . L 丄 “ 0.L a.L。i ： 二 ： 二 。 。 _ . ; " 。 . “ “ “ • . ! " 。 丄 “ “ ： 丄 
50.0X 14.J* JS.f* 

( U R Y E Y - IIBI80 fenale aged 31-35 

Q8 

；̂；�u 45 46 . 48 49 50 51 ‘！�53 54 55 51 58 59 60 61 62 63 M 

I 0 3 4 0 0 1 8 0 4 3 3 2 2 0 1 2 2 4 3 4 1 I I 

薦。抓議� 0.0.�0.0.�i . i n i . u 。 . 謹 " ⑷ u " 一 •丨.uium3"_ 聽丨.議丨.U�
I • 

m m m� -�IIBISO female aged 31-35 

. . . . C . C . ‘： . C . ‘： . 0 . a . C . . 

,3 0 0 5 0 8 5 S 0 2 . 8 2 4 0 2 0 1 0 ' 2 3 0 . 6 0 

• 0.0, ».««.« ..OUKinMU.,. ' . 丨 二 II 歸 謹 0.0； 
4 2 . « O.OX 5 1 . U 5 1 . U H . 3 X 28.6X 0.0* 

“：SURVEY�-�H B I S O fenale aged 31-35 
I 

Q13 Q H 

15 n 

b c d e f U a b c d a b c d 

1 0 1 0 0 1 2 2 3 1 8 4 1 0 

].\X O.OX lAX O.OX 0.0* M X�H.35； \UX 2UX� 50.05；�5 1 . U lUX� U X�0�OJ�
M X� O.OX L\X 0.0* O.OX I . U \UX U . 3 * 2 1 . U 50.0X 61 .6X 30.8X hlX O.OX 



(VEY - IIAISEiF nale aged >：�36 A9 31 

丨 e ;� R E ; ， Q ; 6 7 8 9� 1 。 " 彳 2� 13 14 15 16 II 18 丨 9�S� “�

^ X a b c d u 

, , 0 45 15 U 2 22 6 2 6 ? 4 0 4 2 2 10 0 12 14 4 1 0 1 
‘ I U X U X J U X 20.0X U X 20.0X 23.31 13.3X O.OX 13.3X U X UX 33.3X O . O H O . O U U X 13.3X 3.3* O.OX . X 

‘ 33.3X31.II 4.U 48.n 13.3X 4.n 13.3\ 15.6X 8.9X O.OX 8.9X 4.U 4.n 22.2X O.OUUUUX 8.n 2_2X O.OX 2.2X 

JRVEY - IIAIBEiF Dale aged >：�36�

(34 Q5 
！J 23 2 4 2 5 2 6 2 1 ‘ 2 8 2 9 3 0 3 1 32 33 34 35 36 3 1 3 8 39 4 0 4 1 

a b c a ° 

. u I 4 6 I 5 2 1 0 20 6 19 1 1 3 2 8 8 4 2 0 24 I 

. J n se.n • 脑 随 •� •� e.u o.o* e.n e.u 20.0X 13.31 • 53.3̂  lUx mi 
44.n 13.3X 42.2!ll 5JJX iti.D* 

•jnURVEY - ?MI8ESF rale aged >：�36�

Qlb Q8 
44 45 46 41 48 49 50 51 52 53 54 55 56 57 58 59 60 61 62 63 65 65 

16 e 9 6 0 0 1 23 H 3 4 5 0 0 3 1 4 10 1 9 4 H I 

,35.» 13.n 20.0̂  13.3X O.Ot O.Ol 2.2U1.U 2.2ni.U 6.n S.nil.U o.ot O.OX 6.U 2.21 22.2̂  2.2UG.« 31.U • 

• —•>、 

m�SURVEY�- immf nale aged >：�36�

Q3C OtO , Qtja� Oil； 

… b … 丨 " 丨 … 丨 2 … 山 … 

20� 2� 8� 15� I� 22� 15� 21� 0� I� 2� 25� 3� 11� 6� 9� 1� 21� 9� 9� 6� 8� 11� 2�

u^�ii.sna.n�i5.6U8.n�33.3He.n� o.oi� u.et 4.n 55.6. e.u 2Ut u 3j 20.0t ̂ .̂ uo.ouo.ouo.ô  13.3. ii.eni.ê  Ln 
34.U 15.n 5Q.0X 55.6X 6.U 2UX 13. 

；SURVEY�- inimf nale aged >：�36�

Q13 QH 
15 n 

I b c d 8 f u a b c d a b c d 

I 6 丨 丨� 0� 1� 2 丨� 16� 5� 23 14 25 2 3 

n 13.3* 2.2* 2.2X O.OX 2.2X UX 2.2X 35.6X 11.U 51.U 31.U 55.6X UX 
\UX 2.31 2.3* O.OX 2M UX UX 35.6X 11.U 51.U 31.8X 56.BX 4.5X MX 



I�iRVEY�- ？iBiSEiF feiiale age >：36�
A9 • 3 2 

JCH� m HETH Qi 
、 2 3 4 5 6 ？ 8 9 10 11 12 13 14 15 16 \1 18 19 20 

^ ^ X a b c d u 

13 0 13 6 2 1 4 1 1 1 1 0 0 0 0 0 1 1 1 4 1 0 0 0 

lUX 14.3X 5 1 . U \U% 14.3X 14.3X 14.3X O.OX O.OX O.OX O.OX O.OX 14.3X I4.3X 14.3X 5 1 . U 14.3)；� O.OX� O.OX� O.OX�

46.2X 1 5 . « l.n 30.81 1.1% 1.1% 1.1% hlX O.OX O.OX O.OX O.OX O.OX I . U 丨.U LIX 30.8X hlX O.OX O.OX O.OS 
I 

I； jrvEY - IIBISEiF fenale age >：36�

53 Q4 Q5 
22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 <0 41 42 

a b c a ° 

5 4 4 0 1 1 2 0 0 0 4 2 1 0 2 0 0 1 0 0 1 1 4 2 

, 4 1 n 33.31 33.3X O.OX 8.3X 8.3X U.U O.OX O.OX O.OX 0 . 0川 O . O X� O.OX� O.OX 50.0X� O . O X� O.OX� 50.0X� 50.0X�
‘� 30.8X�15.U�53.8X� 30.8X 丨MX�

' m m m - J?B?8ESF fenale age >：36� :�

I�

43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

8 2 2 0 0 0 0 6 1 2 1 4 0 2 0 3 2 3 4 1 4 2 6 0 

, ) e u x 1 5 . « 1 5 . n O.OX O.OX O.OX O . O U U l 丨 彳 5 . « ？ . ? V 3 0 . 8 * 0.0* 1 5 . U O.OX 2 3 . U 1 5 . U 2 3 . U 30.81 h l X 30.8X 15.4V 46.2X O.OX 

SURVEY - HBIBE i F fenale age >：36�

Qgb Q9C Q10 Qlla Qllb Q12 
68 69 10 n n n H 

b c d a b c a b c d a b c d a b c d a b c d X 

9 0 3 1 3 9 1 1 2 3 0 8 2 1 2 2 0 1 3 3 0 2 6 4 

；69.2X� O.OX�2 3 . U LIX 2 3 . U 69.2X hlX 53.8X 1 5 . « 2 3 . U O.OX 6 U X 15.4X hlX 1 5 . U 1 5 . n O.OX 53.8X 2 3 . U 2 3 . U O.OX 1 5 . n 4 6 . n 30.8J 

l . n 23.1X 69.2X 61.5X 1 5 . U I.IX 1 5 . « 30.8X 

‘SURVEY - n B 7 8 U F fenale age >:36 

Q13 Q H 

n n 
b c d e f u a b c d a b c d 

1 1 0 0 0 1 2 2 1 8 5 3 1 2 

* in 丨.u�O.OX� O.OX� O.OX nx 15.4X U . U nx 6I.5X 3 8 . 2 3 . u in 1 5 . n 

* J.1X LIX O.OX O.OX O.OX in 1 5 . U 1 5 . « in 61.5X 45.5J[ 27.3X 9 . U 18.2X 

^ 一 



“ m salary (:J5’000 A9 . 33 
Q2 

I 5 6 I 8 9 1 0 1 1 1 2 1 3 1 4 1 5 1 6 I I 1 8 1 9 2 0 
X a b c d u 

n 52 II 15 1 25 3 1 1 10 2 1 1 1 ^ 8 2 15 12 6 1 1 1 

4 2 « 2 9 X lUX UX 2 . 9 X 2 . 9 \ 2 8 . 6 X 5 . 1 1 2.93； 2 . 9 X 2 . 9 X 2 2 . 9 * 5 . I X 4 2 . 9 X 3 4 . 3 X I I . U 2 J X 2 . 9 X 2 . X 

32.IX 28'.8X I . n 4 8 . U 5.8X I . n 1.95； 19.2X 3.8X 1.9X 1 . « U X U X 1 5 . « 3.8X 28.8X 2 3 . U 1 1 .5X U X U X U X 

- m salary (=$5,000 

Q4 Q5 

23 24 25 26 21 28 29 30 31 32 33 34 35 36 3T 38 39 40 41 42 
a b c a D 

J. 11 1 2 4 3 3 0 1 2 6 4 2 2 1 6 9 3 T I 2 3 0 2 6 4 

68 6X 3 U l 2 . n 5 . n 8.6X O.Ot 5.9X 35.3X 52.9X 1 U X 4 U X 4 U X 1 U X O.OX 

50.05； LIX 42.3X ^O.OX LJX 

If - 了salary <=$5,000 

Q7b 
45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

1 2 1 8 9 3 0 0 2 3 0 1 1 I I 1 1 3 2 1 1 1 3 1 2 2 1 3 U 7 2 3 1 

3 U * 5.8X O.OX O.OX 44.2：� O.OX� 21.2X 32.ini.2t� 5.8X� 3.8X� 25.0X� 23.�1X 1 5 . « 25.0X 1 3 . W U . 2 X I . n 

EY - m salary (--$5,000 -

Q9b Q9C QIO m Q；； 
68� 69� 10� n� M�

b c d a b c a b c d a b c d a b c d a b c d X 

3 2 11 13 9 28 U 33 3 9 0 40 6 I 0 5 1 39 6 12 2 8 25 12 

！� 3 . 8 U 1 . 2 X� 25.0X� 11.31� 53.8X� 2 6 . n� 63.5X� 5 . 8 n i . 3 X� O.OX� I M n i . 5 X� 13.5X� O.OX� U X U U 5 . « 1 U U U X 23 jX 

26.0X 18.0X 56.0X 11.3X 13.2X O.OX 

/EY - m salary <=$5,000 

Q13 QH 
n n 

b c d 8 f U a b c d a b c d 

；2 0 0 1 0 5 4 3 4 .41 14 33 3 2 

• I J l O.OX O.OX 1.9X O.OX 9.6X M X 5.8X UX UM� 26.95；�63.5J；� 5.8X� U X�
-1.8：� O.OX� O.OX� O.OX� U X J,n S.SX I . n n.SX 2 6 . « 63.5X 5 . M 3.8X 



m salary $5,001-10,000 
A9. 34 

REH HETH Ql ^̂  
3 4 5 6 I 8 9 10 11 12 13 H 15 16 \1 18 19 20 
^ X a b c d u 

0 1 13 22 61 3 68 10 4 6 21 8 5 9 4 5 20 8 30 42 9 3 4 9 

61 OX U U U X l U X UX 6.6X 29.IX 8.8X 5.5X 9.9X U X� 5.53；�22.03；� 8.8X� 33.OX 4$.2X U X 3.3X U% 9.9X 

19.5X 54.0X l,n 60.2X 8.8X 3.5X 5.3X 23.9* lAX� 8.03；�3.51 UX�II.IX lAX�26.5X�37.2X�8.0X UX�3.5X�8.0： 

-� I9B salary )5,001-10,000 

Q4 Q5 

23 24 25 26 11 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
a b c 这 

59� 31� 16� 28� 36� 23� 16� 0� 3 /O 3 38 3 4 9 5 9 6 5 5 3 63 5 

J5 8X 40.IX \1M 30.8X 3 U X 25.3X O.OX 3.3X 彳3.6X� 18.2X 4Q.9X 2 2 . U 4Q.9X 2I.3X 21,IX 2 2 . U 13.6X 
61.9X 2,n 33.6X ".83； 4.4； 

；it' - J9B salary 001-10,000 

Q?b W 
44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

19 34 21 4 0 1 63 2 22 21 22 4 e 2 I 21 16 53 16 38 18 46 6 

u n e . S X 30.1X IS.ex 3.5X O.OX O J U U X 1.8X 19.5X I8.6X 19.5X� 3.5：� 5.3X� 1.8X� 6.2X� 18.6X� U . 2 X 46.9J； \UX�33.63；�15.9X 4 0 . n� 5.33； 

.3-: 丫�-丨9B salary $5，001-10，000 ？ 

Q9b Q9C Q10 Qlla Qllb n̂ 

68 69 10 n n , 
) c d a b c a b c d a b c d a b c d a b c d x 

I 4 11 31 9 N 29 ?2 1 22 2 68 14 21 8 II 2 19 14 36 6 19 44 4 

: ; J X 3.5X 9 . n V A X 8.QX 62.8X 25.IX 63.1* 19.5X 1 .8X 60.2X 1 2 . « 18.6X 丨 . U 15.031 U U U 3 M 2 . « 3 U X 5.3)； 16.8J； 38.9X 3.5X 

2 U X� 8 . n 64.05；� 61.35；�12.6J；�18.9X hlX 

EY�-�I9B salary $5,001-10,000 

Q13 Q14 

15 16 
' b c d 6 f u a b c d a b c d 

= 5 0 0 0 0 4 10 1 1 13 18 46 55 ? 4 

• 0 . 0； O . O X O . O X Q . O X 3 . 5 X 8 . 8 X H L X 1 1 . 5 3 1 6 9 . O X 4 0 . I X 4 8 . I X 6.25； 3.53； 

乡O.OX� O.OX� O.OX� O.OX� 3.6X� 8.9X� 9.8X� 11.6X� 69.6X 41.IX 49.IX 6.3X 3.6X 



m salary $10,001-20,000 A9.3 5 

REM HEIH Q1 
. 4 5 6 1 8 9 10 1 1 12 13 U 15 16 H 18 19 20 

X a b c a ii 

„ 0 77 12 31 2 49 9 3 8 14 6 2 8 2 6 20 10 14 39 8 1 2 1 
56 n 3 . U ？5.n� 13.8X 4.6X 12.3X 21.5X 9.2X 3 . U 12.3X 3 . U 9.2X 30.8X 1 5 . U 21.5X 60.0X� 12.35；� U X 3 , U 1. X 

15.6X ^UX 2.6X 63.6X W.lX 3 J U 0 . U 1 8 . 2 X IM 2.6* 1 0 . «� 2 . 6 3 ； 丨 2 U X� 13.0X� 1 8 . 2 U 0 . 6 X� 1.31� 2.6X� U X�

：.-J9C salary $10,001-20,000 

Q4 Q5 

23 24 25 26 11 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 

a b c ^ ° 

n 29 4 12 19 12 4 1 2 « 4 26 1 1 8 3 6 3 2 4 1 50 4 

n 4 U X U X 18.5X 29.2X 18.51 6.2X 1.5X 3 . U 8.3X 8.3X 25.0X 50.0X 25.0X 1 U X� 33.3； 

‘� 5 9 . n h.ix� 33.85； 

II�-�I9C salary $10,001-20,000 

Qlb Q8 

44 45 46 41 48 49 50 51 52 53 54 55 56 5T 58 59 60 61 62 63 64 65 66 

3 15 10 0 0 1 54 3 IS 6 18 2 1 0 9 10 10 26 10 18 5 40 ? 

I ； 3 . « 19.5X 13.0X O.OX O.OX U U O . U� 3.9；�20.8X IM� 2 3 . U� 2.6X� U X� O.OX W.lX 13.0X 13.0X 33.8X 13.0X 2 3 . « 6.5t 5 1 . « 9.1X 

- J9C salary $ 1 0 , 0 0 1 - 2 0 , 0 0 0 " 

Q9b 09C Q10 Qlla Q丨丨丨 
68� 69� 10� n� 72� n� M�

, C d a b c a b c d a b c d a b c d a b c d X 

2 9 19 5 54 21 44 4 12 3 41 16 13 I 13 0 55 9 19 3 12 41 1 

U I X l U X 2Ul UX l O . U 2I.3X 5 I . U 15.6X 3 . n 53.2X 20.8X 16.9X 9 . U 1 6 J X UX lUX U.IX 2 U X 3 . n 53.2X U X 

24.4： 5 . « 69.2X 53.2X 20.8X 1 6 . n 9 . U 

EY - I9C salary $10,001-20,000 

m Q14 
n n 

b C d 6 f Ii a b c d a b c d 

• 9 1 2 0 0 1 1 1 1 1 10 45 35 36 4 1 

- n 1.3X 2.6X O.OX O.OX U X 14.3X 14.3X 13.OX 5 8 . n 45.55； 46.8X 5.2X 1 .3X 
- n 2.6t O.OX O.OX \ , n 14.3X 14.3X 13.0)；�58. 4X 4 6 . U 4 1 . « 5.3)；�U X�



, - 1 9 0 salary $ 2 0 , 0 0 1 - 3 0 , 0 0 0 

‘ A9.36 

- R E H HEIH Ql 

3 4 5 6 I 8 9 10 11 12 13 U 15 16 U 18 19 20 
X a b c d u 

0 32 4 14 4 22 4 2 1 10 2 0 1 0 1 7 2 9 14 5 0 1 ! 

50.OX U . n U M U . 3 X I . U 3.6X 3 5 . U l.\% O.OX� 3.6J；� O.OX 3.6)；�25.OX� M X�3 2 . U� 50.0X� U M� O.OX� 3.6X� 3.6X�

N M 4 3 . 8 T 1 2 . 5 X 6 8 . 8 X 1 2 . 5 * 6.33； 3 . I X 3 1 . 3 1 6 . 3 X O . O X 3 . U O . O X 3 . U 2 1 . « 6 . 3 X 2 8 . N 43.83； 1 5 . 6 X O . O X 3.15； 3 . U 

•ij� - I9D salary $ 2 0 , 0 0 1 - 3 0 , 0 0 0 

Q4 Q5 M 

23 24 25 26 11 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
a b c a b 

了 I 5 U 6 1 1 0 1 1 0 0 0 2 0 1 0 1 1 2 I I 1 

. n i . n� 25.0X� 25.0X \1M 4 6 . n 2 1 . « 3.6X 3.6X� 0.0；� O.OX� O.OX� 50.0X� O.OX� 25.0X� O.OX� 25.0X� 25.0X 50.QX 

65.61 3 . U 31.3X " . I X 3 . U 

: : Y - H D salary 1 2 0 , 0 0 1 - 3 0 , 0 0 0 

Qlb Q8 

！ 44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

, 2 8 I 0 0 0 18 1 9 2 4 1 1 0 1 5 8 15 4 9 2 8 5 

、！丨X 6.3X 25.0X 2 1 . « 0.0* O.OX O.OX 56.3X 3 . U 2 8 . U 6.3X 12.5X 3 . U 3 . 1X O.OX 3 . U 15.6X 25.0； 46.9X 12.5X 2 8 . U U X 25.0X 1 5 . « 

EY - 190 salary J 2 0 , 0 0 1 - 3 0 , 0 0 0 -

i Q9b Q9C Q10 川�a� ^^�
68� 59� 10� n� n� U� n�

l b c d a b c a b c d a b c d a b c d a b c d X 

• 0 1 6 10 6 16 4 22 1 6 1 1 1 6 8 I 6 0 20 6 11 2 6 10 2 

：>：5X� 3 . U� 1 8 . 8 n U X� 18.8X 50.QX 12.5X 68.8X 3 . U 18.8X 3 . U� 18.8；�25.0X� 2 U X� 18.8X� O.OX� 62.5X� 18.8X 3 4 . « 6.3X 18.8X 31.3X U X 

3 1 . n 18.8X 50.0X 3 4 . n 18.8X 25.0X 2 1 . n 戈 

/EV - 190 salary $ 2 0 , 0 0 1 - 3 0 , 0 0 0 

Q13 <314 
15 16 

b c d e f u a b c d a b c d 

」 0 0 1� 1 1 2� 7 了 彳 6�U 0 1 

‘ . n� O.OX� O.OX� 3 . U�3 . U�3.IX� 6.35； 1 \ M 21.9* 50.0X 43.8X 50.01 O.OX 3.IX 

” . n 0.051 O.OX 3 . U 3 . U 3 . U 6.3X 21.9X 2 1 . n 50.0X 45.23；�51.6X� O.OX� 3.2X�

— 



URYEY - I9E salary 丨>:30，001�
A8 . 37 

AICH� REH HETH Ql 
2 3 4 5 6 I 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X a b c d u 

28 0 28 10 8 1 13 4 2 3 8 2 1 2 1 1 8 1 6 9 3 1 0 1 

4 4 . N 5 . 6 X n.n n.n 1 1 . 1 X 1 6 . N HA% 1 1 . U 5 . 6 X 1 1 . U 5.EX 5 . 6 U U X 5.6X 3 3 . 3 X 50.OX n.n 5.6X O.OX 5 . 6 * 
3 5 . U 28.6X 3.65； 4 6 . U 14.3X l.\X 10.13； UM I . I X 3.61 lAX 3.6X 3.6X UM 3.6X 2 1 . n 32.13； 10.JX 3.6X O.OX 3.6X 

. i 

I 4 S U R V E Y - I9E salary $>=30,001 

Q3 Q4 Q5 

22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 
a b c a b 

8 n 了� 3� 6� 5 4 0 1 0 12 3 13 0 0 1 1 4 4 0 1 0 U 4 

HAX 6 1 . U 38.9X 16.IX 33.3X 21.8X� 22.23；� O.OX� 5.6X� O.OX� O.OX� O.OX� 10.0X� 10.03； 40.0)； 40.0X O.OX� 10.03；� O.OX�
4 2 . « 1 0 . U 4 6 . « 50.01 14.3X 

,如� SURVEY�-�I9E salary $>=30,001 

QJa Qlb 98 
43 44 45 46 4i 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

10 3 6 3 0 0 1 U 0 I 3 I 2 4 0 0 1 0 3 1 6 0 U 2 

: i 3 5 . n 1 0 . n 2 1 . n l o . n o . o x o . o x i n e o . / x o . o x 2 5 . o x i o . ? x 2 5 . O X 丨 . u i u x u x o . o x 3 . « u x l o . i x u x 2 1 . n u % s o . o x i . n 

:‘ ： S U R V E Y�-�J9E salary )>：30,001 " 

Q9b Q9C Q10 Ql1a < 3 m <312 

68 69 JO n 12 u u 

b c d a b c a b c d a b c d a b c d a b c d x 

.ij 1 5 10 5 13 8 16 1 3 0 10 4 10 4 2 1 20 5 ? 5 4 10 2 

丨no.u� 3.61 U.n U.IX� U . n 4 6 . n 28.6X 5 T . U 3.6X 10.JX O.OX 35.IX 14,3X� 35.15； 14.3X 丨.U UX 1 1 . « 1I.9X 25.0X UM 14.3X 35.1)；� I . U�

35.IX \l.n 3 5 . 7 U U U 5 . 7 X 1 U X 了.U�

•� .�SURVEY�-�m salary $>:30，00彳 

013 Q14 

?5 16 
a b c d e f u a b c d a b c d 

6 ? 3 0 0 0 0 3 n 2 11 13 13 1 1 -

U 25.OX 10.JX O.OX O.OX O.OX O.OX 10.JX 39.3X J.1X� 39.35； 4 6 . « 4 6 . U� 3.63；� 3.6X�

U� 25.OX� 10.JX� O.OX� O.OX� O.OX� O.OX� 11.IX 4 0 . J . U 40.IX 46.4* 4 6 . U 3.6X 3.6X 



-J9F non-vorking 
A9.3 8 

m HklH Q1 
• ； 4 5 6 1 8 9 10 11 12 13 14 15 16 1? 18 19 20 

^ X a b c d y 

Q 5j 20 15 1 29 5 0 0 16 1 1 0 0 0 1 2 10 20 6 3 0 0 
40 5X 2 n I8.U 13.5X O.OX 0.0U3.2X I.IX l.lX O.Ot O.OX O.OX 1,1% 5.U�21.05； 54.1X16.25；�8.IX� 0.0；�O.OX�

35JX 26'.3X 1.8X 50JX UX O.OX O.OX 28.U UX� 1.85；�O.OX�O.OX�O.OX�1.8X�3.5X 11.5)；�35.U�10.5X�5.3X�0.05；�O.OX�

i / - I9P non-«orking 

Q4 Q5 

23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 4 1 « 
a b c ^ ° 

28 16 I 8 10 3 0 0 2 31 2 1? 3 6 10 2 2 5 2 3 4 31 3 

J n . n i u x i 8 . n 2 u x a . u o . o x o . o x s . u i 5 . o x 3 0 . 0 1 s o . o x l o . o x l o . o x 2 5 . O X l o . o x u . o x 2 0 . 0 x 

U . n 3.5X29.811 5.3X 

、tY�-�I9F non-vorking 

a Qlb 卯 
3 44 45 46 4 1 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

6 8 13 10 3 0 0 28 2 8 5 1 1 1 1 2 5 9 1 1 24 9 19 8 24 5 

-nU.OX 22.8X 1J.5X 5.3X O.OX O.OX 49.1X 3.5X U.OX 8.8X 19.3X UX UX 3.5X 8.8X 15.8X 19.3X 42.U 15.3X� 33.3；�H.Ot 42.1X 8.81 

/EY - I9F non-'iiorking „ 

I Q9b Q9C QIO Qtla m Q；； 
1� 68� 69� n� n� J 了3� d�
： b c d a b c a b c d a b c d a b c d a b c d A 

0 5 15 8 34 1 1 38 2 J 1 39 6 9 4 6 Q 41 9 23 i 8 21 10 

. O . O S 8.8X 26.3nUX 5MS 19.3̂  66.U 3.5S 12.3X U^ 68.n 10.5̂  15.8X I.OS 10.55 O.OUUX 15.3S 40.n U U U X 3US 1I.5X 
5 9 , 5 1 . 1 0 . 3 S 15.5X 

• ^lYEY - I9F n o n - w r k i n g 

Q13 QU 
n n 

b C d e f u a b c d a b c d 

2 0 0 0 0 2 8 4 n 35 18 34 3 0 

•3.5X O.OX O.OX O.OX O.OX 3.5X 14.OX I.OX 19.61.4* 31.6X 59.6X 5.3X O.OX 
•3.5* O.OX O.OX O.OX O.OX 3.5* 13.8X 6.9X�19.05；�60.3X�32.IX�61.8X�5.5X�O.OX�

mmtt —_ 



. - I 9 U no salary information A8 . 39 

Q? 
nru UCTll Q1 

‘ ‘ 4 5 6 I 8 9 10 11 12 13 M 15 16 \1 18 19 20 
X a b c G u 

n 4 3 0 0 1 1 0 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 

O.OX O.OXlOO.OtlOO.OX O.OX O.OX O.OX O.OX O.OX O.Ol O.OX O.OX O.OX 0.0̂100.01 O.OX O.OX OOJ O.OJ ox 
J 5 . 0 X 0 0 1 O . O X 2 5 . 0 S 2 5 . 0 X O .OX O .OX O . O X 0 . 0 ^ O .OS O .OX O .OX O . O t O . O X O .OX 2 5 . 0 S O . O X O . O X O . O X O . O S 0 .05 

I - I9U BO salary information 

Q4 Q5 Q6 
23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 41 42 

a b c 

n Q 0 1 1 0 0 0 0 0 0 4 0 0 0 0 2 1 1 0 0 3 0 

‘ O.OX 0.0X100.ox U.DX 

.,Y - I9U no salary information 

I Qlb 
, 4 4 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 M 65 66 

3 0 0 0 0 0 0 1 0 3 0 0 0 0 0 0 2 1 2 0 0 0 1 0 

、1�OX�O.OX�O.OS�O.OX�O.OX�O.OX� O.Ol� 25.0X�O.OX�I5.0X�O.Ol�O.OX�O.OX�O.Ol�O.OX�O.OX�50.0X�25.0t�50.0X�O.Ol�O.OS�O.OX�25.0X�O.Oi�

.'EY - I9U no salary infornation -

58 59 10 1 1 ？� h� …�

b c d a b c a b c d a b c d a b c d a b C d A 

3 0 1 1 1 2 0 4 0 0 0 4 0 0 0 0 0 ^ 0 0 0 0 ^ 0 

U i 0.0̂  25.0r25.0X 25.0̂  50.0̂  0.0̂.100.0̂  0.0̂  0.0̂, O.Q̂IOQ.Ô �0.0；� 0.0̂�0.0̂�0.0̂ 川Q.QX Q』！� .̂OX�0.0̂�0.0̂100.01�0�0̂ �

25.0X25.0̂ �50.0̂� UX�

•� .� IVEY�-�190� no salary information 

Q13 Q U 

15 16 
b c d e f u a b c d a b c d 
0 0 0 0 0 0 0 2 1 1 1 2 0 1 

. O . O X 0.0； 0.05 O.OX O.OX O.OX O.OX 50.ox 25.05； 25.OX 25.01 50.OX 0 . 0 X 2 5 . O X 

•� O.OX� O.OX� 0.0：� O.OX� O.OX� O.OX 0.0\ 50.ox� 25.05；�25.OJ� 25.OS� 50.05；� O.OX� 25.0； 



L SUSVty - 30A secondary education 

A8 . 40 
SAICH REH HETH QI ^^ 

,0 2 3 4 5 6 / 8 9 10 11 12 13 14 15 16 11 18 19 20 
X a b c d y 

il 161 0 161 49 了0 4 85 4 11 25 n 丨� 9� 6 丨�22� 1�1 43 59 11 4 3 fj 
,8 59.3X 3 . n U M 1 4 . U 3.4\ 9.3X 2 1 . 9 . 3 X 5 . « I M� 5.15；� 5.9X� 18.6X� 9.3X� 3 6 . n� 50.0X� 9.3X 3 , U 2.5X� 5.1： 

j X� 2 9 . 3 U 1 . 9 X� 50.9；�10.25；� 2 . n�6.6X� 15.OX� 6.6X LIX 5 . n�3.65； 4.25 13.2?；� 6.6X� 25.15；�35.351� 6.6X� 2 . n�1.3X ]M 

IL SURVEY - 80A secondary education 

Q3 Q4 Q5 
21 22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
u a b c 3 b 

1 59 jj 43 13 31 32 22 17 1 2 86 12 66 4 14 21 9 16 II 9 9 5 81 12 
丨.8X�50.OX�65.36.U�11.OX�26.21.IX�18.6X�1UX�0.8X \.1% 8.2X 28.42 .n 18.n 32.U 3UX 18.n 18.U 10.2X 

51.55； l.n 3 9 . 5 X ^ ^ . U 1 . 2 5 

\IL SURVEY - 80A secondary education 

QIa Qlb Q8 
43 44 45 46 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 55 66 

c 

52 101 22 25 5 0 丨� n� 3� 33� 30 丨� 5� 2� 12� 32 21� 6J 21 49 22 66 6 

I . U 60.5X 13.2X 21.5X 15.OX 3.0J O.OX 0.6? 43.15；� 1.8X 19.8* 22.2X 18.0X 4.2X� 3.0；� 1.25；� J.2X� 19.25；�16.25； 4 0 . U 1 6 . 2 9 . 3 X 13.2X 39. 5)1� 3.6戈 

AIL SURVEY - 80A secondary education 

Q9a Q9b Q9c Q10 QUa Q̂ b Q12 
6J 68 69 10 n 72 73 

a b c d a b c a b c d a b c d a b c d a b c d x 

30 111 6 24 44 17 103 38 108 6 29 1 122 16 24 4 22 2 116 26 50 1 29 69 21 

I8.0X 6 6 . 3 . 5 X 1 4 . U 26.3! l 1 0 . 2 X 6 1 . I X 22 . 83： H . I X 3 .6* I I . U 1 .2； 1 3 . 1 * 9 .6X H . n 2 . 4 X 1 3 . 2 ? 1 . 2 U U X 1 U X 29.9X U X U . U 

26.10.n 6 2 . 1 3 . 5 X 9.6X 14.5X 2.n 12. 

M I L SURVEY - 80A secondary education 

Q13 Q14 
J5 U 

a b c d e f u a b c d a b c d 

UO 5 I 2 0 0 丨�15� 13 14 123 59 84 1 1 8 

I I . i X 3.OX 0.65； 1.25； 0 . 0 ! O.OX L I X 9 . 0 1 J .8X 8 . n U . l X 35.35； 50.3X 6 .6X 4.83； 

18.3)； 3.OX 0 .6X 1 . 2 S O.OX O.OX 4 .2X 9 . I X ？.9X 8 .5X J4.55； 36 .4* 51.95； 6 .8X 4 .9X 



• I U R V U - m IIIIIVBR5IIY/IIIMYY« ^ U U U L I U M 

Q2 A9.41 
_ 刷� _ Ql 4 ‘ ,, n u U IR 17 1R IQ 20 

2 3 4 5 6 I 8 9 10 11 12 13 14 15 16 II 18 丨 " ； & b c d u 

I … ° … 8 0 8 122 18 ； ； 丄 丄�A 3丄 3丄 

‘� 

SURVEY�-�80B university/college education 

, , Q4 Q5 ^^ 

22 23 24 25 21 28 29 30 31 32 33 34 35 36 31 38 40 ^ 
a b c 

丨客 64.2.61 仏lU�

j L SURVEY - 808 university/college education 

Qll) Q8 
44 il 48 50 51 52 53 54 55 56 51 58 59 60 61 52 S3 65 

；! , 24 48 35 5. 0 2 130 5 43 16 43 6 9 3 29 31 11 21 18 88 20 

12.n 2UX 18.0̂  2.6̂  O.OX U U U !� 22.2；� 22.2t�3.U�UX� Ul�UlMUX 錢 • 錢 客 

IL SURVEY - 80B yniversity/college education 

… 0 1 0 Q”丨 Q丨； ”； 

… " … 6 ; … ” … 丨 ； … a� b …�

21� U 3 4 23 53 26 115 49 120 e 29 5 89 36 26 26 2 U 1 23 58 U 28 85 9 
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。 ° . . ° sĝ ĵ .3 I 0 Sx 6 IX 13 n 20.0X O.OX 20.L O.OX 20.0X 33.3X S.lx 13.L SfillX U% UX UX UX 

-3-:y - 831 teachers 

Q5 

！ 23 24 25 2e 2 1 28 29 30 31 32 33 34 35 36 31 3B 4 1 ^ 
a b c 

… 1 1 fi. 1 2 0 0 1 1 0 4 0 0 0 0 0 0 0 0 0 1 1 0 

；;;"。.:"丄丄 J " 丄 J . 13.3. 0.0.� ERR� ERR� ERR� ERR�E.� ERR� E. •。.以客 
, 13.U.QX It).II 
ft 

代Y - 831 teachers 

Q7K Q8 

S 45 48 49 50 51 52 53 54 55 56 51 58 59 60 52 63 64 55 SS 

麵 

M 1 5 2 0 0 0 9 0 4 3 5 2 2 0 0 1 e e 1 5 3 12 0 

了 脑 , U 3 3 . n 1 3 . 3 . O.OX U U O . O X 0 . 0 U U U U U 3 . 3 文 旧 太 1 3 . 3 ! 0.0玄 U m O U O . O t 3 3 . 3 m 0 U 0 . 0 戈 0 . 0 ! 

