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Abstract

This study was implemented to offer materials for the activation of On-line food shopping mall
though census about purchasing food. A percentage of people who had accessed to On-line food
shopping mall was 53.8%, and who had an experience of purchasing food at the On-line sopping mall
was 18.9%. The number of food purchasing in On-line food market is 1~3 times(67.7%). It is general
that an amount of food purchase is less than 100,000 wons. And the health assistant food is the most
interesting item followed by Meet, Special products like a laver and mushroom, and an anchowy. In
purchasing food at On-line market, customer thought that the confidence and the freshness of food are
important because customer can'’t choose a product directly. In the future of food purchase using On-
line shopping mall, 38.1% of people show their intend of purchasing at the mall. People who had
experience of food purchase though the Internet have more positive view about repurchase than ones
had not.
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<Table 1> Distribution of sex, age, marriage, living style,
occupation, and income

variable Frequence(%)

Sex

Male 165(32.4)

Female 344(67.6)
Age

20-24 133(26.1)

25-29 132(25.9)

30-34 95(18.7)

35-39 63(12.4)

40< 86(16.9)y
Marriage

Married 219(43)y

Not married 290(57y
Living style

Family 340(66.8)

Single 163(32.0)

Others 6(1.2y
Occupation

Salary man 202(39.7)

Do business independently 9(1.8)

College(Graduate) student 197(38.7)

Inoccupation (Housewife included) 99(19.4)

Others 2004
Income

<100 3(0.6)

100-200 66(13.0)

200-300 174(34.2)

300-400 169(33.2)

400< 97(19.1)
Total 509(100.0)
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<Table 2>- Frequency of Internet utilization

Fol $713 (97%) AEY o8] HE3} HI R
E Aoz Jeygnh?

Frequency

PP-test

Variable ' ' . Total
1™ 1TR3W 12T/W 3-4T/w Everyday -
Sex
Male 2(12) 42.4) 10(6.1) 14(8.5) 135(81.8) 165(1000)  ¥%=27.78
Female 30(8.7) 17(4.9) 401(11.6) 53(15.4) 204(59.3)  344(100.0) p=0.000(N.S)
Age
20-24 0(0.0) 1(0.8) 7(5.3) 24(18.0) 101(75.9) 133(100.0)
25-29 2(1.5) 3(2.3) 7(5.3) 9(6.8) 111(84.1) 132(100.0) £=99.30
30-34 5(5.3) 44.2) 14(14.7) 12(12.6) 60(63.2) 95(100.0) p=0.000
35-39 6(9.5) 6(9.5) 10(15.9) 8(12.7) 33(52.4) 63(100.0)
40< 19(22.1) 7(8.1) 12(14.0) 14(16.3) 34(39.5) 86(100.0)
Occupation
Salary man 11(5.4) 10(5.0) 15(7.4) 13(6.4) 153(75.7)y  202(100.0)
Do business independently ~ 0(0.0) 0(0.0) 3(33.3) 2(22.2) 4(44.4) 9(100.0) £=1026
College(Graduate) students ~ 2(1.0) 21.0) 13(6.6) 31(15.7) 149(75.6) 197(100.0) 0 000‘
Inoccupation(Housewife included) 19(19.2) 909.1) 19(19.2) 21(21.2) 31(31.3) 99(100.0) p=
Others 0(0.0) 0(0.0) 0(0.0) 0(0.0) 2(100.0) 2(100.0)
Total 32(6.3) 214.1) 50(9.8) 67(13.2) 339(66.6)  509(100.0)
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<Table 3> Period of Intermnet utilization

