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1. ᓳહན 

ףൎଉཽؑاኙഏ୮ऱូ᥆ტ֗ഏٝߪاऱᎁٵΔ۞ 2004 اᝤՀऱֆݝ೭ࠃਙاದΔڣ
ඒࡡߛᄎঁፖॹࠃڣ೭ࡡᄎ܂ٽΔمګറຂ՛ิຂ፹܂ഏዚႚׂΖറຂ՛ิ۟վ

բ፹܂Ա٥քᙀႚׂΔᠲ։ܑψ֨ᢀ୮ഏωΕψֱڇݳωΕψ־ᜲݺࢭωΕψ٥ᤌխဎωΕ

ψഏ୮ګ༉ω֗ψᔕᅇߺ࿓ωΖ 

รԫᙀψ֨ᢀ୮ഏωሽီႚׂਢଉཽଈڻאխഏഏዚπᆠট૨ၞ۩ڴρऱႚׂΔ

ტΖٵऱᎁٝߪاრᢝ֗ኙഏاऱഏاऱਢ༼ؑؾᠲΔጹയᜤᢀωچψଉཽፖփא

ׂ࣍ ڣ2004 10ִ 1ֲංנΖറຂ՛ิࠡ৵࣍ ԱรԲᙀψ֨ᢀ୮ഏωׂΔຘנංڣ2005
መ୶قഏ୮լֱچٵऱԳساൣउΔኦ᧩խഏԳψֱڇݳωऱ壄壀ΖรԿᙀψ֨ᢀ୮ഏω

ׂ࣍ اኙഏاؑ֏ωΔຘመտฯխဎ֮֏ႚอ֗ࠡᄭੌΔൎ־ᜲݺࢭψټΔנංڣ2006
࣍Ζรᙀψ֨ᢀ୮ഏωٵऱᎁٝߪ ऱڣഏ୮२ق୶ψ٥ᤌխဎωΔټΔנංڣ2007
ᘫऱࡉ։Δ٥৬ءړۯൂڶڇऱ࿇୶ΔቔᚐଉཽԳ༳༽֗࿇ཀ۞աऱᚌႨΔࠐآࡉ༉ګ

ֆاषᄎΔഏ୮ऱ࿇୶נ܂ಥΖรնᙀψഏ୮ګ༉ω࣍ 2008 Δׂૹរ୶ഏנංڣ
୮ײվऱ৬ᗰፖৄؑ૿ᎎΔႚอᢌ֮֗֏֗२ڇڣᆖᛎΕઝݾΕ৬ᗰΕ᧯ߛ૿ֱڍऱ࿇

୶࠷ࡉऱګ༉Δ֏ؑاኙഏٝߪاऱᎁ֗ٵ۞ᎌტΖ 

റຂ՛ิ࣍ ڣ2009 10ִ 1ֲංנรքᙀټψᔕᅇߺ࿓ωሽီႚׂΖ2009ڣխဎ
Գࡉ٥اഏ৬ഏքԼڣࡌΔႚׂૹរ୶ഏ୮৬ഏքԼࠐאڣऱዝ᧢Δנ᧩סഏ୮ऱ࿇

୶֗ګ༉ΔףଉཽؑاኙഏൣऱᎁᢝΖ 

ψᔕᅇߺ࿓ωഏዚႚֲׂޢᔚੌ࣍նଡխ֮ሽီ᙮ሐᐾץ)נਔྤᒵፈፇΕྤᒵ堚ፈ
ፇΕཽءီࠅΕڶᒵತᆖᇷಛΕڶᒵᄅፊαΖ 

Աေ۷ؑاኙഏዚႚׂऱᎁवگࡉႃהଚኙႚׂփ୲ऱრߠΔറຂ՛ิམ։ܑ࣍

2006 ڣ 2 ࡉִ 2007 ڣ 3 ਔץ)ԱԿᙀഏዚႚׂנრᓳΖࠡ৵Δറຂ՛ิ٥ංا۩ၞִ
ψ٥ᤌխဎωΕψഏ୮ګ༉ω֗ψᔕᅇߺ࿓ω)Ζ 

ೈԱ፹܂ഏዚႚׂא؆Δֆاඒࡡߛᄎመװᑇڣམᜰᙄࠡהऱഏاඒߛංᐖ

೯Δץਔ፹ڶ܂ᣂഏൣऱሽီᆏؾΕנठሉڶտฯഏൣ֮ີऱעढΕࡡ࣍ᄎऱጻీ

ψഏاඒߛറωՂሉڶᣂഏൣऱ֮ີΕᜰᙄ୶ᥦ֗ՠܽ܂Ζʳ

Աᇞؑاኙࡡᄎٺႈഏاඒߛංᐖ೯ऱრߠΕψᔕᅇߺ࿓ωഏዚႚׂऱऱ֘ᚨ

֗ေ۷ႚׂऱפய(࣍ڕࠏ༼ؑاኙഏ୮ऱᎁᢝΕኙഏ୮ऱូ᥆ტ֗ഏٝߪاऱᎁٵֱ
૿)Δࡡᄎ࣍ ڣ2010 ຘመፋྡྷ՛ิࠀრᓳΔا۩ၞڻխ֨ω٦ߒಜψ壄ᒔؑઔࡡ5ִ
ऱಘᓵΔ൶ಘؑاᎁ່ڶயऱංᐖഏاඒߛ೯ᑓڤΔ܂ֲ৵ࠫࡳഏاඒߛංᐖฃऱ

ەΖ 

ਢڻᓳऱؾᑑڕՀΝ  

i. گႃؑاኙഏاඒߛංᐖ೯ᑓڤऱრߠΙ 
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ii. ေ۷ؑاኙψᔕᅇߺ࿓ωഏዚႚׂऱᎁव࿓৫Ι 

iii. ေ۷ႚׂڇ༼ؑاኙഏ୮ऱᎁᢝΕኙഏ୮ऱូ᥆ტ֗ഏٝߪاऱᎁٵტԿ
ֱ૿ऱ࣠யΙ 

iv. گႃؑاኙֲ৵ऱႚׂᠲ֗փ୲ऱრߠΙ֗א 

v. ፖ ࡉڣ2006  Ⴈ։࣫Ζ܂אለΔֺ܂ऱ࣠ڣ2007

ψ壄ᒔؑઔߒխ֨ω࣍ ڣ2010 6ִ۟ 9ִཚၴ։ܑၞ۩ፋྡྷ՛ิಘᓵ֗ሽᇩრߠᓳΔ
 Ζߠ࿓ωഏዚႚׂऱრߺψᔕᅇࡉංᐖ೯ߛඒاᄎऱഏࡡኙاႃଉཽؑگא

 ऄ֗࣠ΖֱߒሉᙕԱਢႈᓳऱઔܫء
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2. ઔֱߒऄ 

ਢႈᓳץਔࠟຝ։Κፋྡྷ՛ิಘᓵ֗ሽᇩംΖ 

2.1 ፋྡྷ՛ิಘᓵ 

2.1.1 ኙွ 

݁ृף 15ᄣאࢨՂᖙᐖࣟᇩऱཽࡺԳՓΖ 

ፋྡྷ՛ิො።լܑࢤٵΕڣิܑࡉᄐહནऱԳՓΰڕᖂسΕಯٖԳՓΕඒஃΕषՠΕ۩

ਙԳΕԳαΖ 

ፋྡྷ՛ิऱץٍृףਔམᨠ֗ൕآᨠሽီႚׂऱԳՓΖ 

2.1.2 ፋྡྷ՛ิಘᓵૠ 

տฯψᔕृףٻࠀഏዚሽီႚׂΔ࣋ᐾ۩Գᄎ٣ழΔࡨԫᆏፋྡྷ՛ิಘᓵၲޢڇ

ᅇߺ࿓ωรԫຝٝ 6 ႃփ୲լٵΕٺ९ 15 ઞऱׂ֗รԲຝٝ 45 ઞאഏዚऱׂ(ڼຝ
ٝփ୲լ᧢)Ζ 

ଈิፋྡྷ՛ิಘᓵگႃԱृףኙڶᣂᤜᠲऱრߠΔࠀᔞᅝگچ࣍ሽᇩრߠᓳऱം࠴

խΔۖࠡ塒քิঞڇሽᇩრߠᓳཚၴ֗ݙ৵ၞ۩ΔޓঁאԵԱᇞؑاኙڶᣂᤜᠲऱ

ऄΖ 

ፋྡྷ՛ิऱृףᖕאՀऱᗴᙇᑑᄷࢵႥΚ 

i. ܑࢤΚߊՖתٺΖ 

ii. ڣΚץਔॹ֟ڣΰտ 15Ω24 ᄣΔᖂسαΕګԳΰտ 25Ω54 ᄣΔڇ
ࢨॺڇα֗९ृΰ55ᄣאࢨՂΔڇΕॺڇࢨಯٖԳՓαΖ 

iii. ڶՖऱ୮அΚ່֟ 30%ऱڇृף୮խڶ 15ᄣאࢨՂऱՖΖ 

iv. ᄐΚਊᅃچء೯ԳՑऱֺࠏΖ 

ፋྡྷ՛ิಘᓵ٥։Լิၞ۩Δ՛ิڣאิܑቤ։ΚץਔԿิڣտ 15Ω24ᄣऱृףΕ
նิڣտ 25Ω54 ᄣऱڣิࠟ֗ृףڇ 55 ᄣאࢨՂऱृףΖᅝխԶิԳᑇሒ 7
ԳΔ൫່৵ၞ۩ಘᓵऱࠟิΰ15Ω24ᄣ֗ 25Ω54ᄣิܑαஂנڂԳᑇլߩΔڼڂᓳԳ
 ΖߠऱრڍޓႃگאԳՓၞ۩Կଡ৫ᓫΔۯԿ؆ඈڜፋྡྷ՛ิಘᓵ৵٦ګݙڇ
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2.2 ሽᇩრߠᓳ 

 ृ࠹ᑑؾᑌᒤ֗ࢼ 2.2.1

ਢႈᓳ።բᇘڛ۰ڶሽᇩᒵऱچءຬՂ۰֪Ζ 

 ΖߠრࡉႃࠡᇷறگࠀΔ(Լնᄣࡻڣृؘႊ࠹)۰֪ۯ൷ᤛऱࠡխԫפګሽᇩംא

 ᑌਮࢼ 2.2.2

ਢႈᓳආش壄ᒔؑઔߒխ֨ψ۰ڛሽᇩᇷறωࢼᑌਮΖ 

ψ۰ڛሽᇩᇷறωطֆऱᇷಛߓอጥຝޓִޢᄅΖ܂ᑑᄷऱጥ࿓ݧΔڻޢᇷற

 ጥᐋுኔΖֆٌܧᄎڗᄅ৵ऱอૠᑇޓ

i. ᇷறऱഗءᑇᖕࠐᄭ۞ଉཽሽᇩࣚ೭ࠎᚨऱጻՂ֗ࠧٱठءऱሽᇩػΖ 

ii. ࠧٱठץءਔ ֗ڣ2005  ሽᇩΖڛऱ۰ڣ2007

iii. ጻՂठءᄎᆖࠎطᚨऱጻՂᇬࣚ೭ၞ۩ࡳཚޓᄅΖ 

iv. 2010ڣ 3ִऱ່ᄅᑇق᧩ڗΔᇷறگ٥ᙕԱ 1 725 767ଡ۰ڛሽᇩᇆᒘΖ 

v. ፖሽಛጥݝΰOFTAα࿇ؒऱψଉཽڶᒵຏಛࣚ೭ऱอૠᑇڗωΰ2010ڣ 3
ִαֺለΔᇷற።Աଉཽ२ګΰ89.5%αऱ۰ڛሽᇩᒵΰץਔऴຏփᒵڤ
ሽᇩᒵΕቹ֮ႚటᒵ֗ሽ֮ᒵሁऱऴᐸࣚ೭αΖ 