“ 1 : RVEY • 83T teachers , 

5 1 2 ^ 0 11 6 8 0 4 0 9 3 ^ 0 3 0 9 2 5 1 3 4 1 

•� 6 滅 議 。 . 嶋 。 • ” 二 二 广 薩 “ 攝 赚 U ；:J�
26.15�O.OX U.n� 56.3X 18.8X�25.OX�0.05； 

' P U R V E Y - 83T teachers 

013 
15 

b C d e f U a b c d a b c d 

1 0 0 0 0 0 0 2 3 10 3 9 2 0 

: n x O O X 0 ox O . O t o . o x o . o x o . o x 1 3 . 3 X 20.0X 6 6 . n 20.05； 60.0X 13.35； O .OX 

‘ U X o'.ot O.OX O.OX O.OX O . O X O . O X 13.3X 2 0 . 0 U U U 1 . U 6 U X l U X O.OX 



a - JJO miscellaneous profession 
A9.53 

Q2 

！�RE;� 6� I� 8� 9� 10� 11� 12� 13� U� 15� 16� II� 18� 19� 20�
I� i�  ̂ ' X a b c d u 

, . . , 9 0 8 2 1 0 4 2 1 1 1 0 3 1 1 3 2 0 0 1 
I了� a 64.3X� 0.0；� 5I.1X� U.3X�I.U�U U U X�U.3X�I.U�I.U�I.U� O.Ot� 21.U�I.U 50.0U1.« H.n 0�0；�MX�I.U�

U.6X 52.« O.OX 4I.ni1.8X 5.9X O.OX 23.5X11.8X 5.« 5.« 5.9X O.OX 1?.6X iUX�11.6X11.8：�O.OX�O.OX�5.9X�

.[VEY - 830 niscellaneous profession 

04 Q5 
； 2 3 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 ^ 

a b c 

3 i . 5 4 2 0 0 8 1 8 0 0 1 0 2 0 0 0 0 9 1 

• nuiLsLs.luS.S^ 35.n28.« lUX 0.0̂ � 0.0；� U龙� O.OX� 33.3X�U U U l� O.OX�O.OX�O.OX�O.Ot�
^ 4?.IX 5.9X 41.U 亿M�

i)JRVEY - 830 niscellaneous profession 

gg 

45 46 41 43 49 50 51 53 54 55 56 51 58 59 60 61 62 63 65 66 

, 3 5 3 0 0 0 1 1 2 0 4 0 1 0 1 3 3 8 3 5 1 4 2 

6UnUX35.3ni.«�0.0戈�0.0客�O.OHUX�U m U X� O.OX� 23.51� O.Ot� O.OX� ⑶.SH了.U� 5.9U3.5J�

v； i�JURYEY - 830 niscellaneous profession 

卯�b� ĴO Q 丨;； ？4 

b c D a B c a b c d a D c u d u 

12 0 1 3 1 12 5 8 2 2 1 9 2 5 1 3 0 1 1 4 1 0 I 3 1 

18.8X� 6.35；� 15.051� 5 2 . 9 n U X 29.4X� b J； 

1 SURVEY�-�830 niscellaneous profession 

Q13 Q14 
15 

. b c d 8 f u a b c d a b c d 

I 1 0 1 0 0 3 2 3 2 10 6 I 2 2 
n 5.n O.OX 5.n O.OX O.OX \1M\\M \1M\\M SS.SX 35.3X 41.2X11.8X 11.8X 
n 5.n O.OX 5.n o.ot o.ox li.ex ii.ax \im n.ax�58.83；�35.3：� n.sx wm 



w - 33H housewives 
‘ A 9 . 5 4 

Q2 
REH HEIH Q1 ,, ,, 

3 I 5 6 I 8 9 10 11 12 13 14 15 16 11 18 ！9�20�
^ X a D C a li 

„ , , n n 0 0 0 0 Q 0 0 0 0 0 0 0 0 0 0 0 0 0 
m m ER ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR ERR 

1 随 ： ： ： O Qt : : 0.0. 0.0. 0.0. O.Ot O.OX O.Ot� 0.0：� 0.0：� O.Ot� O.Ot « 0.0. O.OX O.Ot 

EY - 83H housewives 

Q4 Q5 

； 2 3 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 ^ 
a b c 

：』ER：�ER：�E；�ER：� ER!�ER! E/R O.Loi.；� ol�oi ..L ..luoi 
Q.UK bU.UX 4U.U* 

• m - 83H house^iives 

Qlb Q3 
44 « 41 48 49 50 51 52 53 54 55 56 51 58 59 60 51 52 63 54 

^ 1 1 0 0 0 0 1 0 1 0 0 0 1 0 3 0 0 1 0 3 0 3 1 

. o . O I 20.0! 20.0X O.OX O.OX O.OX O.OX 20.0；�O.Ot� 20.0X� O.Ot� O.OX 0.0̂  20.0̂  0.0̂  60.0：�O.OX� 0.01 2Q.0X O.OX eO.O^ O.OX 60.0X� 20.0客 

lilRVEY� -� 83H housewives 

m m Q 彳。 二 

h 二 " ： … … 二 … 

4 0 0 2 1 2 0 4 0 1 0 5 0 0 0 0 0 5 0 1 0 0 4 2 

40.QX 20.0X 40.0X 1Q0.0X .̂OX O.OX 

：朴I 丨IMEY� -�83H house\(iYes 

Q13 n n 
b c d e f u a b c d a b c d 

0 0 0 0 0 1 0 0 1 4 0 0 1 1 

1 i 0 OX 0 ox O.OX O.OX O.OX 20.0X O.OX O.OX 20.0X 80.0X O.OX� 0.05；� 20.0X� 20.0X�
1 ；� O.OX� O.OX� O.OX� 0.0：� O.OX� 20.ox� O.OX� O.OX� 20.0X� 80.ox� O.OX� O.OX 50.0)；� 50.01�



, - 3 3 H S R housewives i retired 
‘ A9.55 

Q2 
1 REH HEIH QI ,, ,, ,, .. 川 

3 4 5 6 I 8 9 10 11 12 13 U 15 16 II ^̂  19 20 ^ ^ ^ ^ ^ 

n , c n 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
。 6� 6� err�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR�ERR� ERR�

^OO.Ot 二�U X� O�OX� O.OX�O.OX�O.OX�0.0^�0.0^�O.OX�O.OX�O.Ot�0.0：� 0.0：� O.OX�0.0^�0.0：� O.OX « O.OX « 

J - 83H&R housewives i retired 

Q4 Q5 
23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 ^ 

a b c 

E.；� ER：�eh!�ER! E/R�ER；�ER： E/H ^ ^ ^ ^ o l J n J n s J n J n J n e J n u n a . L 

U.uX 00.I* di. 

； - 83H&R housewives S retired 

Qjt) Q8 

3 46 41 48 50 51 52 53 55 56 51 58 59 60 61 U 63 64 65 66 

5 1 1 0 0 0 0 2 0 1 0 0 1 1 0 3 0 0 1 0 3 0 3 2 

. 3 " 6 . 議� O.OX�•� O.OX� O.OX� 33.31 劃.U� O.Ot 議 O . O X� 50.0：� O.OX�O.OX 。 • 議 嶋 鳩 

/EY - 83HiR housewives I r e t i r e t 

09C Q丨。 Q丨丨丨� 9丨；丨 QJ 
… d b e b c d 乂� b c d 了 ;�b c d 了 :�b c d 

, 0 0 3 1 2 1 ^ 0 1 0 6 0 0 0 0 0 6 0 1 0 0 5 2 

50.0X 1 U X 33.3X 刚 O . O H� O.OX�

::RVEY�- 83H&R housewives i retired 

Q13 QU 
15 n 

b C d 6 f U a b c d a b c d 

0 0 0 0 0 1 0 0 1 5 0 1 1 1 

I. o.oi 0 OJ O.OX O.OX O.OJ 1 6 . n o.ox O.OX 1 6 . n 83.3x O.OX 1 6 . n 1 6 . n 1 6 . n 
O.OJ O.Ql O.OX O.OX O.OX 16.IX O.OX O.OX 1 6 . U 83.31 O.OX 33.3X 33.3X 33.3X 



Y - 33U no i n f o r m a t i o n a b o u t p r o f e s s i o n A9.56 
Q2 

；REH HETH Ql , , . . 川 
‘ 3 4 5 6 I 8 9 10 11 12 13 14 15 16 W 18 19 20 

J ，� J " X a b c d 

0 5 1 0 1 0 0 1 0 0 2 0 1 I 1 0 0 1 ^ 

i 8 12.5X O.OX 12.5X� 0.。!�12.5X�O.OX�Ml�•。.。!̂ 彳2.5：̂�8I.5X�12�5X� O.OX�O.OX�12� 12�;;�
50.0X lux UX� 31.3X� UX� O.OX� 6.3；� 0.0：�O.OX�6.31�0.0：� O.Ol� 12.5X� O.OX 43.8；�6.U�O.OX�O.OX�6.3X�U无 

EY�-�83U� no infornation about profession 

Q4 Q5 

！;�23 24 25 26 21 28 29 30 31 32 33 3i 35 36 31 38 39 40 41 4 丨� ^�
a� b c 

, , , n 3 2 0 1 0 Q 5 2 9 0 1 4 2 . 3 1 4 1 0 8 1 

丄 二 二 細 議 I� 0.0. Q 〜 … 口 赚 議 細 " 劃 攝 〜 
3 1 . 3 X 1 2 . 0 0 . 

i�

jIVEY� -�830�no information about profession 

QJ 
44 45 46 48 50 51 53 54 55 56 51 58 59 50 51 52 63 M 65 66 

, 2 6 1 0 0 1 1 0 1 ^ 0 1 1 0 0 1 1 4 3 3 3 1 0 

0.0. O.OX U U U X U U U U U : 0.0. 5.3.� 0.0；� 0.0； • 錢 錢 錢 聽� 0』太 

\0 IRYEY - 33U no infornation aboutjrofession 

… , … " 丨 丨 … ” … … … 

, 0 2 3 3 10 i n 0 0 1 12 2 2 0 2 1 11 2 3 1 1 8 1 

18.8X 18.8)；�62.5X 75.« 12.5X 12.5X O.OX 

^'•iURYEY - 830 no infornation about profession 

Q13 QH 
15 

b c d e f u a b c d a b c d 

2 0 0 0 0 1 0 3 3 10 3 8 3 2 

.12.5* 0.0)；�O.OX�O.OX�O.OX�UX� O.OX�18.8X�18.8X� 62.5X�18.8X� 50.0X�18.8X \1M 
,；nM�O.OX�O.OX�O.OX�O.OX�ux� O.OX�18.8X�18.8X� 62.5X 18.8)；�50.0X�18.8X�12.5X�



SVEV�-� h”�used ？lail-order�
A9 . 57 

ICH� m� HEIH Ql 
2 3 i 5 丨� 0� 7 ？� 9� 10� n� 13 14 15 U 17 18 19 20 
‘ X a b c ^ II 

2J5 0 2/5 0 150 1 2 20/ 36 12 19 85 21 10 21 8 17 64 25 69 m 37 9 8 '3 
54.5；� i.n�6J13U5S�J.6X�3.6̂�1 . 6 . 2 X� 23.25.15； 49.13.5* 3.3X 2.n Ln 

0.0\ 54.5̂  4.4̂  1 5 . 1 3 . M U O . n 1.6̂  IM� 2.95； L2X�23.3：̂�9.1̂�25.U 49.13.53；�3.3̂�2.9̂ �

-JRVEY�- '5 has used mail-order 

Q3 Q4 Q5 
-22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3J 38 39 40 41 42 
" a b c a b 

150 194 107 37 62 88 24 3 了�m� 3� 70� 2� 2� 5� 5� 5 4 3 3 1 165 10 
, 5 4 . 5 U 0 . 5 U 8 . n i 3 . 5 X 22 .5n2.0n8.55； LIX 2.5^ ERR ERR ERR ERR ERR ERR ERR ERR ERR 

了 1 . U 2 5 . 6 0 . 0 % 3.6i 

( 

i. iiRVEV - '5 ha5 used mail-order 

Q/a 07b Q8 
43 ^ i5 46 4/ 48 49 50 51 52 53 54 55 56 57 58 59 60 61 62 e3 f,4 65 

149 ]] n 51 9 0 0 丨�63 J� 50� 53� 9� 8� 3� U 48 46 1 18 40 19 32 121 11 

： 1 3 . 5 ^ 22.18.3.3\ O.QS 0.01 5 9 . U . 2 U 1 . U� 3.33；�2.n�I.U�5.U�II.16.n 4 2 . 2 3 . U 11.46.U专 

'-'oURVEY - 1 has used ̂ ail-order .̂  

m Q9c QIO QUa Qllb Q12 
5?, 69 10 11 ” U U 

b c d a b c a b c d a b c d a b c d a b c d x 

202 9 3I 11 2D 172 12 1/0 9 48 4 151 I2 53 23 W 3 188 42 16 49 110 15 

Jl'̂X in 13.̂ S.rn UUfJ》丨‘5U7. 15,3̂  1. 1UUU5.3H1 ..U�UU7.3UM、�
2 8 , 1 5 . 1 9 , . n 8.a� 、‘、�

''-SURVEY - "5 has used mail-order 

Q13 Q14 Q15 Q16 Qll Q18 丨川 PEH _ PEH 
J5 u U n U 80 81 82 83 U 

b c d ^ f u a b c d a b c ct 

30 3 1 2 1 1 1 3 1 3& 3J 丨�70� 115� m� 9� 5� 215� 215� 215� 215� 215� 0� 2�15� 21�

"•丨i.n� o.n 0./̂  o.n d.ô  11.3̂  n.i\ 1 3 . 5 2 . 3 . 3 1 ; un 
’i 10.n I.U o.n o.n o.n U?；化35；�U.U 13.5U2,OU2.U SUX 3.35S 

m^一 



⑶ H� - ] l \ v e r Y l i k e l y t o u s e m a i l - o r d e r 
A9 . 58 

[CH REM MEIH Q1� ⑴�
1� 3 \ 5 h 1 8 Q II) 11 13 Ii 15 If, 17 18 19 20 

‘ X a b c . '1 

0 2 12 13 114 1 1 1 53 22 1 2 1 0 68 11 (丨�18� I� 1�2� 52� 22 104 34 I 2 
‘‘ 51.n 5.5X J L n 11.U 5.OS 3 4 . 3 . 0 ^� 9.0《3.5S� 5.0!̂� 26.U�11.U�21.U�52.35； W.U 3.5̂  3.0\ 

6.U 53.81 12.2% 10.n 5.J* 4.n 32.U 8.0̂  8.5̂  3.31 24.10.n 19.85̂  49.U 16.0̂  3.31 2.8̂  3.8̂  

：-riRVEy - 32A very likely to use iiail-order 

Q3 Q4 Q5 
：；22 23 24 25 25 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 

a b c a b . 

HQ 150 8? 31 41 M 37 21 2 J 212 0 0 5 3 9 4 7 8 & 3 4 UO 10 
59.8% /5.4\ iin 15.n�23.61；�32.18.6̂�10.6S5 1.0% 3.51 38.23.U 69.n 30.8̂  53.85̂  38.5% 23.U 30.81 

100.Q.0\ 0.0̂  

U R V E y - 3 2 A v e r y l ikelv t o use Mil-order 

Qja O'b 

43 44 45 46 41 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 f.3 64 65 66 

1 15 25 67 39 3 0 0 124 6 3D 丨 丨� 2� 9 34 34 89 29 oJ 22 95 13 

：；54.11.8$ 31.18.n 3.8̂  O.OX 0.0$ 58.5̂  21.n H.2S�22.65；�3.35； 3.3?�0.95； 4.2X 16.le.O'i 42.OX 13.U 31.5̂  10.41 44.6.U 

、 

iViMJRVEY�-�32A very likely to use pi 1-order 

二 Q9b Q9c QIO Qlla Qllb m 
n 69 70 J1 12 73 U 

b c d a b c a b c d a t) c d a b c d a D c ci x 

U,0 & 24 54 19 128 58 131 I 32 3 114 34 21 33 2 131 36 63 U 83 11 
.15.2.8^ 11.30.^ iÔ  60,n 21.n 15.U 9.n n� 29J《� U、�

30.3', 9.0̂  60.71 53.16,2^.1% 

‘‘jUfiVEy - 32A very lUely to use mail-order 

Q13 Q14 QU m QU m Q19 REH Q20 REH 
j5 16 11 n 19 80 81 82 83 84 

b c d e f u a b c d a b c d 

22 3 0 1 1 8 2 5 23 35 128 91 105 6 I 212 212 212 212 212 0 212 14 

10.n O.m�0.55；�0.55； 3.3% 11.8̂� 10.85；� 60.n 45.49.Sit 2.85̂  
1 0 . n 0.0* 0.5X 0.5* 3.831 11.85! 1 0 . n 1 6 . 6 0 . U 46.2^� 50.05； 2 M \M 



,:•!：.,), -�I；.'.丨i。i,: i Iv no?n rm ‘ I 
“ A9.59 

iir̂  呼丨叩H Ql 1)2 
： ；� i� 5� t ； ？� 9� 10� 11� 12 丨J 14 16 丨7�18� 19� 20�

<� a� b c d 

-•；04 0 204 39 94 10 1 25 23 1 1 4 50 1 3 3 1 5 4 ！3 38 18 48 85 24 1 5 

：� U . n 4 . 2 ^� 8.55；�3 0 . J . n� 2 . n 丨.9$ 2 3 . 0 U i 3 J U g . U 3 . 0 ^ 
] 19.n 46.ij^ 61.31 n.3̂  U M 7.U 2.0̂  6.45；�18.6̂�8.8̂ U M 41.11.8̂  ]A% 2St�2.5； 

；SURVEY�- 42A usually�o卩en dwil 

Oi Ql Q5 奶 

22� 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 12 
a b c i b 

85 125 21 3& 51 23 19 2 5 丨 5� 57� 3� 5� 22� 8 14 1Q 9 丨 4 204 1 
51.n.SX 40.SX 16.n 21.30.n 13.n 1 丨 3 . 0 ^� l.n�12.56�. 45；�20.55̂�35.9̂� 25.6̂� 23.U�11.n�10.�

5 8 . 2 . 5 ^ 21.91； 100- 0 ^ 

H�SURVEY�- 42A usually ooen drnail 

Q / a Q ( b Q B 
43 44 45 46 41 48 49 50 51 52 53 54 55 56 51 58 59 60 61 &2 &3 d4 65 H 

105 26 6 1 35 5 0 0 1 4 41 25 3J i 5 2 15 34 33 33 28 13 

5 53.n 12.U 2.5S 0.0̂  O.OX 58,2.QJ 20.U 12.3'. 18.U 2.0̂  1.01 16.U 16.40.n 13.7̂  32.n 

E SIJRVET - m u s u a l l y o p e n dfiiaiL 

Q 9 b Q 9 c Q 1 0 Q l l a Qllt) Q 1 2 
59 10 n 12 n li 

b c d a b c a b c d a b c d a b c d a b c •] 

u? 20 ？1� 110� 1�3�1� 2� 32� 5� 116 11� 21 1� U1� 30� 50� 13� 39� 53�

).yi M.n ̂ i.oi i.ox 15.n 55,n li.a 20.!̂  10.3̂  1.0̂  69.u us 

’.SiJRVEV - ili iisuaily open dnail 

Q13 Q14 Q15 Q「5 QII Q18 m REH Q20 KEH 
15 u 11 n 19 ?0 81 32 ？3 ？4 

1 b c d e f 'J a b c d a b c d 

1 ] ^ 1 0 6 28 21 32 124 81 104 8 1 204 20^ 204 204 20^ 0 2 0 1 18 

！‘； in.]\ I.in 1].?̂； 10.60,8^；� 51.3.n�1.0̂ �
n� 1 0 . 3 ^ 1 , 5 1 I . O V 0 . 5 ? O . m� 3.05； n . / i 10.15.65； 6 0 . 5 * 4 3 . 5 1 . / I 4 . 0 ^ l . m 



- ysiiallv d o n o t o o e n dinalt … 
A 9 . 6 0 

U C H R E H H E I H Q l 
2 3 d 5 6 ； 8 9 10 11 12 13 U 15 16 W 18 19 2 0 

X 1 b c d u 

•• 91 0 21 I I 3 1 I 3 1 2 1 3 0 2 0 1 3 0 6 3 1 1 0 I 
“ 3 0 . 1 0 . 0 \ l O . O T 3 0 . m 1 0 . m 2 0 . o x 1 0 . o x 3 0 . o x o . o x 2 0 . o x o . o x 1 0 . o x 3 0 . O . O * 6 0 . 0 ) 1 3 0 . o x 1 0 , o x 1 0 . 0 \ O.OX 1 0 . 0 ^ 

52.« 14.4.85 33.14.3* 4.8X�9.55； 4.8S 14.0.0? 9.5$ O.OX U U U X 0.0\�28.61； I4.3t 4.8$ 4.8X O.O* 4.85 

. . 1 URVEY - 42B u s u a l l y d o not open d n a i l 

Q3 Q4 Q5 
, 2 2 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
, a b c a b 

6 2 3 1 4 4 2 1 0 1 10 4 7 0 3 1 1 1 < 1 1 2 1 21 

y 6 0 . 2 0 . O X 3 0 . 0 X 1 0 . O X 4 0 . O X 4 0 . O X 2 0 . O X 1 0 . O X O . O X 10.05； O .OX 2 1 . 9 . U 9 . U S . U 3 6 . U 9 _ U 9 . U 彳8.2怎 
. 41.19.OX�33.35； 4.8X100.0', 

I S U R V E Y - 42B u s u a l l y d o not o p e n d m a i l 

QTa Q l b Q8 
43 44 45 46 4? 48 49 50 51 52 53 54 55 56 57 58 59 60 61 62 63 64 65 66 

J 4 5 3 0 0 2 3 1 6 5 5 1 2 0 3 2 0 3 1 I 0 8 2 

.：( 3 3 . 1 9 . O X 2 8 . U . 2 % O .OX O . O X ；4.3? 4.8^ 2 8 . 2 8 . 2 3 . 8 X 4 . 8 * 9.55； O .OX 1 4 . 3 X 9 . 5 \ 0.0^ 1 4 . 3 S U U 3 . 3 X 0.05； 3 8 . U 9 . 5 i 

VI - SURVEY - 42B u s u a l l y do n o t ope ir d n a i l . 

Q9b Q 9 c Q I O Q l l a Q l l b m 
68 59 10 n 了�2� n N 

b C d a b c a b c d a b c d a b c d a b c d x 

1 5 0 3 2 / 12 4 1 1 1 4 0 1 2 3 3 3 & 1 11 4 2 6 5 0 

^ n n fi.m u.n ‘uuuHi.u 19.0^ s^n uug.m 0.0^ 5M\ u.n u.3^ 25.6^; uuu'《丨uuu-，g.5U8‘6UU\ 

3 3 . u . n 14.3^ 1 4 . 2 8 . 5 ' . 

SURVEY - 42B usually do not open dmail 

Q13 Q14 015 m 01? Q18 Q19 REH Q20 REH 
J5 U 11 18 19 80 81 82 83 84 

b c d e f u a b c d a b c d 
0 0 0 0 1 0 2 5 1 13 I 9 2 3 21 21 21 21 21 0 21 0 

1；�O.Ot�0.0戈 0.0)； 0.0* O.m�9.55；�23.851 ^M�61.n�33.35； 42.n�9.55； 14.3* 
X O . O t O .OX 0.031 0 . 0 * U X O . O i 9 . 5 i 2 3 . 8 X 4 . 8 * 6 1 . n 3 3 . 3 * 4 2 . n 9 . 5 X 1 4 . 



^EV - •IK u s u a l l y o o e n d M i l . b u t d o n o t s o e n d t i m e to r e a d 
A9 . 61 

CH REH HEIH Q1 
2 3 4 5 6 I 8 9 10 11 12 13 14 15 丨6�II� 18� 19� 20�

‘� X� a� b c 0 u 

30 0 130 33 5 1 2 13 9 5 4 32 5 I 4 3 3 23 ] 29 46 1 1 2 3 I 

5 2 J , \ 2 . n n . n 5 . 2 r 3 3 . O ^ 5 . 2 $ 1.2% 4 . 1 ? 3 . n 3 . I S 2 3 . U J,2\ 2 9 . n 41.4)；� 11.355� 2 . I X� 3 . U L2X 

, 2 5 . n 3 9 . 2 $ 5 6 . 2 X 6 . 9 ^ 3 . 8 X 3 . U 24.5)1 3 . 8 1 5 . n 3 . U 2 . 3 $ 2 . 3 J 5 . n 2 2 . 3 5 . n� 8.53； 1.5?� 2.35； 

tVEy - 42C u s u a l l y o p e n d n a i l , b u t d o n o t s p e n d t i m e t o r e a d 

Q3 Q4 Q5 Q6 
5 22 23 24 25 26 21 2 8 29 3 0 31 32 33 34 35 35 31 3 8 3 9 4 0 41 42 
, a b c 3 b 
J 

5 56 65 35 10 24 34 26 5 1 2 59 ? 62 5 I 14 4 14 8 2 9 4 0 0 

• ' i n 6 1 . O S 3 6 . n 1 0 . 3 S 2 4 . ? U 5 . U 2 6 . 8 ^ 5 . 2 %� 1.05；� 2 . U� 1 5 . 2 1 2 1 . 2 ^ 4 2 . n 1 2 . U 4 2 . n 2 4 . 2 ^ 6 . U� 2 了 1 2 . U�
, 4 5 . n 5 . n� 0 』 $ 

I RVEY - iK usually ooen dmail, but do not spend time to read 

O l a Q l b 

43 44 45 46 4? 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 65 66 

, n 1 1 2/ 22 5 0 1 8 1 3 29 23 31 ? 3 3 4 25 25 56 18 29 21 6 0 J 

:],n 13.U 20.8$ U.n 3.81 0.0$ 0.8̂  62.2.3X�22.33；�II.U�23.85；�5.n� 6.21；� 2.3X 3.1)；�19.25； 19.43.U 13.8$� 22.35； 1&.2\ 46.5.4* 

^ • I I R V E Y - 42C u s u a l l y o p e n d m a i l . _ d o n o t s o e n d� t i肺� to� r e a d�

” Q 9 b Q 9 c Q 1 0 Q 1 1 a Q l l b Q W 

I 68 69 10 n U 73 U 

b c d a b c a b c d a b c d a b c d a b c d x 

‘ 8 8 5 24 12 22 96 33 83 ？� 23 1� 18 11� 23� 6� II� 1� 100� 15 42 6 12 6? It 

们 X i n 1 6 . n l i n 2 5 . a 63.8^ I I . I^ 6O.O* I S . n l l . r , 0.8X J S . n 32.3^ ？ 

9.2X�16.n JISX� 11.U U . n L]\ 

"；雀� U R V E Y�- 4 2 C u s u a l l y o p e n d m a i l , b u t d o n o t s p e n d t i m e to r e a d 

Q 1 3 Q U Q 1 5 Q 1 6 Q l l Q 1 8 Q 1 9 R E H Q 2 0 R E H 

75 15 11 n 19 80 81 82 8 3 84 

b c d e f u a b c d a b c d 

11 1 0 1 G 丨 丨� 13 44 n 8 5 13Q 130 丨�30� 130� 130� 0� 130� 13�

i� 3 . 5 X� l U t� O . O X� 0.8：^� 0.05；� S . U� 5 . n 1 6 . 9 \ 1 0 . O S 6 6 . 2 X 3 3 . 5 4 . 6 5 ；� 6 . 2 ^�
( 3 . J * 0 . 8 X O . O i 0 . 8 X O . O X 5 . U 5 . 5 X U.2X 1 0 . 2 X� 61.25； 3 4 . n 5 5 . 5 1 6 . 3 X 



V E 、 -� iJ c u n o s i l v 
A9 . 62 

C H R E H H [ I H 01 们 
•) 3 4 5 ^ I 8 9 10 11 12 13 U 15 15 1/ 18 19 20 

X a b c 

CI4 0 194 45 n 6 110 1? 6 & 50 8 i 11 1 8 26 II 在3� 13� 23 4 ? 
5 2 . 3 1 4 . 0 U 3 . 8 U 2 . U i.O.^ 4.0：1；�33.6S；� 5 . U 2.1% l . n O . U 5 . n U . n 1 1 . 4 ^ 2 8 . 9 ^ 4 9 . 0 ^ 1 5 . n 2.1% 1 . 3 i M \ 

, 2 3 . 2 U 0 . n 3.1\ 3.1U5.8X 4 . U 2 . 1 ? 5 . n 4 . U 1 3 . U 8 . 8 ^ 2 2 , 2 ^ 3 1 . 6 1 1 1 . 9 ^ 2 . U 1 . 0 \ 

船 - d 3 c u r i o s i t y 

Q3 Q4 Q5 
•1 29 2 3 24 25 26 21 2 8 29 3 0 31 32 3 3 3 4 35 36 37 3 8 39 4 0 41 42 
J a b c a 0 

： ) 彳 f i l 23 35 53 26 13 3 4 115 ? II 2 1 1 II 6 U 12 4 8 6 了 

' 1 8 . d i 45.0^. 1 5 . n 2 1 . 3 5 . 6 % l l . n L I X i . n ^ I M 1 3 . 3 1 . 2 6 . 1 3 . 