N(%)
Variable ‘ Period(years) Total 2-test
o <05 05-1 12 23 3<
Sex
Male 533.0) 5(3.0) 19(11.5) 30(18.2) 106(64.2) 165(100.0) }(’——23. 14
Female 48(14.0) 19¢5.5) 51(14.8) 70(20.3) 156(45.3) 344(100.0) p=0.000
Age
20-24 43.0) 1(0.3) 13(9.8) 37(21.8) 78(58.6) 133(100.0)
25-29 7(5.3) 1(0.8) 5(3.8) 19(14.4) 100(75.8) 132(100.9) 2=1116
30-34 15(15.8) 99.5) 14(14.7) 13(13.7) 44(46.3) 95(100.0) p=0.000
3539 9(14.8) 69.5) 17(27.0) 11(17.5) 20(31.7) 63(100.0)
40< 18(20.9) 7(8.1) 21(24.9) 20(23.3) 20(23.3) 86(100.0)
Occupation
Salary man 19(9.4) 10(5.0) 28(13.9) 29(14.4) 116(57.4) 202(100.0)
Do business independently ~ 1(11.1) 0(0.0) 2(22.2) 3(3.33) 3(33.3) 9(100.0) £=89.06
College(Graduate)students 84.1) 3(15) 16(8.1) 48(244) 122(61.9) 197(100.0) p=0.000
Inoccupation(Housewife included)  25(25.3) 11(11.1) 24(24.2) 20020.2) 19(19.2) 99(100.0)
Others 0(0.0) 0(0.0) 0(0.0) 0(0.0) 2(100.0) 2(100.0)
Total 53(10.4) 24(4.7) 70(13.8)  100(19.6)  262(51.5)  509(102.0)
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<Table 4> Place of food purchase

N(%)
Variable o Food place of purchase o Total Petest
: TladmonaIMaxket Supermarket  Big descount store Department store Others

Marriage
Married 24(11.0) 43(19.6) 133(60.7) 18(8.2) 1(0.5) 219(100) 7(2=21.412
Not married 16(5.5) 108(37.2) 140(48.3) 25(8.6) 1(0.3) 290(100) p=0.000

" Occupation

Salary man 19(9.4) 60(29.7) 103(51.0) 19(9.4) 1(0.50) 202(100)
Do business independently 0(0.0) 3(33.3) 6(66.7) 0(0.0) 0(0.0) 9(100) £=3879%
College(Graduate) student ~ 10(5.1) 76(38.6) 92(46.7) 19(9.4) 0(0.0) 197(100) 0.001
Tnoccupation(Housewife included) 11(11.1) 12(12.1) TUTLT) 4(4.0) 1(1.02) %00 P
Others 0(0.0) 0(0.0) 1(50.0) 1(50.0) 0(0.0) 2(100)

Total 40(7.9) 151(29.7) 273(53.6) 43(8.4) 2(0.4) 509(100)
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<Table 5> Food purchase place and its selection reason