2.2.3 ᑌءૠ 

ਢڻᓳൕ壄ᒔؑઔߒխ֨ψ۰ڛሽᇩᇷறωխࢼᙇᑌءΖ 

ଈ٣ᄎਊᅃᤜᄎ։ၞ۩ߓอࢼڤᑌ৬مԫଡഗ៕ᑌءΔຍଡഗ៕ᑌءᄎ٦า։ԫࡳᑇ

।זᤜᄎ։ऱٺڶԱԫଡᖑܶץଡሽᇩᇆᒘΔᅝխۍԲڶՕપءଡᓤᑌޢΙءऱᓤᑌؾ

 Ζءᑌࢤ

รԲၸᄎאሽᇩ൷ᤛբࢼᙇऱሽᇩᇆᒘऱ۰֪Ζޢ࣍ࠀଡפګ൷ᤛऱ۰֪խΔਗᙇࠡխ

ԫټԼնᄣאࢨՂֲֲ֗سཚ່൷२ംֲཚऱ୮அګၞ۩ംΖ 

ፋྡྷ՛ิಘᓵਐ֧ߠॵᙕԫΖ 
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2.2.4 ۷ጩֱऄ 

ၞ۩։࣫ছΔڶࢬൕሽᇩംگႃऱᇷறᄎਊפګംऱᑌ֗ءଉཽԳՑऱڣܑ֗ࢤ։ؒ

ᦞऱૠጩਢਊᅃף։ؒऱฆΖܑࢤ֗ڣ࣍ፖଉཽԳՑءംऱᑌפګإଥאᦞΔף۩ၞ

ਙࢌอૠऱψ2009ڣਊᤜᄎ։ቤ։ऱԳՑ֗۰֪อૠᇷறωၞ۩Ζ 

อૠᑇࢼࠡ֗ڗᑌᎄऱ۷ጩֆڕנ٨ڤՀΚ 

ਊᅃאՂףᦞֱூΔؓ݁ଖאױֆڤ 



n

i
ii xwn

x
1

1
۷ጩΔࠡխΚ 

i. ix ࠹ृ iऱڃᚨΙ 

ii. iw ࠹ृ iऱףᦞֺૹΔא k

k

n
N

N
n


।قΔࠡխ 

 kᇠ࠹ृਊڣܑ֗ࢤऱࢬ᥆ิܑΙ 

 nᓳऱᑌءᑇၦΙ 

 Nᓳ።ऱΰ۷ጩαԳՑᑇΙ 

 kn ิܑ kऱᑌءᑇΙ 

 kN ิܑ kऱԳՑᑇΙ 

iii. ݁ؓڼଖ۷ጩऱֱאױֆڤ n
s

N
nxVar

2

)1()( 
۷ጩΔࠡխ s2ਢᑌءऱֱאࠀ

ֆڤ







n

i
ii xxw

n
s

1

222 )(
1

1

୶قΖ 

2.2.5 ᑌءᑇڃ֗ؾᚨ 

ਢڻრߠᓳ࣍ ڣ2010 7ִ 13ֲ۟ 9ִ 11ֲཚၴאሽᇩၞڤݮ۩Δפګ٥ംԱ 3 004
ᚨڃ᧯ՂऱԳՓΖᖞאࢨԼնᄣټ 33.0%Ζ࠹ृऱહནᇷற֗ڃᚨऱอૠᑇߠڗॵ
ᙕԲ֗ԿΖ 

 ᑌᎄࢼ 2.2.6

ؾᑇءംऱᑌګݙ 3 004Ζڇ 95%ऱᆜॾֽؓՀΔࢼᑌᎄ ±1.8%Ζ 
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2.2.7 ം࠴ 

ം࠴ڶ 12යڶᣂഏاඒ֗ߛሽီႚׂψᔕᅇߺ࿓ωઌᣂऱംᠲΖംߠ࠴ॵᙕΖ 

2.2.8 ྒྷᇢം 

ڇ ڣ2010 7ִ 6۟ 7ֲΔٍܛംՠࡨၲڤإ܂ছΔၞ۩ԱྒྷᇢംΖਢڻᇢګݙ٥Ա
30ଡפګംΔྒྷᇢംႉګݙܓΖྒྷڇᇢംᙇխऱڶࢬሽᇩᇆᒘ݁լᄎץਔڤإڇ
ംऱᑌءխΖ 

2.2.9 ᑇᖕگႃፖ 

ᑇᖕᆖطሽᇩംگႃΖگႃऱᇷறᄎᆖሽᆰΔۖ࣠ᄎ٨א।᧩قΔࠀᄎၞ۩։ᣊऱ

ิܑ։࣫Εڍ᧢ᑇ։࣫֗อૠྒྷᇢΖ 

2.2.10 ᓤᛀ 

ᒔঅംऱᔆైΔۯޢڇംګݙऱം࠴խΔڶլ֟࣍ 15%ऱംᄎၞ۩ᓤᛀΖ 
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3. ᇞᤩᎅࣔ 

3.1 ᧩ထࢤᛀྒྷ 

 ᇞᤩΖ܂ᑌᎄࢼشอૠᖂՂΔૉࠟଡᑇଖऱฆጠ᧩ထΔլᓵฆਢՕਢ՛Δ݁լ౨ڇ

ૉᑌءॺൄՕΔڇሿࡉໂᖗנऱᑑᄷᎄ༉ᄎለ՛Δۍڼڂ։ֺհၴऱࠄპฆ

սױઌᅝ᧩ထΖ 

 ቃཚ᙮ΰEα埙ຍଡᎅऄΖٽ᙮ΰOαᄎڂழΔᨠኘڇژᇢւ埘ᅝሿྒྷֱ

ຘመኙޢԫଡၴሶૠጩ(E - O)2 / E֗ૠጩڶࢬ࣠ऱ᜔ࡉΔঁאױขֱנسᑇᖕ Ȥ2ΰEਢ
ቃཚ᙮Ιۖ Oਢᨠኘ᙮αΖ 

ᑇᖕխߒઔ࣍ਢܛઌΔ܉ᚨ։ڃቸ᧯ऱהᄎፖࠡ܉ᚨ։ڃΔਬԫቸ᧯ऱمګሿڕ

 ᑌ᧢ฆΖࢼנਠ֘ऱܑנ
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4. ᓳ࣠ 

࣠։ٽᓳ֗ፋྡྷ՛ิಘᓵऱጵߠຝٝሽᇩრء Ζ࣫ءٍܫᄎ༼֗ऱઔߒᒤΰࠏ

 Εᆖᛎ֗༉ᄐणउ։ᣊα᧩ထۖଖࣹრऱฆΖܑࢤΕڣڕ

ؘ࣍آࡉ։᜔ֺۍڶࢬᣂএΔۯၞ࣍طΔ(ॵᙕնߠ)ऱ٨।ܫء 100%Ζ 

4.1 ኙഏٝߪاऱᎁٵΰ।ԫα 

ԫΕለ࠹ڍृݮ୲۞աऱഏٝߪاψխഏଉཽԳωΰ30.7%αΔࠡڻਢψଉཽԳω
ΰ25.3%αࡉψխഏԳωΰ24.5%αΖڶપԫګΰ18.8%αऱ࠹ृᎁ۞աਢ
ψଉཽխഏԳωΖ 

ԲΕൕڣࠐ։࣫Δጠ۞աψխഏଉཽԳωऱ࠹ृೣٻለڣ᎘Δտ 15 ۟ 24 ᄣ
ΰ42.4%αΙᎁ۞աऱഏٝߪاਢψଉཽԳωऱ࠹ृڶለՕֺࠏਢտ 25-39ᄣ
ΰ29.4%αΙۖݮ୲۞աਢψխഏԳωࢨψଉཽխഏԳωऱ࠹ृঞለՕΔڇ 55ᄣ
Ղΰ։ܑਢאࢨ ࡉ29.3% 25.3%αΖ 

ԿΕ։ܑᎁאٵՂጟլٵഏٝߪاऱ࠹ृהࠡڇԳՑᐛլٵհΚ 

i. ψխഏଉཽԳω - ڶለՕۍ։ֺऱ࠹ृڶ 12 ᄣאՀऱՖΰ34.7%αآࢨദ
ྤՖΰ34.0%αΙڶ 43.4%ᖂسΔຍ࣠ፖՂ૪ڶᣂጠ۞աψխഏଉཽԳω
ऱ࠹ृೣٻለڣ᎘ऱ࣠ઌฤΖ 

ii. ψଉཽԳω - ڶለֺࠏਢڇଉཽآࡉ(%30.9)سנദྤՖΰ31.3%αΖ 

iii. ψխഏԳω - ڶለՕۍ։ֺਢڇ㡕چΰ35.2%αࢨ؆ഏΰ36.1%αسנΕբദྤ
Ֆΰ28.5%αࡉಯٖԳՓΰ29.8%αΙຍፖՂ૪ڶᣂጠ۞աψխഏԳωऱ࠹
 ለՕऱ࣠ઌฤΖڣृ

iv. ψଉཽխഏԳω - ڶለՕֺࠏਢڶ 12 ᄣאࢨՂऱՖΰ22.4%αࡉಯٖԳՓ
ΰ26.9%αΙຍፖՂ૪ڶᣂጠ۞աψଉཽխഏԳωऱ࠹ृڣለՕऱ࣠ઌฤΖ 

Εፋྡྷ՛ิಘᓵམ൶ಘृףᙇᖗהଚऱഏٝߪاऱطڂΔ࣠᧩قނृף۞աጠ

ψխഏଉཽԳωΕψଉཽԳωࢨψଉཽխഏԳωۖॺψխഏԳωऱڂΔਢהଚឈ

ྥࢤՂ൷࠹ଉཽូڃలഏຍࠃኔΔ܀ტൣՂהଚսചထ࣍ψଉཽωຍଡהଚՒس

Ւ९ऱֱچΖ 



ֆاඒࡡߛᄎഏاඒߛංᐖ೯რߠᓳ                                   
   
 