. 1 R V E V - 43 c u n o s i t y 

Q 7 a Q l b Q 8 
43 44 45 H 4 8 49 5 0 5 1 5 2 53 54 5 5 56 5? 5 8 59 6 0 61 62 & 3 64 e.5 ff, 

] 丨 9 4 3 3 65 42 '1 0 0 8 8 i 5 2 3 8 45 1 10 5 9 48 46 1 1 3 3 ? M ^ 32 ？’ 

t i O . O ^ I I . O S 33.5^. 2 1 . 6 ^ U S 0 . 0 ^ O . O X 4 5 . n 2 . U 2 U 3 E 3 . 6 % 5 . 2 S 2 . 6 ^ 2 4 . n 2 3 . 1 1 5 8 . 2 ^ 1 9 . 3 5 . U 1 2 . n 4 2 . 

r i J R V E y - 43 c u r i o s i t y -

g _ Q9c QIO QHa QHb 012 
5 f.? 69 了�0� n� 73�
b� C� d� a� b c a b c d a b c d a b c d a b c o < 

i 143 3 21 51 15 121 39 129 f, 39 3 1 23 3 1 3 0 1 0 2 4 1 " 3 2 4 61 13 N ？彳？ 

n.u 13.'n 29.n fi^n 20.U I.5U3.U 5JU2,4� l.t̂  /3.n 1 2 . l l . n U.n ih?^ 
29.n ]M fiLn 16.15,f,’ 

• P U R V E Y - 43 c u r i o s i t y 

QI3 Old Q15 m Qll QI8 Q19 REH Q'̂0 FEH 
iS n 11 (8 19 8 0 81 82 ？3�

b c d e f u a b c d a b c (1 

' 1 3 0 1 2 0 / 2 1 2 0 2J 125 13 103 11 3 1 9 4 194 m 194 0 V “ 19 

j U\ ！j/A I).I.G^ O.Oi 3.6̂  10.3̂, 10.13.n 64.n 31.53.1̂ �5.广，1.5;, 
n . o \ 0 . 5 ^ l . m O.O^f 3 . 6 i 1 0 . n 1 0 . n M . O ^ 6 4 . n 3 8 . n M . 2 ^ 5 . 8 ^ 



V[( - ij AUnclive desiqp A9.63 

(H PEM HflH Q!� ⑴�
) ) 4 丨 ？ ji] n 12 13 H 15 n 18 20 
‘ X a b c d iJ 

,94 0 II 4? 4 55 8 3 4 28 4 4 5 2 9 15 10 27 34 1 1 3 2 
； fi| n.n 10.n S/n 36.n 5.2̂  6.5̂  2.6UUS 19.55M3.0U5.U 3.9矢 
, 18.1̂  50.i.3% 58.51 3.n 4.3% 4.35；�U5S 5,3% 2.U 16.0̂  10.6̂  U.IX 36.11.^ 3.2̂  2.U 3.2V 

；j RV[y - 45 a t t r a c t i v e d e s i q n 

Q3 04 Q5 
,2 24 25 26 21 28 29 30 31 32 33 34 36 36 31 38 39 川 41 42 
‘ ‘ a b c 5 t) 

48 51 32 15 22 23 14 8 1 3 61 2 24 3 5 8 4 i 4 6 4 3 61 6 
,2 3\ 41.28.6-^ 29.13.2̂  10.n� 1.33；� 3.95；� U M�29.n 仏 U� 23.55S 41.2̂. 23.35.3̂ �23.1丨.6实 
.:� n.3S�2.U� “.9、̂ �

' ] m i ' i - 45 a t t r a c t i v e d e s i g n 

Q/a Q/b 
43 44 45 46 41 4 8 49 5 0 51 52 53 54 55 56 51 5 8 59 6 0 61 62 63 64 66 

55 18 9 4 n I 0 0 45 2 2 8 2& 2 9 3 5 2 6 18 23 45 II 55 16 3? ！ 

. 6 9 . U� 1 9 . U 1 0 0 . 0 ^� 2 3 . n 丨 O . O S� 0 . 0 1� 2 . 1 ^ 2 9 . 1 1 . 1 % 3 0 . n 3.2'. 5 . 3 % 2 . U 6 . n 1 9 . U 24.55； 4 8 . 9 $ 1 8 . 1 1 1 7 . 0 ^ 3 9 . n 1 . U 

•\i;UfiVEy - 45 a t t r a c t i v e d e s i a n -

f Q9b _ QIO …la Qllb 
10 n n U U 

b C d a b c a b c d a b c d a b c d a b c d X 

U 2 10 29 10 53 24 2 1 3 1 49 1 8 2 1 8 10 1 65 U 11 5 22 13 

Ô.n to.6̂  1 0 , 2 5 . 5 ^ M.3̂  2.U 1.U 5 2 2 2 . 3 % 3.&H0‘6笔 1 . • 丨 

31.5̂ �lO.n� 51.OX� 21.n�8.3̂ �

SURVEY�- 45 attractive desiqn 

Q,3 Q14 Q15 m Q1I Q18 m REH Q20 REH 
j5 jf 11 ?8 19 80 81 82 53 84 

b c d e f u a b c d a b c d 
0 1 丨� 0 4 U " 55 ‘3 40 6 2 94 94 94 94 0 10 

^ 1 1 0 , 1 . 1、 o.(n 14.n i.es \\,n hm 6.n iw 
' u u ! n.m l.lt 1J\ O.OX 6.6? 2.21 



：ryt't - IIo fiot want to lose a chance 
A 9 . 64 

FCH M HEIH QL Q2 

- 2 3 J 5 6 ( 8 9 10 11 12 13 14 15 16 1/ 18 19 20 

X a b c d u 

r 60 0 60 9 28 3 41 3 2 2 2 1 4 2 / 0 5 1 1 8 12 26 8 1 0 5 

: 54.n 5.9S 8 0 . I M 41.n ？ 3 . 9 ^ 13.IX� O.OX 9,8X 21.6̂  15.151 23.5̂� 51.2.05； 0.0\�9.8!； 
：； 15.OT 46.JI 5.OIL�68.35；�5.0�̂ 3.3S� 3.3X35.OX� 6.U� 3.3X U.IX� O.OX 8.3\ 18.13.3J 20.OJ 43.13.3X l.JX O.OX 8.3 无 

,RVEY - 46 d o n o t w a n t to l o s e a c h a n c e 

Q3 Q4 Q5 Q6 
22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3/ 38 39 40 41 42 

a b c a b 

29 43 24 10 16 21 n 7 0 2 39 1 20 1 3 6 2 2 2 2 3 2 3B 3 

u.n 41.n nM 3 1 . n 41.2?; 21.6% n.n o.ô �u笔 wax� 33.66.22.25； 2 2 . 2 s 2 2 . n . n 3 3 . 3 x�22.21�
65.05S�I.n 33.3$ 60.m 5.01 

：：IRVEY�- 46 d o n o t w a n t to l o s e a c h a n c e 

Q J a O l b Q 8 

43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

2 42 12 22 60 5 0 0 34 2 U 12 12 2 5 4 I 1/ 15 25 10 23 8 29 4 

.,.•0.03； 20.OX 36.moo.OS； 8.35； 0.0!l； O.OX 5 6 . 3 . 3 5； 28.35； 20.0^ 20.Oi 3.3X 8.3X 6.7X 11.73； 28.35； 25.05； 4 1 . 1 6 . U 38.13.3)； 48.3? 5.U 

J R V E y - 4 6 d o n o t w a n t t o l o s e a ^ , c h a n c e 

Q 9 b Q 9 c Q 1 0 Q l l a Q l l b Q I 2 

68 69 JO 11 U 73 U 
b c d a b c a t) c d a b c d a b c d a b c d x 

45 0 9 22 5 33 11 38 0 14 1 32 7 丨3 7 6 0 47 7 22 彳 10 24 1 

• 1 5 . 3 6 . 8 . 3 ^ 5 5 . 1 8 . 6 3 . 3 ^ O.OX 23.3S \.i\ 53.3^ \\.1\ 21.H 11.10.0.% 0.0,̂  /8.3\ \\,1\ 36./^ 他 ) . 八 

36.U� 8.3�̂55.0 ̂ 54.2? 22.0% 11.91 

• ̂  U R V E Y - K d o n o t '^ant t o l o s e a c h a n c e 

QI3 OH QI5 Q16 Q1J Q18 Q19 REH Q20 REH 
/5 n 11 n ？9 80 81 82 83 

b c d e f u a b c d a b c d 

5 1 0 1 1 1 10 3 9 38 3 1 26 2 1 60 60 6 0 60 60 0 60 3 

‘ ; \ . i \ O.Ot I . n U X 16.15； 5.0^ 15.01̂  63.3* 51./?1 43.3\ 3.3怎 \.1X 

丨 n.n l . J i O.OX U X 1./X l./X 16.JX 5.05； 15.OX 63.35； 5 1 . 3 . 3 J ； 1.U 



-� d丨Ml�Is� a r e� junk� m a i l s�
A9.65 

CH� REH�HEIH Ql G2 
2 3 4 5 6 J 8 9 10 11 12 13 14 15 16 17 18 19 20 
‘ X a b c d 1] 

0 16 16 38 3 43 6 2 6 14 4 2 6 0 4 15 10 19 2 1 8 1 1 3 
63.35；� 5.05； Jl.l? 10.OX� 3.35；�10.031 23.3?! 3.331 10.OS� 0.05；� 6 . U� 25.OJ^ 16./X 3 1 . U 35.0^� 13.35；� ^.IX� 1J5；� l U S�

J� 21.U 50.0$ 3.n 56.in 2.6̂  IJX 18.U 5.3? 2.65S 1.9% O.OX 5.3S 19.U�13.2J；�25.0；�27.61；� 10.51� 1.33S�1.3U0.5X�

IVEY�-�52� dJiails� are� junk� mails�

Q3 Q4 Q5 

22 23 24 25 26 21 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
^ a b c i b 

I 32 45 23 8 1? 20 8 3 2 1 46 6 24 1 5 7 2 5 J 5 2 1 41 6 

'01.？38.3^�13.28.33.13.5.OS� 3.3J；� UX 6.3?； 31.43.83；�12.5X�31.3X 43.8)；�31.3S 12.6.3$ 
3� 60.55；�l.n�31.65；� 53.91�IM�

IRVEY�-�52� dsiails� are� junk� mails�

Qja Q/b Q8 
43 44 45 46 4J 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 &5 66 

- 5 2 15 28 11 4 0 2 32 2 (6 II H 3 1 2 1 15 13 36 1 1 25 丨 40 2 

. ： ] h n 3 6 . 2 2 . n 5.3% 0.0% 2.6S i l A X 2.6X100.OX 14.5^ 1 8 . U� 3.95；� 1.3X� 2.6^� 1.3X� 19.75；�U . U 14.531 3 2 . n 9.2X� 5 2 . 2 . 6 5 ； 

‘-P.VEY - 52 d M i l s are junk mails-^-

I Q9b Q9c 010 011a Qllb Q12 
，� 68� 69� 10� n� n� u�

b� C� d� a� b c a b c d a b c d a b c d a b c d x 

\ 58 0 8 II 16 43 15 48 2 16 1 43 9 U 6 9 3 53 9 19 9 10 34 3 

...'6.3^ 0.0^ 10.5X 2 2 . n 21.1^. 5 6 . 1 9 . 6 3 . 2 ^ U U l . U 1J5! 5 6 . 6 5 M 1 . 8 U 2 . U I M 11.3?；� 3.9X� 6 9 . U� 25.0;� 11.8^� 13.2^ \L1S 

22.n 21.U 5 6 . 5 1 . 3 ^ 12.22.7̂  8.0̂  

JRVEY - 52 dnails are Junk mails 

(313 Q U Q15 Q16 Q1I Q18 019 REH Q20 REH 
15 16 11 18 19 80 81 82 83 ？4 

b c d e f u a b c d a b c d 

, 9 1 0 丨 彳� 6� 5� 18� 16� 39� 2� 3� U� U� 16� 0� 9�

1 . 3 X� O . m�1.3X� 1 . 3《？ . n� 6.63；�23.JS� 2 1 . H 48./X 3 8 . 5 1 . 2 . 6 5 1 3 J X 

UlM� 1.35；� O.OX� 1.3： 1.3?� 8.05； 6.6? 2 3 . U 2 1 . U 48.13；�3 9 . U 53.45； I.IX 4 . U 



S U R V E Y - 53 d 1111 I s : n o t h i n g a t t r a c t i v e 
、� A 9 . 6 6�

8AICH REH HEIH Q1 Q2 
2 3 4 5 6 丨 8 9 10 11 12 13 14 15 16、 11 18 19 20 

X� a� b c d u 

54 0 5 4 15 2 0 1 2 1 4 1 4 1 1 5 2 3 0 5 J 6 10 18 10 1 1 3 

‘� 51.35；� 2.6：^�6 9 . 2 ^� 1 0 . 1 0 . 3 ^� 28.251 n . n 5.1?； 1.1% O . m 1 2 . 8 ? 化 i . H�

21.85； 3 ? . O X� 1.9：^�5 0 . O S lAX� l . n lAX� 2 0 . 9 . 3 X� 0.0戈 9.3)；� 13.05；�1 1 . U 1 8 . 3 3 . 3 ? ； 18.55( 1 . n l . n 5 . 6 ^ 

.f S U R V E Y - 53 d m a i l s : n o t h i n q a t t r a c t i v e 

0 3 Q 4 Q 5 

22 23 2 4 2 5 26 21 2 8 2 9 3 0 3 1 32 33 3 4 3 5 3 6 3 1 3 8 39 i O 41 42 
a b c a b 

24 29 18 0 e 14 8 5 0 1 3 0 3 2 0 1 4 4 2 3 4 4 4 1 n 

^ 6 1 . l i . n O.OSi 15.U 35.9^ 20.5^ 1 2 . O . O X 2.6.̂  o .n 26.1? U.IX 13.3^ 20.0.̂  2^1% 26.U h.n 

^ 55.5?； 5.6S 

•� S U R V E Y�-�53 n o t h i n q a t t r a c t i v e 

Q J a Q / b Q 8 
43 44 4 5 4 5 4? 4 8 49 5 0 51 52 5 3 5 4 55 56 5? 5 8 5 9 6 0 6 1 6 2 5 3 6 4 6 5 6 6 

38 11 12 5 0 丨 23 1 54 15 2 4 丨 1 U 12 23 10 25 12 29 1 

U O . n� 2 5 . n 4 8 . U 2 2 . 9 . 3 S O . O X� 5 1 . I J U O . ⑴ O O . O H U S� 3 . 1 ^ 1A% 1 . n l . n 2 5 . 9 * 2 2 . 4 2 . 6 ^ 18.55[ 4 6 . 3 S 2 2 . 2 ^ 5 3 . / J 丨.9? 

: . S U R V E Y - 53 d m a i l s : n o t h i n q a t t r a c t i v e 

I Q9b 09c QIO Qlla Qllb Q12 

‘ 6 8 6 9 70 n 1 2 '3 U 

i b c d a b c a b c d a b c d a b c d a b c d > 

} 39 0 9 19 5 2 9 15 3 8 1 8 1 3 5 10 8 2 5 2 4 0 I 5 11 15 

u.n o.in u.n 35.9.3^ 53.21M lo.n i.n u.n in ux in 13.0̂  35.25;�iu《�

3 5 . 8 S 5 4 . U S l i i ' 1 8 . 1 4 . 3 . 6 $ 

I S U R V E Y - 53 d m a i l s : n o t h i n g a t t r a c t i v e 

Q13 QH Q15 016 QU Q18 Q19 M Q20 REH 

15 16 11 丨 8 19 80 81 82 83 84 
a b c d e f u a b c d a b c d 
3 2 1 0 彳 0 彳 丨 丨 6 34 18 31 3 2 54 54 54 54 0 54 4 

in l.n o.o\ l.n o.os i.n 13.055 n.n 11.u 63.0? 33.3s sj.n 5.6̂; 3.is 
in l.n 0.0̂  1.9̂  o.o\ i.n�13.05； n.n�n.n�53.0;� 33.51.n� 3.n�



JVEV - 54 d o n o t h a v e t h e t i m e 
A9 . 67 

fCH REH HEIH Ql 
. 2 3 4 5 6 I 8 9 10 11 12 13 14 15 16 11 18 19 20 

、� X� a� b c d u 

73 0 了3 15 27 0 50 7 4 4 18 4 2 4 2 4 18 5 13 34 7 2 1 2 

"； 46.6^ O.OX 1 2 . 6 . 9 ? 6.9?；�31.0^ 6.9? 3 . n 6.9? 3 . n 6.9* 31.0\ 8.6? 2 2 . n� 58.65；�12.IX� 3 . n�U X 3.4? 

2 0 . 3 ? . 0 ! t 0.0!̂  68.5* 9.6* 5.5X 5.55 24.JX 5.55； 1.1% 5.5X 2.1% 5.5X U.IX 6.8!( 46.63； 9.6X 1.1% 1 .n 2.1% 

I RVEY - 54 do not have the time 

03 Q4 Q5 

22 23 24 25 26 11 28 29 30 31 32 33 34 35 36 3? 38 39 40 41 42 
a t) c a b 

31 40 28 1 1 1? 2 1 1 1 2 1 5 48 3 22 1 3 7 0 5 5 1 3 2 31 5 

1 , 3 . « 69.OX 48.3X 19.0* 29 .3X 3 6 . 1 9 . O X 丨.丨̂；� 8.65；� 20.05； 46.131 O . O U U X 33.351� 20.05； 13.3* 
6 5 . 4 . n 30.n 50.13； 6.8J 

I 

/JliRVEY - 54 do not have the time 

Q/a Qlb Q8 
43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5? 58 59 60 61 62 63 64 65 66 

：!] 45 16 29 12 3 0 0 41 2 U 15 T3 4 8 2 3 1? 14 3? 12 ^ 31 11 3/ 3 

. - 51 .6X 21.n 39.1? 16.U 4.U O.OX O.OX 64. 43； 2,1% 19.25； 20.55!100.05； 5.55； UM I.IX 4.13； 23.19.231 SO./X 1 6 , 4 2 . 5 X 15.U 50.JS 4.U 

URVEY - 54 do not have the i i m ^ 

“ Q9b Q9c QIO 0 1 1 a Q l l b 

I 68 69 JO n 12 73 

b c d a b c a b c d a b c d a b c d a b c d x 

54 2 12 14 9 50 24 48 4 12 1 41 15 H 4 9 0 61 11 19 5 15 31 5 

N . 0 《 K n 1 6 . n 1 9 . 1 2 . 6 8 . 5 X 3 2 . n 65.8^ 5.5\ 1 6 . n� U U U U U 实� 5.5X� 12.3X 0.0\ 6 9 . 1 5 . U 26.0* 6.8^ 20.5X 42.�55； 

1 9 . 1 2 . 3 $ &8.5X 55.4* 20.3? 1 8 . 5 . 4 * 5.8V 

'\«iURVEY - 54 do not have the tine 

Q13 Q14 Q15 m Q1I Q18 Q19 REH Q20 REH 

J5 16 11 18 J9 80 81 82 ？3 84 

b c d 8 f u a b c d a b c d 

7 0 Q 0 0 4 6 U 9 46 25 45 2 丨� 73� 73� 73� 73 门� 0� 13� 11�

‘ 0 . 0 ? 0.0^ O.OX 0.0<� 5.5.5； 8.2? 1 6 . n 1 2 . 6 3 . 0 5 J 34.2^� 61.65； 1.1% I . n 

9.f.5；� O.OX 0.0? O.OX� 0.05；� 5.5!；� 8.25；�1 6 . U� 12.35；�63.OX 34.21 61.631 2.IS \ A %� 、�



兄VE，- 59or̂Q qift, cMscount or onvileqe A9 . 68 

ICH m HEIH Q1 Q2 
2 3 4 5 & 丨� 3� 9� 10� 11� 12� 13 14 15 16 1J 18 19 2 0 

X a b c d y 

83 0 8 3 1? 3 4 4 5 1 5 5 4 2 1 2 2 2 2 2 12 9 16 3 3 1 2 4 1 2 

51.55； 6.n ll.n J.65； IM 6.U 31.8S 3.0!li 3.0!̂  3.05； 3.05； 3.05； 1 8 . 1 3 . 2 4 . 5 0 . O X 18.2̂  5.15； 1.55； 

20.55； 41.05； 4 . 8 5 61.4!li 6 . 0 ^ 6 . 0 * 2 5 . 3 S 2 . 4 X 2 . U 2.45；� 2 . n 2 . 4 * 1 4 . 5 i 1 0 . 8 ^ 1 9 . 3 9 . 1 4 . 5 5 ；� 1.25； 

. ; T ) R V E ¥ - 5 9 o r 6 0 g i f t , d i s c o u n t o r p r i v i l e g e 

Q 3 Q 4 Q 5 Q & 
；:22� 2 3 2 4 2 5 2 6 21 2 8 2 9 3 0 31 3 2 3 3 3 4 3 5 36 3J 3 8 3 9 4 0 41 42 

“ a b c a b 

36 4? 27 9 12 28 8 • 4 1 2 51 2 30 1 4 ? 5 6 4 2 5 0 48 2 

U.n 4 0 . n 1 3 . 6 \ n.1% 1 2 . n L\% 1.5.% 3 . 0 s S J S 2 3 . 5 ^ 2 9 . n� 35.35；�2 3 . 1 1 . 8 ^� 2 9 . ^� O . O S�
“� 6 1 . n 2 . 4 ^ 3 6 . n 5 ? . 2 . n 

i ^ r y R V E Y - 5 9 o r 6 0 g i f t , d i s c o u n t o r p r i v i l e g e 

Q ? a Q ? b Q 8 
43 44 45 46 4? 48 49 50 51 52 53 54 55 56 5 了 58 59 60 61 62 &3 64 65 66 

： 6 4 1/ 2 8 2 1 4 0 0 4 0 0 21 18 2 1 2 3 3 3 61 5 8 3 8 2 0 3 2 U 21 0 

.：!� J J . U 20.5̂  n.n 25.4.85； 0.03! 48.2X 0.0? 25.3J 21.U 25.31 2.n 3.6S 3.65； 3.61 I3.5JS 69.^ 4 5 . 2 4 . U 3 8 . 1 9 . 3 2 . 55； 0.0̂  

vi. iJRVEy - 59or60 gift, discount oi-Drivilege 

I Q 9 b Q 9 c Q 1 0 Q l l a Q H b m 

68 6 Q 1 0 n 12 了�3 U 

b c d a b c a b c d a b c d a b c d a b c d J( 

65 2 2 3 9 5 0 1 4 4 9 2 26 0 51 15 14 3 1 1 0 6 3 8 2 9 3 H 36 1 

i 1 8 . 3 \ 1 5 . l l . n 1 0 . 8 1 fiO.2^ 2 . n� 3 1 . 1 U U 6 J 5 ；� 3 . 6 S� 1 3 . 3 X� O . O X U.n� n 4 3 . n 

28.056 1 1 . O S i < ] M 6 1 . 4 1 1 8 , U 1 6 . 9 ^ 3 . 6 ^ 

•'^'iURVEV - 5 9 o r 6 0 g i f t , d i s c o u n t o r p r i v i l e g e 

Q13 QH Q15 m Qll Q18 Q19 REH Q20 REH 
75 U 11 1 8 19 8 0 81 8 2 8 3 8 4 

b c d 9 f u a b c d a b c d 

8 0 0 1 0 3 10 8 18 3 0 49 3 1 8 3 8 3 8 3 8 3 8 3 0 ?3 9 

1 5 1； D M� 0.05； 0 . 0 \ ] M 1 2 . 0 * 21./!；� 5 i . 8 X� 3 6 . U� 5 9 . O X�

‘ 0 . 0 ^ 0 . 0 *� 1.25；� 0.0!t� 3.65；� 1 1 . 9 . 5 ^� 2 1 . n S / . U 3 6 . U� 59.05； 3 . 5 ? U X 



R V E >  -  二  i T W S t e r i o u s  

A 9 . 6 9  

K H  R E H  H E T H  Q 1  Q 2  

2  3  4  5  &  1  8  9  一 0  二 一 2  1 3  H  1 5  1 6  二  一 8  1 9  2 0  

X  a  b  c  一 ： ！  i J  

〜 1 4  知  Q  1 4  叙  2  访  6 1  私 边 仏  1 2  3  8  3 8  3  3  1 0  3  谷  2 5  1  6  3 7  5 6  二  3  2  ？  

業  5 1 . U  3 , 4 二 9 - 一 二 0 - 2 $  2 . 5 5 ；  6 . 8 二 2 - 2 : 1 1  2 - 5 ! ! !  2 - 5 X  8 k  2 . 5 5 ^  3 . 4 X  2 1 . 2 : 1 1  1 3 - S  3 一 . - n  4 J - 5 X  一 2 . 5 5 ；  一 - r -  5 . n  

1 8 . U 4 2 . n  2 . 8 二 5 . 3 ： ! ；  U X  2 . U  5 - 6 二 6 . 4 ： ! ；  2 . U  2 - n  2 - u  2 - 8 : M S 1 1 . u 2 5 - n 3 8 . 9 ! M 1 b  2 - u  U X  

- i l J R V E Y  .  二  m y s t e r i o u s  

s  s  s  

2 2  2 3  2 私  2 5  2 6  2 7  2 8  s  3 0  3 1  3 2  3 3  3 私  3 5  3 访  3 7  3 印  3 9  s  4 1  私 2  

a  b  c  a  b  

5 3  功  0  1 8  2 6  杯  0  2 0  二  2  功 如 9  2  5 1  一 功 1 3  3  边  8  3  8  3  8 3  3  

_  5 3 - 4 u 3 . n l  4 2 .  二  1 5 . 3 : ^ 2 . 9 . 3 》 1 J 5 !  4 - 2 : 1 !  3 - 3 . 二 9 - 2  二  o . s  二 二 k  

1 . 4 X  3 5 . - n  5 U 5 S  2 . 1 时  

U R V E Y  ,  5 1  m y s t e r i o u s  

§  s  

4 3  办 办  取  5  4 ? 备  8  从  9  s  5 1  功  2  5 3  M  5 5  5  功  切  7  5  如  S  S  6 1  6 2  S  X  切  5  5 6  

二  3  2 2  4 6  2 5  5  0  Q  二  1  3 6  2 3  3 ?  4  S  3  1 0  3 3  2 8  U 4  2 8  5 0  2 2  4 1  一  

〕 5 二 8 . 5 二 5 - 3 二 一 ， 9 二 广 4 5 ;  3 - 5 ! ^  0 - 0 : ^  0 . 0 二 4 - 9 一  2 . 8 二 5 - 0 二 6 - 0 二 5 . 2 - 8 ! ^  2 - 1 》 二 二 2 - 9 二 U 二 0 Q . 0 二 9 - 4 二 U 二 5 . 3 二 8 . 5 3 ；  U 一  

二 -  u s m Y  .  & 一  f i i y s t e n o u s  

一  C  Q 9 b  Q 9 c  §  Q 二 a  e l b  e 2  

5 ?  � 0  二  1 2  n  二  

b  c  d  a  b  c  J i  b  c  d  a  b  c  弘  c  t l  a  b  c  d  x  

一  0 2  3  1 1  一  6  9  一  3 9  8 ?  S  2 6  3  8 5  2 6  2 4  ?  2  4  3  9 ?  1 9  4 5  9  2 1  6 2  一 。  

一 「 ？ u w  2 . 一 二 5 - 3 二 5 . 0 二 二 二 U 二 一 二 0 - u  U 二 8 - 1 5 1  2 - 一 二 9 J 二 8 - 1  二 6 - 二  U 二 u ^ i  2 . u s . 4 二 3 . 2 二 一 』 6 - 3 二 4 - 6 = 3 』  

2 5 . n  二 . 2 二 3 . 5 X  s - n  1 8 . 2 二 S  S  S  

豈 Y E Y  -  6 1  a  

Q 1 3  Q 1 4  Q 1 5  Q 1 6  Q  二  1 3 1 8  §  f ? E H  Q 2 Q  s  

叫  6  1 1  J 8  二  8 0  8 1  如  2  8 3  8 4  

b  c  d  s  f  u  印  b  c  d  3  b  c  d  

1 3  Q  Q  0  0  5  9  2 0  9 7  5 5  7 5  9  3  m  £  m  1 4  知  £  0  1 4 4  1 6  

- 二  U t  o . s  U S  o k  Q . s  3 k  l l . U  u m u x  5 J . U  3 8 , 2 5 ；  5 2 . 一 5 ；  U S  2 . 1 》  

、 推 ⑷  9 - u  o . s  O . O X  o . s  O . O i  3 - 5 二 U ! t  6 - 3 二 4 . 一 二 8 . 3 二 8 J 二 2 - 3 X  6 . 3 J  2 • 一 狄  



/EV - 63 elegant design 
A9.7 0 

:H • HETH Ql 02 
2 3 4 5 5 1 8 9 10 11 12 13 14 15 16 U 18 19 20 

X a b c d y 

03 0 103 24 50 3 6 1 9 3 4 26 6 5 7 3 ? 15 13 23 38 9 3 3 5 
63.3X 3.8̂  IL'IX 11.4$ 5.U 32.n UX 3.8̂  8.n 19.0̂.�16.55；�29.11� 48.U�11.n� 5.3X�

J 23.3\ 48.2 . 9X 59 . 23̂  LIX 2.9̂  3.9X�25.5.85；�4.95；�6.85；� 6.8̂� 14.6X�12.22.3X�36.9?�8.A�2.9̂� 2.95； 

V E Y�-�6 3� e l e g a n t� ^lesign�

Q3� Ql� Q5�
2 2� 23� 2 4� 2 5� 2 6 11� 2 8� 29� 3 0� 31� 32� 3 3� 3 4� 3 5� 3 6� 3?� 3 8� 3 9� 4 0� 41� 42�

J� a� b� c� a� b�

H 9� 6 3� 3 8� 14� 2 1� 3 2� 13� 9� 0� 2� 6?� 5� 3 0� 3� I� 12� 5� ? ?� 4� 6� 4� 66� i�

U.n�48.U�11.JS 26.40.5% 11.4? O.OS�2.55；� 12.29.251�50.OX�20.85；�2 9 . 2 9 . 2 5 . U . U�
3 65.Ln 29.U 6.8̂  

JWEY - 63 elegant desiqn 

OJa Q8 
43 44 4 5 4 $ 4? i 8 49 5 0 51 5 2 5 3 5 4 5 5 56 5 1 5 8 5 9 6 0 6 1 6 2 5 3 6 4 6 5 66 

1 

^ 68 23 55 23 5 0 1 58 3 25 25 31 3 丨 2 12 24 21 50 25 103 26 42 0 

2 2 . 5 3 . n� 22.3；� 4.9X� O.OX� 1.0^� 5 6 . 2 4 . 3 ^ 24.3% 3 0 . U� 2 J 》 W . I X� 23.351� 2 6 . 4 8 . 5 5 1� 24.3X100.n?� 2 5 . 4 0 . 8 ^� 0.0^�

R V E Y�-�6 3� e l e g a n t� d e s i g n —' 

3 Q9b Q9c Q10 Qlla QHb Q12 
；� 68� 69� 10� n� 72� n� u�

b� C� d� a� b� c� a� b� c� d� a� b� c� d� a� b� c� d� a� b� c� d� <�

11�19� 2� 12� 30� 10� 62� 29� 68� 3� 14� 2� 59� 15� 24 1� 1�1� 1� 82� 8� 34� 8� 15� 42 '5 

I.n 11./̂  29.9.U 60.2\ 28.2,̂  66.2JX 13.5̂  US 51.3$ 14.23.3S�6.85；�10.̂� USi�IM�33.I.U�14.40.8̂ �

29.n�9.S?�60.8̂� 56.2$�14.31� 22.9̂ ？.了客 

'1 yRYEy - 63 e l e g a n t d e s i g n 

Q13 QU 015 m QH Q18 Q19 REH Q20 REH 
j5 16 11 n 19 80 81 82 83 84 

b c d e f u a b c d a b c d 

10 1 0 1 0 2 14 11 14 64 49 44 5 3 丨03 丨03 103 103 103 0 103 8 

(i in 1.0̂  o.os 1.051 o.m 1.9s�13.65； \Ln 13.es 62.u 42.4.n 2.n 

I UK 1.0X 0.0)； ]M O.OJ l.n U M 10.JX 13.6!? 62.1*�̂8.55；�43.65；�5.05；�3.05,�



- I now the oroduct 
A9 . 71 

:H F t H H t l H Q I Q 2 
3 i 5 6 / 8 ? 10 n 12 13 U 15 16 U 18 19 2 0 

X a b c d iJ 

56 0 156 29 72 7 9 5 25 6 9 43 12 8 13 3 13 4 0 16 3 2 64 17 5 4 9 

5 6 . U 、 3 3 . 9 . n� 6.3X�10.25；� 2.4̂� 10.25；�31.55； 12.25.50.13.:].n 3.U l.n 
I, 1 8 . 4 6 . 2 ^ 4 . 5 ^ &fi.9l 1 6 . 3 . 8 3 S� 5.85； 2 1 . U X� S . U� 8 . 3 t� 1 . 9 S� 8.33；�25.65S� 1 0 . l ^ M� 4 1 . O i�1 0 . n hlX I M 

VEY� -�65�knoy<�the 卩roduct�

Q 3� Q 4� 0 5�
22� 23� 24� 2 5� 2 6 21� 2 8� 29� 3 0� 31� 32� 3 3� 34� 35� 36� 3?� 3 8� 3 9� 4 0� 41�

a� b� c� a� b�

80� 92� 6 0� 14� 3 0� 45� 3 1� 12� 2� 3� 9 5� 6� 53� 3� 6� 12� 4� 9� 5� 6� 1� 5� 86� 8�

；.?2.n 4 J . 2 \ 1 1 . 0 \�23.65；�3 5 . n� 2 4 . n� 1 . & X lAX� 1 0 . 3 ^�2 0 . U� 4 1 . n� 13.85；�31.051 \1.2% 2 0 . 3 . U j U ^ i 
6 0 . n 3 . 8 S 3 4 . 0 ^ 5 5 . U 5 . U 

‘ J Y E Y - 65 k n o w t h e p r o d u c t 

)Ja 0 7 b Q 8 
43 “ 4 5 45 47 4 8 4 9 5 0 51 5 2 5 3 54 5 5 5 6 5 ? 5 8 5 9 6 0 61 6 2 6 3 64 6 5 6 6 

肩 
M 

：82� 21� 3J� 29� 5� 0� 0� 1 0 4� 4� 4 0� 2 9� 31� J� 8� 3� 8� 14� 2 4� 41� 14� 42� 21� 156� 2�

. 1 J . 3 X� 2 3 . ? ?� n M� O . O X� O . Q X 66.1)；� 2 . 6 ^�2 5 . 6 1�1 8 . 2 3 . 7 $� 4 . 5 ^� 1.93!� 5 . U� 9 . O X 1 5 . « 2 6 . 9 . 0 $ 2 6 . 1 3 . 5 X 1 0 0 . 0 $� 1,35； 

l i ^ V E Y�-�65� k n o w� t h e p r o d u c t 

；� Q 9 b� Q 9 c� Q I O� Q 1 1 a� Q l l b� Q 1 2�

‘� 68� 69 (0 U U n U 
b c d a b c a b c d a b c d a b c d a b c d >. 