N(%)
Variable Selection reason Total ' ztest
a . Price Location Freshness Kind Other :
Place of purchase
Traditional market 11(27.5) 22(55.0) 6(15.0) 12.5) 0(0.0) 40(100.0)
supermarket 96.0)  133(88.1) 5(3.3) 42.6) 0(0.0) 151(100.0) P=282515
Big discount store 107(39.2) 45(16.5) 15(5.5) 104(38.1) 2(0.7) 273(100.0) p=0.000
Department store 2(4.7) 10(23.3) 14(32.6) 16(37.2) 1(2.3) 43(100.0)
Others 0(0.0) 1(50.0) 0(0.0) 1(50.0) 0(0.0) 2(100.0)
Total 129(25.3) 211(41.5) 40(7.9) 126(24.8) 3(0.6) 509(100.0)
<Table 6> Frequency of food purchase
N(%)
RN o A quueqcy o Total Cpest
Occupation
Salary man 7(35) 40(19.8) 119(58.9) 29(14.4) 7(3.5) 202(100.0)
Do business independently ~ 1(11.1) 0(0.0) 7(77.8) 111.1) : 9(100.0) 1236986
College(Graduate) sadent  22(11.2) 55(27.9) 85(43.1) 21(10.7) 14(7.1) 197(100.0) p=0.002
Inoccupation(Housewife incdnded) ~ 7(7.1) 36(36.4) 41(41.4) 6(6.1) 90.1) 99(100.0)
Others 0(0.0) 0(0.0) 2(100.0) 0(0.0) 0(0.0) 2(100.0)
Total 37(10.8) 131(25.7) 254(49.9) 57(11.2) 30(5.9) 509(100.0)
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<Table 7> Food purchase amount of money
N{(%)
o Vanable S ol amount of money(¥100.000) | V ;I‘otalﬂ Ptest
et e Q) e 2035 0 35.50) 50-65 65<
Marriage
Married 51(23.3) 96(43.8) 54(24.7) 9(4.1) 9(4.1) 219(100.0)  »?=84.206
Not married 179(61.7) 80(27.6) 17(5.9) 72.4) 712.4) 290(100.0) p=0.000
Age
20-24 84(63.2) 37(27.8) 7(5.3) 4(3.0) 1(0.8) 133(100.0)
25-29 76(57.6) 38(28.8) 10(7.6) 2(15) 6(4.5) 132(100.0) 22=38.798
30-34 39(41.1) 42(44.4) 13(13.7) 1(1.1) 00.0) 95(100.0) p=0.001
35-39 18(28.6) 25(39.7) 1727.0) 2(32) 1(1.6) 63(100.0)
40< 13(5.1) 34(39.5) 24(27.9) 7(8.1) 8(9.3) 86(100.0)
Income
<100 3(100.0) 0(0.0) 0(0.0) 00.0) 0(0.0) 3(100.0)
100-200 37(56.1) 19(28.8) 10(152) 00.0) 0(0.0) 66(100.0)  y*=18311
200-300 71(40.8) 71(40.8) 21(12.1) 7(4.0) 4(4.3) 174(100.0) p=0.366
300-400 74(43.8) 56(33.1) 27(16.0) 6(3.6) 6(3.6) 169(100.0) N.S)
400< 45(46.4) 30(30.9) 13(13.4) 337 6(6.2) 97(100.0)
Total 40(19) 151297y -~ 273(53.6) 43(84) 2(0.4) 509(100)
*N.S : no significance
<Table 8> Item of food purchase by sex, living style
N(%)
Sex - : ‘Living styie : £ Tol
o - Male  Female = Family oo Single o cOthers o Sy
Rice 21(12.7) 36(10.5) 41(12.1) 16(9.8) 0(0.0) 57(11.2)
Meat 18(10.9) 60(17.4) 67(19.7) 11(6.7) 0(0.0) 78(15.3)
Fish 10(6.1) 17(4.9) 23(6.8) 4(2.5) 0(0.0) 27(5.3)
Vegitable 37(22.4) 97(28.2) 104(30.6) 29(17.8) 1(16.7) 134(26.3)
Organic agriculture product 2(12) 2(0.6) 3(0.9) 1(0.6) 0.0) 40.8)
dry fish 1(0.6) 0(0.0) 1(0.3) 0(0.0) 000.0) 1(0.2)
Instant seasoning 1(0.6) 4(1.2) 3(09) 1(0.6) 1(16.7) 5(1.0)
Instant product 26(15.8) 32(9.3) 26(7.6) 31(19.0) 1(16.7) 58(11.4)
Cookies and bread 20(12.1) 34(9.9) 25(7.4) 27(16.6) 2(33.3) 54(10.6)
Dishes 3(1.8) 1(0.3) 0(0.0) 4(2.5) 000.0) 40.8)
Kimchi 0(0.0) 1(0.3) 000.0) 1(0.6) 0(0.0) 1(0.2)
Condiment 2(12) 0(0.0) 0(0.0) 2(1.2) 0(0.0) 2(0.4)
Weaning diet 0(0.0) 1(0.3) 1(0.3) 0(0.0) 0(0.0) 10.2)
Health assistance food 0(0.0) 1(0.3) 1(0.3) 0(0.0) 0(0.0) 10.2)
. Diet food 0(0.0) 1(0.3) 0(0.0) 1(0.6) 06(0.0) 1(0.2)
Fruit Kind 19(11.5) 51(14.8) 43(12.6) 26(16.0) 1(16.7) 70(13.8)
Others 5(3.0) 6(1.7) 2(0.6) 9(5.5) 0.0 1122)
Total 165(100.0) 344(100.0) 340(100.0) 163(100.0) 6(100.0) 509(100.0)
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<Table 9> Consumer’s recognition on purchasing food

Item - - Age S __ Fvalue
C2024(N=133)  2529(N=132)  30-34(N=63) 35-39(N=63) ~ 40<(N=86) =
A 3.83%D+0.832 3.80°+0.80 3.60*P+0.83 36520 +0.86 34524088 F=3.525*
B 2.83+0.82 2.92+0.86 2.97+0.84 2974097 3.02+0.83 F=0.825
C 2.37240.66 26640+ 091 2.65%04-0.90 2.75+0.80 2.83%+0.83 F=4.943*
D 3.65+0.79 377+0.73 3.86+0.81 3.76+0.82 3.76+0.73 F=1.123
*P<0.05

1) Means with differcat letters(a,b) are different from each other at @=0.05 as determined by Tukey’s multiple range test

2) Each item was evaluated by 5 point scale Values are mean+S.D.
A : Shopping for food purchase is joyful.