Consumer Search  ร 9 

նΕۖृףᎁٵψխഏԳωऱٝߪਢڂאូڃڇ৵Δৰൣڍउຟڇ༼ᙌהଚխഏഏ

إଚٍტࠩഏ୮הଉཽᥨᅃΖشࠌΕڤᐜఴഏᐜֲΕ֒ᏚڕࠏΔٝߪऱا

Δ؆ڼᎌΖ۞ࡉଚኙ۞աਢխഏऱԫٝტࠩ٠ዊהחຘࣔ৫Δࠠޓࡉ࣋ၲޓ᧢ڇ

ψխഏԳωऱᨠٍ࢚ຘመഏاඒߛऱංᐖኬኬዶԵהଚऱ৸უᅝխΰܑਢ 25-39
ᄣิܑαΖឈྥהଚᎁٵψխഏԳωऱٝߪΔ܀սլᣋ࣋ඵψଉཽԳωऱጠᘯΔאࢬ

սലψଉཽωڇ࣋ψխഏωऱছ૿ࢨ৵૿Δ۞ጠψխഏଉཽԳωࢨψଉཽխഏԳωΖ

Ղঅఎထψଉཽωࠟٝߪاաऱഏ۞ڇଚהඒ塄ΔਚڶᎁଉཽԳለृףຝٝڶ

 Ζڗ

i. ࠠ᧯ࠐ䇣Δᎁ۞աऱഏٝߪاਢψխഏଉཽԳωऱृףԫֱ૿ᤚូڃ৵

㠪ΰ֠ࠡٝߪၞףψխഏωނՂᚨᇠࢤ 15-24ᄣࡉ 55ᄣאՂิܑαΔ܀ԫֱ૿
Ζ܂ՠࡉߛඒ࠹Ε९ՕΕسנຍᇙڇଚהڂΔٝߪඵψଉཽԳωऱ࣋ଚլᣋრה

ଉཽছ૿ڇ࣋ലψխഏωאࢬਢԫଡৄؑΔᎁխഏਢഏ୮ۖଉཽृףࠄڶ

ਢለ৾ᅝऱΖۖࠄڶृףঞᤚψխഏଉཽԳωਢԫଡਙएՂإᒔऱጠᘯΖ 

ii. ᎁ۞աഏٝߪاਢψଉཽխഏԳωऱृףൕଉཽᦞូڃ৵ٵܛრ۞աψګ
ωԱψխഏԳωΖឈ䇣הଚՈኙഏ୮ऱګڍ༉ړߜࡉऱޏ᧢ۖᧀ႙Δڂ܀ਢ

ψխഏωছ૿Ζڇ࣋ထᄕൎऱൣტΔਚലψଉཽωڶՒ९ऱᣂএΔኙଉཽسՒཽڇ

ΰ֠ࠡृףᑇڍ 15-24ᄣࡉ 25-39ᄣิܑαᎁଉཽԳऱ֮֏ֽؓለࡉඒ塄
ለړΔڇאࢬ۞աऱഏٝߪاՂঅఎထψଉཽωࠟڗΖ 

iii. ृףലψխഏωڇףψଉཽωऱছ૿ࢨ৵૿ऱ։ܑה࣍ڇଚუൎᓳऱਢψଉཽω
 ψխഏωΖࢨ

iv. ᜢጠ۞աਢψଉཽԳωऱृףᤚ۞աسנཽڇΕګ९Ε൷࠹ඒࡉߛՠ܂Δڶ
ထለړऱైᔆΔڶۖڂᏁঅఎψଉཽԳωऱٝߪΖהଚࠄڶԳٍ।قլᎁٵ㡕

ࠄڶऱ֫ऄΖۖٙࠃਙएچ 25-39 ᄣิܑऱृףঞսژఎូڃছ܂ଉཽ
ԳऱტᤚΔኙଉཽڶထᄕൎऱូ᥆ტΖ 

v. ᎁ۞աਢψխഏԳωऱृףᤚ܂խഏԳਢԫଡড়ᨠऱࠃኔΔຍऄڇ 55
ᄣאՂऱิܑ֠ࠡཏሙΖۖ 25-39 ᄣิܑঞਢൕߡࢤ৫נ࿇Δᤚូڃ৵ٝߪ
ᚨངګψխഏԳωΔۖଉཽਢխഏऱԫຝ։ՈਢլञऱࠃኔΖࠄڶڇृף㡕

ഏԳ૿ছ।؆ڇথუृףࠄڶᤚ۞աਢխഏԳΖۖچྥ۞ৰאࢬΔسנچ

ഏاრᢝΔਚጠ۞աψխഏԳωΖࠄڶृףኙഏ୮ڇৰ࠷૿ֱڍګ༉ტࠩ۞

ᎌΔאࢬৰᣋრᖑڶψխഏԳωऱഏٝߪاΖ 
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4.2 ፖնڣছઌֺΔኙഏٝߪاᎁٵტऱ᠏᧢ (।Բ) 

քΕፖնڣছઌֺΔڶ 36.4%ऱ࠹ृᎁהଚኙψխഏԳωຍଡഏٝߪاऱᎁٵტף
ԱΔ58.0%ऱ࠹ृথᎁהଚڇຍֱ૿ऱუऄፖնڣছڶ։ܑΖۖ֟ڶᑇऱ
3.9%ऱ࠹ृঞᎁהଚኙഏٝߪاऱᎁٵტ྇இԱΖڶ 1.7%ऱ࠹ृԳኙڼ
 Ζߠ।ሒٚ۶რڶ

ԮΕԳՑᐛ։࣫᧩قΔᎁኙഏٝߪاऱᎁٵტፖնڣছઌֺڶ։ܑऱ࠹ृΔՕ

۾ΰխԫ۟խԿ࿓৫ऱ܅࿓৫ለߛਢඒڍ 64.6%αΕᎁٵ۞աਢψଉཽԳωٝߪ
ऱԳՓ ΰ66.2%αΔᎁኙψխഏԳωຍଡഏٝߪاऱᎁٵტףԱऱ࠹ृঞਢ
ᎁٵψխഏଉཽԳωຍଡഏٝߪاऱԳՓΰ45.2%αΔᎁኙഏٝߪاऱᎁٵტ྇
இऱ࠹ृ࿑პႜڣٻտ 15-24ᄣΰ6.4%αΕ՛ᖂאࢨՀᖂᖵΰ6.2%αڇࢨ
؆ഏسנऱԳՓΰ6.4%αΙהଚٍᎁٵψଉཽԳωऱഏٝߪاΰ8.0%αΖΰ।Բα 

ԶΕፋྡྷ՛ิಘᓵ࣠᧩قΔՕຝ։ऱृףኙ۞աഏٝߪاऱऄࢬڶ᠏᧢ਢڂא

ՀऱڂΚ 

i. ড়ᨠࠃኔ – אូڃ৵ΔଉཽਢխഏऱԫຝٝΖ 

ii. ࢤ൷࠹ – ԫࠄտ 15-24ᄣࡉ 25-39ᄣิܑऱृף।قΔូڃڇ৵ലഏ
࠹ଚբ൷הՂΔࢤڂψխഏଉཽԳωਢޏ։ऱጠᘯൕψଉཽԳωߪا

ଉཽਢխഏԫຝٝຍଡࠃኔΖ 

iii. ࠹ᖂீࡉ᧯ऱᐙ -ԫࠄտ 15-24 ᄣิܑऱृף।قΔהଚຘመᖂீ
ऱඒ֗ߛ᧯ऱႚዬዬࡨၲچ൷࠹ψխഏԳωऱഏٝߪاΖ 

iv. ኙխഏऱګ༉ტࠩᧀ႙ - ृףณഏ୮ֲ墿ൎՕΔڇ२ڣᛧࠩڍዊ
լუࠄ߷ᣋრጠ۞աψխഏԳωΔۖޓڼڂଚഏ୮ۖ۞ᎌΔٍה༉Ζګ֗

ψଉཽृࢨΔ༉ጠ۞աψխഏଉཽԳωृףऱٝߪ٤ඍඵψଉཽԳωݙ

խഏԳωΰ40-54ᄣิܑऱृףαΖ 

4.3 ፖնڣছઌֺΔኙഏ୮ូ᥆ტऱ᠏᧢ (।Կ) 

Εઌኙ࣍նڣছΔ35.1%ऱ࠹ृ।הقଚڇຍնၴڣኙഏ୮ऱូ᥆ტᏺ㺞ԱΔۖ
58.3%ऱԳঞტࠩהଚऱუऄፖնڣছޏڶ᧢Ζ֟ڶᑇऱ 5.4%ऱ࠹ृᤚូ᥆
ტ྇இԱΖڶ 1.1%ऱԳኙڶڼ।ሒٚ۶რߠΖຍᓳ࣠ፖՂ૪ڶᣂഏߪا
։ऱᎁٵტऱᓳ࣠ઌۿΖ 

ԼΕԳՑᐛ։࣫ऱٍ࣠ፖഏߪا։ᎁٵऱ։࣫࣠ٽܭΖᎁኙഏ୮ऱូ᥆ტፖն

աਢψଉཽԳωऱԳՓΰ65.1%αΔۖᎁ۞ٵਢᎁڍृՕ࠹ऱ᧢ޏڶছઌֺڣ
ኙഏ୮ऱូ᥆ტᏺףԱऱ࠹ृঞਢڇ؆ഏسנΰ45.8%αࡉᎁٵ۞աऱഏٝߪا
ਢψխഏଉཽԳωऱԳՓΰ41.0%αΖ۟࣍ᎁኙഏ୮ऱូ᥆ტ྇֟Աऱ࠹ृאտ
 15-24ᄣΰ9.2%αࡉᎁ۞աऱഏٝߪاਢψଉཽԳωऱԳՓΰ11.1%αΖ 
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ԼԫΕ ፋྡྷ՛ิԵ൶ಘԱլٵၸᐋऱृףኙഏ୮ऱូ᥆ტࢬڶ᠏᧢ऱڂΔ࣠
 ՀΚڕ