•114 4 U 39 15 103 43 彳04� 4� 30� 1� 92� 23� 31� 9� 23� 1� 113� 18� 50� 9� 21� bJ� i�

3.U� 15.4̂.�25.OX� & U M U.JX� 19.QJ�̂59.14.1̂�19.n�5.85； U./̂  12.4̂. 11.32.U�5.85；�13.42.n�U;， 
2 4 . 8 ?� 6 5 . 6 ?� 5 9 . n� 1 4 . 8 ^� 2 0 . 5 . 8 ^�

•�-�R V E Y�-�65� k n o w� t h e p r o d u c t 

1313 0 1 4 Q 1 5 Q 1 5 Q 1 I Q 1 8 Q 1 9 R E H Q 2 0 P.EH 

/5 u 11 18 19 8 0 81 82 8 3 84 

b c d 6 f u a b c d a b c d 

. 1 2 4 0 2 彳� 7� 2 2� 23� 96� 72� 75� 5� 1� 1 5 6�156�156�1 5 6�156� 0� 156� U�

U . ' 、 I M� O.rn 1.3* ^ A X 4.5?!� 10.3：^� 1 4 . U� 1 4 . 6 1 . 5 X� 46.2^.� 1 8 . U� 0.6X�

• in� O . m� 1 . 3 ?� 0.65；� 4.5：^�1 0 . 1 4 . O J ； 1 4 . 6 * 6 ) . U 4 J . U� 49.OJ；� 3.3怎 0 . / $ 



“）-jii�read�letter�first�
A9.72 

丨:H�fEM 阳H� Ql� Q2�
^� 3� 4� 5� 6 ] 8 9 10 11 12 13 14 15 16 17 18 19 20 

X a b c d IJ 

5J 0 II 26 1 2? 3 0 3 12 1 1 5 3 4 7 2 15 H 5 1 2 2 
6 5 . m 2 . 5 * 6 1 . 5 ^ 1 . 5 ^ O . O X I M 3 0 . 0 *� 2.55；� I M� I M� 1 0 . O X� 1 1 . 5 . O X� 3 ? . 5 X 4 2 . 5 * 1 2 . 2 M 5 . 0 ? 5 . 0 ^ 

I 29.8$ 4 5 . 4 T . n 5.3% 0.0\ 5.3X 21.U 1.8!ll 8.8? 5.3X ？.OX 12.3\ 3.5X 26.3t 29.8.851 I.SJ 3.5X 3.5J 

丨VEY�- 6 / A r e a d l e t t e r f i r s t 

Q 3 Q 4 Q 5 Q 6 
22 23 24 2 5 26 21 2 8 29 3 0 31 3 2 33 34 3 5 36 3? 3 8 39 4 0 41 42 

a b c a t ) 

• 21 2 6 16 4 9 9 I 4 0 1 32 2 2 2 4 4 1 1 2 10 J 3 3 0 3 5 2 

•ilM 65.OX�40.OJ；�10.OX 22.5\ 21.1% 1J.5X�10.05；�O.OX�2.55；� 23.55；�23.5X 64./S W . U 58.8X 41.2X�11.65； \1M�0.05； 
56.IS 3.55； 38.65； 61.n 3.5客 

i J V E Y� •�6 1 A� r e a d� l e t t e r� f i r s t�

)/a m Q 8 

43 44 4 5 46 47 4 8 49 5 0 5 1 5 2 5 3 5 4 5 5 56 57 5 8 59 6 0 61 6 2 6 3 6 4 65 66 

f 29 8 8 9 2 0 0 3 6 1 10 8 10 5 2 1 4 3 2 25 5 16 8 22 I 

14.0!^ 1 4 . 0 ^ 1 5 . 8 1 3 . 5 ^ 0 . 0 ^ 0 . 0 ^ 6 3 . 1 . 8 i 1 1 . 5 1 14.0^. 1?.5!t 8 . 8 1 3 . 5 ^� U 笔� I M� 5 . 3 ?� 3 . 5 1� 4 3 . 9 S� 8 . 8 S n . \ % 1 4 . 0 ^ 3 8 . 6 1 1 2 . 3 1 

' . W i - m r e a d l e t t e r f i r s t 

3 Q 9 b Q 9 c Q 1 0 Q l l a Q l l b Q 1 2 

T 6 8 69 丨0� n 12� 13 U 

3� b� c� d� a� b� c� a� b� c� d� a� b� c� d� a� b� c� d� a� b� c� d� x�

7� 1� 0� 2� 2 3� 3� 3�1� 2 9� 2?� 1� 3� 2� 3 4� 4� 15� 3� 12� 0� 39� 4� 1�1� 5� 9� 2 5� 5�

.二� O . O S� 3 . 5 U O . U� 5 . 3 ^� 5 4 . U� 5 0 . n� 41.451；� 1 . 8 ?� 5.35； 3 . 5 \ 5 9 . / . O ^ 26.35i 5 . 3 ^ 2 1 . U 1 . 0 5� 19.35； ？.85；� 1 5 . 4 3 . 9 5 ； 

4 0 . U� 5 . 3 ^� 5 4 . n� 5 0 . 1 $� I . U� 2 6 . 5 . U�

i R V E V� -�m� r e a d� l e t t e r� f i r s t�

m� Q H� Q 1 5�Q 1 6�Q U� Q 1 8�Q 1 9�R E H�Q 2 0� R E H�

15 n 11� 18� 19� 80� 81� 82� 8 3�84�

b� c� d� e� f� u� a� b� c� d� a� b� c� d�

- 7� 0� 1� 0� 0� 1� 5� 9� 5� 38� 22� 31� 3� 1� 57� 57� 5? 5/ 57 0 5( 4 

• 2.]\ 0.ij\ l.‘n O.OX 0.0\ 1.8% L n 15.851 66./*�38.54.5.3《1.8!!； 
• 2.]X O.Oi� t.?；� O.OX 0.0\ 1.8!{� 8.8：̂ 15.8.8* 66.JX 54.41 5.3!l! IJX 



;£y�-�ol^t� r e a d� o r o d u c t� b r o c h u r e� f i r s t�
A9.73 

-jH REH HEIH Ql Q2 
‘） 3 4 5 6 丨 8 9 10 11 12 13 14 15 16 1? 18 19 20 

X� a� b� c� d� ij�

5� 0� 2 5 5� 53� 109� 9� 1 5 4� 23� 11� 14� 65� 11� 9� 12� 4� 12� 50� 21� 5 8� 103 21� 6� &� 11�
5 4 . O X� 4.55； U.2\ 1 1 . n 5.451 6.95i� 32.25；� 8 . U� 4.5客� 5 . n� 2 . O X� 5 . 9 X� 24.85J� 1 0 . n� 2 8 . l i� 5 1 . O X� 1 3 . n� 3 . 0 《 3 . 0 ^�

2 0 . 4 2 . n 3 . 5 \ 6 0 . n� 9.05；� 4 . 3 S� 5.55；�2 5 . 6 . 1 5 !� 3 . 5 ^� 4 . ? S� 4.15；� 1 9 . 8 . 2 ^ 22,1% 4 0 . U 1 0 . 5 ? 2 . 4 ^ 2AX 

- h l l r e a d p r o d u c t b r o c h u r e f i r s t 

)3 Q 4 Q 5 Q 5 
<2 2 3 2 4 25 2 $ 21 2 8 29 3 0 31 32 33 34 35 36 3? 3 8 39 40 41 42 

a b c a b 

14 1 4 4 ?5 11 4? 69 3 6 19 2 6 16Q 9 84 4 10 25 8 13 9 9 1 1 9 丨�4 8� 15�
； l \ . n 1 3 . n 2 3 . 3 ^ 3 4 . U . S X� 9.4?；� 1 . 0 ^� 3.05；� 1.55；� 1 8 . n� 41.25；� 1 5 . U� 2 4 , 5 X� U M� 11.05； 2 0 . 8 \� 11.0.1； 
,� 6 2 . U� 3.51t� 3 2 . n� 5 8 . 0 ^� 5 . n�

m� - 6 / F r e a d p r o d u c t b r o c h u r e f i r s t 

J a Q l b Q 8 
43 44 45 46 4J 4 8 49 5 0 51 52 53 54 55 56 5? 5 8 59 6 0 61 &2 63 64 65 66 

43 ]1 n 45 / 0 2 6 5 8 3 9 5 4 & 10 3 U 49 4 i 102 39 19 21 1 14 li 

？KU� 1 2 . 2 5� 29.?.!^ ^ I M 2.1% Q . 0 \� 0.83；�5 6 . U 2AX 22.1% 1 5 . 3 ^� 21.25；� 2 . U� 1 . 2 ^� 6.35；� 1 9 . 1 1 . 3 ^� 4 0 . 1 5 . 3 1 . 0 1� 1 0 . 6 5� 4 4 . 5 . 5 ^�

V E Y�-�6 1 1� r e a d p r o d u c t b r o c t i u r r ' f i r s t 

创�b� Q 9 c� Q I O� Q I U� Q l l b '312 

58 69 ？0�n� 12� U� U�
b� c� d� a� b� c� a� b� c� d� a� b� c� d� a� b� c� d� a t) c d x 

！ 5 5� 3� 8� 65� 32 丨�5 8� 53� 1J6 1� 42� 3� 1 4 6� 42� 43� 25� 35� 3� 119� 36 U� 13� 42� 112�18�

1.2^ 3.U 25.5X 2.7U6.5戈 1.2^ 57.35； 16.5^ 1 6 . 9 . 8 ^ 1.25! 14.U 2 9 . S . U l U S U L n i.U 

25.55； 12.55! 6 2 . 5 1 . 0 5 ； 16.n 1 6 . 9 . 8 ^ 7.U 

- ^ V E Y� -� r e a d p r o d u c t b r o c h u r e f i r s t 

QI3 Q U Q 1 5 Q 1 6 Q U Q 1 8 Q 1 9 R E H Q 2 0 R E H 

J5 n 11 IS n 80 81 n 83 84 

: : b c d 6 f u a b c d a b c d 

：：21� 4� 1� 1� 1� 6� 29� 26� 3 8� 162�106�121� 12� I� 2 5 5�2 f 5�2 5 5�2o5�255� 0� 2 ^ 5�21�

OJX D.iX 0.45! 2.45； W A X 10.215 14.n 6 3 . 4 9 . 4 . 1 \ 2.1% 

^3.25；丨.511 0.4? O.n 0.45； 2 A \ 11.4!̂  1 0 . 1 4 . 9 * 63.55； 42.11； 50.n U l 2.8； 



- usually read the vhole 
A9.74 

:H REH HEIH Q1 ^̂  
1 3 4 5 6 I 8 9 10 11 12 13 14 15 H 18 19 20 
‘ )( a b c d y 

99 0 22 45 5 49 10 3 6 22 6 1 9 4 15 7 21 10 1 5 1 

58.n 3.n ?.8\�28.丨.851�1.3X�11.1̂� 5.2X 丨 S U U L G ; 1.3̂  丨.3太 
！� 22.2$�45.5̂� 5.U�49.10.U�3.0$�6.1?� 22.25；�6.U�I.IU�9.1?�4.OX�6.U�15.了.U 2L3? 3MU0.U 5.U 1.0̂  

:VEY - 68A usually read the whole 

Q 3 Q 5 Q 6 

2 2 2 3 2 4 2 5 2 6 11 2 8 2 9 3 0 3 1 3 2 3 3 3 4 3 5 3 6 3 1 3 8 3 9 4 0 4 1 4 2 

J a b c 及 b 

^� 3 9� 5 5� 3 2� 14� 1 5� 2 4� 1 6� 9� 2� 3� 6 4� 3� 3 2� 3� 3� 1�1� 5� 8� 1 0� 3� 6� 3� 8 1� 2�

0) » n . n 4 1 . 6 \ 1 8 . 2 X 1 9 . 5 \ 3 1 . 2 0 . 8 X W . U I M 3 . n 13.6)；� 1 3 . 5 0 . 0 J ；� 2 2 . I X 3 S . 4 * 1 3 . 2 1 . . ^� 13.65； 
-〕� U M� 3.0；�3 2 . 8 U 5 S� 2.0i�

• j}RVEy - ijsually read th6 whole 

Q/a 
4 3 i 4 4 5 4 6 4 1 4 8 4 9 5 0 5 1 5 2 5 3 5 4 5 5 5 6 5 7 5 8 5 9 6 0 6 1 6 2 6 3 M 6 5 6 & 

57 15 •；5�22� 2� 0� 0� 58� 0� II� 19� H� 4� 4� 0� 6� 15� 15� 36� 16� 30� 12� 39� 8�

I M 16.29.31^ n.2\ 2.OS 0.0!̂  0.0!̂  58.6)S O . O U U n U l 14.U 4.0!t 4.0^ O.OJ S.U 1 5 . 1 6 . 3 6 . n 1 6 . 3 0 . 1 2 . U 39.n 8.U 

\::iRVEY • 68A usually read the yhoJ^ 

^ Q9b Q9C QIO Qlla Om 
^ 68 69 10 11 n U U 

b c d a b c a b c d a b c d a b c d a b c d X 

2 9 99 0 1 26 53 彳 14 2 58 1 1 20 9 16 1 72 11 2? 9 1? 3? 5 

』.U� 2.0̂�il̂ lOO.OS�O.OS� U.U�2.0̂� 20.2̂� 1.0̂�12.U 28.3\ 

99.OJ O.m 1.0!̂  59.11.2̂  9.2̂  ？丄 

‘；iJRVEf - m usually read the whole 

QI3� Q14� Q15� Q16� QU� Q18� Qt9� REH� Q20�REH�
j5� 16 11 IS� 19� 80� 81� 82� 23�

b� c� d� e� f� u� a� b� c� d� a� b� c� d�

9 1 0 0 0 2 16 10 11 58 i3 54 2 0 99 99 99 39 99 0 9 

“ I . O X� 0 . 0 《 0 . 0 * 0 . 0 \ 2 . O X U . 2 X 1 0 . U W . n� 58.65；�4 3 . 5 4 . 2 . 0 5 ；� 0 . 0 ?�

，9.n� 1.0X�O.OX�O.OX�O.OX� 2.011� 15.8X�9.9t�16.8X�5?.4X�43.n 54.5)；�2M�O.OX�



i)-刚 usualIv r=.v1 m first Dart onlv 
A9 . 75 

、.H m�HETH� Ql 1)2 
3 i 【I 丨？ 9 10 11 12 13 l i n, 16 W 18 19 hi 

<� a� 0� c '1 'J 

13 0 i3 W 13 2 20 2 1 1 / 2 0 0 0 0 ? 2 I 13 ^ ft '' ^ 

50.oi in n,n i.n 3.8^ i^.n 0.0^ o.ox 0.0^ 0.0^ i,n 1.1% 50,0^ a 0,0^ o.o^ 

39.5》30.2% 2.3't 2.3̂  16.31 0.0̂  O.Ot i.n LIX 3 0 . 0 , 0 ' . O.O'i 4,'i 

V E Y - u s u a l l y r e a d t h e f i r s t p a r t o n l y 

Q3 Qd Q5 "56 
n 23 24 25 26 21 28 29 30 31 32 33 34 i;, 36 3? 38 39 40 41 42 

a b c a b 
II 1 8 11 5 4 6 2 2 0 1 19 3 2 0 0 4 3 1 4 6 3 0 2 12 ? 

：^ii.a� 42.3^ 19.2\ 1 5 . n 2 3 . U l.J\ 1.1% 0.0?� 3.85；� 0.0^,�23.5^ \ 1 M 5.95! 35.35! 11.6^ 11. 

i4.2S；�IM�4 6 . t l M� 15..n�

• _ 測 - m� u s u a l l y� r e a d� t h e� f i r s t p a r t o n l y 

3/a Q/b Q8 

43 H 45 46 4J 48 49 50 5 1' 52 53 54 55 56 5? 59 60 61 fi? U f‘(， 

15� 4� 10� 5� 0� 0� 2� 20� 1� 15� 5� 5� 1� 2� 1� -l� 5� 5 \ 丨丨）� ^ 丨�5� 5�

；ILn� UW3.3UU客� 0.0絮�0.0̂ LIX 46.5̂  2.31 ]L2% 11.6̂  20.91 2.3̂  4.U 20.n 11.31.251 9.3̂  23,3'.�UU4,『UU》�

'•丨_ - 688� u s u a l l y� r e a d� t h e� f i r s t p a r t o n l y 

Q9b Q9c QtO Qlla QHb m 
69 10 n ” ^̂  

b c d a b c a b c d a b c d a b c d a b c d < 

32 2 1 0 0 43 0 ? 29 3 3 1 6 8 3 5 2 31 5 11 , i 8 5 

,'4.4; i.n n.n 0.0^,100.0^ Q.O^, 51.n JM [m U.O^ 18.01 丨.OUU^^ UU2.U 

'iJjRVE'f - m u s u a l l y r e a d t h e f i r s t D a r t o n l y 

QI3 Qii Q15 Qlfi Q1I Q18 QI9 REH 020 m 
le 11 n 19 ？0� 81 ？̂ ？] ？4�

b� c� d� e� f� iJ� a� b� c (t a b c d 

4 1 0 0 0 ] 4 12 3 24 13 22 5 3 43 43 43 43 i3 0 i? ^ 

').];)」\ I).「A�0.0=̂ 0,0'.� 9.35； 2Ln� I.Ô；�55.30.n� II.�
‘h]X 2.]\ 0.0\ 0,0^ I.O^r 9.3^ 7.0? 5 5 . 3 0 . 5 1 . 1 1 . 6 ? 7.01 



)I - D̂C r?ai1 Ihs whole if the first mi is inlerestin̂  
A9 . 76 

RbH HHH Ql 卯 
j� i� 5� 0� I� 8� 10� 11� 12� 13� H� 15� 1& \i 18 19 2 0 

X a b c d y 

0 46 91 5 1 38 25 8 12 55 13 9 1 3 4 1 1 48 16 49 85 23 8 3 10 
52.n 80.2̂  32.65； IM 5.2̂  I M 2.3X l l . n 49.U 13.^ 4.U 

21.41.1^ ？3.3\ 11.5', 3.U 5.51 25.U 4.U 6.0̂  1.8$ 5.0̂  22.0̂  ?.3I 22.551 3 9 . 1 0 . 3 . 了 i l .n 

•�liV�-�68C� r e a d� t h e� w h o l e� if� t h e� f i r s t p a r t is i n t e r e s t i n g 

I Q4 Q5 

1 23 24 25 26 11 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 
a b c a b 

i 122 64 19 43 58 33 13 1 4 128 10 18 5 9 24 7 U 9 ? 11 5 110 12 
‘ l \ 1 0 . n 21,2%� 11.05；�25.OX 33./X� 19.25； I M 0.6% 2.3^� 10.95； 1 9 . 5 2 . 3 1 . 0 \� 19.65；�1 5 . 2 3 . n� 10.9?�

5 8 . U� 4.5^� 3 5 . 5 0 . 5 . 5 ^�

； E Y�-�6 8 C� r e a d� t h e� w h o l e� if� t h e� f i r s t p a r t is i n t e r e s t i n g 

a Q ? b Q 8 

3 4 4 4 5 46 4J 4 8 49 5 0 51 5 2 5 3 5 4 5 5 5 6 5J 5 8 5 9 6 0 61 6 2 6 3 6 4 6 5 66 

1 28 53 33 3 0 I 1 43 29 50 8 9 4 13 36 36 91 28 d2 26 103 U 

- n . n 2 4 . 1 5 . n h i x�M J ；� 51.851� 3,21� 19.13!� 13.3i� 22.95；� 3.IS� 4 . U 1.8%� 6.05；�16.5?；� 41.IX� 1 2 . 2 8 . ^� 1 1 . n� 41.25； 

乏� E Y�-�6 8 C� r e a d� t h e� if� t h e�i - i r s t p a r t is i n t e r e s t i n g 

Q 9 b Q 9 c Q 1 0 Q l l a Q l l b Q 1 2 

68 69 ？0�n n u n 

b� c� d� a� b� c� a� b� c� d� a� b� c� d� a� b� c� d� a� b� c� d�

,8 7 30 丨 0 218 54 137 9 42 4 128 34 39 18 11 1 153 34 69 10 31 100 16 

0.5̂  0.0^100.0^ 24.8!t 4.U U.IX 15.6̂  II.n 8.3̂  12.0.55； i0.2\ 15.65； 3 1 . 1 4 . 2 1 ； 45.9̂  
0.5S� 0.0^� 9 9 . 5 8 . n� 1 5 . 1 1 . 8 5 !� 8.25； 丨 

/EY - 6 8 C r e a d t h e w h o l e if t h e f i r s t D a r t is i n t e r e s t i n g 

Q]3 OH Q15 016 Q1I Q18 Q19 REH Q2D REH 

J5 U 11 n J9 8 0 81 8 2 8 3 84 

b c d e f u a b c d a b c d 

19 2 2 2 1 8 18 26 28 1 43 ？4 112 10 1 218 2 18 2 18 218 2 18� 0 21.^ 1/ 

O . n O . n O . n 0.5? 3 . u�8.35；�11.n�12.n� 65.65；�38.51；�5 1 . n� 4.55; 3.2* 

r-.n o.r, o.n o.s:̂  3.n 8.n 12.u�13.05；� 39.4!! 52.6* ux iJij 



)-:ii dS'jallv re Id Chinese 
A9 . 77 

m b̂iH 01 
3 i 5� f 丨 了�8� ?� 1 0 .�11� 12� 13� 14� 15� 16� W� 18� 20�

X� a� b� c� d 丨J�

j� 0�”�3� 56� 85� 3� 1�20� 24� 5� 13� 40� 12� 5� 1�1 1� 4� 30� 1�5� 58� 83� 3� 1 1 

5 4 . n� l . n 1 5 . I . 6 \ 3 . 2 X 1.0% 4 . 5 ^ 2 . 5 ^ 1 9 . 1 5 36.951 5 2 . n 1 0 . n l . n Q . 6 \ 
2 5 . 3 9 . n 1 1 / n 6 . 1 ? 1 8 . 5 . 6 ) ；� 2 . 3 i 1 . 9 * 1 4 . U I . O S 21.2\ 3 9 . O i U \ l . U 3 . 3 \ 

CEY - IIA u s u a l l y r e a d C h i n e s e 

3 04 Q5 

2 23 24 25 26 21 28 29 30 31 32 33 34 35 35 31 38 39 40 41 42 
a b c a b 

3 1 10 59 23 31 41 25 12 2 3 1 14 9 86 3 13 23 9 20 15 9 10 4 1 16 12 

. n 1 0 . n 3 1 . 1 4 . 1 9 . J ^ 2 6 . U 1 5 . n 1 . 3 S l . n 5 . n 2 3 . 4 1 . U 1 6 . U 3 5 . / $ 2 6 . 1 6 . 1 5 l l . n I . U 
5 3 . 4 . 2 S 40 . « 

. i V i - J1A u s u a l l v r e a d C h i n e s e 

fa Q ? b Q 8 
i3 u 45 46 4/ 48 49 50 51 52 53 54 55 56 51 58 59 60 61 62 63 64 6& 66 

23 35 49 丨 0 1 107 2 43 35 41 10 10 3 13 35 31 86 34 59 25 92 9 

S . n 16.n 23.OX 1 5 . 3 . 3戈 O.OS 0.5X 50.2? O.n 2 0 . 1 6 . U 19.2X U \ l . n 6.U 16.n ]1A% 40 . « 16.11,1% 11.U 43. 

- m u s u a l l y r e a d C h i n e s e y 

I Q9b Q9c Q10 Qlla Qllb 
68 69 10 n U u n 

I b c d a b c a b c d a b c d a b c d a b c d < 

146 8 30 58 26 128 43 138 I 3/ 2 2 13 0 0 1 2 156 11 61 丨�30� 104� 26�

； : i� ^ii� U . U ll,n�1 2 . 2 ^� 6 0 . I X� 2 0 . 6 4 . 8 ^� 3.3^. \1AX O . n i O O . O X 0 . 0 ^ 0 . 0 \ 0.55i 1 2 . O . n 13.25! 1 2 . I X 2 8 . 6 % 3 . U 1 4 . U� 48.85； 无 

2 1 , n� 1 2 . 3 ^� 0 . 0 ^� 0 . 0 $� 0 . 5 S 彳2.31�

i 腿 - m� u s u a l l y� r e a d� C h i n e s e�

QI3 Q14 Q15 m QU Q18 Q19 REH Q20 REH 

j5 u n 18 19 ？0 81 82 83 ？4 
b� c� d� 6� f� u� a� b� c� d� a� b� c� d�

> 丨2 1 1 0 0 8 28 23 22 13J 16 114 II 6 213 213 213 213 213 0 213 19 

• • 5 . 6 *� 0 . 5 ；� 0.01；� 3 U� 1 0 . 8 、 6 U U 5 . 7 U 3 . 5 5 ；� 5 . 2 ^�I M�

"^.n 0.51 0.5* O.OX O.OX 3.3X 13.3)；�11.OX 10.65.2* 36.55.U 5.3T IM 



,i) - Jifs usually read oartly Chinese X partly Encjlish 

. • A 9 . 7 8 

；H� •� H E I H� QI�

•�1� 3� 4� 5� 5 1� 8� 9� 10� 11� 12� 13� H� 15� U� II� 18� 19� 20�
' X a p c d iJ 
) 0 52 10 20 4 30 3 0 3 15 2 3 4 0 4 13 3 9 16 9 4 3 1 
‘ 4 1 . n . n l.n O.O^� 4.8?； l.n� 9.5^� O.O?； 3 1 . L \ % 2 1 . n 38.1^ 2 1 . n / . U 2.4^ 

19.38.5̂  l.n ll.n O.O? 5.8$ 28.8* 3.8\ 5.8* l.lX O.OX LIX 25.OX 5.8S \1 .n 30.8̂  11.3̂  l.n 5.6̂. Ui 

/EY - U n u s u a l l y read partly C h i n e s e & Dartly E n g l i s h 

33 Q 4 0 5 

II 23 24 25 26 21 28 29 30 31 32 33 34 35 36 31 38 39 40 41 42 
a b c a b 

23 32 19 5 10 16 9 2 0 0 34 1 U 2 1 4 1 2 2 2 4 3 2? 3 

•‘ .8$ 45.2̂  11.n 23.38.U 21.U 4.8̂ �0.05；�O.OX� 20.OS�10.05；�40.OX 彳O.OX�20.OX�20.05；�20.051�40.OX�30.�
丨� 65�.�45；� 1.95；�32.n� 51.n�5.8?�

V E Y�-�n 冬�u s u a l l y� r e a d� o a r t l y� C h i n e s e % o a r t l y E n g l i s h 

丨7a� 07b� Q8�
43� 44� 45� 41� 49� 50� 5�1� 52� 53� 54� 55� 56� 51� 58� 59� 60� 61� 62� 63� 64� 65�

* 

•5 31 4 18 I 1 0 1 35 1 9 10 15 2 3 1 3 12 11 25 3 15 8 i 

川 ] . U 34.6̂  13.1.9^ O.OX l.n 5?.l.n \hn 19.2$ 28.8̂  3.8$ 5 . 6 . 8 5 1 23.1X21.25 50.0̂  28.8̂  15.n 

J R V E Y - n g u s u a i l y r e a d o a r t l y CTinese & p a r t l y E n g l i s h 

Q9b Q9C 010 Qlla . Qllb Q12 

68 69 10 n 12 n U 
. b c d a b c a b c d a b c d a b c d a b c d x 

42 1 6 1 1 6 34 13 33 4 12 0 0 52 1 0 9 0 35 6 23 5 5 U 2 

0.8% l . n 1 1 . 6 5 . n 25.OX 5 3 . I . U 23.IS O.OXIOO.OX l . n O.OS II.3i 0.0.UI.3U1.5X 44.2^ U U M l 

21.11.66.n 0.0\ 98.U O.OS 

J JRVEY - J l ^ u s u a l l y r e a d p a r t l y C h i n e s e S p a r t l y E n g l i s h 

QI3 QU Q15 m QIT Q13 Q19 REH Q20 REH 

15 n 11 n 19 80 81 82 83 84 

b c d e f u a b c d a b c d 

c 4 1 0 1 0 1 5 5 8 34 20 2J 5 0 52 52 52 52 52 0 8 

in l . n 0 . 0 ?� 1.95；� 0.0?；� I . n� U X� 9.5^；�I S . n� 6 5 . U� 3 8 . 5 1 . n� 9 . 6 ^� 0.05； 

• in� l.n�o.oi�ux� o.ox�i.n�9.ex� i5.n�e5.n�38.55；�sux� o.m�



i cy - J 1 C u s u a l l y r e a d b o t h C h i n e s e J E n g l i s h 

A9 . 79 

, H m H E I H Q 1 Q 2 
' 2 3 4 5 6 / 8 9 10 11 12 13 14 15 16 11 18 19 2 0 

X a b c d ij 

8 0 6 8 15 2 8 2 4 0 6 4 1 22 4 2 5 1 8 16 6 14 26 / 2 1 3 

52.851� 3 . 8 U 5 . 5 戈� 1 1 , 3 $� l . n� 4 1 . 1 . 5 5 ；� 3.8实� 9 . U� 1 5 . I X�3 0 . 1 1 . 3 X� 2 6 . n� 4 9 . U� 1 3 . n� 1.951� o . U�

22.U 4 1 . 2 . n 58.83； 8.8t 5.95S 1.53； 32.n UX I.U UX 1.5X11JX 2UX 8.85S 20.6)； 3 8 . 1 0 . 2 . 9 ^ 

/EY - M C u s u a l l y r e a d b o t h C h i n e s e S E n g l i s h 

33 Q 4 Q 5 

12 2 3 2 4 2 5 2 6 2 了� 2 8� 2 9� 3 0� 31� 3 2� 3 3� 3 4� 3 5� 3 6� 3 7� 3 8� 39� 4 0� 41� 4 2�
a� b� c� b�

29� 3 4� 19� 6� 16� 2 0� 1�1� 8� 0� 4� 4 4� 3� 2 1� 2� 3� 6� 3� 5� J� 1� 3� 1� 41� 3�

J U H U U 5 , 8 U 1 . 3 U 0 . 2 U U ! n 0 . 8 ! M 5 . U� 0.0$ I.5\ 13.3^ 20.Oi� 40.03；�20.05；�33.3X� 46.IX L U 20.OS U X 
^ 6 4 . n 4 . n 3 0 . n 60.35; 

V E Y - " C u s u a l l y r e a d b o t h C h i n e s e & E n g l i s h 

h O l b Q 8 
43 4 4 4 5 46 4 1 4 8 4 9 5 0 5 1 5 2 5 3 5 4 5 5 56 5? 5 8 5 9 6 0 6 1 5 2 6 3 U 65 66 

30 T 2 1 13 1 0 0 4 2 3 II 8 14 1 2 1 4 12 I 2 4 8 2 4 5 31 1 

； ; , . n� 1 0 . 3 C . 9 ^� 1 9 . U� 1 . 5 X� Q . O X� O . O X�6 1 . 8 t� 4 . n� 2 5 . O X� 1 1 . 2 0 . 6 5 ；� 1 . 5 $� 2 . 9 ^� 1 . 5 X� I M� I I . 1 0 . 3 X� 3 5 . 1 1 . 8 $ 3 5 . 3 \ l . n 4 5 . 6 $ 1 0 . 

• I . { V E Y - n c u s u a l l y r e a d b o t h C h i n e s e h E n g l i s h 

3 Q 9 b Q 9 c Q I O Q l l a Q H b Q 1 2 

r 68 69 10 11 12 n U 
2 b c d a b c a b c d a b c d a b c d a b c d x 

f 43 丨� Id� 2 0� 8� 3 9� 3 8� 0� 8� 3� 0� 1� 0� 10 彳� iJ� 12 1/ 6 2 3 2 

• 3 . 2 S 1 . 5 ^ 1 4 . n 2 9 . n n . 8 % 5 ? . n 55.n m u u ? ^ 4 . n O.OJ; I . 5 ? ; I O O . O \ O . O S u.n l u u s . i n iin 3 3 . 8 ^ 2.朽 

29.9!t� 1 1 . 5 8 . 2 1� O.OJi 1 . 4 % 9 8 . O . O X 

i R V E Y - n c u s u a l l y r e a d b o t h C h i n e s e S E n g l i s h 

Q13 QH Q15 Q16 Q1I Q18 Q19 REH Q20 REH 

1 5 16 U 了�8� J 9� 8 0� 81� 82� 8 3� 8 4�

b� c� d� 9� f� u� a� b� c� d� a� b� c� d�

c� 10 ] 0 1 0 3 1 14 13 ‘ 4 2 2 8 3 8 1 2 6 8 6 8 6 8 6 8 6 8 0 6 

“ . U 1 . 5 X O . m� 1 . 5 � O . O X� 4 . U� 1 . 5 X� 1 9 . 6 1 . 8 ? ；� 5 5 . n� 1.55；� l . n�

‘i.n 丨O.Oi�1.5X�0.0?!�4.4?�l.n 20.18.6)：�50.OS� 55.U�I.U�IM�



了 二 P  u 目 一 - V  r e a d  E n q l i s h  

A 9  .  8 〇  

- R E M  l E I H  Q l  s  

3  4  5  ⑦  �  3  9  一 0  二 一 2  1 3  1 4  一  5  1 6  二  1 3  1 9  S  

X  a  b  C  C  一 J  

1  0  3 0  叫 一 6  3  二  3  3  2  9  3  0  0  0  2  5  一  5  1 2  5  0  3  一  

6 U 二 3 . 0 二 3 . 9 二 3 - 0 二 3 k  U 二 9 . 一 二 3 - S  0 - S  O . O X  o . s  U U U X  U 二  1 - r 二 2 - 2 二 一 . U  Q - Q 二 3 - s  i 』  

2 3 - 3  二 3 , 3  二 0 - 0  二  6 , U  1 0 . 0 二 0 . O X  & . U  3 U : U 0 , S  o . s  0 - o x  o . s  U  二  6 . U  o . s l o . s  3 」 一  

二 Y  -  二 D  u s u a l l y  r e a d  E n g l i s h  

3  s  Q 5  ̂ ^  

2  2 3  2 4  2 5  2 6  2 ?  2 8  2 9  3 0  3 1  3 2  3 3  3 4  3 5  3 5  3 ?  3 8  3 9  s  4 1  4 2  

a  b  c  a  b  .  

5  1 9  1 0  兵  5  二 访  2  1  1  2 1  兵 坊 1  0  访  0  兵  1  1  0  2  2 1  3  

4 3 . 5 X  二 . U  2 U X  4 U U 6 J 5 ；  U S  4 , 3 5 ；  U - 3 X  O . O X  8 5 . J X  O . O X  S T J S  1 U X  1 4 . 3 》 0 - o s  2 U X  

s - s  一 3 . 3 X  1 6 - u  s . s  一 s  

: . E Y  -  二 D  u s u a l l y  r e a d  E n g l i s h  

， a  5  Q 8  

1 3  4 4  4 5  4 6  4 7  4 8  4 9  5 0  5 1  5 2  5 3  5 4  5 5  5 6  5 7  5 8  5 9  s  6 1  6 2  6 3  & 4  6 5  

1 0  .  1  8  i  j  0  一  1 9  2  S  2  办  0  0  0  3  2  3  J  3  ?  2  5  S  

. 二 ！ I  3 - 3 二 U 二 3 k  3 - 3 : ^  O . O X  3 k 6 3 . 3 J  u u o - o x  U 二 3 - 3 : 1 ;  0 . 0 5 ；  o k  0 - 0 二 O . O i  U 二 0 - 0 二 3 . 3 二 0 . 0 二 3 . U 二 U U O . O M  

V E Y  -  二 D  u s u a 一 一 y  r e a d  E n g l i s h  、  

i  Q 9 c  i  e l a  e l b  0 1 2  

6 8  s  s  二  二  一  3  N  

b  c  d  以  b  c  以  b  c  d  a  b  c  d  a  t j  c  d  a  b  c  d  X  

2 5  0  2  公  3  1 8  功  2 0  一  3  2  1  0  0  3 0  功 一  2 0  杯 叫 办 5  1 2  一  

0 - S  U 二 0 . 0 二 0 . 0 二 0 . 0 二 二 二 U S  3 」 二 0 . S  u 》 3 - 3 X  0 . 0 5 ；  0 . 0 二 0 0 . 0 二 U S  3 - 3 二 二 二 3 . 3 X  2 3 . 3 二 3 . 3 二 6 . 1  二 0 . 0 \  3 - n  

3 0 . 0 ! ^  1 0 k  s . s  3 . 2 X  o . s  0 - o x  9 U X  3 - 3 一  

- . V E Y ,  二 D  u s s 二 y  r e a d  E n g l i s h  

g  Q 1 4  Q 1 5  Q 1 6  Q  二  s  Q 1 9  i  i  R E H  

7 5  J 6  J 1  I S  1 9  8 0  8 1  8 2  s  8 4  

二  c  d  e  f  u  a  b  c  d  a  b  c  d  

： 一 一  0  一  一  4  7  : 4  1  二 一  1  2  3 0  3 0  3 0  3 0  3 0  0  3 0  1  

二 ， s  3 J t  3 . 3 一  o . s  3 - n  3 - 3 二 3 - 3 二 3 - 3 二 U 二 U 二 3 . 3 二 U X  3 . 3 W  U X  

二 . 0 》 3 . 3 一  3 . 3 \  0 . S  3 . 3 5 ；  3 . 3 二 3 . 3 二 3 . 3 二 6 . 二 4 6 . ? 二 3 - 3 ? 3 6 - 7 \  U S  



j j ^ v E f  -  二 . i  l ^ a l l  o r d e r  f o r  l o a n  二 s t  D n o n t y )  

賣 A 9 . 8 1  

•  •  H E T H  Q l  Q 2  

2  3  4  5  6  �  8  9  1 0  二 一 2  1 3  U  1 5  二  一 8  1 9  2 0  

,  X  a  b  c  d  u  

4 9  0  4 9  J  2 5  J  3 1  J  2  3  二 办 0  私  1  2  1 2  2  1 2  2 3  7  1  2  0  

5 9 . 5 二 U 二 3 - 8 二 6 』 U X  二 X  4 0 k  U S ；  o . s  9 . 5 \  2 . n  U 二 U 二 U 二 U 二 2 . U  u y  o - m  

1 4 . 3 二 一 . 0 二 4 . 3 二 3 . 3 二 4 - 3 1 ^  4 - u  6 • 一 二 4 - n  0 - s  8 . 2 》 4 . U  2 4 - 5 S  4 , U  2 U 二 6 . 9 二 U ;  0 - 0 一  

, ; U R V E Y  -  m ， a 二  o r d e r  f o r  l o a n  二 s t  p r i o r i t y )  

s  Q 4  Q 5  
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；31 1 1 2 1 12 38 40 46 206 140 189 0 0 329 329 329 329 329 0 329 30 

i� I . U� 0.35；� 0.35； 3 . 5 * 1 1 . 1 2 . U M 62.6,\ 4 2 . 5 ? . n O . O X� 0.0本 

«'l.U� 1.25；� 0 . 3；�0.6?� 0 . 3 X� 1 2 . U� O.OJ�O.OS�

mam ^ ^ 
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fCH REH HETH Ql 02 
、1 3 4 5 6 1 S 9 10 11 12 13 14 15 16 1J 18 19 20 

X� a� b� c� d� ij�

U| 38 0 38 I 14 2 19 5 0 2 9 1 1 6 1 2 5 6 12 II 4 1 0 1 
j 45.6.5X 61.16.I* O.OS�$.55；�29.05；�3.25；�3.2̂�16.IS�3.2!!；�6.5X�16.U�19.n�38.JX�54.8)4�12.9?；�3.2X�O.Oi；�3.21； 

18.4X� 36.8^� 5.35；�50.0?� 1 3 . n� O.OX� 2 3 . U 2 M� 2.6S� 13.21� 2.6^� 5.33；�13.2X 1 5 . 3 1 . 5 * 44.JX 10.5$ 2 M O.Oi 2 M 

I R Y E Y - J 5 A hoDe t o r e c e i v e more . 