B : Shopping is hard physically at food purchase.

C : Carfare and time food purchase shopping are regrettable.

D : Because I choose directly, I believe in the product

<Table 10> Experience in intemet food shopping mall

N(%)
Variable Experience of connection Ptest Experience of food purcha;e Paest ol
Yes No Yes No :
Sex
Male 81(49.1) 84(50.9) 13=221 25(15.2) 140(84.8) 27=0.880 165(100.0)
Female 193(56.1) 151(439)  p=0.082(N.S) 71(20.6) 273(794)  p=0348(N.S)  344(100.0)
Age
20-24 49(36.8) 84(63.2) 8(6.0) 125(94.0) 133(100.0)
125-29 94(71.2) 38(28.8) 33(25.0) 99(75.0) 132(100.0)
30-34 46(48.4) 49(51.6) 7=4042 19E20.0) 76(80.0) 2=10413 95(100.0)
35-39 44(69.8) 19(30.2) p=0.000 18(28.6) 45(71.4) p=0.034 63(100.0)
40< 41(47.7) 45(52.3) 18(20.9) 68(79.1) 86(100.0)
Total 274(53.8) 235(46.2) 96(18.9) 413(81.1) 509(100.0)

* N.S : no significace
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<Table 11> Food purchase amount of money in intermnet food shopping mall

N(%)
Varialﬂ ef ;; ‘ amount of money(¥100.000) Total ’ Petest
CUUTE TGS <10 <15 <0 20<
Marriage '
Married 11(21.2) 20(38.5) 5(9.6) 5(9.6) 11(21.2) 52(100.0) ¥2=2.672
. Not masried 12(27.3) 12(27.3) 8(18.2) 4(9.1) 8(18.2) 44(100.0) p=0.614(N.S)
Age
20-24 1(12.5) 4(50.0) 2(25.0) (0.0) 1(12.5) 8(100.0)
25-29 11(33.3) 9(27.3) 5(15.2) 4(12.1) 4(12.1) 33(100.0) )(2=15.418
30-34 2(10.5) 8(42.1) 0(0.0) 3(15.8) 6(31.6) 19(100.0) p=0.494
35-39 5(27.8) 422.2) 3(16.7) 2(11.1) 4(22.2) 18(100.0) (N.S)
40 422.2) 7(38.9) 3(16.7) (0.0) 4(22;2) 18(100.0)
Income
<100 0(0.0) 0(0.0) 0(0.0) X0.0) 0(0.0) 000.0)
100-200 1(33.3) 2(66.7) 000.0) (0.0) 0(0.0) 3(1000)  2=10.028
200-300 11(28.2) 12(30.8) 3017 4(10.3) 9(23.1) 39(100.0) p=0.613
300-400 5(13.5) 13(35.1) 7(18.9) 5(13.5) 7(18.9) 37(100.0) (N.S)
400< 6(35.3) 5(29.4) 3(17.6) 0.0 3(17.6) 17(100.0)
Total 23(24.0) 32(33.3) 13(13.5) 9(9.4) 19(19.8) 96(100.0)
*N.S : no significance
<Table 12> Item of food purchase N()
SRS - SR s Age ‘ Total
‘ - Male .. Female 5. 20-24 . 25-29 30-34 35-39 40<
Rice ' 3(6.5) 6(5.0) 2(18.2) 2(4.2) 1(2.6) 2(5.1) 26.5) 9(54)
Meat i 8(17.4) 14(11.6) 0(0.0) 8(16.7) 5(13.2) 5(12.8) 4(12.9) 22(13.2)
Fish 2(4.3) 8(6.6) 0(0.0) 3(6.3) 1(2.6) 4(10.3) 2(6.5) 1(6.0)
Vegetable 12.2) 2(1.7) 0(0.0) 2(4.2) 0(0.0) 12.6) 0(0.0) 3(1.8)
Organic agriculture product 5(10.9) 3(2.5) 1(9.0) 24.2) 2(5.3) 2(5.1) 13.2) 8(4.8)
Special product (Anchovy, 243)  180149)  000)  363)  40105)  7(179)  6(194)  20(12.0)
Laver, Mushroom etc)
Dishes kind(finished product) 3(6.5) 7(5.8) 3(27.3) 12.0) 2(5.3) 2(5.1) 2(6.5) 10(6.0)
* Kimchi : 24.3) 9(7.4) 109.0) 3(6.3) 3(7.9) 3(1.7) 1(32) 11(6.6)
Condiment 3(6.5) 7(5.8) 0(0.0) 3(6.3) 4(10.5) 2(5.1) 13.2) 10(6.0)
Weaning diet 1(2.2) 1(0.8) 0(0.0) 12.0) 1(2.6) 0(0.0) 00.0) 2(1.2)
Health assistance food 8(17.4)  20(16.5) 0(0.0) 7(14.6) 9(23.7) 6(15.4) 6(19.4) 28(16.8)
Diet food : 122) 9%74)  2182) 48.3) 0(0.0) 1(2.6) 3(9.7) 10(6.0)
Fruit kind 48.7) 97.4) 0(0.0) 3(6.3) 5(13.2) 4(10.3) 1(3.2) 13(7.8)
Others 3(6.5) 8(6.6) 0(18.2) 6(12.5) 1(2.6) 0(0.0) 2(6.5) 11(6.6)