i. ઔߒ࣠᧩قΔՕຝ։տ 15-24 ᄣิܑऱृףᎁ۞աኙഏ୮ऱូ᥆ტإኬ
ኬᏺףΖהଚᎁኙഏ୮ऱᎁᢝࡉ൷ᤛլڍΔਚᣄאขسৰՕऱូ᥆ტΔ܀ਢה

ଚფ㡕چऱԳࡉاփچऱଅঋ֮֏Δਢլᎁٵਙࢌऱጥएֱ֗ڤڶᣂਙ

एംᠲऱ֫ऄΖឈྥڼڕΔהଚኙഏ୮ऱړߜტᤚإᙟထፖ㡕ڍޓڶچऱ൷ᤛۖ

ດዬᏺףΖ 

ii. տ 25-39 ᄣิܑऱԳՓኙഏ୮ऱូ᥆ტለं೯Ζԫֱ૿Δהଚᎁ܂խഏ
Գᚨኙഏ୮ڶထᖺ௺ऱൣტΔה࣍ط܀ଚኙഏ୮ऱᎁᢝࡉ൷ᤛլڍΔאࢬኙഏ୮

ऱტൣլΕូ᥆ტլՕΖױਢԫֱ૿Δޢᅝהଚࠩഏ୮ᛧګ༉ழΔঁᖿ

࿇הଚኙഏ୮ऱტൣΔ܀ຍࠄᑷൣլ౨ፂৰՆΔᆖመԫழၴ৵ঁᄎؓᙩՀࠐΖ

᜔ਔۖߢΔהଚᤚᣄאല۞աፖഏ୮ຑᢀದࠐΔՈլ֜ᑷ࣍ᏺൎהଚऱኙഏ

୮ऱូ᥆ტΖ 

iii. տ 40-54 ᄣิܑऱԳՓኙഏ୮ऱូ᥆ტլΔڇإ܀ດዬ༼֒Ζהଚኙഏ୮ऱ
ऄ৳ࠫ৫֜ڶՕऱॾ֨Δլመᙟထழၴؾࡉᅯഏ୮ᗨᄕޏساΰڕᄵ୮ᣪ᜔

൶߀ᣄ࠹୭ृαΔהଚኙഏ୮ޏࢬڶᨠΖۖΔृףᎁ༉ጩהଚլᎁٵխ

ഏਙࢌऱጥए֫ऄΔٍྤऄޏ᧢խഏਢהଚऱలഏऱࠃኔΖףՂהଚࠩԱഏ୮

۞ଉཽូڃ৵ࣔ᧩᧢ޓ࣋ၲޓൎՕΔהଚऱូ᥆ტٍᙟհዬዬ༼Ζ 

iv. ᥆ 55ᄣאࢨՂิܑऱԳՓኙഏ୮ڶለ܅ऱូ᥆ტΔהଚवሐլױ౨ܡᎁהଚխഏ
ԳऱٝߪΔྥۖڂהଚ۞՛ئ׀ᥒᙁԱৰڶڍᣂഏ୮૿ऱஒΔהאࢬଚ

փ֨ኙഏ୮ڶထ૿ऱऄΖ 

v. ڶࢬڇऱิܑ㠪Δ㡕چԳऱለլ֮ࣔऱ۩Ո྇܅Աהଚኙഏ୮ऱូ᥆ტΖ 

4.4 ፖնڣছઌֺΔኙഏ୮ऱᎁᢝࡉԱᇞऱ᠏᧢ΰ।α 

ԼԲΕ ઌኙ࣍նڣছΔ64.5%ऱ࠹ृᎁהଚףԱኙഏ୮ऱᎁᢝ֗ԱᇞΔۖ 32.4%
ऱ࠹ृঞᎁהଚڇຍֱ૿ޏڶ᧢Ζڶ 1.9%ऱ࠹ृᎁהଚኙഏ୮ऱᎁ
ᢝ֗Աᇞ֟྇ࢬڶΖڶ 1.2%ऱ࠹ृኙڶڼ।ሒٚ۶რߠΖ 

ԼԿΕ ᎁኙഏ୮ऱᎁᢝࡉԱᇞ༼ԱऱԳՓೣٻտ࣍ 15-24ᄣΰ73.1%αΕڶለ
ඒߛ࿓৫ΰቃઝ۟റՂΔ70.8%ΙՕᖂאࢨՂΔ73.7%αΕآദྤՖΰ69.8%αΕ
ᖂسΰ76.1%αࡉᄐਢᆖЯ۩ਙԳЯറᄐԳЯ᎖ܗറᄐԳΰ71.2%α
ऱԳՓΖ 

ԼΕ ۖᎁኙഏ୮ऱᎁᢝࡉԱᇞፖնڣছઌֺޏڶ᧢ऱृףঞՕڍඒߛ࿓৫ለ
ڶՀΔ42.0%αΕאࢨΰ՛ᖂ܅ 12ᄣאՀऱՖΰ37.0%α֗ ୮೭ற ΰृ39.3%αΖ
ᎁኙഏ୮ᎁᢝ྇֟Աऱڶृף࿑Օۍ։ֺਢݾՠ֗ՠၸᐋΰ3.5%αΖ 
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ԼնΕ ፋྡྷ՛ิٍፖլٵၸᐋऱृףಘᓵԱהଚኙഏ୮ऱᎁᢝࡉԱᇞຍֱ૿ऱ
ऄΖ 

i. הଚൕאՀऱ྄ሐ࠷ڶᣂഏ୮ऱॾஒΚ 

 ႚΰሽီΕگଃᖲΕΕᠧα 

 յᜤጻΕጻՂᓵᕽ 

 ሽီளሏᆏؾ 

 խഏᖵඒઝ 

 ڇփچՠ܂ऱ֖ࣛ܂ٽࡉኃ۴ 

 ᖂீΕᓰഘΕᖂீႃᄎΰ15-24ᄣิܑα 

ii. ឈྥ྄ሐ㽬ڍΔՕຝ։ऱृףᎁהଚኙഏ୮ऱᎁᢝለΰೈԱ 55ᄣאࢨՂิ
ܑᎁהଚवሐৰڍ؆αΔڶڍഏ㡕ऱൣउਢהଚսྥլԱᇞऱΔڕࠏഏ୮ऱ

ඒࠫߛ৫Ε࿔೭ࠫ৫Ε۟چΖྥۖΔڍᑇृףᤚהଚኙഏ୮ऱᎁᢝࡉԱ

ᇞڇ२ࠐڣყࠐყΔۖڇᎁᢝऱመ࿓խΔהଚ࿇ഏ୮վֺאছޓၲ࣋

ࠄΖլመԫףᏺࢬڶຘࣔ৫ࡉ 55ᄣאࢨՂऱृףᎁഏ୮ྥࠉਢኙ؆ឆᗠထࢨ
ຨထৰڍऱॾஒΖ 

4.5 ኙഏاඒߛᇷಛؓऱᎁवΰ।նα 

ԼքΕ ڇຍଡᓳ㠪ࢬ።ऱֆاඒࡡߛᄎऱഏاඒߛ೯խΔψխဎԳࡉ٥اഏګ
ሽࡉᄎጻωࡡߛඒاਢψֆڻၡปૠֺωऱᎁव່ΔࠡڣࡌքԼم

ီᆏؾψᒴڶࠐਚωΖۖ 2010ψᔕᅇߺ࿓ωڣᖟΕሽီᆏؾψߧٵԿۍઞω
 ૪ऱؓΖࢬՂא൷ᤛآঞൕاԮΰ37.3%αऱؑګΖԿ܅ढऱᎁव່עٺࡉ

ԼԮΕ עढ  

व൜ψkidultsωΕψ՛ࣽωࡉψֆاຏಛωຍԿעءढऱ࠹ृլڍΔᎁव݁լ၌
መԫګΖԿעءढऱࠧٱၦ֗࿇چរߠ।քΖ 

i. ઌኙࠐ䇣ΔψkidultsωऱᎁवለΔڶ 8.8%ऱऱ࠹ृམᆖᦫመΕመࢨ൷ᤛ
መ،Ζۖտ 15-24 ᄣऱ࠹ृ֠Δڶ 24.5%ΖۖቃઝΕറՂΰ14.0%α
֗ՕᖂאࢨՂΰ16.7%αᖂᖵऱԳՓ֗ڇଉཽسנऱԳՓΰ10.4%αՈڶለՕֺࠏ
ᎁᢝຍעءढΖ 

ڶ 7.2%ऱ࠹ृམᆖᦫመΕመࢨ൷ᤛመψ՛ࣽωຍעءढΔאտ 25-39
ᄣऱ࠹ृऱۍ։ֺለΔڶ 9.3%ΖۖψֆاຏಛωऱᎁवਢԿעءढ㠪່܅
ऱΔڶ 6.2%Ζ 
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ii. ፋྡྷ՛ิམ൶ಘृףኙຍ༓עءढऱრߠΔઔߒ࣠᧩قृףᦟψkidultsω
ऱڤΕՕ՛ΕࠧٱᔆၦΕठ૿ᔮඈۥࡉΖהଚՈᦟ،אೝቝ܂૿ԳढΕ

ᎁृףᓰഘՂ౨൷ᤛࠩऱࣟ۫Ζڇᒳᙀ֫ऄຌᔭΕփ୲Ծլਢԫۖ

ψkidultsωڍ֜ڶᣂ࣍ഏاඒߛऱփ୲Δਚᔹ৵ڶࠀࠩ֜ڍຍֱ૿ऱवᢝΖ 

ψ՛ࣽωऱᚌរਢ،אለၴ൷ऱ֫ऄႚᎠֆاवᢝ֗אՕၦቹׂ֧ࠝܮ࿙ᦰ

ृΖ،ࣔڶᒔऱؾᑑᦰृΰ՛ᖂࠡࢨس୮९αΔۖ୮९౨ജፖԫದ䌸ᦰΖ

 ऱփ୲ΖߛඒاΔለ֟ഏߛඒاᎁψ՛ࣽωऱ㡕୲ೡૹֆृף

ृףᎁψֆاຏಛωऱփ୲ለس֏ΰտ 40-54ᄣ֗ 55ᄣאࢨՂิܑαΕ
ኔᔆऱփ୲ΖڍޓܶץढעءՂࠟאለᐖऑΰ15-24ᄣิܑαΕለޗΕᠲڍլ֜ڗ֮
ྥۖΔ،ऱ૿ֶ֧ܮԺΔۖࠄڶտ 15-24 ᄣऱृף،ऱ֮֗ڍ֜ڗ
Δտ࠺ 25-34ᄣऱृףᎁࠡ㡕୲መ࣍റࣹΕעढ֜ᜳࡉփ୲֜ި༠Δ55ᄣ
 ࿏ᔭΖࡉᤚ،֜ᣤृףՂऱאࢨ

iii. ࣠ڕ֧ದؑاኙຍ༓עءढऱ䌸ᦰᘋᔊΔፋྡྷ՛ิृףᎁᏁףԵאՀऱ
ցైΚ 

 տ 15-24ᄣิܑ–ຍڣࠄ᎘ԳኙࠠञᤜࢤऱംᠲტᘋᔊΔუᔹᦰڶᣂຍᣊം
ᠲ/ٙࠃऱေᓵΔ،ଚહ৵ऱటઌࡉਙڇࢌ،ଚழࢬሖࠩऱܺᣄΖ 

 տ 2 5-34ᄣิܑ–ᦟ䌸ᦰ౨ದהଚऱᑷൣ֨ൣٵࡉऱ㡕୲Δڕ㡕چ࿇س
ऱ֚ࢨ߀რ؆ऱܫΔڂຍאױᏺൎהଚኙഏ୮ऱូ᥆ტΔהחױࠀଚආ

ิܑՈৰᦟڣଚኙഏ୮ऱ֭Ζຍଡה।ࣔࠐᆠՠα܂ڕࠏ೯ΰ۩࠷

ᔹᦰளሏઌᣂऱփ୲Ζ 

 տ 40-54ᄣิܑ–ԫࠄृף༼ᤜנಖृࠩ㡕چኔچආΖ؆Δאױ༉
ࡳऱᠲΰڕࠏᙊขαᐷᐊԫ٨֮ີߓΔຑᥛᑇཚעڇ࿆עढ㠪Δࠌ

ኙڼᠲؾტᘋᔊऱᦰृޢཚಳΖࠄڶृףᎁᚨᇠᨃ୮९ᎁवψkidultsω
ࠠޓढΖ૿ૠעࠄ䌸ᦰຍࠀ࠷װՖ္ܫאױଚהࠌψ՛ࣽωΔࡉ

ᜍִױठၜཚٍנದᔹᦰᘋᔊΖۖ༽אຏಛωαΔاԺΰܑਢψֆ֧ܮ

၄ᚌ༡ࠦΔ܍౨ജᙟᢤಬ࣠ڕαլᄎመழΖ߀֚ڕᠲΰऱࢤழၴࠠחΔע

ঞױՕՕ༼עढऱ֧ܮԺΖ 

iv. ࠡהऱ৬ᤜץਔ༼ڍࠎᣊܑऱփ୲אየߩլٵᦰृऱᏁΖփ୲ֱ૿᎘ᠾחࡉ
ᦰृტᘋᔊΔڕࠏԫࠄ၀२ԳଚֲൄسऱࠃढΕ່२࿇سऱՕࠡ֗ࠃፖഏ୮ऱ

ᣂএΰߩڕਢطխഏԳ࿇ࣔ֗ઈߩαࡉଉཽᡖ៱հൣΖԾڂᦰृࢨᄎ

 Ζڍլ౨֜ڗ֮ࡉለՕ᧯ڗढΔਚעࠄՂՀఄଊ߫ຜխ䌸ᦰຍڇ
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ԼԶΕ ሽီᆏؾ 