Q 3 Q 4 Q 5 Q6 
. 2 2 23 2 4 25 2 6 11 2 8 2 9 3 0 31 32 33 34 35 36 3? 3 8 39 4 0 41 42 
1 a b c a b 

( 1 9 25 14 4 6 1 1 5 3 0 0 25 0 13 1 2 5 2 2 2 2 1 2 28 2 
,1�j.31；�80.&5；�45.25；�12.95i� 35.5it 彳5.1：1；� 0.05J�O.OX� U M�JI.U�28.�65；�28.65�28.651�28.̂�14.3̂.�U M�
I 65.8)；� O . O X�3 4 . 1 3 . A� 5.3S�

U� IRVEY�-�F5A� hooe� to� receive� BIO�re�

Q J a� Q l b� Q 8�
43� 44� 45� 4 5� H� 4 8� 49� 5 0� 51� 52� 53� 54� 55� 56� 5J� 5 8� 59� 6 0� 61� 62� 6 3� 6 4� 65�66�

21� 4� 14� 10� 1� 0� 0� 20� I� 5� ?� 6� 3� 1� 1� 2� 9� I� 16� 5� 14� 3� 16� 0�

i5.35[� 10.53；�3 6 . 2 6 . 3 5 J� 2.6\� O.OX� O.OX� 52.6? 2 M� 13.2!!；�1 8 . U� 1 5 . l . n I M� 2.6X� 5 . 3 W 3 4 2 . i : M 3 . 2 U 6 . 8 5 ；� 7 . 9 H 2 . U� 0.0^.�

^ i l J R V E Y�-�I 5 A� h o o e� t o� r e c e i v e� siore.-

m� Q 9 c� Q I O� Q 1 1 a� •�Q l l b� Q 1 2�

5� 68� 69� 70 1\ n U li 
b� c� d� a� b� c� a� b� c� d� a� b� c� d� a� b� c� d� a� b� c� d� <�

29� 2� 5� 15� 4� 18� ?� 24� 2� 5� 0� 2 8� 5� 1� 4� 6� 1� 29� 2� 14� 4� 5� /�

, 5 J S 1 . 3 . 2 % 4 2 . 1 \ l i ) ’ 5 l 4 L 4 ! $ 1 8 . U U . n� 5.；1!1；�13.2!!；� 0.0.^；�U . I X� 1 3 . 2 ^� 2.63；�1 0 . 1 5 . 3 3 1� 2.6)；丨�6 . 3 笔� 5.35；�36.8?5� 10.5)；�1 3 . 2 X� 3 5 J X�

10.5̂� il.n U.1%�13.2.65； 1 0 . [ ? . • ) 》�

•‘�U R V E Y�-�I S A� h o o e� t o� r e c e i v e� m o r e�

0 1 3� Q 1 4� Q 1 5�Q 1 6�Q l ?�Q 1 8�Q 1 9�R E H�Q 2 0� R E H�

75� 16 11� 18� J9� 8 0� 81� 82� 8 3�84�

b� c� d� e� f� u� a� b� c� d� a� b� c� d�

2� 0� 0� 0� 0� 2� 38� 0� 0� 0� 21� 1/� 0� 0� 38� 38� 3 8� 38� 3 8� 0� 3 8� 4�

5.35[ O.OK O.m 0.0* O.in�5.3川O.ox�O.OX�O.OX�0.05；�55.3X�44./X 0.0%�O.OJ； 

‘5.3X�0.05；�0.05；�O.OX�0.0\�5.35；100.05；�O.OX�O.OX�O.OS�55.3X�44.n�O.OX�O.OX�

-•� ^�



SUMMARY OF MARKET POTENTIAL APPENDIX 10 

OHAIl SURVEY - SUHHARY OF MARKET POTENTIAL BŶ lGHEfl?̂ ^̂ '̂̂ ^ 

B A T C H S I Z E H E A H I HEAfi2 S I S2 0 E V 1 D E V 2 c l a s s c l a s s o v e r a l l c l a s s i f i c a 

A L L 丨� 7 5 J O X 5 6 . 0 0 * 4 2 . 9 1 X 4 9 . J 2 X a b s z1 a b s z2 o n z1 o n z2 o f DH p o t e n t i a l 

2enggiindgrad 31 83.80X 66.SOX� J.05J；� 8 . 1 U� 8.005；� 1�.�13� 10.803；� 1.32� H� VH� H�to� VH�
2engglecturer� 10 40.00* 40.00X� 13.57J；� 15.I2X� -35.80X� -2.64� -16.00X� -1.02 VL L L 
2HBAstudent 23 79.00* 52 .00* 8.95X 10.3JX� 3.203；� 0.36� -4.00!ll� -0.39� A� A� A�
2enggpostgrad� 19� ? 8 . m�J 8 . m 9 . 8 « 11.41X ] . m 0.3 1 22.9051 2 .01 A VH H 
2supi!arketstaff 23 65.201 43. 40X 8.�95)；� 10.3J3；� -10.605；� -1�.�18� -12.60X� -1.22 VL VL VL 
2passersby . 150 15.30* 50. 10X� 3.505；� 4.06)；� -0.50J；� -0.14� -5.905；� -1.45� A VL L 
2uiiclassifled 101 I9.20X 6 2 . m� 4.215；� 4.953i� 3.40X� 0.80� 6 . m� 1.29� H� VH� H�

4AphoneintALL 24 54.201 37.50X Lm 10.151 -UMX -2. 4/ -18.50X -1 .82 VL VL VL 

4ApfiOfieintKln 12 33.30*� 25.003；� 1 2 . m 14.35* - 4 2 . m -3.43 -31.00X -2. 16 VL VL VI 
4Aphon6lntHK 12 IS.OOX 50.00X 12.39X 14.35* -0.80X -0.06 -6.00J1 -0.42 A A A 
4Bperson1int 1 8 5 . m 丨�U O X� 1 6 . m�1 8 . m�9 . m� 0.61� 15.40X� 0.82� A� H� A�

4Ccoiipletebyself� 332� ??.10X� 5 6 . m� 2.35X� 2.73X� \ . m� 0.55� O . m� 0.33� A� A� k�

JJAnale� 246� 1 6 . O M� 56.90)；� 2./4J1� 3 . 1 U� 0.20)；� O.OJ� 0.90X� 0.28� A� A� A�

JJBfenale� 117� I5.2QX� 5 3 . m� 3.9?J1� 4.50!!；� -0.601� -0.15� -2.10X� -0.46� A� A� A�
J8Aaged(:20 21 48.I0X 33.30X 8.26X 9 . 5 U -2J.70X -3.35 -22./OX -2.37 VL VL VL 

I8Baged21-25 112 UMi 6 1 . m 4.051 4.I0X 3./OX 0.91� 5.105；� 1.21� H� YH� H�to� VH�
/8Caged26-30� 90� 8 1 . m�60.103；� 4.�525；� 5 . 2 n� 5.30)；� 1 . U� 4.10X�0.18� VH� H� H�
?8Daged31-35� 7$� 8 2 . m�60.40X 4.92* 5 . m /.lOX 1.44 4.402 0.7? VH H H 
I8Eaged36-40 32 65.SOU 61.50X� 7.59J； L M -10.20X -1 .34 5.50X 0.63 YL A L 

78Faged>:41 61.50* 3 8 . m 8 . m� 9./5J；� -14.30)；� -1.70� -1I.60J；� -1.80 VL VL VL 

I9A(:J5000 52 67.30X 40.30X 5.95X 6.89X -8.50X -1.43 -15./OX -2.28 YL VL VL 
I9B$5001-J10000" 113 80.50S 5 9 . m� 4.043；� 4 . m� 4./OX�1.16 3.40% 0.?3 VH H H 

mnoooi-$2oooo ii 84.m 66.20X \,m� 5.573；�i.m� i.J6� 10.20J；�ijo� YH� VK� YH�
?90$20001-$30000� 32� 87.50J；� 55.60X 丨.593；�i . U X�l U O X 丨.54� U O X� 1.09� VH� H� H�to� VH�
J9E>$30000� 28� 64.30X� 50.00X i.WX� 9.40!!；� -11.50J；� -1�.�42� -6.00X� -0.64 VL A L 
l9Fnon«orking 57 64.90t 50.90X 5.68X 6.59X -10.90X -1.92� -5.103；� -0.7/ VL L L 
jguunidentified 4� 25.003；� O.OOX 21.46* UMX� -50.803；� -2.3J� -56.003；� -2.25 VL VL VL 
aOAsecondeduca 161 JO.JOX 49.J0X 3.321 3.85X -5.10X -1.54� -6.30J；� -1.64 VL VL VL 
SOScolleducation 194 80.40X 61.90X 3.08X 3.5?X� 4.60)；� 1.49� 5.90X� 1.65� YH� VH� VH�
aUc a r d h o l d e r� 250� 81�.20X� 6 2 . m l.UX� 3 . U X� 5.40t� 1�.�99� 6 . m� 2.04� VH� VH� YH�
81Bnoncardhold� 111� 6 4 . m�42.30X� 4.0/J；� 4.J251� - 1 0 . m� -2.68� -13./OX� -2.90 VL VL VL 
83Cc]erk U 11.60* 55.30X 4.92X 5./OX I.SOJ! 0.3? -O.IOl -0.12 A A A 
83Eexecutive 67 8 3 . m 6 U 0 X� 5.245；� 6 . 0 1 3；丨 . S O X� 1.49� 5.30X� 0.87� VH� H� H�
83Fbluecollar� 35�-� l l . m� 5I.�10X� /.25X� 8.403；� 1.30S�0.18� 1.10X�0.13� A� A� A�
83L1ecturer 13 5 3 . m 5 3 . m l l . m 1 3 . m -22.00X -1.85� -2.20J；� -0.16 VL A L 
83PF()rofessjonal 42 78.60X 64.3QX 6.621 l.m 2. SOX 0.42 8.3QX 彳.08� A� H� A�
83PPpropri8tor� 8� 87.50X� 62.50X� 1 5 . H X� 1J.58J；� 11.705；� O.JI� 6.50X� 0.31� H� A� A�
83SAsalesrian� 13� 7 6 . m�69.209；� 11.90X� 1 3 . J n� 1.101�0.09� 13.205；� 0.96� A� H� A�
83STstudent� 55 UMX� 54.60X� 5./9J；� 6.70X� - 4 . m� -0.85 -1.40* -0.21 L A A 
83Tt8acher 15 lOO.OOX 8 6 . m UMX 1 2 . 8 « 24.201 2. 18 3 0 . m 2.39 VH YH VH 
SaOniscprofession II 82. m 35.30X� 10.419；� 12.06X LUX 0. 63 -20.�703；� -1.J2� A VL L 
83HJRhousei<if8iret 6 O.OOX O.OOX 11�.523；�20.30X� -75,�80X� -4.33� -56.00X� -2.�76 VL VL VL 
83Uuni(lentified 16� 50.003；� 18.903；� 1 0 . m�12.�43X -25.80* -2.41 -3/.I0X -2.98 VL VL VL 

HEAH 1 ：�X�of� population� who� SI ：�exp.� standard� error� of� distribution� Ql� YH ：�very� high�
have utilized nail order S2 : exp. standard error of distribution Q2 H : liigh 
service In the past 0EY1 : absolute difference between A ：�average�

(distribution Ql) KEAHI of sanple and overall HEANI L : low 
HEAN 2 ：�X�of� population� who� DEV2 ：�absolute� difference� between YL ：�very� loy�

have ytlllzed nai] order HEAN2 of sanple and overall HEAH2 
service in the past zl : 0EV1 expressed in no. of SI 
12 Booths z2 ：�0EV2� expressed� in� no.� of� S2�
(distribution Q2) 
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All. 3 

REASON FOR MAIL ORDER UTILIZATION (ALL) 
^^ ^ci na. cf respandcnts as base 
Q S -j 

i iilllil^ 
I I I I I I I I I. 
22 23 24 25 26 27 28 29 30 

I 

W h y did you purchase by mall ordor ( 3 ) ? 

22[ ] Time saving 

23C� 】Convanient�

24[ ] Easy fsethod of payment 

25C ] There was/wer® gift(3) 

2S[ ] Thera was free delivery 

27[ ^ 1 It was a privilege or 

discount offer 

28C ] It was an exclusive offer, 

or product was not sold 

at shops 

29[� 】Fr时� inspection� or� warranty�

period� provided�

30C ] It was a blind decision 
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All. 5 

REASONS FOR NO UTILIZATION (ALL) 
totd na. d re spa ride nts as base 

0.45 

'iiiiiiii 
33 3 4 35 36 37 3 S 29 40 

W h y haye you never purchased by mail-order? ^ 
‘ t 

f 

33【 ] H a s s a g o of th« m a i U n g s w a s • ！ 

not� clear�

] I saldoa racaivad direct mail 

35【 ] P r o d u c t s and 3«rvica3 wera not 

suitable 
36[ ] Too axpansiv® 

3 7[ ] No chanca to look at sajnples 

bafor« purchas*, and hence 

'w3L3 risky 

3a[ ] Unraliable 

3 9 [ ] Filling in forms was cluuisy 

40[ ] Could not mak« up th« laind at 

the tin® of raading, and 

Tatar o n , f0P30t about th« 

whola thing 
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All. 7 

REASONS FOR OPENING DMAIL (ALL) 
Qg tatd no. cf respgryibnig as base 

" i l i i j 
44 45 46 47 48 49 50 

What motivates you to op«n direct mail? 

43[� 】Curiosity�

“[ ] B « c a u s « I hav* th« tiam 
45[ 3 D«8-tgn3 ar» beautiful & 

attractive 

[ ] I do not want to taiaa 

any opportunity 

] The na/lfnga ars thick 

4a[ ] The mailings are thin 

43 [ ] I op«n th»ffl by nistakaa 

50[ ] I aua accustom to op«n all maiIs 



All. 8 

REASONS FOR NO OPENING (ALL) 
0，1 讨 d� no.�d� reiqxandsnts� cs� base�

S 2� S 3� 5 4� 5 5� 5 6� 5 7�

W h a t� prevents� you� from� opening� direct� mail?�

52[� 】They� ara� junk� mails�

[� 】Nothing� sa^aa� attractive�

[ ] I do not have th« tiora 

55[ ] I do not want to fall 

into temptation 

[ ] Thm mailings are too thick 

57[ ] The mailings are too thin 
» » 



All. 9 

REASONS FOR OPENING IMMEDIATELY (ALL) 
^ 一 "totd na. of respandertts c e t a z e 
0.45 -r— 

'liiiiii 
53" 6 0 51 6 2 5 3 6 4 6 5 

Which typo« of direct m*il advertis« i M n t 3 

would you lik® to open iaimediatalv? 

矿 59C ] I f t h « r « 13 i n d i c a t i o n o f 
g i f t s 

60[ ] If "ther« is indication of 

3 P « c i a l off®广 OP d i s c o u n t 

SIC ] I f»el that content is 

aystarious, OP b«caus« 

of ！ay� own� curiosity�

52C ] The words on th« anvelop* 

a s k oe t o 

53[� 】'̂ htft design of th« anvslopB 

is Attractive or 推 I s g a n t�

54[ ] Tha words on th癱 envelop* 

3hoH respect to my status 

OP give m« wanath 

65[ ] If I know what ia th« typ« 

of product 
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Sex Gratjps 
\7~7\ males f V ^ females 

c 

What have you purchased by mai1-order(s)? 

5[ ] Mil > please continue 
i 

from question 4, 

answers for questions 

2 & 3 are not required 

6[ ] Applying credit cards or 

charge cards 

7[ ] Applying financial services, 

e.g. loan, overdraft, etc. 
8[ ] Books or magazines 

9[ ] Records, sound tapes or 

video tapes 
10[ ] Collectibles 
11[ ] Jewelleries 

12[ ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insurance 

16[ ] Body fitness equipments 
17[ ] Other merchandise 

18[ ] Charity donations 

19[ ] Ticket bookings 
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Sex GroLps 

[771 rrots r V ^ females 
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t 
W h y� did� you� purchase� by�mail order(s)? 

22[ ] Tim« saving 

23C ] Convenient 

24[ ] Easy method of payment 

25[ ] There was/were gift(3) 

26[ ] There was frae delivery 

27[ ] It was a privilege or 

discount offer 

23[ ] It was an excluaiva o f f e r , 

or product w a s not sold 

at 3hop3 

29[ ] Froa inspection or warranty 

period provided 

30[ ] It was a blind daciaion 
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f 

Will� you� u s e� mail� order� in� futura?�

(ona a n s w e r o n l y ) 

aC ] Very likely 

b[ ] Very unlikaly 

c[ ] I am not sura 
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Sex GrQLpc 
\7~7\ males rV^ fcrrxilcs 

Why have you n e v e r purchased by mail-order? 

33[ ] Hassago of the raailinsa w a s 

not clear 

34[� 】I� saldoffl� racaivad� direct� mail�

35[ ] Products and services ware not 

suitable 

36[ 1 T o o expensive 

3 7[ ] N o chanca to look at samples 

before purchase, and henca 

waa risky 

33[ ] Unreliable 

33【 ] F i n i n g in forma w a s clunay 

40[ ] Could not make up the raind at 

the tirao of reading, and 

U t o r o n , forgot about th9 

whola thing 
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Do you open and read direct nail advertisementa � 

regularly? (one Jinswar only) 

a[ ] Most of the times, y®a 

b[ ] Most of the times, no 

c[ ] I usually opan then, but 

most of the tim«3, 

I d o n o t r e a d t h e n 

1 
I 

I 
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^ • 

W h a t m o t i v a t e s you to open direct mall? 

c 

43[ ] Curiosity 

“[ ] B e c a u s * I have the tine 

45[ ] D e s i g n s ar« beautiful & 

attractive 

46[ ] I do not want to miss 

any opportunity 

47C ] T h ® B a i l i n g s a r e t h i c k 

48[ ] Tho mailings are thin 

49[ ] I opan th»« by aiatakaa 

5 0 [ . ] I am accustom to opan all m a i l s 
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* 

W h a t p r e v e n t s you from opening direct mai1? 

52[ ] T h e y are junk m a i l s 

53[ ] N o t h i n g seema attractive 

54[ ] I do not have the time 

55[ ] I do not want to fall 

into temptation 

56[ ] Th® m a i l i n g s are too thick 

57[ ] T h e m a i l i n g s are too thin 
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Which t y p e s of d i r e c t mail advertisements 

would you like t o open immediately? 

59[ ] If there is indication of 

gifts 

60C ] If "there is indication of 

special offer or discount 

61[ ] I f»e1 that content is 

raysterioijs, o r because 

of my o w n curiosity 

62[ ] T h e w o r d s on tho envelope 

ask me to 

63[ ] Tho design of tho envelop® 

Is attractive or olagant 

64[ ] The w o r d s on the envelope 

i show respect t o my status 

o r give me warmth 

I 65[ ] If I know w h a t ia the type 

of product 
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When you open a direct nai1 advertisements, which 
part of it would you 1 ike to read first? (one 
answer only) ^ 

a[ ] The covering Tetter 
b[ ] The product catalogue/brochure 
c[ ] The mai1 order form 
d[ ] The price list 

i 
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Will you normally read the remaining parts of 

the mailings? (one answer only) 

a[ ] Most of the times, yes 

] Most of the times, no 

c[ ] If the first part I have read 

is interesting, then yea 
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Which type of content design in direct mail 

normally receive your first attention? 

(one answer only) 

a[ ] Highlighted headings 

b[ ] Diagrams 

c[ ] Charts 

] Passages advising you of the 

special offers 
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If�direct�mail�advertisements�are�written�in�
both� ChTnese� and� English,�which� will� be� the�

version� you� prefer� to� road? (one answer only) 

a[ ] Usually Chines* only 

b[ ] Usually partly Chin®s«, and 

partly English 

c[ ] Usually both Chinese & English 

d[ ] Usually English only 
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If you want to secure a loan froot a bank, 

what Hill be the most probable way that you 

will choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

bC ] By a� solf一written� letter�

c[ 3 By presenting yourself at a 

service counter of the bank 

d[ ] By tolaphone 
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Which� w i n� be� the� naxt� most� probable� way? (one 

answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By presenting yourself at a 

service counter of tho bank 

d[ ] By telephone 
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How many direct mails, on the average, do you 

receive in one month? (ona answer only) 

x[ ] Nil 

a[ ] About 1 to 10 

b[ 3 About 11 to 20 

c[ ] About 21 to 30 

d[ ] About 31 to 40 

e[ ] About 41 to 50 

f[ ] More than 50 

u[ ] Uncountable 

i 
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Comparing with present monthly volume of direct 

mai1 which you are receiving, what will be tho 

volume you would like to receive in tho future? 

(one answer only) 

a[ ] More 

b[ ] Less 

c[ ] Same 

d[ ] Indifferent 
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If the subscription fee is reasonable, will-you' 

subscribe for cable television? (one answer o n l y ) . 

a[ ] Definitely yes 

b[ ] Probably yes 

c[ ] Probably no 

d[ ] Definitely no 
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1. What have you purchased by mail-order(3)? 

5[ ] Nil > pleasa continue 

from question 4, 
1 

answers for questions 

、产� 2�&�3�are�not�requi�rod�

6[ ] Applying credit cards or j 

charge cards 

7[ ] Applying financial services, 

e.g. loan, overdraft, etc. 

8[ ] Books or magazines 

9[ ] Records, sound tapes or 

video tapes 

10[ ] Collectibles 

11[ ] Jewelleries 
12[ ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body fitness equipments 

17[ ] Other merchaincjisB 

i a [ ] Charity donations 

19[ ] Ticket bookings 
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.V� Why� did� you� purchase� by�mail order(3)? 

22C ] Time saving 

23[ ] Convenient 

24[ ] Easy method of payment 

25C ] There was/were gift(3) 
26[ ] There was free delivery 

27C ] It was a privilego or 

* discount offer 

28[ ] It was an 9xclU3iva offer, 

or product was not sold 

at shops 

29[ ] Free inspection or warranty 

period provided 

30[ ] It was a blind decision 
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W i n you use mail order in future? 

(one answer only) 

a[ ] Very likely 

b[ ] Very unlikely 

c[ ] I am not sure 

* 
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Why have you never purchased by mail-order? 

33[ 3 Hessaga of the mailings was 

not clear 

34[ ] I saldon recaivad direct mai1 

35£ ] Products and servicaa wore not 

suitable 

36[ ] Too expensive 

37[ ] No chance to look at samples 

before purchase, and hence 

w廑9�risky�
38[ ] Unreliable 
39[ ] Filling in forms was clumsy 

40[ ] Could not make up the mind at 

the time of reading, and 

Tatar on, forgot about the 

whola thing 
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： 

Do�you� open� and� read�direct�mail� advertissfflents�

regularly? (one answer only) 

a[ ] Most of the tiinea, yea 

bC ] Most of th« tinea, no 

c[ ] I usually open then, but 

most of the tiiros, 

丨�I�do�not�read� then�
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What�motivates�you�to op«n direct mail? 

43[ ] Curiosity 

44C ] Because I hav® the tim« 
45[ ] Designs ara boautiful 4 

attractivo 

46[ 3 I do not want to miss 

any opportunity 

47[ ] The raa-flings aro thick 
48[ ] The (nailings are thin 

49C ] I open then by anstakes 

50C� 】I�am�accustom� to�open� all� mails�
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I 

What� prevents� you� from� opening� direct�mai�1?�

52[ ] They are junk mails 

53[ ] Nothing seena attractive 

54[ ] I do not have tha time 

55[ ] I do not want to fall 

into temptation 

56C ] Th® mailings are too thick 

57[ ] The mailings are too thin 
» 



i A l l . 4 3 

DMAIL SURVET - AGE GROUPS 
Q 5 -1 

a曰_� n 日 

c� \ « 
^ \ 〉 

I� R� n Ml 

i ； g 目 讀 I 

J 。终旧 \ 二终_ 
J� 0 八贫 X� n 乂^� i�
"g a2 - M n 八公X \ 八 因 
^ ^ ^^ 八-和 \ 八终須 八终邏 

终議 ） 乂终 _ 
0 m f i l P f K 關 M M i 叫 羽 淋 糊 

S3 60 61 62 63 64 65 

•�,� A<=20�B21�-25�C26-3Q D31—五�E36-40F>=41�
IZZ] A B ^ C 岡� D E Z J E _ F 

r 

Which types of direct mail advertiseMnts 

would you like to open immediatalv? 

, 59[ ] If there is indication of 

gifts 

60C ] If there is indication of 

special offer or discount 

61[ ] I feel that content is 
i 

mysterious, or because 

of ray own curiosity 

62[ ] Tho words on the envelop* 

ask oe to , 

63【� 】"rtie design of tho envelope 

is attractive or alagant 

64[ ] Th« words on tho envoiopa 

show respect to my status 
or giv® me wanoth 

S5[ ] If I know what is th« type 

of product 
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When� you� open� a� direct�mail� advertisements,�which�

part�of� it�would� you� like�to� read�first? (one 

answer only) 

aC ] The covering letter 

] The product catalogue/brochure 

] Tha mail order form 

] Tha price list 

» 
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Will� yoy�normally� read�the� remaining� parts�of�

the� mailings? (one answer only) 
• I 

a[ ] Most of the times, yes 

b[ ] Most of the times, no , 

c[ ] If the first part I have read ！ 

is�interesting, th«n yea 

I 
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Which� type� of�content� design� in�direct� mail�

nonnally�jrocaive� your� first� attention?�

(one answer only) 

a[ ] Highlightad headings 

b[ ] Diagrams 

c[ ] Charts 

d[ 3 Passages advising you of the 

special offers 

I 
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If�direct� mail� advertisements� are�written� in�

both� Chinese� and� English,�which�will� be th« 

version you prefer to read? (one answer only) 

i I 
aC ] Usually Chinese only 

bC ] Usually partly Chines«, and 

partly English 

c[ ] Usually both Chinese & English 

d[ ] Usually English only 
» 
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you want to secure a loan froa a bank, ！ 

what� w i n� be th« most probable way that you 

Hill choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

b[ ] By a�solf一written� letter�

cC ] By presenting yoursalf at a 

service counter of th« bank 
* 

d[ ] By telephone 
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Which� wi�n� be� the� next�most�probabla� way? (one 

answer only) 

a[ ] By mail-order 

b[ 3 By a self-written lattar 

c[ ] By presenting yourself at a 

service counter of th® bank 

d[ ] By telephone 
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How� many� direct�mails,�on�the�average,�do�you�

receive� in�ona�month? (one answer only) 

xC ] Nil 
aC ] About 1 to 10 

b[ ] About 11 to 20 

c[ ] About 21 to 30 

d[ ] About il to 40 

a[ ] About 41 to 50 

f[ ] Mora than 50 

uC ] Uncountabia 
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Comparing� with� present�monthly�volume�of� direct�

mar^�which� you�ara� receiving,�what�will�bo�tho�

volume� you�would� like�to�re二aiva�in�the� future?�

(one answer only) 

a[ ] Mors 

b[ ] Lass 

c[ ] Sane 

dC ] Indifferent 
» 
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If thd'^subscription fe« is reasonable, will you 

subscribe for cabla television? (one answer only) 

a[ ] Definitely yes 

b[ ] Probably yo3 

c[ ] Probably no 

d[ ] Definitely no 

* 
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1.� What� have� you� purchased� by mail-order(s)? 

5[ ] Nil > please continue 

from question 4 , j 
answers for questions 

2 & 3 are not required 

6[ ] Applying credit cards or i 
！ 

Charge� cards�

7[ ] Applying financial services, 

e.9. loan, overdraft, etc. 

8[ ] Books or magazines 

9[ ] Refcords, sound tapes or 

video tapes 

lOr ] Collectibles 

11[ ] Jewelleries 

12[ ] Applying d u b membership 

13[ ] Housewares 

.14[ ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body fitness equipments 

17[ ] Other merchandise 

18C ] Charity donations 

19[ ] Ticket bookings 
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Wffy�did� you� purchase� by�mail order(3)? 

22[ ] Time saving 
23[ ] Convenient 

24[ ] Easy ra«thod of payment 

25[ ] There waa/wera gift(3) 
26C 3 Thora was free delivery 

27C ] It was a privilege or 

* discount offer 

23[ ] It was an exclusive offer, 

or product was not sold 

at shops 

29[ ] Free inspection or warranty 

period provided 

30[ ] It was a blind decision 
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w m� you� use� mail� order� in� future?�

(one answer only) 

t 

a[ ] Very likely 

bC ] Very unlikely 
c[ ] I am not sure 

* 
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Why� have� you� never� purchased� by� mail-order?�

f 33[ ] Message of the mailings was 

not clear 

34[ ] I saldom racaived direct mail 

35^ ] Products and services were not 

suitable 

36[ ] Too expensive 

37[ ] No chance to look at samples 

before purchase, and hence 

way risky 

33[ ] Unreliable 

33[ ] Filling in forms was clumsy 

40[ ] Could not make up the mind at 

the tnm« of reading, and 

lat®r on, forgot about th« 

wholo thing 
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Do�you� open� and� read� direct�nai�1�advertisaoents�.�

regularly? (on« answer only) 

a[ ] Host of the tinms, yes 

b[ ] Most of th« timea, no 

c[ ] I usually open then, but 

most of the tinwa, 

J I do not read th©« 
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What�li^tivatas�you�to op«n direct mail? 
! 

43[ ] Curiosity 

44[ ] Bocaus« I hava th« tim« j 

45[ ] Designs are beautiful & 

attractive 

46[ ] I do not want to miss 

any opportunity 

47 [ ] Tha ma-flings are thick 

48C ] Tho mailings are thin 

43 [ ] I open thaa by mistakes 

50[ ] I am accustoiB to open all mai Is 

* 
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What� prevents� you� from� opening� direct� mail?�

^ 52[ ] They are junk mails 

53C ] Nothing seems attractive 

54[ ] I do not have the time 

55[ ] I do not want to fall 

into tenptation 

56[ ] The nailings are too thick | 

57C ] The man lings are too thin ’ 

» 
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Which� types� of� direct�mai�1 adverti3e<i«nt3 

would you like to open immediatalv? 

59C ] If thera is indication of 

产� gifts�

60C ] If there is indication of 

special offer or discount 

61 C ] I fsel that content is 

mysterious, OP bacaus* 

of my own curiosity 

62[ ] The words on the envelop® 

ask rae to 

63[ ] T^o design of th« envelope 

13 attractive or alagant 

64 [ ] m e words on the anvslopo 

show respect to «y status 

or give me wanoth 

65[ ] If I know what is�th書 typ« 

of product 
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When� you� open� a� direct�nail� advertisements,�which�

part� of� it�would� you� like�to� read� first? (one 

answer only) 

^ aC ] Th« covering letter 

] Th® product cata1ogue/brochur« 

cC ] The mail order form 

] Tha price list 

» 

t ‘ 
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Will� you� normally� read�the� remaining� parts� of�

the� oailings? (one answer only) 

aC� 】Most�of�the�times,�yea�

bC ] Most of the times, no 

c〔 ] If the first part I have read ‘ 

13 interesting, th«n yea 

» ’ 
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Which� type� of� content� design� In�direct� mail�

nonsf^ny� receive� your�first� attention?�

(one answer only) 

a[ ] Highlightad headings 

bC ] Diagraas 

cC ] Charts 

d[ ] Passages advising you of the 

special offers 
» 

» 
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If� direct� mail� advertisaaenta� ara�written� in�

both� Chinese� and� English,�whicti�will�be th« 

version you prefer to read? (on® answer only) 

aC ] Usually Chinese only 

] Usually partly Chin«s«, and 

partly English 

c[ ] Usually both CMnesa & English 

】Usually� English� only�
t • 

» » 
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i I�
If� you� want� to�secure� a� loan�froa�a�bank,� !�

what� w i n� bo th« most probable way that you 

will choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

b【 ] B y a self-written letter 

cC ] By presenting yourself at a 

service counter of ths bank 
» 

d[ ] By telephone 
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Which� will� be� the� next�most�probable� way? (one 

answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By prajjenting yourself at a 

service counter of the bank 

dC ] By talephon« 
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How many direct malls, on the average, do you 

receive in one month? (one answer only) 

x[ ] Nil 

a[ ] About 1 to 10 

b[ ] About 11 to 20 

c[ ] About 21 to 30 

dC ] About to 40 

e[ ] About 41 to 50 

f[ ] Mora than 50 

u[ ] Uncountable 
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Comparing� with� present�monthly�volume�of� direct�

mai� which� you� aro� racaiving,�what�will�b9 th® 

volume you would like to�re二siva�in�the� future?�

(one answer only) 

a[ ] More 

b[ ] Lass 

c[ ] Sane 

d[ ] Indifferent 

I 
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If� theSubscription fo« is reasonable, will you 

subscribe for cable television? (one answer only) 

a[ ] Definitely yes 

b[ ] Probably yes 

c[� 】Probably� no�

d[ ] Definitely no 

» 



A l l . 7 0 

DMAIL SURVEY — AGE GROUPS OF FEMALES 
as 

a7- ； 

J� as�-� s�

a P" W 
1 
I QS - V V̂/ m 
rt 、 〜 ？ O.� /�3� V� >�
p ( / 
> ,、 八； ？ 
。 八 「； 
C 八 / 

0� Q 3 - 八 — 

1 關 、； 

I� m� n� m� R� 0� n�

1 m i 八 < R ^ / 
Q1�-fiW� 11�m „ 二 八 ' — / / rrriN m rrWN n n n — f / i I 丄�MSI� n�I 丄"kN n n n , — n / n̂i vr 

KIHtn ^ 八 ^ z •� 、>� pA� 、�/、\� /� m� n�̂ /� ptt：/ •、/、 
1�Hh� V f\ i\ ^ \ \ \ i / f ( /V 

0 ——IN n 小】n 小]ri 卜]ri 卜】ri 卜]ri d_• LLd d__LLd___ri ai ri a 
6 7 a 9 10 11 12 14 15 IS 17 IS 19 

A:21 - 2 5 B 2 6 - 3 Q C:31 -35 D:>=36 

IZZl A 日 网 c 网 D�

1.� What� have� you� purchased� by�mai 1-order(s)? 