Total 46(100)  121(100) 11(100) 43(100) 38(100) 39(100) 31(100) 167(100)
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<Table 13> Opinion on food purchase in intemet food shopping mall
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Ttem Age F-value
B 20-24(N=133) = 25-29(N=132) -30-34(N=95) 35-39(N=63) 40 < (N=86)
A 3.23+0.84 347+0.77 3361087 3.48+0.78 3.24+0.80 F=2.143
B 3.141:0.81 3254077 3.1940.84 3.3340.86 305+0.82 F=1477
C 3.00+0.82 3.20+0.84 3.17+0.90 3.27+0.88 3.24+087 F=1.695
D 281204093 3.17%v+095 3.16%0+0.91 3.22°4+091 2.992b+0.89 F=3.708*
E 3334089 3434092 3514085 3.32+0.89 3.34+0.86 F=0.885
F 2.59+0.73 2771071 2.694-0.69 2.84+0.77 2.66+0.70 F=1.887
G 24724070 2670 +067 27135 +0.70 2792 +0.74 25722 +0.73 F=2.997*
H 2.841+0.82 3.00+0.79 304+0.78 2.95+0.83 3.06+0.83 F=1.323
I 3.63+0.87 3494082 3444099 3334097 3.28+1.00 F=2.345
I 4,04+0.68 3914068 3.82+0.76 3.86+0.82 3741091 F=2317
K 3.68+0.80 3.64+0.79 3.7640.78 3.75+0.76 3724088 F=0.400
L 3.50+0.80 361+0.77 3.6840.76 3.75+0.74 351072 F=1.754
M 3244095 3284094 3.31+0.96 3.30+0.84 3.28+0.85 F=0.086
N 3.38+0.76 3424074 3.54+0.81 3.60+0.71 3.40+0.79 F=1.372
0 2.607+0.70 2.71%>+0.65 2.81%0+0.69 2.90°+0.76 2.722b+0.78 F=2.407*
p 3.132£0.81 327204077 33780 40.79 3.480+0.76 3.172b+0.75 F=2.885*
Q 3.59+0.82 356+0.75 3674076 3.3840.81 3.55+0.88 F=1.323
*P<0.05

1) means with different letters(a,b) are different from each other at @=0.05 as determined by Tukey’s multiple range test

2) Each Item was evaluated by 5 point scale Values are mean+S.D.
A : I can buy same thing in inexpensive value
B : Opportunity of benefit is much (Coupon, Premium, Electron money reserving etc)
C : I can save expense of product purchase even if include cost of transport
D : Width of selection will be wider by product comparison
E : I can be easily purchase the product which is difficult to find
F : There will be the opportunity ot purchase product is good quality
G : I can purchase the credible product
H : I will suffer from monetary loss because of expensive value
1: T will suffer from monetary loss by refusal of retumed goods
J : There will be the risk purchasing product in bad quality
K : There will be infringement of privacy by exposure of individual information
L : I can get easily information about product
M : I can quickly purchase for a wanted product
N : I can get variety of addition information which is necessary to select
O : I can believes and purchase product which is handle
P : I can purchase proper product in my taste and appetite electively
Q : Goods in shopping mall screen will be different from actual goods
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<Table 14> Improvement in On-line food shopping mall by sex