ᖞ᧯ࠐ䇣ΔሽီᆏؾऱᎁवለՂ૪ԿעءढฃΖࠡխאψᒴڶࠐਚωڶለ࠹ڍ

ृᎁᢝΰ20.6%αΔྥ৵ਢψ֮֏९ࣾωΰ11.0%αࡉψߧٵԿԼઞωΰ7.1%αΖ 

i. མᆖᦫመΕመࢨ൷ᤛመψᒴڶࠐਚωऱ࠹ृࣔ᧩אտ 15-24ᄣΰ27.4%α
ࡉ 25-39ᄣΰ24.2%α֗ቃઝ۟റՂᖂᖵΰ25.0%αऱԳՓڍΖམ൷ᤛψ֮֏
९ࣾωऱ࠹ृ࿑ՕֺࠏਢՕᖂאࢨՂඒߛ࿓৫ΰ13.8%αऱԳՓΔۖψߧ
տڇԿԼઞωঞٵ 15-24ᄣऱڣิܑխڶለڍԳᎁᢝΰ10.5%αΖ 

ii. ፋྡྷ՛ิՈ൶ಘԱृףኙຍ༓ଡሽီᆏؾᦟፖլᦟऱֱچΖ 

 Օຝ։࠹ृᎁψᒴڶࠐਚωຍᆏ֧ܮࠠؾԺΔהଚᦟڶאᔊسࡉ೯
ऱֱڤտฯխဎ֮֏Δۖࠄڶ 55ᄣאࢨՂิܑऱृף।قԱᆏؾ৵Δམ
ᘣװߪᨠᆏࢬؾտฯऱֱچΖ 

 ψ֮֏९ࣾωՈࠠઌᅝऱ֧ܮԺΖೈԱृףᦟளሏઌᣂऱᠲ؆Δהଚ
ᎁຍᆏࠀؾլא࿏ᔭ֫ऄࠐտฯխဎ֮֏Δٍ౨החଚڍޓԱᇞխဎ֮

֏Ζ܀տ 15-24ᄣิܑऱृףথլᎁࠡ㡕୲ڶᔊΖ 

 ृףԫᎁψߧٵԿۍઞωຍᆏؾᏅڶᔊΔ܀տ 15-24ᄣऱڣ᎘Գ
լᎁᆏ֧֗ܮؾᎁ،ᔞࠝٽ࿙گΖ 

 Կଡሽီᆏؾऱᐾ࣋ழၴຟإଖਢؑנ؆ڇإاऱழၴΔאࢬՕຝ։ृף
Աຍ܅ᎁव྇܅ࡉؾሽီᆏ࣋ॺ႓८ழᐾ࣍ᎁृףመ،ଚΖڶ

ඒاഏ࣍ڍؾऱփ୲ቝᇷಛୡᑗᆏؾᎁᆏृףࠄڶயΖګऱؾሽီᆏࠄ

 ऱΖ࠹൷אױհਢߩଚᎁຍଡլה܀Δؾᆏߛ

ԼΕ ጻ 

ڶ 28.9%ऱृףམᆖᦫመΕመࢨ൷ᤛመψֆاඒࡡߛᄎጻωΖ 

i. ᎁᢝψֆاඒࡡߛᄎጻωऱृףለڣ᎘Δႜ࣍ٻտ 15-24 ᄣΰ34.6%α
ࡉ 25-39ᄣΰ34.6%αऱԳՓΔהଚऱඒߛ࿓৫ೣΔڶቃઝ۟റՂΰ35.5%αࢨ
ՕᖂאࢨՂΰ36.7%αऱᖂᖵΔהଚسנཽڇऱֺՈለΰ31.8%α 

ii. ፋྡྷ՛ิಘᓵ࣠᧩قΔຍଡጻీኙृףऱ֧ܮԺլՕΔڂृףᤚᣊۿ
ऱॾஒהࠡڇৰֱچڍຟڶᐖऑ༼ࠎΔؘڶאࢬൕᇠጻᛧڶ࠷ᣂᇷறΖࢬ

ሉऱ೯ڤቹׂՈᎁ֜լటኔΔठ૿ૠٍ֧ܮԺΖഗءՂΔृףᎁ

،ਢᔞࠝٽ࿙ࢨᖂسោᥦΖ 

iii. נ༽ृףലᇠጻ၌ຑࠩੌ۩ऱԵ॰ጻీڕႁॡࢨਙࢌԫీຏጻీΔ៶א༼
ࠡᎁव৫Ζٍڶृף৬ᤜലࠡףԵᖂீऱ৬ᤜᖂسោᥦጻీټՂΔᨃᖂس

ᎁᢝشࠌڍޓࡉᇠጻΖࠡהऱ༼ᤜץਔףՂଃய֗ጻՂሏᚭΕشࠌటኔᅃׂۖ

ॺ೯ቹׂΕڇ֗אठ૿ૠՂࣹԵڍޓऱԺΖ 
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ԲԼΕ ංᐖ೯ 

࠹ڍၡปૠֺω່ڣࡌքԼمګഏࡉ٥اႈം֗ऱංᐖ೯խΔψխဎԳٺڶ

ृव൜Δڶ 36.0%ऱԳམᆖᦫመΕመࢨ൷ᤛመ،ΖຍૠֺՈਢٺڶഏاඒ
տאᇷಛؓխ່ԳवᖠऱΖࠡխߛ 40-54ᄣऱؑاऱۍ։ֺ່ΰ39.7%αΖ 

i. ᎁव৫ڻऱංᐖ೯ਢψᗨᄕԳسΗಥषᆢωֆاඒߛ୶ᥦΰ13.6%αΙ
ۖ 2010ψᔕᅇߺ࿓ωڣᖟঞڶ 4.4%ऱԳᎁव(ڣᖟऱࠧٱၦ֗࿇چរߠ
।ք)Ζ൷ᤛመຍࠟଡຜஉऱԳຟڶለՕऱۍ։ֺਢڇ㡕سנچΰ։ܑਢ 17.5%
ࡉ 6.3%αΖ 

i i . լᎁवՂ૪ڶࢬᇷಛؓऱؑاለڍਢ 55ᄣאࢨՂΰ47.9%αΕᖂᖵೣ܅ΰ՛
ᖂאࢨՀ࿓৫Δ52.5%Ιխԫ۟խԿ࿓৫Δ44.1%α֗ڇ㡕چΰ42.9%αࢨ؆
ഏΰ45.8%αسנऱԳΖ 

4.6 ڶऱංᐖഏاඒߛᑓڤऱڶய࿓৫ΰ।Ԯα 

ԲԼԫΕ ٺڇႈڶऱංᐖഏاඒߛऱᑓڤխΔሽီᆏؾЯሽီႚׂᖞ᧯່ڍ

யऱຜஉΔሒڶृᎁਢԫଡ࠹ 75.5%Ζڶ 15.2%ऱ࠹ृᎁګڤݮڼயཏ
ຏ֗ 7.6%ऱ࠹ृᎁྤயΖࠡڻΔለڍԳᎁڶயऱڤݮਢංᐖ೯Δڕࠏ୶
ᥦЯֺΔڶ࿑၌መתᑇऱ࠹ृΰ54.5%αᎁᇠڶڤݮயΔ܀Ոڶ 26.5%ऱ࠹
ृᎁګڤݮڼயཏຏ֗ 15.3%ऱ࠹ृᎁྤயΖᎁጻڶயऱ࠹ृڶ
45.2%Δᎁګڤݮڼயཏຏऱֺࠏਢ 28.7%Δۖᎁྤயऱਢ 19.2%Ζڇଡᑓ
ृ࠹ΰ39.9%αऱګڶΔٵृऱᎁ࠹ለ֟ࠩ࠹䇣ࠐઌኙشढऱயעխΔڤ
ᤚຍֱڤயΔۖᤚ،ګயཏຏྤࢨயऱֺֺٍࠡࠏ،ԿଡֱऄΔ։ܑਢ

ࡉ33.6% 22.3%Ζ 

ԲԼԲΕ ᎁழٺጟංᐖഏاඒߛऱᑓڶڤயྤࡉயऱ࠹ृऱᐛᏅլԫᑌΖ

ᄗਔࠐᎅΔለՕֺࠏऱ 55 ᄣאࢨՂࡉඒߛ࿓৫࿑܅ऱ࠹ृᎁຍ྄ࠄሐڶயΔ
ۖտ 15-24ᄣࡉඒߛ࿓৫࿑ऱ࠹ृঞኙڼઌ֘რߠΖࠠ᧯։࣫ڕՀΚ 

i. ሽီᆏؾЯሽီႚׂ–ᎁڶڤݮڼயऱڶለՕֺࠏਢ୮೭றृΰ84.4%αΖ
ۖᎁྤயऱঞႜ࣍ٻտ 15-24ᄣΰ10.3%αΕᄐਢ۩ਙ֗റᄐԳΰ11.0%α
֗ᎁٵ۞աഏٝߪاਢψଉཽԳωΰ13.4%αऱ࠹ृΖΰ।α 