5 [ ] N i l > p 1 e a s 9 c o n t i n u e j 
from question 4, | 

answers for questions 

f 2 & 3 are not required 

6[ ] Applying credit cards or i 
I 

charge cards 

7[ ] Applying financial services, 

e.g. loan, overdraft, etc. 

a[ ] Books or magazines 
9[ ] Records, sound tapes op 

video tapes 

10r ] Collectibles 

11[ ] Jewellaries 

12[ ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body fitness equipments 

17[ ] Other merchandise 

18[ ] Charity donations 

13[ ] Ticket bookings 
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Why� did� you� purchase� by�mail order(s)? 

22[ ] Time saving 

23C ] Convenient 

24[ ] Easy method of payment 

25C ] There was/wera gift(3) 
26C ] There was froe delivery 

27[ ] It was a privilege or 

* discount offer 

23[ ] It was an excluaiva offer, 

or product was not sold 

at shops 

29[ ] Free inspection or warranty 

period provided 

30[ ] It was a blind decision 
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Will� you� use�mail� order� in� future?�

(one answer only) 
I 
I 

a[ ] Very likely 

b[ ] Very unlikely 

c[ ] I am not sure 
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Why� have� you� never� purchased� by� mail-order?�

33[ ] Message of tho mailings was 

not clear 

34[ ] I seldom recaived direct mail 

35£ ] Products and services were not 

suitable 

36C ] Too expensive 

37【� 3�No�chance�to� look�at� samples�

before� purchase,�and� hence�

Ha» risky 
33[ ] Unreliable 
39[ ] F i n i n g in forms was clumsy 

40[ ] Could not make up the mind at 

the time of reading, and 

Tatar on, forgot about th« 

whola thing 
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Do� you� open� and� read� direct�fflai!�advertisements�

regularly? (one answer only) 

a[ 3 Moat of th« times, yea 

b[ ] Most of th« times, no 

c[ ] I usually open then, but 

most of the tinraa, 

I I do not road thorn 



i A l l . 7 5 

DMAIL SURVER 一 AGE GROUPS OF FEMALES 
as -j — 

I / 

丨 / 

I I 

1' “ I I 1 
I \ _ 
$ 会 I� n 因 

。. . 1拟� i/K� l/K姻� M� i� �̂ a _ k h ^�

4 3� 44� 45� 46� 47� 4 2� 49� SO�

A:21�- 2 5 _ 5 2 6 - 3 0� C:31�-35� D:>=36�

[ZZI A E S B 四 C 國 D 

What� motivates� you�to�open�direct� mail?�

43C ] Curiosity 

44[ ] Because I have ths t1m« 

45[ ] Designs are beautiful & 

attractive 

46[ ] I do not want to miss 

any opportunity 

47[ ] The mailings are thick 

48[ ] The mailings are thin 

49[ ] I open then by mi stakes 

50[ ] I am accustom to opon all mails 
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What� prevents� you� from� opening� direct� nail?�

52[ ] They ara junk mails 

53C ] hlothing seems attractive 

54[ ] I do not have tha time 

55[ ] I do not want to fall 

into temptation 

56[ ] The mailings are too thick | 

57[ ] The mailings ara too thin 

参 
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Which� types�of� direct�mail� advertiseiMnts�

would� you� like�to�open� immediately?�

产 59[ ] If ther« is indication of 

gifts 

60【� 1�If 'there is indication of 

special offer or diacount 

61 C ] I f®el that content is 
I 

nysteriotis, or because 

of my own curiosity 

62[ ] The words on the�envelop書 

ask� me� to�

63【 ]"rtie design of th« envelope 

13 attractiv® or olagant 

64[ ] The words on the envslops 

show rospoct to my status 

or giva ffl« warmth 

65[ ] If I know what is th« type 

of product 
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When� you� open� a�dired:�nail� advertisements,� which�

part� of� it�would� you� like�to� read� first? (ona 

answer only) 

a[ ] The covering letter 

] The product cata1ogue/brcx:hur9 

c〔� 3�The�mail� order� form�

dC� 】Th« price list 

» 



i A l l . 7 9 

DMAIL SURVEY - AGE GROUPS OF FEMALES 
as -1 

1 ： y 
！: J 
I . IP _ i i i i 

a b c 

A:21�- 2 5� 5 2 6 - 3 0� C:31�-.35� D:>=36�

E 3� A� 1 X 3� B 四� C 物� D�

Will� you� normally� read�the� remaining� parts�of�

the� mailings? (one answer only) 
• I 

a[ 1 Most of tha times, yes 

b[ ] Most of the times, no 

c[ ] If the first part I have read ！ 

i3� interesting,�thmn� yea�

* 
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Which� type� of�content� design� in�direct� mail�

normally r^pcaiv© your first attention? 

(one answer only) 

a[ ] Highlighted headings 

bC 3 Diagrams 

c【 ]Charts 

d[ ] Passages advising you of the 

special offers 

* 
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c 

If�direct� mail� advertisements� ara� written� in�

both� l5hinose�and� English,�which�w i n� be� the�

version� you� prefer�to� read? (ona answer only) i 

i i 
aC� 】Usually Chines* only 

b[ ] Usually partly Chin«s«, and 

partly English 

c[ ] Usually both Chin«s« & English 

dC ] Usually English only 
» 
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I�
^ f� you� want�to� secure� a� loan�froai�a�bank, +丨 

what� w i n� be th« most probablo way that you 

H i l l choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

b[ ] By a self-written latter 

c[ ] By presenting yours«lf at a 

sarvice counter of the bank 
» 

d[ ] By telephone 
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Which� will� be� the� next�most�probable�way? (on® 

answer only) 

a[ ] By mai1-order 

b[ ] By a self-written letter 

cC ] By presenting yourself at a 

service counter of the bank 

dt 3 By talephone 
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How� many� direct� mails,�on�the�average,�do� you�

receive� in�one� month? (ono answer only) 

xC ] Nil 

a[ ] About 1 to 10 

bC ] About 11 to 20 

c[ ] About 21 to 30 

d[ ] About il to 40 

a[ ] About 41 to 50 

fC ] More than 50 

u[ ] Uncountable 
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Comparing� with� present�monthly�volume�of� direct�

maiVwhich� you�ara� recaiving,�what�will�bo�the�

volume� you�would� like�to� re二aiva�in�the� future?�

(one answer only) 

a[ ] More 

bC ] Lass 

c[ ] Sane 

dC ] Indifferent » 
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If� tl�̂subscription� fee� is�reasonable,�will� you�

subscribe� for� cabla� talevision? (one answer only) 

a[ ] Definitely yes 

bC ] Probably y«8 

cC ] Probably no 

d[ ] Definitely no 

» » 
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1. What have you purchased by mai 1 - o r d e r ( 3 ) ? 
5C ] Nil > please continuB 

frofli question 4, 

answers for questions 
2 & 3 are not required 

^ ‘ 
5[ ] Applying cradit cards or i 

I 
charge cards 

7[ ] Applying f inancial s e r v i c e s , 

e . 9 . loan, overdraft, ate . 

8[ ] Books or (nagazines 

9[ ] ^ofcorda, sound tapes or 

video tap63 

10r ] C o l l e c t i b l e a 

11[ ] Jawellaries 

12c ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body f itne33 aquipmants 

17[ ] Other merchandise 

18[ ] Charity donations 

19C � " H c k a t bookings 
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Why did you purchase by mail o r d e r ( 3 ) ? 

2 2 [ ] Time saving 

23C ] Convenient 
2 4 [ ] Easy method of payment 
2 5 [ ] There was/were g i f t ( 3 ) 

I 
26[ ] There was f r e e d e l i v e r y 
2 7 [ ] I t was a p r i v i l e g e or 

* discount o f f e r 
2 8 [ ] I t was an oxcluaivo o f f e r , 

or product was not sold 
a t shops 

29C ] Fro« inspection or warranty 
period provided 

30[ ] I t was a bl ind decision 
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W i n you use mail order in future? 

(one answer only) 

a[ ] Very likely 

b[ ] Very unlikely 

c[ ] I an not 3ur« 

* 
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Why have you never purchased by mail-order? 

33[ ] Message of tho mailings was 

not clear 

34[ ] I soldom racaived direct mail 

3 5 [ ] Products and services were not 

suitable 

36[� 】Too� expensive�

37[ ] No chance to look at samples 

before purchas«» and hence 

wa9 risky 

38[ ] Unreliable 

39[ ] Filling in forms was clumsy 

40[ ] Could not make up tho mind at 

the time of 广 a a d i n g ,� and�

Tatar�on,�forgot� about th® 

who1o thing 
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^ i 

I . 

Do you open and read direct mail advertisonants 

regularly? (ona answer only) 

a[� 】Most�of�the�tines,�y•， ' 

】Moat�of th9�times,�no�

c[ ] I usually op«n then, but 

most of tha times, 

I I do not read them 
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r 

What motivates you to op^n direct mail? 
1 

43C ] Curiosity 

44 C ] Bacaus* I have th« tiia« ； 

45C ] Designs ar« beautiful & 

attractive 

48[ ] I do not want to niss 

any opportunity 

47 [ ] Tha ma-flings ars thick 

48C ] The mailings are thin 

43 [ ] I open t h M by mi stakes 

50C ] I am accustom to open all mails 
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What prevents you from opening direct mai 1? 

52[ ] They are junk mail3 

53C ] Nothing seams attractive 

54[ ] I do not have th« time 

55[� 】I�do�not�want�to� fall�

into� temptation�

56【 ] m a i l i n g s ara too thick j 

57[ ] The mailings are too thin 

I 
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I* 

Which types of direct mail advertistents 

would you like to open iffunediatalv? 

^ 59[ ] If there is indication of 

‘ gifts 

60[ ] If there ia indication of 

special offer or discount 

61 [ ] I fe«1 that content is 
i 

nystariotis, or b«caus« 

of my own curiosity 

62[� 】Thd� words�on�the ®nv0lop書 

ask�me� to�

63[ ] "rtie design of the envalope 

is attractive or alagant 

64[ ] The words on the envelope 

show respect to my status 

or give m« warmth 

65[ ] If I know what is th« type 

of product 
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When you open a direct »ail advertis^Mnta. which 

part of it would you like to rsad first? (one 

answer only) 

】Th« covering latter 

】 p r o d u c t� catalogua/brochuro�

c〔 ] Tha mail order form 

】Tha� price� list� i�
i 

» 
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W i n you normally read the remaining parts of 

the maflings? (one answer only) 

a[ ] Most of the times, yes 

b[ ] Most of the times, no 

c[ ] If the first part I have read ！ 

is� interesting, th«n yes 

t 
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Which� type� of�content� design� in�direct� mail�

nonaally� receive� your� first� attention?�

(one answer only) 

a[ ] Highlighted headings 

b[ ] Diagrams 

c[ 3 Charts 

d[ ] Passages advising you of the 

special offers 

» 
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If direct mail advertisemonts are written in 

both Cfiinose and English, which will b« th« 

version you prefer to read? (one answer only) , 

i 
i 

a[ ] Usually Chin«s« only 

bC ] Usually partly Chinos*, and 

partly English 

c[ ] Usually both Chines® & English 
d[ ] Usually English only 

* 
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^ f you want to secup® a loan froa a bank, 

what will be th« most probabla way that you 

will choose to approach that bank? 

(one answer only) 

I 

a[ ] By nai1-ordop 

b[ ] By a salf-written letter 

cC ] By presenting yoursalf at a 

sarvice counter of the bank 
» 

d[ ] By telaphona 
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Which will be tho next most probable way? (one 

answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By prajjenting yourself at a 

service counter of tho bank 

d[ ] By talaphona 
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How� many� direct�mails,�on�the�average,�do� you�

receive� in�one�month? (one answer only) 

xC ] Nil 

a[ ] Aboot 1 to 10 

b[ ] About 11 to 20 

c[ ] About 21 to 30 

dC ] About il to 40 

a[ 3 About 41 to 50 

f[ ] Mora than 50 

u[ ] Uncountabla 



i All.101 

DMAIL SURVET 一 SALARY GROUPS 
as — — 

差 A i ii 
a b c d 

A-B-G-D-E: a < =5k-1 Qk-2Qk- 33k- >3Qk 

Z Z ] A K 3 I a 网� C 因� D� K E I E�

Comparing� with� present�monthly�voluira�of� direct�

mail�^ i c h� you ar® recaiving, what will be th« 

volume you would like to r«二aivo�in�the� future?�

(one answer only) 

a[ ] Mora 

b[ ] Less 

cC ] Sane 

dC ] Indifferent 
» 
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If th«^ubscription fee is reasonable, will you 

subscribe for cabla television? (one answer only) 

a[ ] Dafinitely yes 

b[ ] Probably yes 

c[ ] Probably no 

d[ ] Dafinitely no 

* 
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Demographic Graips ty ^ucafa'an 
[ 7 7 1 seoandary f V ^ u / c d f e g -

What have you purchased by mail-order(3)? 

^ ] Nil > pleasa continue 

from question 4, 

answers for questions 

2 & 3 are not required 

6[ ] Applying credit cards or 

charge cards 

] Applying financial services, 

e.g. loan, overdraft, etc. 

3[ 3 Books or magazines 

9[ ] Records, sound tapes or 

video tapes 

10[ 1 Collectibles 

11[ ] Jewelleries 

12[ ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body fitness squipments 

17[ ] Other merchandise 

18[ ] Charity donations 

19[ ] Ticket bookings 
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Why did you purchase by mail ordor(3)? 

22[ ] Time saving 

23[ ] Convenient 

24[ ] Easy method of payment 

25[ ] There was/were gift(3) 

26[ ] Thora was froa delivery 

27C ] It was a privilege or 

discount offer 

28C ] It was an exclusive offer, 

or product wa3 not sold 

at 3hop3 
29[ ] Free inspection or warranty 

period provided 

30[ ] It was 31 blind decision 
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Demagraf^ic GroLps fcy Educaiian 
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Vnil you use mail order in future? 

(one answer only) 

aC ] Very likely 

b[ ] Very unlik®ly 

c[ ] I not sura 

I 



All.106 

Q 5 — 

0.45 - ^ 

1 : _ J I 

33 34 25 26 37 38 39- 40 

Demog^nphk: Graipc by- ^ucotion 
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Why h a v e ^ o u never purchased by mail-order? 

33【 ] M e s s a g e of the mailings was 

not clear 

34f ] I seldom recaived direct mail 

35[ ] Products and servicaa wore not 

suitable 

36C ] Too expensive 

37[ ] No chanca to look at samplos 

before purchase, and hence 

was risky 

3a[ ] Unreliable 

3 3 [ ] Filling in forms was clumsy 

40[ ] Could not make up th« mind at 

the time of raading, and 

later on, forgot about th* 

whola thing 

I 



All.107 

/ . 
) 

Q 7 -| — "“ 

! :M I 

1。•麵 II 
。 ： 働 咖 i i 

a� b� c�
Demagrap^ic Gratps hy ^ucaiian 

\ 7 y \ seoandary l\\J u/cdfege 

Do you open and read direct mail advertisements • 

regularly? (on© answer only) 

a[ ] Moat of tho times, yes 

b[ ] Most of tho times, no 

c[ ] I usually open them, but 

most of the times, 

I do not road thetn 
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DcrrraxiF^k: Graips ty ^ucatian 
[ 7 7 1 saoandary u/cdtege 

What motivates you to opon direct mail? 

43[ ] Curiosity 

44[ ] Because I have the time 

45[ ] Designs are beautiful & 

attractive 

46[ ] I do not want to miss 

any opportunity 

47C ] The mailings are thick 

48[ ] The mailings are thin 

49[ ] I open them by mistakes 

50[ ] I am accustom to open all mails 
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Demographic Graips ty ^ucatian 
[ 7 7 1 seoancbry l\\J u/cdlege 

I 

What prevents you from opening direct mai1? 

52[ ] They are junk maiIs 

53[ ] Nothing seems attractive 

54[ ] I do not have the time 

55[ ] I do not want to fall 

into temptation 

56[ ] Th« mailings are too thick 

57[ ] The mailings are too thin 
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D e m o ^ p h i c GraLpc ty ^ucatian 

[ 7 7 1 oeoandnry I W J u/cdlege 

Which types of direct mail advertiaenrants 

would you H k « to open Immediately? 

等 59[ ] If th«r« is indication of 

gifts 

60[ ] If there 13 indication of 

special offer or discount ... 

61[ 3 I f®«l that content is 

mysterious, or b«cau8« 

of my own curiosity 

62[ ] The words on the Anvelops 

asK me to 

63[ ] The design of th« envelope 

is attractive or elegant 

64[ ] The words on the envelope 

show respect to my status 

or give me warmth 

65[ ] If I know what is th« typ« 

of product 
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When you open a direct nail advertisamenta, which 

part of it would you like to read first? (one 

answer only) 

^ «[ ] The covering lettar 

b[ ] The product catalogue/brochure 

c[ ] The mail order form 

d[ ] Tha price list 
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Will you normally read the remaining parts of 

the rafilings? (one answer only) 

a[ 1 Most of the times, yes 

] Most of the times, no 

c[ ] If tha first part I have read 

is interesting, then yes 
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Demographic Graips ty ^ucoiian 
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Which type of content design in direct mail 

normally receive your first attention? 

(one a n ^ o r only) 

a[ ] Highlightad headings 

b[ ] Diagrams 

c[ ] Charts 

ci[ ] Passages advising you of the 

special offers 
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If direct mail advertisements are written in 

both Chinese and English, which will b« the 

version you prefer to read? (one answer only) 

a[ ] Usually Chines® only 

b[ ] Usually partly Chinas«, and 

partly English 

c[ ] Usually both Chinese & English 

d【 ]Usually English only 
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If you want to secure a loan froa a bank, 

19hat will be th« moat probable way that you 

w i n choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By presenting yourself at a 

service counter of the bank 

d[ ] By telephone 
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Which will be the next most probable way? (one 

answer only) 
I 

aC ] By nai1-order 

b[ ] By a self-written letter 

c[ ] By presenting yourself at a 

service counter of the bank 

d[ ] By telephone 
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How many direct mails, on the average, do you 

receive in one month? (one ainswer only) 

x[ ] Nil 

a[ ] About 1 to 10 

b[ ] About 11 to 20 

c[ ] About 21 to 30 

d[ ] About 31 to 40 

e[ ] About 41 to 50 

f[ ] More than 50 

u[ ] Uncountable 
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Comparing with present monthly volume of direct 

mail which you are receiving, what will be th« 

v o l u m e ^ o u would 1 ike to recaive in the future? 

(one answer only) 

a[ ] More 

b[ ] Less 

c[ ] Same 

d[ ] Indifferent 
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If th«subscript!on fee is reasonable, will you 

subscribe for cable television? (one answer only) 

a[ ] Definitely yes 

b[ ] Probably yea 

c[ ] Probably no 

d[ ] Definitely no 
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What�have�you�purchased� by mail-order(s)? 

5[ ] Nil > please continue 

^ from question 4, 

answers for questions 

2 & 3 are not required 

6[ ] Applying credit cards or 

charge cards 

7[ ] Applying financial services, 

e.g. loan, overdraft, etc. 

8[ ] Books or magazines 

9[ ] Records, sound tapes or 

video tapes 

10[ ] Collectibles 

11C ] Jewelleries 

12[ ] Applying club membership 

13[ ] Housewares 

14C ] Footwears and clothes 

15[ ] Insuranca 

16[ ] Body fitness equipments 

17[ 3 Other morchandisa 

ia[ ] Charity donations 

19[ ] Ticket bookings 
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_ _ Credit Cand Haider Qraupa 
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Why did you purchase by mail order(3)? 

22[ ] Time saving 

23C ] Convenient 

24[ ] Easy method of payment 

25[ ] Th«re was/were gift(3) 

26[ ] Tharo was free dalivery 

27[ ] It was a privilege or 

discount offer 

28[ ] It was an axcluaiva offer, 

or product waa not sold 

a t 3hQQ3 

29[ ] Free inspection or warranty 

period providod 

30[ ] It wa3 a blind daciaion 
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W m you use mail order in future? 

(ons answer only) 

a[ ] Vary likely 

b[ ] Very unlikaly 

c[ ] I am not sure 
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_ Credit Card HalAr Groups 
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Why have you never purchased by mail-order? 

< 33[ ] Massage of the mailings was 

not clear 

34[ ] I S8ldcxn received direct mail 

35[ ] Products and services wore not 

suitable 

35C ] Too expensive 

37【 ] H o chance to look at samples 

before purchase, and hence 

was risky 

38[ ] Unreliable 

39[ ] Filling in forms was clumsy 

40[ ] Could not make up the raind at 

tha time of reading, and 

Tatar on, forgot about thm 
whola thing 
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Credit Card Halcfer Graî Dc 
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Do you open and read direct mail advertisements 

regularly? (on© answer only) 

a[ ] Most of the times, y«a 

b[ ] Most of th® times, no 

c[ ] I usually open them, but 

most of the tiro«3, 

I do not read them 

I 
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_� Credit�Card�Haider GraLpc 
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What motivates you to open direct mail? 

43[ ] Curiosity 

44[ ] Because I have the time 

45[ ] Designs are beautiful & 

attractive 

46[ ] I do not want to miss 

any opportunity 

47[ ] Tha Bailings are thick 

48C ] The mailings are thin 

49[ ] I open them by mi stakes 

50[ ] I am accustoin to open all mai Is 
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What prevents you from opening direct mail? 

^ 52[ ] They are junk mails 

53[ ] Nothing seems attractive 

54[ ] I do not have the time 

55[ ] I do not want to fall 

into temptation 

56[ ] Th® mailings are too thick 

57C ] The mailings are too thin 
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Credit Car>d Hblcfer Groups 
[ 7 7 1 haldcre nan-holders 

Which types of direct mai1 advertisements 

would you 1 ike to open inunediatelv? 

59[ ] If there is indication of 

9ift3 

60[ ] If there 13 indication of 

special offer or discount 

61 [ ] I fool that content is 

mysterious, or b«c«U3藝 

of� my�own� curiosity�

62[ ] The words on the envelope 

ask rae to 

63C ] The design of the envelope 

is attractiva or elegant 

64[ ] The words on the envelope 

show respect to my status 

or givo ma warmth 

65[ ] If I know what is the type 

of product 
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When you open a direct mail advortisements, which 

part of it would you like to read first? (ona 

answer only) 

峰 ] T h e covoring letter 

b[ ] The product catalogue/brcx:hure 

c[ ] The mail order form 

d[ ] The price list 
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W i n you normally read the remaining parts of 

the rain lings? (one answer only) 

a[ 3 Most of the times, yes 

b[ ] Most of the times, no 

c[ ] If the first part I have read 

is interesting, th«n yea 
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Which type of content design in direct mail 

nortnally receive your first attention? 

(one a n ^ e r only) 

a[ ] Highlighted headings 

b[ ] Diagrams 

c[ ] Charts 

d[ ] Passages advising you of the 

special offers 
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If direct mail advertisements ara written in 

both jQhinesa and English, which will b« th« 

version you prefer to road? (on® answer only) 

a[ ] Usually Chinos® only 

b[ ] Usually partly Chinese, and 

partly English 

c[ ] Usually both Chinese & English 

d[ ] Usually English only 
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If you want to secure a loan froa a bank, 

what w i n be tha moat probable way that you 

Hill choose to approach that bank? 

(one answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By presenting yoursalf at a 

sarvice counter of tha bank 

d[ ] By telephone 

I 

I 
I 
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Which will be the next most probable way? (one 

answer only) 

a[ ] By mail-order 

b[ ] By a self-written letter 

c[ ] By presenting yourself at a 

sarvice counter of the bank 

d[ ] By telephone 
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Credit�Card�Halcfer Graips 
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How many direct mails* on the average, do you 

receive in one month? (one answer only) 

x[ ] N n 

a[ 3 About 1 to 10 

b[ ] About 11 to 20 

c[ ] About 21 to 30 

d[ ] About 31 to 40 

e[ ] About 41 to 50 

f[ ] More than 50 

u[ ] Uncountable 

i 
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Comparing with present monthly volume of direct 

ma-11 which you are racaiving, what will be the 

voTumefyou would like to ressive in the future? 

(one answer only) 

a[ ] More 

b[� 】Less 

cC ] Sane 

d[ ] Indifferent 

f 
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If the sui^scription fee is reasonable, will you 

subscribe for cabla television? (one answer only) 

a[ ] Definitely yea 

b[ 1 Probably yes 

c[ ] Probably no 

d[ ] Definitely no 
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PROFESSION GROUPS 

- 1 2 2 1 clerks/ — executives blue collars ^ professionals 

secretaries 

What have you purchased by man-order(3)? 

於 ] N n > PTease continue 

from question 4, 

answers for questions 

2 & 3 are not required 

6[ ] Applying credit cards or 

charge cards 

7[ ] Applying financial services, 

e.g. loan, overdraft, etc. 

3[ ] Books or magazines • 

] Records, sound tapes or 

video tapes 

10[ ] Collectibles 

11[ ] Jewelleries 

12[ ] Applying club membership 

13[ ] Housewares 

14[ ] Footwears and clothes 

15[ ] Insurance 

16[ ] Body fitness equipments 

17[ ] Other merchandise 

18[ ] Charity donations 

19[ ] Ticket bookings 
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PROFESSION GROUPS 
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Why did you purchase by mail ordGr(3)? 

22[ ] Time saving 

23[ ] Convenient 

24[ ] Easy m«thod of payment 

25C ] Th«ra was/wera gift(3) 
26[ ] Thera was free delivery 

27[ ] It was a privilege or 

discount offer 

23C ] It was an exclusive offer, 

or product was not sold 

at shops 

29[ ] Free inspection or warranty 

period provided 

30[� 】It�was�a�blind� decision�
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secretaries [ ^ e x e c u t i v e s _ blue collars ^ ' p r o f e s s i o n a l s 

W m you use mail order in futura? 

(ona answer only) 

aC ] Vary likely 

bC ] Very unlikely 

c[ ] I art not aura 
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PROFESSION GROUPS 

(2ZI clerks/ executives V77X blue collars ^ ^ p r o f e s s i o n a l s 
secretaries 

Why have you never purchased by mail-order? 

33【 ]Hessaga of the mailings was 

not clear 

241 � I 30ldo<B�r曰caived�direct� mail�

35[ ] Products and servicaa were not 

3uitabl9 

36[ ] Too expansive 

37[ ] No chanca to look at samples 

bafors purchase, and hence 

was risky 

38[ ] Unreliable 

39[ ] Filling in forms was clunay 

40[ ] Could not mak« up thm mind at 

the tine of reading, and 

Tatar on, forgot atiout thm 

whola thing 
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Do� you�open� and� read� direct�nail� advertisaoents ： 

regularly? (one answer only) 

af ] Host of th« tiaras, yos 

b[� 】Most�of th» tinea, no 

c[ ] I usually open thaa, but 

most of the tim«3, 

I do not r«ad thefa 



DMAIL SURVEY - PROFESSION GROUPS All.142 

as -1 — 

Q T -

. . 1 
1 a — 习� I�

I -

！ L i i 

- … 種 目 • to _ 

M " 1 k _讀0 贫 
0� l / K 彻 \A\m [ / k 湖� M� •�i：̂� I� I� - - -

43 44 45 46 47 4S 49 SO 
PROFESSION GROUPS 

1771 clerks/ executives 'Y777X blue collars ^ ^ ^ professionals 
secretaries 

What raoj^vatas you to op«n direct mail? 

43C� 】Curiosity�

44[ ] B«caus« I have th« tim* 

45C ] Designs ar« b«autiful h 

attractive 

48C ] I do not want to niss 

any opportunity 

47C ] Tha Bailings ar« thick 

48C ] The mailings are thin 

49[ ] I open them by nistakes 

j 50C ] I ara accustoio to opsn all mails 
1 
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PROFESSION GROUPS 丨’ 
— — . 

[771 clerks/ executives f Z ^ blue collars ^ ^ professionals 
secretaries 

What prevents you from opening direct mail? 

52C ] Th«y ar» junk mails 

53C ] Nothing sa«ia« attractive 

54[� 】I� do�not�have th« time 

55C ] I do not want to fall 

into tenp-tation 

56C ] Th« Bailings Ar« too thick 

57C� 】The�mailings�are�too� thin�
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PROFESSION GROUPS M 
IZZI c l e r k s / — [ ^ e x e c u t i v e s _ m , — 

secretaries ^ ^ blue collars _ professionals 

Which type. Of direct advertia^^nta 

would you lika to •open jnynedjateTx? 
】If th«r« 13 Indication of 

梦� Sifts�

】If�there� is�indication� of�

special� offer�or� discount�

5 U� 】I�feel�that�content� is� -

Bystorious, OP b«cau3« 

»y own curicwity 

62 [ ] The words on th« anvelop* 

ask ffl« to 

S3【� 】Th« design of th« envelope 

考3�attractive�or 寒 l a g a n t�

【� 】The�words�on�the� envalopa�

show p«ap«ct to 町� status�

or* 9iv« na wanath 

】If�I�know�what�is�tha typ« 

of product 
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a� b� c� d�

.� PROFESSION GROUPS 

^ secretaries' ^ executives _ blue collars ^ professionals 

When you open a direct nail advertis«»«nta, which 

part of it would you like to read first? (one 

answer only) -

】Th« covering 1«tt»p 

】 p r o d u c t� catalosua/brochura�

c【� 】The�mail�order� form�

] Th« ppica list 
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丨 S ^ a l 
a� b� c�

•� PROFESSION GROUPS 

IZZ] clerks/ i X 3 executives Z ^ blue collars r w ^ professionals 
secretaries ^ ^ ^ • 

W i n you normally read the ramaining parts of 

the failings? (one answer only) 

a[ ] Host of tha times, yes 

bC ] Host of the times, no 

cC 3 If the first part I have read 

is interesting, th«n y«a 
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a b e d�

PROFESSION GROUPS 

\ZZi o^erks/ ( X S executives ^ blue collars ^ ' p r o f e s s i o n a l s 
secretaries 

i 

I 

Which type of content doeign in direct mail 

n o n a a n y rocsivo your first attention? 

(one answer only) 

aC ] Highlightad headings 

l5【 ]Diagrama 

cC ] Charts 

dC 3 Passages advising you of th« 

special offars 

/ 
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！ : | | | 

”玀_ _華 
a� b� c� d�

PROFESSION GROUPS 

IZZ] Clerks/ [ X S executives _ blue collars ；professionals�
s e c r e t a r i e s�

If� diracrt�mail� advertisaoonts� ara�written� in�

both^hinese� and� English,�which�will� b9 th« 

version you prefer to read? (ona answer only) 

a[ ] Usually Chines® only 

b[ ] Usually partly Chinos*, and 

partly English 

cC 3 U3uin"ly both Chinese & English 

d[ ] Usually English only . 
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a b c d 

PROFESSION GROUPS 
—• 一 

I Z a Clerks/ executives _ blue collars ^ professionals 

s e c r e t a r i e s 

If you want to sacura a loan froa a bank, 

^ what will b« ttm moat probabl« way that you 

w i n choos« to approach that bank? 

(on© answer only) 

aC ] By mail-order 

bC ] By » s«lf-writt«n 1attar 

cC ] By prssenting yourself at a 

servica countsr of th« bank 

dC ] By telephone 

I 
r 

I 
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CL5 - 冬 

ilII 
PROFESSION GROUPS 

[ 2 3 clerks/ [ y q executives V I A blue collars ^ ^ professionals 
s e c r e t a r i e s 

Which wi n be the next most probable way? (one 

answer only) 

a【 ] B y mail-order 

b[ ] By a salf-writtan latter 

cC ] By presenting yourself at a 

service counter of the bank 

d[ ] By telephon® 
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i I 
as - 冬 
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I� a h 美_ 
⑴ 一 ， i ； 壞 ^ -

- 0� ft�̂ ri�̂ _ _ 、� 、� , [TK^ _ 

"3 b C d e f u 

PROFESSION GROUPS 

" ^ ' s l c r S a n e s ^ ^ executives ^ blue collars ^"^professionals 
I 

How many direct nai Is» on the average, do you 

receive in on« month? (ona answar only) 

x[ ] Nil 

«C ] About 1 to 10 

bC ] About 11 to 20 

c[ ] About 21 to 30 

dC ] About 31 to 40 

0 [ ] About 41 to 50 

f[ ] More than 50 

u[ ] Uncocintable 
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ag- -J 

n: III 
媒 _ _ _ 

a b e d�

PROFESSION GROUPS 

"^executives ^ blue collars ^ iprofessionals 

Cofflpan'ng with prssent"monthly volume of direct 

m岁 1�which� you� ara� recaiving/�what�will� be th« 

volucw you would like to reroiva in tha future? 