N(%)
Iem 2 Sex : - Total
e Male - Female
Variety of product 6(3.0) 21(9.9) 27(9.4)
Freshness 13(17.3) 37(17.4) 50(17.4)
Price competitive power 11(14.7) 28(13.1) 39(13.5)
Quick and safe delivery 10(13.3) 30(14.1) 40(13.9)
Authoritativeness of product 17(22.7) 47(22.1) 64(22.2)
Shopping mall operator’s authoritativeness 6(8.0) 25(11.7) 31(10.8)
Easy and variety of information search method 709.3) 13(6.1) 20(6.9)
Related site guidance function 1(1.3) 419 5(1.7)
Convenient and various payment function 4(5.3) 3(3.8) 12(4.2)
Total 75(100.0) 213(100.0) © 288(100.0)
<Table 15> Improvement in On-line food shopping mall by age
Ttem age Total
20-24 25-29 30-34 3539 ; 40< « i
Variety of product 3(12.5) 11(1LD) 7(12.3) 47.4) 23.7) 27099
Freshness 4(16.7) 15(15.2) 10(17.5) 11204) 10(18.5) 50(17.4)
Price competitive power 3(12.5) 10(10.1) 13(22.8) 8(14.8) 5(9.3) 39(13.5)
Quick and safe delivery 3(12.5) 9%9.1) 9(15.8) 10(18.5) 9(16.7) 40(13.9)
Authoritativeness of product 5(20.8) 22(22.2) 11(19.3) 11(20.4) 15(27.8) 64(22.2)
Shopping mall operator's 283) 14(14.1) 47.0) 407.4) 7013.0) 31(103)
authoritativeness
Easy and variety of 14.2) 10(10.1) 2(3.5) 474 3(5.6) 20(6.9)
information search method )
Related site guidance function 0(0.0) 3(3.0) 00.0) 1(1.9) 1(1.9) 517
Convenient and various
payment funiction 3(12.5) . 5(5.0) 1(1.8) 1(1.9) 23.7) 12(4.2)
Total 24(100.0) 99(100.0) 57(100.0) 54(100.0) 54(100.0) 288(100.0)
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<Table> 16 intention on food purchase using intemet
Variable Intention Total Potest
; Useactively Use somtimes Havenoidea Notusegenerally Never use
Sex
Male 3(1.8) 53(32.1) 51(30.9) 47(28.5) 11(6.7) 165(100.0) 72=4364
Female 72.0) 134(39.0) 111(32.3) 72(20.9) 20(5.8) 344(100.0) p=0.359(N.S)
Marriage
Married 4(1.8) 100(45.7) 63(28.8) 40(18.3) 12(5.5) 219(1000)  7*=14.035
Not married 6(1.2) 87(30.0) 99(34.1) 79(27.2) 19(6.6) 290(100.0) p=0.007
Age
20-24 3(2.3) 35(26.3) 45(33.8) 39(29.3) 11(8.3) 133(100.0)
25-29 2(1.5) 42(31.8) 50(37.9) 32(24.2) 6(4.5) 132(100.0) 27453
30—34 22.1) 42(44.2) 29(30.5) 17(17.9 5(5.3) 95(100.0) p=0.037
35-39 1(1.6) 36(57.1) 15(23.8) 10(15.9) 1(1.6) 63(100.0)
40< 2(2.3) 32(37.2) 23(26.7) 21(24.4) 8(9.3) 86(100.0)
Occupation
Salary man 42.0) 87(43.1) 57(28.2) 39(19.3) 15(7.4) 202(100.0)
Do business independendy ~ 1(11.1) 5(55.6) 3(33.3) 000.0) 000.0) 9(100.0) 42=54.07
College(Graduate) students 3(1.5) 52(26.4) 67(34.0) 63(32.0) 12(6.1) 197(100.0) U—O.OOO
Inoccupation(Housewife included) ~ 1(1.0) 43(43.4) 34(34.3) 17(17.2) 4(4.0) 991000y T
Others 1(50.0) 0(0.0) 1(50.0) 0(0.0) 00.0) 2(100.0)
Total 10(2.0) 187(36.7) 162(31.8) 119(23.4) 31(6.1) 509(100.0)
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