ii. ංᐖ೯–ኙڤݮڼᎁڶயऱڍਢ 55ᄣאࢨՂΰ65.4%αΕඒߛ࿓৫ለ܅ऱΰ՛
ᖂאࢨՀΔ65.5%Ιխԫ۟խԿΔ64.7%αڶࡉ 12 ᄣאࢨՂऱՖΰ63.3%αऱ
ԳՓΔהଚڶለՕۍ։ֺਢ୮೭றृΰ69.1%αࡉಯٖԳՓΰ64.3%α֗ᎁٵ۞
աഏٝߪاਢψଉཽխഏԳωΰ60.0%αऱԳՓΖۖᎁྤயऱঞႜ࣍ٻ 15-24ᄣ
ऱڣ᎘Գΰ20.8%αΔהଚࠠለऱᖂᖵΰՕᖂאࢨՂΔ21.7%αΕբദྤՖ
ΰ20.4%αΕਢᖂسΰ18.8%αΕ۩ਙ֗റᄐԳΰ20.9%α֗ᎁ۞աഏٝߪاਢ
ψଉཽԳωΰ25.4%αΖΰ।Լԫα 
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iii. ጻ–ᎁጻਢڶயऱֱऄऱ࠹ृڶฃՕֺࠏਢ 55 ᄣאࢨՂΰ51.9%αऱڣ
९ԳՓΕהଚऱඒߛ࿓৫ڍ՛ᖂאࢨՀΰ52.0%αΕਢ୮೭றृΰ52.2%αࡉ
ಯٖԳՓΰ51.4%α֗ᎁٵ۞աഏٝߪاਢψխഏԳωΰ50.2%αऱԳΖᎁࡳྤ
யऱ࠹ृঞႜ࣍ٻտ 15-24ᄣऱڣ᎘Գΰ25.8%αΕᖂسΰ24.7%α֗ᎁ۞
աഏٝߪاਢψଉཽԳωΰ26.5%αऱԳՓΖΰ।Լα 

iv. עढ-ᎁעढڶயऱՈਢ࿑ႃխ࣍ 55 ᄣאࢨՂΰ53.7%αऱิᆢΔהଚࠠለ
ڶࡉՀΔ52.8%Ιխԫ۟խԿΔ50.9%αאࢨ࿓৫ΰ՛ᖂߛऱඒ܅ 12ᄣאࢨՂऱ
Ֆΰ47.6%αΖۖᎁྤயऱঞႜ࣍ٻ 15-24ᄣऱڣ᎘Գΰ27.7%αΔהଚࠠለ
ऱᖂᖵΰՕᖂאࢨՂΔ28.9%αΕբദྤՖΰ30.3%α֗ᎁ۞աഏٝߪاਢψଉ
ཽԳωΰ30.5%αΖΰ।Զα 

ԲԼԿΕ ፋྡྷ՛ิಘᓵԱሽီᆏעࡉؾढ܂ංᐖഏاඒߛᑓڤऱயشΖ 

i. ፋྡྷ՛ิಘᓵ࣠᧩قՕຝ։ृףᎁሽီᆏؾ౨ജ༼֒ؑاኙഏ୮ऱᎁᢝΔ

֧࣐୲೯Δسޓਢԫଡ،࣍ڇڂऱտΔߛඒا㻽ංᐖഏ܂ᔞٽޓढעለࠀ

ದՕ㽬ᘋᔊऱ᧯Δ،ױ൷ᤛऱᨠ㽬ၸᐋՈለᐖΔԳऱٍွٱለࠥΖྥۖΔ

ሽီᆏؾឈྥאױᏺاؑףኙഏ୮ऱړტΔ܀ኙ࣍ਢאױܡឩՕהଚኙഏ୮ऱូ

᥆ტףࢨኙഏ୮ऱൣტΔլڣٵऱิܑথڶլٵऱრߠΖտ 15-24 ᄣऱ
ଚऱូ᥆ტΔտהլ౨ᏺൎڤᎁຍֱृף 25-39 ᄣऱิܑᎁڶᣂխഏᖵ
ऱሽီᆏאױؾ༼הଚኙഏ୮ऱᑷൣΔۖտ 40-54 ᄣऱृףথ्ࡳሽီᆏ
 ଚኙഏ୮ऱូ᥆ტΖהףאױؾ

ii. ृףᎁሽီᆏהחאױؾଚڶრࠩࢬտฯऱৄؑᨠΔࠄڍࢨԱᇞڶᣂऱ
㡕୲ΰڕխഏࣳαΔ܀լᄎהחଚ۩೯ದ֭ࠐഏ୮Δ܀ᅝהଚࠩഏ୮ࠡה

ഏ୮լֆؓኙৱழΔהଚऱاගტൣঁᄎᖿ࿇ದࠐΔᤉۖআהࠌଚუൣࠃࠄ

տࠄڶኙഏ୮ऱ֭Ζق।ࠐ 25-39 ᄣऱृףᄎڂൕሽီࠩԫ߀ࠄᣄऱ
૿Δۖהחଚආ࠷۩೯֭Яಥഏ୮ΰڕநཱིΕ܂ᆠՠαΖ40-54ᄣऱृף
ٍ।قૉൕሽီᆏؾࠩഏ୮߀࠹ऱஒΔהଚᄎආ࠷۩೯֭ഏ୮Ζ 

iii. ۟ע࣍ढऱயشΔլٵڶृףլٵऱრߠΖࠄڶٵृףრעढኙං೯ഏاඒ
ՂՀఄຜխαΔ㡕୲ՈڇढΰܑਢעᔹᦰچᙟழᙟאױاؑڂΔش܂პࠄڶߛ

౨֧ದᦰृऱ٥ᏓΖࠄڶ܀ृףᎁאຍ྄ሐං೯ഏاඒۖߛሒࠩઌᅝ࣠ய

ᏁழΔኬኬچ৬مದࠐΖ 
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iv. ࠠ᧯ࠐ䇣ΔՕຝ։ृףᎁעढԫۖאױߢᏺהףଚኙഏ୮ऱᎁᢝΔ࣍۟܀
،ਢܡ౨ജ༼הଚኙഏ୮ऱូ᥆ტࡉഏٝߪاऱᎁٵঞע࣍ެ࠷ढ።ऱ㡕

୲Ζີ֮࣠ڕਢᣂ࣍ഏ୮ऱګ༉Δڕሎᄎߛ᧯ࡉᤁխኆᑻྨΔঞױሒࠩຍ

ֱ૿ऱؾऱΖעڇढਢאױܡᖿᚐהଚආ࠷۩೯֭ࠐഏ୮ऱംᠲՂΔտ 25-39
ᄣፖ 40-54 ᄣऱิܑऱऄឈਢ૿إऱΔথᎁຍᄎਢԫଡৰደ९ऱመ࿓Δۖ
הࠡ֗ైڂՂড়ᨠऱᛩቼף९ཚ䌸ᦰΔٍࡉᦰृᥛࠌԺ֧ܮജऱߩڶढע

᧯ऱٽΖ55ᄣאࢨՂิܑኙڼऱუऄለ㻽૿Δᤚעढኙࠝ࿙ऱயش
ᄕ֟ԳवሐڶജऱႚΔਚߩڶढעࠄଚՈᎁຍהΔ؆ڼ९ԳՓΖڣኙ࣍

 யլՕΖ࣠אࢬΔڇژଚऱה

v. ༉ψkidultsωΕψ՛ࣽωࡉψֆاຏಛωຍԿעءढۖߢΔڍृףᎁ،ଚ
ऱயشլՕΔڂ،ଚऱᎁव৫ᄕ܅ΕࠧٱၦլڍΕ։࿇រٍૻڶΖ٦ृΔהଚ

ᎁᖂڍޓխဎ֮֏լᄎחԳ᧢ޓფഏΰտ 15-24ᄣิܑԳՓऱრߠαΔۖ
㡕୲ࠄڶᎁٍृףࠄڶઌᣂΖߛඒا䌸ᦰऱփ୲ፖഏࢬ౨լवሐױᦰृᄕ

ڂऱΔ࠹൷אױढऱփ୲ࠡኔਢעءᎁຍ༓ृףࠄڶൕյᜤጻჼ༈ࠩΖױ

 ৫Ζټଚऱव،ףᏺאႚܫᐖشܓᤜ༽ڼ

ԲԼΕ ፋྡྷ՛ิՈ൶ಘृףኙࠡהᇷಛؓऱऄΖ࣠᧩ڶقຝ։ऱ 55
ᄣאࢨՂऱृףᎁ୶ᥦऱڶڤݮயΔࠄڶृף।הقଚᄎᨠֆاඒߛ୶ᥦ

ऱᦝ֗ۯஞ܍࠷၄עढЯᢤЯ᧘Δ܀Օຝ։ऱृףኙ୶ᥦլტᘋᔊΔՈլᄎ

რছ୶ᨠֆاඒߛऱᦝۯΖ 

ԲԼնΕ Օڍᑇऱृףհছآ൷ᤛመ 2010ψᔕᅇߺ࿓ωڣᖟΔ܀ਢהଚڇፋྡྷ
՛ิመ৵ኙ،૿إڶऱေᏝΔᎁ،ࠧٱ壄ભࡉኔࢤشൎΔឈྥܶࢬऱ㡕୲ৰ֟Δ

ኙഏ୮ऱូاլᎁ،౨༼ؑृףଚኙഏ୮ऱԱᇞΖլመהൎףპ᎘אױս܀

᥆ტൣࡉტΖ 

ԲԼքΕ ֺ۟א࣍܂ᇷಛֱؓ૿Δृףᎁຏመፖࢨᨠֺᆏؾ౨ڶ

யچ༼ؑاኙഏ୮ऱᎁᢝΔ܀ਢຍጟڤݮለᔞٽᖂسΖृף৬ᤜאഏጰ܂ຍ

 Ζچᜰ۩ֺऱ܂ᠲΔۖढঞऱֺࠄ

4.7 ංᐖഏاඒߛ৬ᤜֱூऱڶய࿓৫ΰ।ԼԲα 

ԲԼԮΕ ٺڇႈංᐖഏاඒߛऱ৬ᤜֱூխΔ່࠹ڍृᎁڶயऱਢሽႚ

ΰ65.4%αΕփੌٌچቸΰ62.9%α֗ሽီംֺΰ62.3%αΔࠡڻਢ࿇ਙࢌ
೯ЯਜԵࠦΰ53.8%αΕഏاඒ܍ߛ၄ᓰ࿓ΰ44.9%αΕ࣍ᚭೃᐾנሽᐙছᐾ࣋
ഏاඒߛႚׂΰ43.8%α֗ጻՂሏᚭΰ40.2%αΖۖڇጻీᐘڤנऱᐖܫঞઌኙࠐ
䇣່֟ԳᎁڶயΔڶ 32.1%ΔۖᎁຍֱூྤயऱՈሒ 33.5%Ζ 
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ԲԼԶΕ ՛ิ։࣫᧩قᎁٺ৬ᤜຜஉڶயፖྤயऱԳೣٻՀ٨ऱᐛΚ 

i. ሽႚ ΰ।ԼԿα 

 ڶய - 55 ᄣאࢨՂΰ77.9%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ77.2%Ιխԫ۟
խԿΔ73.0%αΕ୮೭றृΰ73.0%αࢨಯٖԳՓΰ75.4%α֗ݾՠ֗ՠၸ
ᐋڇृΰ72.7%αΖ 

 ྤய -տ 15-24ᄣΰ19.0%αΕඒߛ࿓৫ՕᖂאࢨՂΰ15.1%α֗ ᖂسΰ19.0%αΖ 

ii. փੌٌچቸΰ।Լα 

 ڶய -տ 15-24ᄣΰ69.6%α 

iii. ሽီംֺ ΰ।Լնα 

 ڶய - 55 ᄣאࢨՂΰ73.3%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ73.7%Ιխԫ۟
խԿΔ74.4%αΕڶ 12ᄣאࢨՂՖΰ71.6%α֗୮೭றृΰ74.6%αࢨಯٖ
ԳՓΰ72.2%αΖ 