(on« answ«p only) 

aC ] Mora 

bC ] La33 

cC ] Saaa 

dC� 】Incjiffarent�
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a e -J 

j " 1 1 

i 1 I . 
Q b c d 

PROFESSION GROUPS 

Z Z l clerks/ t V ^ executives V77X blue collars ^ ^ professionals 
secretaries 

If subscription fee is reasonable. Hill you 

subscribe for cabla talevision? (on« answer only) 

a[ ] Definitely yea 

bC ] Probably y«a 

c[ ] Probably no 

dC ] Dofinitely no 



OHAIL SURVEY - TEST INDEPENDENCE TABULATED RESULTS OF APPENDIX 12 
STATISTICAL INDEPENDENCE 

OBSERVED 12 BATCH) 
•5 yes no 

undgrad 3t 6 3/ 
lectSpgra 19 10 29 
NBAstud 1/ 6 23 

0 
supnkt tS 8 23 
passby 113 3? 150 
unclass 80 21 丨Ot�

0 

0 
275� 88� 0� 0� 0� 0� 0�

EXPECTED�
1� yes� no�

undgrad� 28.030� 8.9/0� 0.000� 0.000� 0.000� 0.000� 0.000�31.000�
lecUpgra�2t.9?0� 1.030� 0.000� 0.000� 0.000� 0.000� 0.000�29.000�
HBAstud� H.424� 5.516� 0.000� 0.000� 0.000� 0.000� 0.000�23.000�

0.000 0.000 0.000 0.000 0.000 0 .000 0.000 0.000 
supnkt 丨L424 5.5/6 0.000 0.000 0.000 0.000 0.000 23.000 
passby 113.636 36.364 0.000 0.000 0.000 0.000 0.000 150.000 
unclass 16.515 24.485 0.000 0.000 0.000 0.000 0.000 101.000 

0 .000 0 .000 0.000 0.000 0.000 0.000 0 .000 0.000 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2/5.000 88.000 0.000 0.000 0.000 0.000 0.000 

Ifo - ft)« 2 / ft 
0.3H627 0.983210 0 0 0 0 0 
0.40H21 1.254440 0 0 0 0 0 
0.010329 0.032279 0 0 0 0 0 

0 0 0 0 0 0 0 
0.33/285 1.05«rr8 0 0 0 0 0 
0.003563 O.Otine 0 0 0 0 0 
0.158715 0.495987 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 363 deg of freedom 5 calcu. chl-sq 5.057 

exp chj-sq(0.05丨�11.om�

exp chl-sq(O.lO) 9.236 



A12 . 2 
DHAIL S U R V E Y - T E S T I N D E P E N D E N C E 

OBSERVED 12 BATCH) 
20 yes no 

undgrad 24 13 3/ 
lect&pgra 19 10 29 
HBAstud 12 11 23 

‘ 0 

supnkt 10 13 23 
passby 15 15 150 
tinclass 63 38 10 彳 

0 
、 0 

203� 160� 0� 0� 0� 0� 0�

EXPECTED�
20� yes� no�

undgrad� 20.691� t6.309� 0.000� 0.000� 0.000� 0.000� 0.000�31.000�
lectSpgra�16.218� 12.182� 0.000� 0.000� 0.000� 0.000� 0.000�29.000�
HBAstud� 12.862� 10.138� 0.000� 0.000� 0.000� 0.000� 0.000�23.000�

0 , 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
supnkt� 12.862� 10.138� 0.000� 0.000� 0.000� 0.000� 0.000�23.000�
passby� 83.884� 66.116� 0.000� 0.000� 0.000� 0.000� 0.000 丨50.000�
unclass 5 6 . 4 8 2� 44.518 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 1 0 1 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 0 3 . 0 0 0 160 .000 0 .000 0 .000 0 .000 0 .000 0 .000 

【fo� - ftl" 2 I ft -
0.529031 0.671208 0 0 0 0 0 
0.477355 0.605645 0 0 0 0 0 
0.057804 0.013338 0 0 0 0 0 

0 0 0 0 0 0 
0.(36943 0.808121 0 0 0 0 0 
0.940941 t.193827 0 0 0 0 0 
0.152151 0.954292 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 363 deg of freedoii 5 calcu. chi-sq 7.701 

exp chi-sq(0.05) It.010 

e x p c h l - 3 q ( 0 . 1 0 ) 9 . 2 3 $ 
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DHAIL SURVEY - lESl INDEPENDENCE 

OBSERVED 12 BATCHl 
32 a " c 

undgrad 30 丨� 3/�
lecturer� 14� 15� 29�
HBAsUd� 12� 11� 23�

0 

supnkt� 15� 8� 23�
passby� 83� 63�
unclass� 58� 43� 101�

0 

0 

212� 0� U?� 0� 0� 0� 0�

EXPECTED�
32� a� b�4�c�

undgrad� 21.850� O.DOO� 15.150� 0.000� 0.000� 0.000� 0.000�31.000�
lectSpgra�1?.125� 0.000� 11.8?5� 0.000� 0.000� 0.000� 0.000�29.000�
HBAstud� 13.582� 0.000� 9.418� 0.000� 0.000� 0.000� 0.000�23.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
supnkt� 13.582� 0.000� 9.418� 0.000� 0.000� 0.000� 0.000�23.000�
passby� 86.21?� 0.000� 59.183� 0.000� 0.000� 0.000� 0.000�146.000�
unclass� 59.643� 0.000� 41.351� 0.000� 0.000� 0.000� 0.000�101.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 1 2 . 0 0 0 0 . 0 0 0 1 4 1 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo - _ 2 I ft “ 
3.040301 0 4.384662 0 0 0 0 
0.570370 0 0.822515 0 0 0 0 
0.184305 0 0.265801 0 0 0 0 

0 0 0 0 0 0 
0.148005 0 0.213449 0 0 0 0 
0.120055 0 0.1/3140 0 0 0 0 
0.045284 0 0.065308 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedon 5 calcu. chl-sq 10.033 

exp chi-sq(0.05) 11.(HO 

、� exp chl-sq(O.IO) 9.236 
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OHAIl� SURVEY�-�lESI� INDEPENDENCE�

OBSERVED� 12�BATCH)�
42� a� b�&�c�

undgrad� 22� 14� 36�
lecUpgra� H� II� 25�
HBAstud� II� 12� 23�

0 

supnkt 16 丨� 23�
passby� 80� 65� 145�
unclass� 61� 38� 99�

0 

0 

204� 147� 0� 0� 0� 0� 0�

EXPECTED�
42� a� b�&�c�

undgrad� 20.923� 15.0??� 0.000� 0.000� 0.000� 0.000� 0.000�36.000�
lecUpgra�14.530� I0.4?0� 0.000� 0.000� 0.000� 0.000� 0.000�25.000�
HBAstud� 13.368� 9.632� 0.000� 0.000� 0.000� 0.000� 0.000�23.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
supnkt� 13.368� 9.632� 0.000� 0.000� 0.000� 0.000� 0.000�23.000�

！� passby� 84.274� 60.126� 0.000� 0.000� 0.000� 0.000� 0.000 丨45.000�
unclass� 57.538� 4t.462� 0.000� 0.000� 0.000� 0.000� 0.000�99.000�

0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

204.000 丨4LOOO 0.000 0.000 0.000 0.000 0.000 

(fo • ft)» 2 I ft 
0.055429 0.076923 0 0 0 '0 0 
0.019326 0.026820 0 0 0 0 0 
0.419311 0.581901 0 0 0 0 0 

0 O f 0 0 0 0 0 

0.5t84]6 0.119435 0 0 0 0 0 
0.216709 0.300139 0 0 0 0 0 
0.208247 0.288996 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 351 deg of freedon 6 calcu. chl-sq 3.432 

exp chi-sq(0.05) 11.010 

exp chi-sq(O.IO) 9.236 

I 
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OHAIL SURVEY - TE81 INOEPENOEHCE 

OBSERVED (2 BATCH) 
43 45 50 

undqrad 21 9 23 53 
I.HBASpgr 24 8 38 ^ 

0 
0 

supnkt 18 9 14 
passby 82 35 11 
unclass 49 33 52 134 

0 
0 

i 194 94 204 0 0 ,0 0 

EXPECTED 
43 45 50 

undgrad 20.898 10.126 21.916 0,000 0.000 0.000 0.000 53.000 
1 HBASpgr 21.602 13.3M 29.024 0.000 0.000 0.000 0.000 10.000 
， 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
s u p n k t 1 6 . 1 6 7 ？.833 1 7 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 4 1 . 0 0 0 

passby� 76.495� 31.065� 80.439� 0.000� 0.000� 0.000� 0.000�194.000�
unclass� 52.83?� 25.602� 55.561� 0.000� 0.000� 0.000� 0.000�134.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

194.000� 94.000�204.000� 0.000� 0.000� 0.000� 0.000�

(fo - _ 2 I ft 
0.000494 0.125213 0.fl4??51 0 0 0 0 
0.469961 2.159394 2.115650 0 0 0 0 

0 0 0 0 0 0 0 
0 I T 0 0 0 0 0 

0.201903 0.1?3?58 0.529411 0 0 0 0 
0.396030 0. 1 15051 0.H7029 0 0 0 0 
0.218691 2.131986 0.228221 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 492 deg of freedon 8 calcu. chi-sq 9J93 

exp chi-sq(0.05) 15.50? 

exp chi-sq(O.IO) 13.362 
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DHAIL SURVEY - lESI INDEPENDENCE 

OBSERVED r5 HAIL-ORDER USER] 
32 a b & c 

yes 丨99� U� 212�
no� 13� 14�

0 

0 

0 

0 

0 

0 

0 
� 

2 1 2 14 7 0 0 0 0 0 

EXPECTED�
32� a� b�&�c�

yes�160.624�111.316� 0.000� 0.000� 0.000� 0.000� 0.000�272.000�
no 5 1 . 3 ? 6 3 5 . 6 2 4 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 8 1 . 0 0 0 

0.000 0.000 0.000 0 .000 0.000 0 . 0 0 0 0 .000 0.000 • 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0,000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 1 2 . 0 0 0 1 4 r 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ni" 2 / ft 
9.168749 13.22295 0 0 0 0 0 
28.66551 4I.340N 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedon 彳� calcu.� chi-sq� 92.398�

exp chi-sq(0.05) 3.841 

exp chl-sq(O.OI) 6.635 



A12.7 
DMAIL SURVEY - TEST INOEPEHDENCE 

OBSERVED HAIL-OROER USER) 
?2 a c d 

yes 42 188 42 212 
no I n 1 84 

0 
0 
0 
0 
0 
0 

, 0 

49 0 268� 49、� 0� 0� 0�

EXPECTED�
12� a� c� d�

yes� 3?.m� 0.000�197.124� 31.438� 0.000� 0.000� 0.000�212.000�
no� 11.562� 0.000 (0.816 It.562 0.000 0.000 0.000 84.000 

0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0.000 0.000 0.000 0 .000 0.000 0.000 0.000 0.000 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 .000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
49.000 0.000 258.000 49.000 0.000 0.000 0.000 

Ifo - f t l " 2 I ft 
0.555849 0 0.422213 0.555849 0 0 0 
1.799892 0 1.367360 1./99892 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 356 deg of freedon 2 calcu. chi-sq 6.501 

exp chi-sq(0.05) '5.991 

exp chi-sq(O.OI) 9.210 

i 
I 
I 



A12 . 8 

)KliU� SURVEY�-�lEST� INOtPENOEHCE�

OBSERVED�
n� a� b� c�i�d�

yes� 115 丨� M�
no 26� 45 丨4�

0 

0 

0 

0 

0 

0 

141 189 28 0 、 0 0 0 

EXPECTED�
16� a� b� c� H�

yes�101.522�144.126� 21�.352� 0.000� 0.000� 0.000� 0.000 213�000�
18 U . 8 N e.e48 0.000 0.000 0.000 0.000 85.000 

000 0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
o ' o o o 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 00 
0；000 0.000 0.000 0.000 0.000 0.000 0.000 . 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
o'ooo 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
o ' o o o 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
o ' o o o 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

1 4 1 , 0 0 0 1 8 9 . 0 0 0 2 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

ifo - m 21 ft . fl 
0.520034 0.000109 2.531442 0 0 0 U 
1.610221 0.000352 8.130391 0 0 0 0 

0 0 0 0 0 0 0 
0 0 ^ 0 0 0 0 0 
0 0 0 0 0 () 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 358 deg of freedom 2 calcu. chi-sq 12.853 

exp chi-sq(0.05) 5.991 

exp chi-sq(O.OI) 9.210 



A 1 2 . 9 

_1L m m - Itsi IIIPIPF-HOENCE 

OBSER-iO [n SB] 
、� no�

lale� nil� 59�
f e i a l e 丨丨 8 ⑴。 

0 

0 

0 

0 

0 

0 

;/5� 88� 0� 0� 0� 0� 0�

EXPEilED�
"5 yes no 

lale 186 m 59 636 0.000 0.000 0.000 0.000 0.000 2U.000 
feiale 88 656 28.36< 0.000 0.000 0.000 0.000 0.000 lU.OOO 

0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 1)00 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
( , , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 / ^ . 0 0 0 8 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(to ？ I�ft�
0.0⑴1099�0.000511� 0� 0� 0� 0� 0�
0.01)0209 0.0(I065S 0 0 0 0 0 

0 0 0 0 0 0 0 
0 � 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

ioial�siie� 363� deg� of�freedoi� 1� calcu.�chi-sq� 0.001�

exp chi-sq(0.05) 3.8U 

e x p c h i - s q ( O . l O ) 2 . 7 0 6 



A12.10 
DHAIL SURVEY LESL IIIIIEPENOENCE 

O B S E I ; y E O [ 7 7 S E X ) 

20 ŷ s no 

Idle 1 40 1 0 6 

feiale 63 54 UJ 

0 
0 
0 
0 
0 
0 

2 0 3 1 6 0 0 � 0 0 0 0 

imcm 
20 yes no 

Ij] 570 108.430 0.000 0.000 0.000 0.000 0.000 2U.000 

4 3 0 5 1 . 5 7 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 1 1 7 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0.000 0.000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 . 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 0 5 . 0 0 0 1 6 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo - ft]" 2 I ft 
0.021069 0.03U44 0 0 0 0 0 
0 . 0 ' . 6 9 1 5 0 . 0 1 2 2 1 1 0 0 0 0 0 

0 0 0 0 0 0 0 
0 S r 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

i 
I 

〖Otal size 363 deg of freedoi 1 calcu. chi-sq 0.191 

exp chi-sq(0.05) 3.841 

exp c h i - s q ( O . l O ) 2 J 0 6 



A12.11 
D H M L SURVEY - lESI 1 匪PENDENCE�

OBStiiVlO [77 SEX] 
32 a b c 

lale lU 10 8/ 245 
feiale 66 1 彳3� ⑴�

0 

0 

0 

0 

0 

； 0 

0 

H2� 17� 130� 0� 0� 0� 0�

EXPECIEO�
32� a� b� c�

lale�lU�499� 11.50J� 8?.994� 0.000� 0.000� 0.000� 0.000�245.000�
feiale� 68.SOI� 5.493� 42.006� 0.000� 0.000� 0.000� 0.000�116.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 1 2 . 0 0 0 1 1 . 0 0 0 1 3 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

( fo - ft]M 2 I ft 
0.0.3602 0.197353 0.011238 0 0 0 0 
0.0V1340 (MUm 0.023541 0 0 0 0 

0 0 0 0 0 0 0 
0 tr 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedoi 2 calcu. chi-sq 0.780 

exp chi-sq(0.05) S.991 

e x p c h i - s q ( O . l O ) 4 . 6 0 5 



A 1 2 . 1 2�

DHAll� S U R V n� -� lESI� I N O E P E H O E H C E�

！ OBSER'itO in SEX] 
42 a b c 

•ale 1‘5 14 85 240 
feiale 61 1 � 

0 

0 

0 

0 

0 

0 

0 

m� 21� 130� 0� 0� 0� 0�

i�

EKPFOIED�
6?� a� b� c� d�

•ale� 915� U�197� 87.887� 0.000� 0.000� 0.000� 0.000�240.000�
fe.ale� i^m� 6.803� 42.113� 0.000� 0.000� 0.000� 0.000�US.000�

0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0� 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

204,000 ？1.000 130.000 0.000 0 .000 0.000 0.000 

(fo - ni" 2 / ft -
0.18̂ 9 0.002138 0.271H9 0 0 0 0 
0.JV1199 0.005715 0.561191 0 0 0 0 

0 0 0 0 0 0 0 
0 ( T 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 355 deg of freedoi 2 calcu. chi-sq 1.426 

exp chi-sq(0.05) 5.991 

e x p c h i - s q ( O . l O ) 4 . 6 0 S 



A 1 2 . 1 3 

DHAIL SURVEY - LESI IHOEPENOENCE 

OBSERVED 丨n SEX] 
<5 45 50 

•ale m 5? no 

feiale 70 11 161 
0 
0 
0 
0 
0 
0 
0 

194 94 204 , 0 0 0 0 

EXPECTED 
43 45 50 

•ale IJO 516 65.240 157.244 0.000 0.000 0.000 0.000 331.000 
feiale 63.484 30.UO 66J56 0.000 0.000 0.000 0.000 Ul.OOO 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0.000 0.000 

0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0.000 0 . 0 0 0 0.000 0 . 0 0 0 
0.000 0 .000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

1 9 ^ . 0 0 0 9^.000 2 0 4 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

{fo - ft”* 1 I ft 
0.52S556 0.615681 1.185612 0 0 0 0 
0.668858 1.265719 2.43IS00 0 0 0 0 

0 0 0 0 0 0 0 
0 T 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total she 492 deg of freedoi 2 calcu. chi-sq 6.499 

exp chi-sq(0.05) 5.991 

exp c h i - s q ( O . O l ) 9.210 

* 



A 1 2 . 1 4 

OHAIL SURVEY - lESI INDEPENDENCE 

OBSERVED in SEXl 
12 a J b c d 

nale 39 115 30 244 
fenale 14 83 19 

0 
0 

1 0 
： 0 

0 

0 

0 

53� 258� 49� 0� 0� 0� 0�

EXPECUD�
12� a�&�b� c� d�

nale� 35J22�IN.86?� 33.21 丨�O.OOO� 0.000� 0.000� 0.000�244.000�
fenale� 11.0/8� 83.133� 15.J89� 0.000� 0.000� 0.000� 0.000�116.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 .000 0 . 0 0 0 0 .000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 .000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 .000 0 .000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 .000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

5 3 . 0 0 0 2 5 8 . 0 0 0 4 9 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ftln 2 I ft -
0.263100 0.000101 0.3104J5 0 0 0 0 
0.55U80 0.000213 0.653069 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

t o t a l s i z e 360 deg of freedon 2 calcu. chi-sq 丨.182�

exp cfii-sq(0.05) 5.991 

exp chl-sq(O.IO) 4.605 



A 1 2 . 1 5 

OHAIL SURVEY - U S I IHOtPEHOENCE 

OBStRVEO 

a b c d 

nale 28 36 33 丨39� 236�

fenale� 10� 13� 15� U� m�
0 

0 

I� 0�

； 0 

0 

0 

； 3 8 4 9 4 8 2 1 1 0 0 0 

i� .�
I 

EXPECIEO�
/5� a� b� c� d�

nale� 26.41?� 32.852� 32.182�U5.489� 0.000� 0.000� 0.000�236.000�
fenale� 12,523� 1�&.148� 15.818� n.51l UOG 0.000 0.000 1 16.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0.000 0.000 0.000 0 .000 0.000 0 . 0 0 0 0 .000 0 .000 

3 8 , 0 0 0 4 9 . 0 0 0 4 8 . 0 0 0 2 1 1 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 

(fo - ft]»» 2 I ft 
0. 249n/ 0.301598 0.020801 0.28938& 0 0 0 
0 . 6 0 8 2 0 8 0 . 6 1 3 5 9 6 0.042319 0.588/51 0 0 0 

0 0 0 0 0 0 0 
0 (T 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 352 deg of freedom 3 calcu. chi-sq 2.614 

exp chi-sq(0.05) 1.815 

exp chl-sq(O.IO) 6.251 



A12.16 
DHAIL SURVEY - lEST INOEPEHOEKCE 

o _ E o (?? m\ 
what prod 6 8 9 10 11 12 13 15 H 18 19 

Hale 111 UO 26 1 12 16 U 34 31 11 = 
fe.ale 39 10 5 ? 18 5 5 13 21 U 川卩 

0 

0 

0 

0 

0 

0 

150� 201� 36� 12� 19� 85� 21 2 1� 41� 64� 25� 0� 0� 0� 0�

vhat�prod� 6� 8� 9� 10� n� 12� 13� 15� \1� 18 丨9�

104�H8�H3 m 24.996� 8.�332� 13.192� 59.011� H.581� U.581� 32�.633� 11.358� 0.000� 0.000� 0.000� 0�000� jjuoo�
fe� ‘ •� 004� 3.668� 5.808� 25.983� 6.419� 6.419� 14.361� 19.563� 0.000� 0.000� 0.000� 0.� 21�.�

： 0 ： 0 ^ 0 0 000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 議 0.000 0 000 0 . 
0 0 0 0 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . • 
0：000 0：000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0 000 0 000 0 000 . . 
0 , 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . . . . • 
0 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 . . • 

0 0 0 0 0 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 _ 
二 二 0：000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0 000 0 00 0.000 

150:000 201.000 36.000 12.000 19.000 85.000 21.000 21.000 化 0 0 0 64.000 25.000 0.000 0.000 0.000 0.000 

M5o/3H'OL53IVO40357 0.212904 0.101/30 1.019694 0. 138138 0. 138138 0.0512" 1.244562 2.328896� 。 丨 丨 ! 

1�023814�0�2192/1�0.091658�0.483598�0.244102�2.452448�0.313?11�0.313/11�0.130034�2.826934�5.289921� D G G 0 
• 0 • 0 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 r 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

total size 68? deg of freedor 10 calcu. chi-sq 19.285 

exp chi-sq(0.05) 18.30/ 

exp chl-sq(O.Ol) 23.209 



A 1 2 . 1 7 
DMAIL SURVEY - TEST INDEPEIIOEHCE 

OBSERVED , (78 AGE] 
�5� yes� no�

aged<:20� 13� H� 27�
21-25� 89� 23� ⑴�
26-30 11 17 卯 

31-35� 63� 13�
36-40� 21� 11� ”�
>：41 16 10 26 

0 
} 

0 

0 

275� 88� 0� 0� 0� 0� 0�

EXPECTED�
-"5 yes no 

ag0d<:2O 2 0 . 4 5 5 6 . 5 4 5 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 2 7 . 0 0 0 
21 - 25 8 4 . 8 4 8 2 7 . 1 52 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 112 . 000 
26-30 68.182 21.818 0.000 0.000 0.000 0.000 0.000 90.000 
31-35 si.su 18.424 0.000 0.000 0.000 0.000 0.000 76.000 
36-40 24.242 7-. 7 58 0.000 0.000 0.000 0.000 0.000 32.000 
>：41 19.697 6.305 0.000 0.000 0.000 0.000 0.000 26.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 7 5 . 0 0 0 8 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ft]" 2 I ft 
l.nsui 8.489898 0 0 0 0 0 
0.203127 0.634774 0 0 0 0 0 
0.340484 1.064015 0 0 0 0 0 
0.511020 1̂ 596939 0 0 0 0 0 
0.433674 1.355232 0 0 0 0 0 
0.693892 2.168414 0 0 0 0 0 

0 . 0 0 0 0 0 0 
0 ‘ 0 0 0 0 0 0 
0 0 0 0 0 0 0 

r 

t o t a l s i z e 3 6 3 de g of f r e e d o m 5 c a l c u . c h i - s q 2 0 . 2 0 8 

e x p c h i - s q ( 0 . 0 5 ) 1 1 . 0 7 0 

e x p c h i - s q ( O . O l ) 1 5 . 0 8 6 

；i 



A 1 2 . 1 8 

D M A I L SURVEY - U S T I N D E P E N D E N C E 

O B S E R V E D ( 7 8 A G E ] 
20 y e s no 

aged<:20 9 18 ” 
21-25 69 41 110 
26-30 54 18 72 
31-35 46 30 
36-40 15 17 22 
>：41 10 16 26 

0 

0 

0 

203� 140� 0� 0� 0� 0� 0�

EXPECTED�
20 y e s no 

aged<:20� 15.980� 11.020� 0.000� 0.000� 0.000� 0.000� 0.000� 27.000�
2 1 - 2 5 6 5 . 1 0 2 4 4 . 8 9 8 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 1 1 0 . 0 0 0 

2 6 - 3 0 4 2 . 6 1 2 2 9 . 3 8 8 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 7 2 . 0 0 0 

31-35� 44.980� 31.020� 0.000� 0.000� 0.000� 0.000� 0.000� 76.000�
36-40� 18.939� 13.061� 0.000� 0.000� 0.000� 0.000� 0.000� 32.000�
>：41 15.388 10.612 0.000 0.000 0.000 0.000 0.000 26.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 0 3 . 0 0 0 1 4 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ft]** 2 I ft 
3.048557 4.420408 0 0 0 0 0 
0.233388 0.338413 0 0 0 0 0 
3.043279 4.412755 0 0 0 0 0 
0.023149 OT'033566 0 0 0 0 0 
0.819163 1.187786 0 0 0 0 0 
1.886428 2.735321 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 343 deg of freedom 5 calcu. chi-sq 22.182 

exp chi-sq(0.05) 11.070 ‘ 

e x p c h i - s q ( O . O l ) 1 5 . 0 8 6 



A12.19 
DHAIL SURVEY - lESI IHDEPENDEHCE 

OBSERVED (i8 AGE| 
32 a b & c 

aged<:20 12 15 
21-25 /5 31 112 
26-30 55 32 
31-35 29 
36-40 15 II 32 
>:41 9 n 26 

0 
0 

、� 0�

I� 212� 14?� 0� 0� 0� 0� 0�
I 

i� .�

EXPECTED�
32� a� b�i�c�

aged<:20� 15.944� 11.056� 0.000� 0.000� 0.000� 0.000� 0.000�21.000�
2 1 - 2 5 6 6 . 1 3 9 4 5 . 8 6 1 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 1 1 2 . 0 0 0 

2 6 - 3 0 5 1 . 3 1 6� 3 5 . 6 2 4 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 8 1 . 0 0 0 

31-35� 44.290� 30.nO� 0.000� 0.000� 0.000� 0.000� 0.000�15.000�
36-40 18.891� 13.103 0.000 0.000 0.000 0.000 0.000 32.000 

> : 4 1 1 5 . 3 5 4 1 0 . 6 4 6 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 2 6 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
2 1 2 . 0 0 0 1 4 / . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ftl" 2 I ft -
0.915?36 1J07 184 0 0 0 0 0 
1.mon 1.111975 0 0 0 0 0 
0.255626 0.36865/̂  0 0 0 0 0 
0.066045 0.09524r 0 0 0 0 0 
0.803628 1.158913 0 0 0 0 0 
2.629340 3./919/4 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedon 5 calcu. chi-sq 14.451 

exp chi-sq(0.05) 11.010 

exp chj-sq(O.OI) 15.086 



A 1 2 . 2 0 

OHAIL SURVEV - TEST INDEPENDENCE 

OBSERVED 丨T8 AGEl 
43 45 50 

age(l<:20 19 丨� 9� 35�
21-25� n� 40� 64 \n 

26-30� 45� 21� 55� 121�
31-35� 35� 15� 4?� 91�

‘ >：36 24 11 29 
0 

0 

0 

, 0 

194� 94� 204� 、0� 0� 0� 0�

EXPECIEO�
43� 45� 50�

age(j<:20 13.801 U8 丨�1U12� 0.000� 0.000� 0.000� 0.000�35.000�
21-25 69.004� 33.435 1 2 . 5 6 1 0.000� 0.000� 0.000� 0.000 175.000 
2 6 - 3 0 4 1 . n i 2 3 . 1 1 8 5 0 . 1 1 1 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 12 1 . 0 0 0 

31-35 3 8 . 248� 18.533 <0.220 0.000 0.000 0 . 000 0 . 0 0 0 91.000 
>:36� 25.236� 12.228� 26.53?� 0.000� 0.000� 0.000� 0.000�64.000�

0 . 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

194.000� 94.000�204.000� 0.000� 0.000� 0.000� 0.000�

(fo - ft]n 2 I ft 一 
1�.�958692�O.OH651�2.093I0I� 0� 0� 0� 0�
0.057132�1.289062�1.010051� 0� 0� 0� 0�
0.154084�0.194024�0.464849� 0� 0� 0� 0�
0.215813�0.6I3340<1.143102� 0� 0� 0� 0�
0.0605H�0.123253�0.228680� 0� 0� 0� 0�

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

total size 492 deg of freedoii 8 calcu. chi-sq 9 . H 2 

exp ch1-sq(0.05) 15.501 

exp chl-sq(O.IO) 13.362 



DHAIL SURVEY - TEST INOEPENOENCE A12 .21 

OBSERVED 丨丨3 AGE] 
/2 a b c d 

aged(:25 18 103 19 UO 
0 

26-30 10 U 1 89 
31-35 13 49 11 /3 
>:36 12 34 12 58 

0 
0 
0 
0 

53 0 258 49 0 0 0 

EXPECTED 

J2 a b c d 
aged(:25 20.611 0.000 100.333 19.056 0.000 0.000 0.000 140.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
26-30 13.103 0.000 83.183 12.114 0.000 0.000 0.000 89.000 
31-35 10.J4J 0.000 52.31/ 9.936 0.000 0.000 0.000 13.000 
)=36 8.539 0.000 41.56/ 丨.894 0.000 0.000 0.000 58.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
53.000� 0.000�258.000� 49.000� 0.000� 0.000� 0.000�

[fo - ft)« 2 I ft 
0.330J8I 0 0.0/08J4 0.000161 0 0 0 

0 0 0 0 0 0 0 
0./34J4/ 0 1.058̂83 2. 158832 0 0 0 
0.4/2215 0 0.210263 0.113913 0 0 0 
1.402909 0 1.3n412 2. 135 120 0 0 0 

0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 360 deg of freedon 6 calcu. chi-sq 10.066 

e)(p chi-sq(0.05 ) 12. 592 

exp chl-sq(O.IO) 10.645 



A 1 2 . 2 2 

OHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED [n AGE) 
— prod 6 I 8 9 10 11 12 13 U 口� 18 丨9�

21-30� 98� 5� 12�1� 12� 6� 8� 9� 9� U� 31� 1 丨� f̂�
3H0� U� 6� 64� 19� 5� 6� 24� 8� 9� 1�5� 21� /�

0 

0 

0 

0 

0 

0 

142� 1�1� 185� 31� 1�1� U� n� n� 18� 31� 58� 2<� 0� 0� 0�

EXPECTED� ,。� ,0�
vhat�prod� 6� J� 8� 9� 10� 11� 12� 13� 15� W� 18� 19� 18�

2 1 - 3 0 88.m� 6.M8�m.m 1 9 . 3 0 0 6 . 8 4 8 8.116� <8.561� 10.58<� 11.206� 19.300� 3U10� 1U42� 0�000 0 000� 0�000� 38M00�
1-40� 53�m� 4�152� 69.823� 1�1�.100� 4.152� 5.284� 29.439� 6.416� 1�1.100� 21�.890� 9.058� 0.000� 0.000� •� 23�.�

” ^ ： 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0 000 0 000 . . 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 • • • . 
0 0 0 0 0 0 0 0 0 . 0 0 0 0 . 0 . 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 . 0 . 
0：000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� MOO� 0.000� •� •�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 , 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 . . . • 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 . . . • 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 • • 0 . 0 0 0 

U2』00� 11.000�185.000� 31.000� 11.000� 14.000� 18.000� 11.000� 18.000� 31.000� 58.000� 24.000� 0.000� 0.000� 0.000�

1̂ 0<105Î M9888lV294349�2.161� 139�0.�105099�0.058838�0.609�1�18�0.231025�0.434430�0.564248�0.�123041�0.283412� 0� 0� 0�
1�ni299�0�822941�0.485551�4.554100�0.�113368�0.09i05I�l.fKUm�0.390990�0J16625�0.930169�1�.�192?09�0.46/608� 0� 0�

• 0 • 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

0 o " 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

total size 620 deg of freedon 11 calcu. chi-sq 20.165 

exp chi-sq(0.05) 19.6/5 

exp chl-sq(O.OI) 24.?25 

OHAIL SURVEY - lEST INDEPENDENCE 



I 
A 1 2 . 2 3 

OHAIL SURVEY - lEST INDEPENDENCE 

OBSERVED 丨SALARY] 
、5 yes no 

35 \1 52 
m - m� 91� 22� 113�

$10k-20k� 65� 12� ”�
»20k <6 14 60 

nonwork 3/ 20 51 
0 
0 
0 

、� 0�

85� 0� 0� 0� 0� 0�

EXPECTED�
'5 yes no 

<:)5k 39.688 12.312 0.000 0.000 0.000 0.000 0.000 52.000 
本�SIHOk� 86.245� 26.155 0.000� 0.000� 0.000� 0.000� 0.000�1�13.000�

|10k -20k 5 8 . ? 6 9 18 .231 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 H . O O O 
> $ 2 0 k 4 5 . 1 4 . 2 0 6 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 6 0 . 0 0 0 

nonvork U.504 13.496 0.000 0.000 0.000 0.000 0.000 51.000 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 M . 0 0 0 8 5 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

Ifo - ft)» 2 I ft 
0.553I5I 1.I850M 0 0 0 0 0 
0.262 H6 0.845036 0 0 0 0 0 
0.660681 2.129146 0 0 0 0 0 
0.000921 0.002990̂  0 0 0 0 0 
0.9?2420 3.134624 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedon 4 calcu. chi-sq 10.34? 

exp chi-sq(0.05) 9J88 

exp chl-sq(O.OI) 13.2?I 



A12.24 
DHAIL SURVEY - JEST IHOEPENOENCE 

OBSERVED [79 SALARY] 
20 yes no 

<:$5k 21 51 
m-lOk 67 U� ⑴�

U0k-20k� 51� 26� 11�
$20k-30k� 21� 11� W�
>$30k� U� 14� 28�

nonnork� 29� 28� ^�

0 

0 

0 

203� 156� 0� 0� 0� 0� 0�

EMCUO�

20� yes� no�

29.40<� 22.596� 0.000� 0.000� 0.000� 0.000� 0.000�52.000�
$5k-10k� 63.89?� 49.103� 0.000� 0.000� 0.000� 0.000� 0.000�113.000�
J10k-20k� U.540� 33.UO� 0.000� 0.000� 0.000� 0.000� 0.000� 000�
t20k-30k� 18.095� 15.905� 0.000� 0.000� 0.000� 0.000� 0.000�32.000�

) $ 3 0 k 1 5 . 8 5 3 1 2 . 1 6 7 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 2 8 . 0 0 0 

noHKork� 32.251� 2U69� 0.000� 0.000� 0.000� 0.000� 0.000�57.000�
0.000� 0.000� D.OOO� 0.000� 0.000� 0.000� 0.000� 0.000�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

203.000 丨•)6.000 0.000 0.000 0.000 0.000 0.000 

ffo�- n ) " 21 fl 

2.<01910 3.125S62 0 0 0 0 0 
0.150695 0.19609] 0 0 0 0 0 
1.278026 1.665073 0 0 0 0 0 
o . m川 o.60/(m 0 0 0 0 0 

0.2121/9 0.276105 0 0 0 0 0 
0.323929 0.421523 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 359 deg of freedoi 5 calcu. chi-sq 11.123 

exp chi-sq(0.05) 11.070 

exp chi-sq(O.Ol) 15.086 



i 
A 1 2 . 2 5 

OHAIl SURVEY - lESl IIIDEPENOENCE 

OBSERVED in SALARY) 
32 a b I c 

(:$5k 26 26 52 

10 41 川 
nOHOk� 46� 30�
_ 0 k� 21� 11�

>nOl( 12 16 28 

nonyork 3/ 19 
0 
0 

、 0 

212� 143� 0� 0� 0� 0� 0�

EXPECIEO�
32� a� b�i�c�

i-.m� 3�1.054� 20.946� 0.000� 0.000� 0.000� 0.000� 0.000�52.000�
)5k-10k� 66.281� 44./13� 0.000� 0.000� 0.000� 0.000� 0.000�111.000�

j l O H O k� 45.386� 30.6�1�4� 0.000� 0.000� 0.000� 0.000� 0.000� 16.000�
j20k-30l( 19.110 12.890 0.000 0.000 0.000 0.000 0.000 32.000 

16.m 11.219 0.000 O.OOO O.OOO O.OOO 0.000 28.000 
nonvork 33.442 22.558 0.000 0.000 0.000 0.000 0.000 56.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

212.000 143.000 0 .000 0 .000 0 .000 0 .000 0 .000 

(fo - ul" I I ft 
0.822389 1.219206 0 0 0 0 0 
0.201942 0.308218 0 0 0 0 0 
0.008308 0.012311̂  0 0 0 0 0 
0.186952 0.2/1160 0 0 0 0 0 
1.332986 1.9/6II5 0 0 0 0 0 
0.318490 0.561118 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 355 deg of freedon 5 calcu. chi-sq 丨.291�

exp chi-sa(0.05) 11.010 

exp chl-sq(O.IO) 9.236 



I 
A 1 2 . 2 6 

OHAIl SURVEY - TEST INOEPEHDENCE 

OBSERVED (n SALARYl 
12 a & b c d 

6 39 6 51 
m-10k 19 ？9� U� 112�

nOHOk� 13� 55� 9� ”�
$20k->30l( 9 40 11 60 

0 

nonwork 6 41 9 
0 
0 
0 

0 53 254� 49、� 0� 0� 0�

EXPECIEO�

?2� a�i�b� c� d�
<:$5k� 0.000� 1.593� 36.388� 1.020� 0.000� 0.000� 0.000�51.000�

j5|(.10k 0.000 16.614 19.9 10 15 . 416 0.000 0.000 0.000 1 12.000 
拿�10k-m� 0.000� 1�1.463� 54.938� 10.598� 0.000� 0.000� 0.000�H.OOO�
J20k-)30k� 0.000� 8.933� 42.809� 8.258 0 . 0 0 0� 0.000� 0.000�60.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

nonwork� 0.000� 8.331� 39.955� I.108� 0.000� 0.000� 0.000�&6.000�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0� 0.000 0 . 0 0 0� 0.000� 0.000 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0.000� 53.000�254.000� 49.000� 0.000� 0.000� 0.000�

(fo - ft)» I I ft 
0 0.334095 0.18J54I 0.148114 0 0 0 
0 0.324426 0.010365 0.130016 0 0 0 
0 0.205948 0.000069 0.241039 0 0 0 
0 0.00050H. 1843 16 0.91012? 0 0 0 
0 0 0 0 0 0 0 
0 0.655131 0.02/328 0.216川 0 0 0 
0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

total size 356 deg of freedon 8 calcu. chi-sq 3.5?6 

exD chi-sq(0.05) 15.501 

exp chl-sq(O.IO) 13.362 



I 

A 1 2 . 2 7 
DHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED (19 SALARY) 
vhat prod 6 8 9 10 11 12 13 U 彳8 丨9�

cm-lOk� U� 53� 13� 5� I� 31� 10� 10� 28� 10 3|3 

_。k� 51� n� 13� 5� 9� 24� 8� 9� W 21� 12� ‘4:�

0 

0 

0 

0 

0 

0 

I2J� 0� 164� 26� 10� 16� 61� 18� 0� 19� 0� 41� 55� 22� 0�

EXPECTED� ‘0�
vhat�prod� 6� 8� 9� 10� 11� 12� 13 丨 5 彳丨 丨 8� 19�

?1�111� 0.000� 91.828� 14.558� 5.599� 8.959� 34.156� 10.0/9� 0.000� 10.639� 。22.95/� 30.196� 12�.�318� 0.000�3�13�000�
1 - 3 0.000 12.112 11.442 4.401 1.041 26.844 1.921 0.000 8.361 0 18.043 24.20< 9.682 . 2彳. 