 ྤய -տ 15-24 ᄣΰ21.1%αΕඒߛ࿓৫ՕᖂאࢨՂΰ19.3%αΕբദྤՖ
ΰ19.2%αآࡉദྤՖΰ17.1%αΕᖂسΰ19.4%α֗ᄐ۩ਙ֗റᄐԳ
ऱԳՓΰ17.6%αΖ 

iv. ࿇ਙࢌ೯ЯਜԵࠦ ΰ।Լքα 

 ڶய - 55ᄣאࢨՂΰ59.9%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ60.3%αΕڶՖ
(12ᄣאՀՖ 58.9%Ε12ᄣאՂՖ 57.2%)֗୮೭றृΰ61.9%αࢨಯٖ
ԳՓΰ60.2%αΖ 

 ྤய - ඒߛ࿓৫ՕᖂאࢨՂΰ24.1%αΕբദྤՖΰ23.7%α֗ᄐ۩ਙ
֗റᄐԳऱԳՓΰ23.4%αΖ 

v. ഏاඒ܍ߛ၄ᓰ࿓ ΰ।ԼԮα 

 ڶய - 55 ᄣאࢨՂΰ60.4%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ63.1%Ιխԫ۟
խԿΔ53.0%αΕڶ 12ᄣאࢨՂՖΰ56.7%α֗୮೭றृΰ55.8%αࢨಯٖ
ԳՓΰ61.1%αΖ 

 ྤய -տ 15-24 ᄣΰ31.0%αࡉ 25-39 ᄣΰ28.5%αΕඒߛ࿓৫ՕᖂאࢨՂ
ΰ33.7%αΕբദྤՖΰ29.5%αآࢨദྤՖΰ30.4%αΕᖂسΰ29.1%α֗
ᄐ۩ਙ֗റᄐԳऱԳՓΰ31.6%αΖ 
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vi. ࣍ሽᐙ࣋ਠছڇᚭೃᐾ࣋ഏاඒߛႚׂΰ।ԼԶα 

 ڶய - 55 ᄣאࢨՂΰ55.0%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ54.8%αΕڶ 12
ᄣאࢨՂՖΰ50.9%α֗୮೭றृΰ49.9%αࢨಯٖԳՓΰ53.3%αΖ 

 ྤய -տ 15-24 ᄣΰ34.1%αΕඒߛ࿓৫ՕᖂאࢨՂΰ38.5%αΕآദྤՖ
ΰ34.4%αΕᖂسΰ34.0%α֗ᄐ۩ਙ֗റᄐԳऱԳՓΰ35.1%αΖ 

vii. ጻՂሏᚭ ΰ।Լα 

 ڶய - 55 ᄣאࢨՂΰ45.3%αΕඒߛ࿓৫ለ܅ΰխԫ۟խԿΔ49.5%αΕڶ 12
ᄣאࢨՂՖΰ46.3%α֗୮೭றृΰ48.0%αΖ 

 ྤய -տ 15-24 ᄣΰ33.3%αΕඒߛ࿓৫ՕᖂאࢨՂΰ32.7%αΕբദྤՖ
ΰ30.7%α֗ᖂسΰ32.9%αΖ 

viii. ጻీᐘڤנऱᐖܫΰ।ԲԼα 

 ڶய - 55ᄣאࢨՂΰ41.7%αΕඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀ 46.2%αΕڶ 12ᄣ
 ಯٖԳՓΰ38.3%αΖࢨՂՖΰ40.2%α֗୮೭றृΰ42.0%αאࢨ

 ྤய -տ 15-24 ᄣΰ50.2%αΕඒߛ࿓৫ՕᖂאࢨՂΰ45.2%αΕآദྤՖ
ΰ43.1%αΕᖂسΰ48.6%α֗ᄐ۩ਙ֗റᄐԳऱԳՓΰ42.6%αΖ 

ԲԼΕ ᜔᧯ࠐᎅΔኙ৬ᤜֱூࢨڶऱؓ૿إኪ৫ऱԳՓຟਢ࿑ႜ࣍ٻ 55
ᄣאࢨՂࡉᖂᖵለ܅ऱ࠹ृΖהଚՈڶለՕֺਢڶ 12 ᄣאࢨՂऱՖࡉ୮೭
றृࢨಯٖԳՓΖٵᑌچΔ֘ኙຍࠄ৬ᤜֱூՈਢտ 15-24ᄣࡉඒߛ࿓৫࿑
ऱ࠹ृΖהଚٍڶለֺࠏਢբദྤՖآࢨദྤՖΕᖂسΕ֗۩ਙ֗റᄐԳ

Ζ 

ԿԼΕ ፋྡྷ՛ิऱृףಘᓵԱ৻ᑌٺشܓጟ৬ᤜऱؓڶயچႚഏاඒߛΖ 

i. ृףᎁሽႚऱאױڤݮਢطல૪ृആנ༓ᣂ࣍ഏاඒߛऱΰڕࠏ

ڇנ 2010ψᔕᅇߺ࿓ωڣᖟխऱ߷ࠄαΙՈאױਢ։ࠆԫאױࠄ೯ᨠฒ
ൣፃऱਚࢨࠃᆖ᧭ΔڕംԫࠄԳࡉ㵮૪టԳటࠃΖࠡױה۩ऱֱץڤਔᓫᓵ/ಘ
ᓵڶᣂਙࢌऱլߩհΔڕψ18ᑔ CஆωᣊীऱᐖᐾᏣΖྤᓵش䈥ڤݮΔޢ
ႚᜢऱ९৫լ֜९Δא༓։ᤪ່ࠩڍ 15։ᤪࠋΖ 

ii. փੌٌچቸ֠ࠡࠩ࠹տ 15-24 ᄣࡉ 25-39 ᄣิܑृףऱფΔᎁຍࠄள۩
ቸהחאױଚՕၲณΖהଚݦඨ౨ജऴ൷൷ᤛࠩᅝچऱאاࡺԱᇞփچԳऱس

ֱڤΖהଚᑷছऱֱچਢՕৄؑࡉࠇקڕՂ௧Δտ 40-54ᄣࡉ 55ᄣ
Գچܑऱ㡕طਔளሏቸץཏຏளሏΔܑ࣍ڶඈڜՂऱิܑཚඨளሏऱ۩࿓אࢨ

ՓЯࡴ൷ߠΖ 
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iii. ृףᎁຍੌٌࠄቸᔞاطٽਙࠃ೭ᆟΕᤜᄎࢨխഏள۩षᙄΖ၄૿ֱشΔ
տ 15-24 ᄣิܑݦඨਙࢌЯᙄᖲዌڶৰՕऱᇖ၀Δտ 25-39 ᄣิܑឈᦟ०
ᇖ၀থᤚլਢؘႊऱΔտ 40-59ᄣࡉ 55ᄣאࢨՂऱิܑঞᎁਙࢌᚨᇠՕᠰ
ᇖ၀Ζ 

iv. ሽီംֺለ࠹տ 40-54 ᄣ֗ 55 ᄣאࢨՂऱृףᦟ०Ζ55 ᄣאࢨՂิܑ
֠ࠡᎁຍጟᆏؾᔞהٽଚፖ୮խऱؔڣՖࢨ୪ࠝԫದگΖտ 15-24 ᄣࡉ
25-39 ᄣิܑृףᎁૉה֧ܮଚᨠຍᣊᆏؾΔᆏؾԳؘႊԳଅᔊ
 ॹԳᦟ०Ζڣ࠹֗

 ऱ৬ᤜֱூΰ।ԲԼԫαߛඒاංᐖഏהࠡ 4.8

ԿԼԫΕ ೈԱՂ૪ऱࡉؓڶ৬ᤜ྄ሐ؆Δڶԫګΰ9.6%αऱ࠹ृ༼ᤜشլٵ
ऱႚᐾտࠐංᐖഏاඒߛΔץਔЯᠧΰ5.1%αΕֆ٥ٌຏՠࠠΰ2.4%αࢨ
ધ࢚Я௧Яᖩᠰΰ1.7%αΖۖګࠟڶΰ19.9%αऱ࠹ृঞᎁඒߛΰץਔᖂ
ீ֗୮அඒߛαਢױ۩ऱֱூΰ֠ࠡտ 40-54ᄣڶࡉቃઝ۟റՂՕᖂאࢨՂඒߛ
࿓৫ऱԳαΔܑਢᖂீඒߛΰץਔංᐖႚЯᝑஆЯᓰ؆೯αΰ10.7%αࡉᖂீ
ᓰ࿓ΰ9.3%αΖ 

 ΰ।ԲԼԲ֗।ԲԼԿαڤயᑓڶऱߛඒاृᎁංᐖഏ࠹ 4.9

ԿԼԲΕ ጵٺٽጟࢨڶ༼ᤜऱංᐖഏاඒߛऱڤݮΔൕᣊܑࠐ䇣Δ࠹ृᎁ່

چਢփڻΔ84.3%Ιรԫ༼֗Δ75.0%αΔࠡ֗༽ڶࢬயऱຜஉਢႚᐾտ։ᣊΰڶ
ٌੌቸЯᨠ٠ளሏΰ11.8%Δ6.6%αΔංᐖ೯։ᣊΰ11.2%Δ3.0%αࡉඒߛ։ᣊ
ΰץਔᖂீ֗୮அඒߛαΰ9.5%Δ5.0%αΔ܀৵Կृऱۍ։ֺ࣍܅ႚᐾտ։ᣊΖ 

ԿԼԿΕ ൕଡܑऱංᐖࠐڤݮᎅΔ࠹ृᎁሽီᆏؾЯሽီႚׂΰڶࢬ༼֗

64.5%Ιรԫ༼֗Δ48.7%αਢ່ڶயऱΔࠡ،ီڶயऱຜஉऱۍ։ֺለሽီ
ᆏؾЯሽီႚׂՕՕ܅Δץਔሽႚΰ19.2%Ι3.4%αΕጻΰ17.6%Ι6.4%αΕ
ሽီംֺΰ16.6%Ι6.8%αΕփੌٌچቸ/ᨠ٠ளሏΰ11.8%Ι6.6%αΕעࡉढЯ
՛םЯ്ΰ10.3%Ι2.6%αΖ 

ԿԼΕ ڶլߩԫګऱ࠹ृᎁ塒ՀऱڶڤݮயΔץਔ୶ᥦЯֺΰ8.6%Ι
2.4%αΕጻՂሏᚭΰ7.4%Ι2.2%αΕ࣍ᚭೃᐾנሽᐙছᐾ࣋ഏاඒߛႚ ΰׂ7.0%Ι
1.9%αΕጻీᐖܫЯႚΰ6.3%Ι2.1%αΕᖂீඒߛΰץਔංᐖႚЯᓰ؆೯α
ΰ4.8%Ιڶรԫ༼֗αΕ࿇ਙࢌ೯ЯਜԵࠦΰ4.7%Ι1.3%αΕᖂீᓰ࿓
(3.6%Ι1.9%)Εഏاඒ܍ߛ၄ᓰ࿓ΰ3.6%Ι1.2%αΕЯᠧΰ3.3%Ιڶร
ԫ༼֗αΕࡉֆ٥ٌຏՠࠠΰ1.2%Ιڶรԫ༼֗αΖ 