•10k 30k 丨 ： 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . . 

o ' o o o 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 � M O O � • _ 0 . 0 0 0 . . 
0：000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0 0.000 0.000 0 000 • • 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . . • 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 0 . 0 0 0 0 . 0 0 0 . • . 

. 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 � M G O 0 . 0 0 0 • . . 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 . 0 . 0 0 0 

12U00 0.000 164.000 26.000 10.000 16.000 6 1.000 18.000 0.000 19.000 0 41.000 55.000 22.000 0.000 

U m T 2 丨�oVoi4951�0.166165�0.064140�0.428303�0.236869�0.0006U� 0�0.038331� 0�0.04i380�0.253862�0.<36346� 0�
O"42J689 0 0.019023 0.212185 0.081609 0.544955 0.301382 0.000/82 0 0.048/19 0 0.060284 0.323004 0.555188 

' 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

total size 559 deg of freedon 10 calcu. chi-sq 4.599 

exp chi-sq(0.05) 18.301 

exp chi-sq(O.IO) 15.98? 



A 1 2 . 2 8 
DHAIl SURVEY - TEST INOEPEHOEHCE 

OBSERVED [80 EDUCAIION] 
"5 yes no 

secondary 118 49 
u/college 156 38 … 

0 
0 
0 
0 
0 
0 
0 

274 87 0 0 0 0 0 

EXPECIEO 
"5 yes no 

secondary 126.755 40.24? 0.000 0.000 0.000 0.000 0.000 167.000 
u/college 1U.247 U.753 0.000 0.000 0.000 0.000 0.000 194.000 

. 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2N.OOO 8/.000 0.000 0.000 0.000 0.000 0.000 

[fo-ft”"/n 
0.53?418 1.692559 0 0 0 0 0 
0.462623 1 J56996 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 361 deg of freedoi 1 calcu. chi-sq U S O 

exp chi-sq(O.Ob) 3 . 8 U 

exp chi-sq(O.Ol) 6.635 



A12.29 
OHAIL SURVEY - TESl IHOEPENDEHCE 

OBSERVED [80 EDUCATION] 
20 yes no 

secondary 83 84� ⑴�
u/college� 120� U� 194�

0 

0 

0 

0 

0 

0 

0 

203� 158� 0� 0� 0� 0� 0�

imcm 

20� yes� no�

secondary�93.909� 7J.091� 0.000� 0.000� 0.000� 0.000� 0.000�16J.000�
u/college�109.091� 81909� 0.000� 0.000� 0.000� 0.000� 0.000�m.OOO�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

• 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 0 3 . 0 0 0 1 5 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo - ftlH 2 I ft 
1.155661 1 J8225S 0 0 0 0 0 
0 . 993100 1 .215945 0 0 0 0 0 

0 J ) 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 . 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

t o t a l s h e 3 6 1 d e g o f f r e e d o i 1 c a l c u . c h i - s q U 0 5 

e x p c h i - s q ( 0 . 0 5 ) 3 . 8 4 1 

exp chi-5q(0.01) 6.63S 



A12.30 
DHAIL survey - JEST IHOEPEHOENCE 

OBStRVEO [80 EOUCATIOH] 
32 a b c 

secondary 86 12 “ 
u/colleqe 126 5 62 193 

、 0 
0 

0 

0 

0 

0 

0 

212 11 128 ^ 0 0 0 0 

• E)(PEC1E0 

32 a b c 
secondary 9/.389 ?.810 58.801 0.000 0.000 0.000 0.000 164.000 
u/college 1 U . 6 1 1 9.190 6 9 . 1 9 9 0.000 0.000 0.000 0.000 193.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 1 2 . 0 0 0 1 1 . 0 0 0 1 2 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo-ft]"2/ft 

1.3319U 2.2_8 0.881541 0 0 0 0 
1.1J1809 1 .910685 0J48911 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 357 deg of freedoi 2 calcu. chi-sq 8.253 

exp chi-sq(0.05) 5.991 

exp chi-sq(O.Ol) 9.210 



I 
A 1 2 . 3 1 

OHML SURVEY - lESl IHOEPENOENCE 

OBSERVED 

43 “ 45 46 50 

secondary 101 U 25 U HI 
u/college 92 24 48 35 130 329 

0 
0 
0 
0 
0 
0 

, 0 

193 46 94 60 203 0 0 

EXPECIEO 
43 44 45 46 50 

secondary 86.461 20.607 42.111 26.819 90.941 0.000 0.000 26?.000 
u/college 106.639 25.393 51.889 33.121 112.059 0.000 0.000 329.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

193.000 46.000 94.000 60.000 203.000 0.000 0.000 

(fo - ftlH 2 I ft 
2,mm 0._丨丨 0. 359204 0.1 3 1319 3.539529 0 0 
1.983981�0.0I63J5�0.29U�12�0.106620�2.812505� 0� 0�

0 0 0 0 0 0 0 

0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

total size 596 deg of freedon 4 calcu. chi-sq IMOO 

exp chi-sq(0.05) 9.̂88 

exp chl-sq(O.OI) 13.211 



I 

A 1 2 . 3 2 

DHAII SURVEY - TEST INDEPENDENCE 

OBSERVED�
6?� a� b� d�

secondary� 30� 111� 24� 155�
u/college� 21� 143� 23� 193�

0 

0 

0 

0 

0 

0 

、� 0�

51� 254� 0、� 0� 0� 0�

EXPECIED�
6?� a� b� d�

secondary�26.211 丨U•謝� 0.000� 0.000� 0.000� 0.000�165.000�
u/college 3 0 . 1 2 9� 136.933� 25.338 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0�193.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0� 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

5 ? . 0 0 0 2 5 4 . 0 0 0 4 J . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - 2 I ft 
0.529322 0.3Mm 0.252339 0 0 0 0 
0.452529 0.268810 0.215131 0 0 0 0 

0 0 0 0 0 0 0 

0 r 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 . 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

0 0 0 0 0 0 0 

total size 358 deg of freedor 2 calcu. chi-sa 2.033 

exp chi-sq(0.05) 5.991 

exp chi-sq(O.lO) 4.605 



\ 

A12.33 
DHAII SURVEY - TEST INOEPENOENCE 

O B S E R V E D 丨80� E D U C A T I O N )�

buy— 6 8 9 11 13 丨�5� n� 18� 19�

secondary 10� 85 ” " 25 " 9 22 || 二 
u/college� 80� 122� 18 1� 60� 9� 11� 31� <2� U�

0 

0 

0 

0 

0 

0 

150� 0� 201� 35� 0� 18� 85� 20� 0� 20� 0� 59� M� 25� 0�

mm ,。 ,, 
buy— 6 I 8 9 10 n 12 13 H 15 16 W 18 19 

secondary 63.410 0.000 8?.589 U.8I0 0.000 ?.6I6 35.966 8.<63 0.000 8.<63 0.000 24.965 21.081 10.518 0.000 289.000 
0 0.000 IIMII 20. 190 0.000 10.384 4U34 )U3I 0.000 1 1.531 0.000 3U35 3M19 1U22 .0 39 . 

0 0 0 0 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 
o ' o o o 0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 _ 0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 
o ' o o o o ' o o o 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.0 
o ' o o o 0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 • 

o ' o o o 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.0 . 

o ' o o o 0 000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

iso'.ooo o'.ooo 2 0 1 . 0 0 0 35.000 0 . 0 0 0 1 8 . 0 0 0 8 5 . 0 0 0 2 0 . 0 0 0 0 . 0 0 0 2 0 . 0 0 0 0 . 0 0 0 5 9 . 0 0 0 64.000 2 5 . 0 0 0 0 . 0 0 0 

Hjisir 2 丨丨Iq•肌5⑵�0.323948� 0�1�.503112�3.343691�0.I60J61� 0�0.0341�18� 0�0.369001�0.953148�0.016808� 0�
(M9_ 0 0 0561 14 0.23J61? 0 1 . 102580 2.452605 0.558020 0 0.025025 0 0.210663 0.699136 0.012329 

• 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 
0 r 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

total size 683 deg of freedon 9 calcu. chl-sq 13.960 

exp chi-sq(0.05) 16.919 

exp chl-sq(O.IO) U . 6 8 4 



A12.34 
O H M L SURVEY - lESl ItlOEPENOEHCE 

OBSERVED� 【81 CARDHOLDER] 
"5 yes no 

holder 205 浏 
nonholder� U� 39� ⑴�

0 

0 

0 

0 

0 

0 

0 

2 ? 5 8 6 0 � 0 0 0 0 

EKPECIEO�
"5 yes no 

holder S9.55? 0.000 0.000 0.000 0.000 0.000 250.000 
nonholder 26.443 0.000 0.000 0.000 0.000 0.000 111.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 ^ 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
o ' o o o 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

0^000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 7 5 . 0 0 0 8 6 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo-ft]"2/ft 
0J6330̂  2.U0798 0 0 0 0 0 
1.119153 5.<97293 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 361 deg of freedoi 1 calcu. chi-sq 10.421 

exp chi-sq(0.05) 3.841 

exp chi-sq(O.Ol) 6.635 

OBSERVED 丨81 CARDHOLDER] 



A 1 2 . 3 5 
DHAIL SURVEY - TEST INOEPEHOEHCE 

OBSERVED [81 CARDHOLDER] 
20 yes no 

holder 156 94 2S0 
nonholder m 

0 
0 
0 
0 
0 
0 
0 

203 na 0 0 0 0 0 

EMCIED 
20 yes no 

holder m.582 109.418 0.000 0.000 0.000 0.000 0.000 2SO.OOO 
nonholder 6 2 . 4 1 8 4 8 . 5 8 2 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 1 1 1 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 0 5 . 0 0 0 1 5 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - 2 I ft 
1.585101 2.035985 0 0 0 0 0 
5.5655M n810U 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 361 deg of freedoi 1 calcu. chi-sq ii.m 

exp chi-sq(0.05) 3.841 

exp chi-sq(O.Ol) " 3 S 



A12.36 
DHAIL SURVEY - lESI INOEPEHOENCE 

.OBSERVED [81 CARDHOLDER] 
32 a b c 

holder 151 10 87 248 
nonholder 61 1 109 

0 
0 
0 
0 
0 
0 
0 

212 17 128 0 0 0 0 

EXPECIEO 
32 a b c 

holder U U n 11.810 88.919 0.000 0.000 0.000 0.000 248.000 
nonholder 6<J28 5.190 39.081 0.000 0.000 0.000 0.000 109.000 

0 . 0 0 0 0 . 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

2 1 2 . 0 0 0 1 7 . 0 0 0 1 2 8 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ftin 2 I ft 
0.27?265 0.041404 0 0 0 0 

0.2UIU 0.630843 0.094205 0 0 0 0 
0 0 0 0 0 0 0 
0 1 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 357 deq of freedoi 2 calcu. chi-sq U 5 3 

exp chi-5q(0.05) 5.991 

exp chi-sq(O.Ol) 9.210 



A12.37 
OHAIL SURVEY - lESI INOEPEHOEHCE 

OBSERVED [81 CftRDHOLOER] 
43 45 50 

holder 128 63 155 
nonholder 65 31 

0 
0 
0 
0 
0 
0 

, 0 

193 202 0 0 0 0 

EKPECIEO 
43 50 

holder�155.川� 66.12J�H2.102� 0.000� 0.000� 0.000� 0.000 川.000�
nonholder�S?.229� 2?.813� 59.898� 0.000� 0.000� 0.000� 0.000�145.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

1 9 5 . 0 0 0 9 4 . 0 0 0 2 0 2 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

[fo - fl]« 2 I ft 
0.4“m O.H]8<9 0.8J5743 0 0 0 0 
1 .055195 0.350U0 1.982/28 0 0 0 0 

0 0 0 0 0 0 0 
0 1 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 489 deg of freedoi 2 calcu. chi-sq 4.817 

exp chi-sq(0.05) 5.991 

exp chi-sq(O.lO) 4.605 



A12.38 
O M I L SURVEY - TEST INDEPENDENCE 

OBSERVED 181 CARDHOLDER) 
61 a b d 

holder 40 in . 34 241 
nonholder W 81 ；� 13 川 

‘ 0 
：. 0 

0 

0 

0 

0 

0 

5 ? 2 5 4 0 il 0 0 0 

EXPECIEO�

61� a� b� d�
holder� 39.32?�H5.246� 0.000� 32.42?� 0.000� 0.000� 0.000�241.000�

nonholder�1U73� 18.154� 0.000� 14.513� 0.000� 0.000� 0.000�1�1�1.000�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

5 1 . 0 0 0� 254.000 0 . 0 0 0� 41.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ft)t» 2 I ft 
0.011523 0.028180 0 0.0I626I 0 0 0 
0.025642 0.064043 0 0.169112 0 0 0 

0 0 0 0 0 0 0 
0 K 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 358 deg of freedor 2 calcu. chi-sq 0.376 

exp ch1-sq(0.05) 5.991 

exp chl-sq(O.IO) 4.605 



A12.39 
OHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED 丨8丨 CARDHOLDER) 
12 a c d 

holder 33 丨 3 8�
nonholder� 16� 106�

0 

0 

0 

• 0 

0 

0 

0 

0� 256� <9� 0� 0� 0�

EXPECIEO�
12� a� c� d�

holder� 34.328� 0.000�119.345� 34.328� 0.000� 0.000� 0.000�248.000�
nonholder�1U72� 0.000 ？6.655�14.612� 0.000� 0.�000� 0.000�106.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
49.000� 0.000�256.000� 49.000� 0.000� 0.000� 0.000�

[fo - ft]» 2 I ft 
0.051350 0 0.030652 0.392858 0 0 0 
0.120140 0 0.011114 0.919139 0 0 0 

0 0 0 0 0 0 0 
0 ( T 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 1 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 354 deg of freedon 2 calcu. chi-sq U86 

exp ch1-sq(0.05) 5.991 

exp chl-sq(O.IO) 4.605 

I 

;、• 

r 



I 

A12.40 
mil SURVEY - lEST IHOEPENDEHCE 

OBSERVED [81 CARDHOLDER] 
]5 a b c d 

holder 28 3? 36 148 249 
nonholder 9 12 11 ？9� ill�

0 

0 

0 

0 

0 

0 

、� 0�

37� 49� 47� 227� 0� 0� 0�

EXPECTED�
75� a� b� c� d�

holder� 25.592� 33.892� 32.508�157.008� 0.000� 0.000� 0.000�249.000�
nonholder�ii.408� IS.108� 1U92� 69.992� 0.000� 0.000� 0.000�111.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

37.000� 49.000� 000�227.000� 0.000� 0.000� 0.000�

(fo - n]n 2 I ft 
0.226638 0.2850?7 0.3750J< 0.516851 0 0 0 
0.̂08̂06 0.63949/ 0.841292 1.159424 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total size 360 deg of freedoi 3 calcu. chi-sq 4.552 

exp c h i - s q ( O . O S ) 7.815 

exp chi-sq(O.lO) 6.251 



I 

A 1 2 . 4 1 

OHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED (81 CARDHOLDER) 
what prod 6 8 9 丨2 丨丨彳8�

,, … 63 103 50 20 糊 
二 彳� 2� 13� U� 5�

nonholder� ^�̂ �̂ ”� 0�
0 

I� 0�

0 

0 

0 

0 

0� 0� 20?� 36� 0� 0� 85� 0� 0� 0� 0� m� M� 0�

瞧 ？ , . ,2 丨 丨 1 8 19 

Mhat� prod� 6� 8� 9�

二 ：：： ：：： ：：：：： ：；： ：：： = = ：：： ：：： ：：： i i 1 i 1 
： 0 00 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 • . . 

闘 醒 關 醒 醒 醒 闘 i i 

；::：；：：：二 3 二 0 0 0 0 0 . 0 0 0 8 5 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 l U . O O O e u o o 2 M 0 0 0 . 0 0 0 

0 0 3 . 1 2 8 6 5 2 0 . 0 3 6 I I 6 0 0 0 . 2 i m i 0 0 I . < 1 6 I 0 0 . 0 6 1 8 8 0 . 1 2 1 0 3 

I M M M M M M M 
total size 533 deg of freedom 5 calcu. chi-sq 1 U 4 2 

exp chi-sq(0.05) 11.010 

exp chi-sq(O.Ol) 15.086 



A12.42 
DHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED� 【83 PROFESSION] 
'5 yes no 

clerk 59 1? 
executive 56 11 
bluecolla 21 8 35 
lecturer 丨� 6�
pfsional� 33� 9�

‘ 0 
0 

student� 39� 16�
niscellan� 46� 13�

26? 80 0 0 0 0 0 

EXPECIED�
""5 yes no 

clerk 5 8 . 4 1 8 1 1 . 5 2 2 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 1 6 . 0 0 0 
executive 5 1 . 5 5 3 1 5 . 4 4 ? 0.000 0 .000 0.000 0 .000 0 .000 6 1 . 0 0 0 
bluecolla 26.931 8.069 0.000 0.000 0.000 0.000 0.000 35.000 
lecturer 10.003 2.991 0.000 0.000 0.000 0.000 0,000 13.000 
pfsional 32.31? 9.683 0.000 0.000 0.000 0.000 0.000 42.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0.000 0 . 0 0 0 0.000 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

student 42.320 12.680 0.000 0.000 0.000 0.000 0.000 55.000 
Mlscellan 45.398 13.602 0.000 0.000 0.000 0.000 0.000 69.000 

2 6 / . 0 0 0 8 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - h]tt 2 I ft -
0.004652 0.015528 0 0 0 0 0 
0.383544 1.280081 0 0 0 0 0 
O.OOOin 0.000592 0 0 0 0 0 
0.901410 3.00865r 0 0 0 0 0 
0.014434 0.048115 0 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

0.260436 0.869206 0 0 0 0 0 
0.007990 0.026669 0 0 0 0 0 

total size 341 deg of freedoi 6 calcu. chi-sq 6.822 

exp chi-sq(0.05) 12.592 

exp chl-sq(O.IO) 10.645 

» 



j 

A12.43 
O H A U SURVEY - TEST INDEPENDENCE 

OBSERVED (83 PROFESSION] 

20 yes no 

clerk 42 34 n 
executive 41 26 
bluecolla 20 15 
lecturer 1 6 13 
pfsional 21 15 42 
pp.sait 21 9 36 

0 

student 30 25 55 
0 

194 130 0 0' 0 0 0 

EXPECTED 
20 yes no 

clerk 45.606 30.494 0.000 0.000 0.000 0.000 0.000 76.000 
executive 40.111 26.883 0.000 0.000 0.000 0.000 0.000 6?.000 
bluecolla�2M5丨�H.043� 0.000� 0.000� 0.000� 0.000� 0.000�35.000�
lecturer� I.J84� 5.216� 0.000� 0.000� 0.000� 0.000� 0.000�13.000�
pfsional� 25.148� 16.852� 0.000� 0.000� 0.000� 0.000� 0.000�42.000�
pp,sait� 21.556� 14.4U� 0.000� 0.000� 0.000� 0.000� 0.000�36.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
student� 32.932� 22.068� 0.000� 0.000� 0.000� 0.000� 0.000�55.000�

0.000 0 .000� 0.000� 0.000 0 .000� 0.000� 0.000� 0.000�
1 9 < . 0 0 0 1 3 0 . 0 0 0 0 .000 0 .000 0 . 0 0 0 0 . 0 0 0 0.000 

(fo - m 21 ft 
0.210144 0.403138 0 0 0 0 0 
0.019422 0.028984 0 0 0 0 0 
0.043682 0.06518? 0 0 0 0 0 
0.018954 0 0 0 0 0 
0.136366 0.203500 0 ‘ 0 0 0 0 
1.3J5U3 2 .052136 0 0 0 0 0 

0 0 0 0 0 0 0 
0.261058 0.389519 0 0 0 0 0 

0 0 0 0 0 0 0 

total size 324 deg of freedon 6 calcu. chi-sq 

exp chi-sq(0.05) 12.592 

exp chl-sq(O.lO) 1 0 . M 5 



I 

A12,44 
DMAIL SURVEY - TESI INDEPEHOEHCE 

OBSERVED (83 PROFESSION] 
32 a c 

clerk 48 24 U 
executive 38 26 
bluecolla 21 12 33 
lectSteac 15 9 24 
pfsional 30 12 42 
pprleUsa 8 U 

student 39 54 
、 0 

199 0 川 0 0 0 0 

EXPECTED�
32� a� c�

clerk� 46.219� 0.000� 25.181� 0.000� 0.000� 0.000� 0.000�12.000�
executive�41.084� 0.000� 22.916� 0.000� 0.000� 0.000� 0.000�64.000�
bluecolla�21.184� 0.000� 11.816� 0.000� 0.000� 0.000� 0.000�33.000�
lecUteac�15.406� 0.000� 8.594� 0.000� 0.000� 0.000� 0.000�24.000�
pfsional� 26.961� 0.000� 15.039� 0.000� 0.000� 0.000� 0.000�42.000�
pprlet&sa 13.481 0.000� 1.519 0.000� 0.000� 0.000� 0.000 21.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
student� 34.665� 0.000� 19.335� 0.000� 0.000� 0.000� 0.000�54.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
1 9 9 . 0 0 0 0 . 0 0 0 1 1 1 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ftl*> 2 I ft 
0.068601 0 0.122987 0 0 0 0 
0.23U84 0 0.415002 0 0 0 0 
0.001595 GJ).GG〗m� D� D G 0 
0.010J22 01.019224 0 0 0 0 
0.342481 0 0.613999 0 0 0 0 
2.228192 0 3.99468J 0 0 0 0 

0 0 0 0 0 0 0 . 
0.542238 0 0.912120 0 0 G O 

0 0 0 0 0 0 0 

total size 310 deg of freedon 6 calcu. chi-sq 9.566 

exp chl-sq(0.05) 26.296 

exp chl-sq(O.OI) 32.000 



A12.45 
DHAIL SURVEY - TEST IHDEPEHOEHCE 

OBSERVED (83 PROFESSION) 
43 45 50 

clerk 45 21 42 m 
executive 33 15 41 89 
bluecolla 20 丨� 45�

0 

pfsional� 19� 9� 30� 58�
0 

, 0 
student� 32� 13� 28� U�
niscellan� 38� U� 38� 93�

18J� 88� 191� 0� 0� 0� 0�

EXPECTED�
43� 45� 50�

clerk� 45.165� 21.254� 47.581� 0.000� 0.000� 0.000� 0.000�114.000�
executive�35.261� 16.593� 3?.146� 0.000� 0.000� 0.000� 0.000�89.000�
bluecolla�)J.828� 8.390� 18.182� 0.000� 0.000� 0.000� 0.000�45.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
pfsional� 22.919� 10.8H� 24.208� 0.000� 0.000� 0.000� 0.000�58.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

student� 28.922� 13.610� 30.468� 0.000� 0.000� 0.000� 0.000�13.000�
niscellan�36.845� 11.339� 38.816� 0.000� 0.000� 0.000� 0.000�93.000�

1 8 7 . 0 0 0 8 8 . 0 0 0 1 9 7 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 、 0 . 0 0 0 

Ifo� - ft)» 2 I ft -
0.000604 1.553280 0.654513 0 0 0 0 
0.144928 0.152975 0.399822 0 0 0 0 
0.264515 0.23023U.032541 0 0 0 0 

0 0 ^ 0 0 0 0 0 
0.688937 0.304154 1.385992 0 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

0.32J661 0.021355 0.199949 0 0 0 0 
0.036184�0.00662丨�0.0ni40� 0� 0� 0� 0�

total size m deg of freedon 10 calcu. chi-sq 6.42J 

exp chl-sq(0.Q5) 18.301 

exp chl-sq(O.IO) 15.981 



i 

A12.46 
DHAIL S U R V E Y - T E S T I N O E P E H D E N C E 

O B S E R V E D 丨83 P R O F E S S I O N ] 

67 a b d 

clerk II 51 10 U 
e x e c u t i v e 9 49 8 66 
bluecolla 10 16 1 33 
lectUeac 丨� 5� 26�
pf,pp4sa� 6� 49� 10�

0 

0 

Student 丨� 5� 54�
0 

50 22/ 0 45, 0 0 0 

E X P E C T E D�

6?� a� b� d�
clerk� 12.1�12� 54.988� 0.000� 10.901� 0.000� 0.000�18.000�

executive�10.248� 46.528� 0.000� 9.224� 0.000� 0.000� 0.000�66.000�
bluecolla� 5.124� 23.264� 0.000� 4.612� 0.000� 0.000� 0.000�33.000�
lectiteac� 4.03 丨�1U29� 0.000� 3.634� 0.000� 0.000� 0.000�26.000�
p f . p p S s a 10.093 45.823 0.000 9.084 0 . 0 0 0 0.000 0.000 65.000 

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

student� 8.385� 38.068� 0.000� 0.000� 0.000� 0.000�54.000�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
50.000�22J.000� 0.000� 45.000� 0.000� 0.000� 0.000�

(fo - ftl»> 2 I ft 
0. 102051 0.013650 0 0.0N410 0 0 0 
0.152083 0.131341 0 0.162323 0 0 0 
4.639315 2.268113 0 1.236111 0 0 0 
2.1J4I90 1.022516-̂  0 0.513882 0 0 0 
1.659936 0.220270 0 0.092391 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

0.228796 0.406061 0 0.859341 0 0 0 
0 0 0 0 0 0 0 

total size 322 deg of freedon 10 calcu. chl-sq U.on 

exp ch1-sq(0.05) 18.30? 

exp chl-sq(O.IO) 15.981 



I 
A12.47 

DHAIL SURVEY - TEST INDEPENDENCE 

OBSERVED (83 PROFESSION) 
12 a c d 

citblueco 16 N 18 108 
executive 9 52 5 66 

0 

lecUpfsi 9 39 6 M 
0 
0 
0 

student 6 38 10 54 
Rjscellan 丨� 8、� 59�

il� 0� 241� 47� 0� 0� 0�

EXPECTED�
？2� a� c� d�

dsblueco�14.886� 0.000� 78.229� 14.886� 0.000� 0.000� 0.000�108.000�
executive� 9.091� 0.000� 41.806� 9.091� 0.000� 0.000� 0.000�66.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
lecUpfsi� /.443� 0.000� 39.114� 1.443� 0.000� 0.000� 0.000�54.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 , 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

student� 1.443� 0.000� 39.114 丨.443�0.000� 0.000� 0.000�54.000�
nlscellan� 8.132� 0.000� 42.?36� 8.132� 0.000� 0.000� 0.000�59.000�

41.000� 0.000�24/.000� 41.000� 0.000� 0.000� 0.000�

【fo� - ft)»t 2 I ft . 
0.083424 0 0.228589 0.651581 0 0 0 
0.001029 0 0.361855 1.845001 0 0 0 

0 0 0 0 0 0 0 
0.325193 0̂ .000334 0.2/9694 0 0 0 

0 0 0 0 0 0 0 
0 0 0 , 0 0 0 0 
0 0 0 0 0 0 0 

0.219694 0 0.031J48 0.8?8591 0 0 0 
0. 15/568 0 0.037381 0.002141 0 0 0 

total size 341 deg of freedon 8 calcu. chi-sq 5.U0 

exp chi-sq(0.05) 15.501 

exp chi-sq(O.IO) 13.362 



A12.48 
OHAIL SURVEY - TEST IHOEPENDEHCE 

OBSERVED (83 PROFESSION) 
vhat prod 6 8 12 II 18 

clerk 34 40 16 33 12 ;;; 
executive 30 40 \1 33 \1 ^ ； 
pfslonal� 22� 29� 15� 20� 8 二 

0 

0 

0 

0 

0 

86� 109� 48� 86� 3/� 0� 0� 0� 0� 0� 0� 0� 0� 0� 0�

EXPECTED�
what�prod� 6� 8� 12� 11� 18�

clerk� 31� 121� 40� 205� IM05� 31�.121� 13.648� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000 135.GOO 
executive 32*191 40 801 11.961 32.191 13.850 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 丨3?.000�
biuecolla 22* 08/ 2 M 9 5 12.328 22�.08丨� 9.503� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 9 U 0 0�
lecturer o'oOO oiooo 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 000 

sional 0：000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000� .0 . 
prletor� 0�000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.00� •�
les«an 0 000 0 000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0. 

： 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.00 • 
teacher� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.� •� 0.000�

8 6 . 0 0 0 1 0 9 . 0 0 0 4 8 . 0 0 0 8 6 . 0 0 0 3 1 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

o!l63688Voo/o/4Vl641i?�0.051544�0.198892� 0� 0� 0� 。..。� 。� 。� J� J� J�
0.U9158�0.01510?�0.052061�0.020318�0.116564 0 0 0� 0� 0� 0� 0� 0� 0� u�
0.0003<6�0.036112�0.5J9198�0.19J2I8�0.23J63?� 0� 0� 0� 0� 0� 0�

0 0 0 0 0 0 0 0 0 0 0 0 0 

0 r 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

total size 366 deg of freedon 8 calcu. chi-sq 2.584 

exp ch1-sq(0.05) 15.501 

exp chi-sq(O.IO) 13.362 



I 
‘ A12.49 
I OHAIL SURVEY - TEST IHOEPENOENCE 
！ 

\� OBSERVED (83 PROFESSIONl 
15 a b c d 

clerk 8 8 10 48 U 
executive 10 9 I 40 &6 

0 

lec.pfipp 5 18 9 32 

0 

•iscellan 15 11 19 "2 
0 

、� 0�

38� 46� 46� 2U� 0� 0� 0�

EXPECTED�
15� a� b� c� d�

clerk� 8�m� 9.838� 9.624� 46.410� 0.000� 0.000� 0.000�N.OOO�
executive� 1.249� 8.115� 8.584� 41.393� 0.000� 0.000� 0.000�66.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
lec�pfjpp 丨.029�8.509� 8.324� 40.139� 0.000� 0.000� 0.000�64.000�

0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 
0 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

îscellan�15.595� 18.819� 18.468� 89.058� 0.000� 0.000� 0.000�H2.000�
0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

teacher� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000� 0.000�
3 8 . 0 0 0 4 6 . 0 0 0 < 5 . 0 0 0 2 1 1 . 0 0 0 0 . 0 0 0 0 . 0 0 0 0 . 0 0 0 

(fo - ft]" 2 I ft -
0.001989 0.343438 0.014661 0.054444 0 0 0 
1.044408 0.005791 0.292232 0.046882 0 0 0 

0 0 0 0 0 0 0 
0.585645 10.58W 0.054949 1.650249 0 0 0 

0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

0.022129 3.281981 0.015312 0.I0828I 0 0 0 
0 0 0 0 0 0 0 
0 0 0 0 0 0 0 

total Size 346 deg of freedoB 9 calcu. chi-sq 1UU 

exp chi-sq(0.05) 16.919 

exp chl-sq(O.OI) 21.666 





C U H K L i b r a r i e s 