ԿԼնΕ รԫ༼֗ڶࢬࡉ༼֗ऱඈݧՕࣂઌۿΔຟਢאሽီᆏؾЯሽီႚׂΕሽ

ီംֺΕփੌٌچቸΕጻࡉሽႚ۾ԱଈնଡۯᆜΖሽီᆏؾЯሽီႚ

 Ζٵլڶঞฃݧऱႉڤऱଡᑓ؆܀Δۯଈ࣍։ֺ٨ۍՕא㠪ຟݧଡඈࠟڇׂ
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 ᓰᠲΰ।ԲԼαߛඒاृტᘋᔊऱഏ࠹ 4.10

ԿԼքΕ ۟ڶ࣍ᣂഏاඒߛऱᓰᠲΔڶլࠏֺڍऱ࠹ृኙխഏऱ࿇୶उ

ΰ41.3%αࡉխဎ֮֏ΰ40.1%αࠟ ଡ։ᣊऱॾஒ।ڶقᘋᔊԱᇞڍޓΔڶ܀ 5.6%
ऱ࠹ृኙഏ୮ऱ່ᄅ࿇୶ΰᄅፊழࠃα।ڶقᘋᔊΖ 

ԿԼԮΕ ࠠ᧯ࠐ䇣Δ່࠹ڍृტᘋᔊऱᠲਢխဎ֮֏։ᣊऱᖵ֮֏

ΰ25.8%αΔࠡڻਢխഏ࿇୶उ։ᣊऱ֗ساषᄎΰ20.5%αΕਙए֗ऄ৳ΰਙ
Я؆ٌЯԳᦞαΰ16.3%αΕᆖᛎΰ15.8%α֗խဎ֮֏։ᣊऱଅՒԳൣΰاගЯچ
ֱઊٝΰ10.0%αΖ࣍֟ڶԫګऱԳኙࠡٺהႈᠲ।ڶقᘋᔊΖ 

ԿԼԶΕ ՛ิ։࣫᧩ڶقᘋᔊԱᇞഏ୮࿇୶उ։ᣊऱ࠹ृೣٻխڣԳՓΔהଚ

ᖂᖵለΕ۩ਙ֗റᄐԳΙۖუवሐڍរڶᣂխဎ֮֏ऱ࠹ृথڶለՕۍ։

ֺਢڣ᎘ԳΕהଚٍڶՕᖂאࢨՂऱඒߛ࿓৫ΕՈਢ۩ਙ֗റᄐԳΖ 

i. խഏ࿇୶उ։ᣊ –  տ 40-54ᄣΰ46.0%αΕڶለऱඒߛ࿓৫ΰቃઝ۟റՂΔ
46.6%ΙՕᖂאࢨՂΔ54.0%αΕᄐਢ۩ਙ֗റᄐԳΰ53.3%α 

ii. խဎ֮֏։ᣊ –տ 15-24ᄣΰ54.4%αΕآദྤՖΰ47.9%αΕᖂسΰ53.3%αΕ
ᄐਢ۩ਙ֗റᄐԳΰ48.4%α֮֗֗ᔭഇࣚ೭Գΰ45.0%α 

iii. ኙଡܑᠲტᘋᔊऱ࠹ृऱᐛڕՀΚ 

 ᖵ֮֏ –տ 15-24ᄣΰ38.9%αΕՕᖂאࢨՂΰ30.1%αࢨխ۟խնऱඒ
ΰ38.2%αΕᄐਢ۩ਙ֗റᄐسദྤՖΰ32.1%αΕᖂآ࿓৫ΰ29.3%αΕߛ
Գΰ33.3%α֮֗֗ᔭഇࣚ೭Գΰ31.3%α 

 ֗ساषᄎ –տ 40-54 ᄣΰ25.6%αΕڶለऱඒߛ࿓৫ΰՕᖂאࢨՂΔ
26.8%αΕᄐਢ۩ਙ֗റᄐԳΰ26.2%α 

 ਙए֗ऄ৳ – ڶለऱඒߛ࿓৫ΰቃઝ۟റՂΔ22.0%ΙՕᖂאࢨՂΔ23.1%αΕ
ᄐਢ۩ਙ֗റᄐԳΰ23.8%α 

 ᆖᛎ –տ 40-54ᄣΰ20.3%αΕڶለऱඒߛ࿓৫ΰቃઝ۟റՂΔ20.3%ΙՕ
ᖂאࢨՂΔ24.6%αΕڶ 12 ᄣאՀऱՖΰ21.5%αΕᄐਢ۩ਙ֗റᄐԳ
ΰ23.8%α 

 ଅՒԳൣ –տ 15-24ᄣΰ15.6%αΕڶለऱඒߛ࿓৫ΰՕᖂאࢨՂΔ14.1%αΕ
 ΰ13.8%αΕᄐਢ۩ਙ֗റᄐԳΰ14.2%αسദྤՖΰ13.7%αΕᖂآ
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4.11 ψᔕᅇߺ࿓ωഏዚႚׂऱᎁव৫ΰ।ԲԼնα 

ԿԼΕ ڶԮګΰ70.1%αऱ࠹ृམگψᔕᅇߺ࿓ωഏዚႚׂΔ塒ՀԿګ
ΰ29.9%αऱ࠹ृൕآመڼႚׂΖ 

ԼΕ ൕԳՑᐛ։࣫ΔམመᇠႚׂऱԳՓೣ࣍ٻΚ 

i. տ 15-24ᄣΰ75.9%α 

ii. ඒߛ࿓৫ሒխ۟խնΰ75.6%αࢨቃઝ۟റՂΰ77.3%α 

iii. سנཽءڇΰ74.1%α 

iv. ڶ 12ᄣאՀऱՖΰ80.7%α 

v. ᖂسΰ77.4%α 

vi. ᎁ۞աഏٝߪاਢψխഏଉཽԳωΰ75.7%α 

ԼԫΕ ۖآམመႚׂऱ࠹ृঞڶ࿑Օֺࠏਢ 55 ᄣאࢨՂऱڣ९ԳՓ
ΰ39.6%αΔהଚऱඒߛ࿓৫ለ܅ΰ՛ᖂאࢨՀΔ45.9%Ιխԫ۟խԿΔ35.7%αΕ
ڶΰ39.6%αΕسנچփڇ 12ᄣאࢨՂऱՖΰ34.7%αΕಯٖԳՓΰ39.6%α֗
ᎁ۞աഏٝߪاਢψଉཽԳωΰ33.7%αΖ 

ԼԲΕ ፋྡྷ՛ิԵԱᇞृףൕگآഏዚႚׂऱڂΖڶآृףመ

ᇠႚׂऱڂਢׂᐾ࣋ழΔהଚᝫڇՂఄࢨսូڇ୮ຜխΖ 

4.12 མመഏዚႚׂऱ࠹ृڇመװԫଡִփഏዚႚׂऱڻᑇΰ।ԲԼքα 

ԼԿΕ ڇམመψᔕᅇߺ࿓ωഏዚႚׂऱ࠹ृխΔڶመתऱԳՓΰ53.1%α
ԫଡִփመװመڇ መאՀᇠႚׂΔ֠אࢨڻ10 ऱԳՓΰ35.2%αڻ1-5
࣍ڍΖۖመڍ ڶऱԳՓঞڻ10 32.5%Ζڶৰ֟ᑇऱԳՓΰ3.2%αԱᇠႚ
ׂ ڶՂΔۖאࢨڻ30 6.7%ऱԳՓঞ।قൕڶࠐመᇠႚׂΖ 

ԼΕ ᖞ᧯ࠐ䇣Δڇመװԫଡִփམመᇠഏዚႚׂ၌መ 10 ृለ࠹ऱڻ
ਢڍ 55 ᄣאࢨՂ֗ڶ՛ᖂאࢨՀඒߛ࿓৫ऱԳՓΖۖൕڶࠐመׂऱԳঞڶ
࿑ֺࠏਢڣտ 25ፖ 39ᄣΰ9.1%αڶࡉՕᖂאࢨՂඒߛ࿓৫ΰ10.0%αऱԳ
ՓΖ 

ԼնΕ ፋྡྷ՛ิಘᓵऱ࣠᧩قৰڍृףຏൄլᄎᙩ݄ڇሽီᖲছᨠᇠႚ

ׂΔהଚڼழԫᄎڇ୮ᇙڦထࠡൣࠃהΔۖڇᄅፊᖄၲࡨழթᄎ݄Հگࠐ

ᐖᐾΔਚהڼଚഗءՂਢگᦫۖॺگഏዚႚׂऱ㡕୲Ζ 
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ԼքΕ ڇፋྡྷ՛ิಘᓵᄎآᐾ࣋ႚׂছΔམٻृףംׂ֗ऱ㡕୲Ζآڇ

ψ९ৄωΕࡉωࠐΕದࠐዚဲψದڶΔڍଚ౨ಖದऱ㡕୲լהऱൣउՀΔق༽ڶ

ሎᄎऱሎ೯Ε㡕چऱ֟ᑇاගࡉഏዚڇல૪ऱඖ૪৵ದΖ55ᄣאࢨՂิܑಖ
ದऱփ୲ለڍΔڕψԫ്്ూᜭωΕᖂسΕઝݾΕድاΕ᧯֗ߛ᠆༄سࡉ೯ऱནΖ 

ԼԮΕ Օڍᑇृףΰೈ 55 ᄣאࢨՂิܑ؆αլवሐЯಖದຍႚׂਢڇ
䈥ழଢଈᐾΔࠄڶאृף،ូڃڇ৵լՆංנΔۖࠄڶृףঞ।،قਢڇ

२༓ڣթၲڇࡨሽီᐾ࡙࣋Δᄕ֟ᑇࣹृףრࠩᇠႚׂڶլޢࢨ٨ߓٵଡߓ

٨㠪ܶץլٵऱᠲΖ 

 ृኙഏዚႚׂऱᦟ࿓৫ΰ।ԲԼԮα࠹ 4.13

ԼԶΕ ڇመຍᙀഏዚႚׂऱ࠹ृᅝխΔڶԿګԶΰ38.4%α।قᦟΰψॺ
ൄᦟωЯψᦟωαᇠႚׂΖྥۖΔՕڍᑇऱ࠹ृኙࠡტᤚਢԫΔڇ

ᦟ࿓৫Ղ।قψཏຏωΰ51.4%αΖլᦟΰψॺൄլᦟωЯψլᦟωαᇠႚ
ׂऱۍ։ֺঞॺൄ܅Δڶ 9.3%Δڶ 0.8%ऱ࠹ृ।قլवሐڼڇڶࢨംᠲ
Ղ༼ࠎூΖ 

ԼΕ ڣא܂։࣫ΔᦟຍᙀഏዚႚׂऱԳೣ࣍ٻ 55 ᄣאࢨՂऱڣ९Գ
Փΰ56.6%αΔۖהଚ।قψॺൄᦟωऱֺࠏՈለࠡڣהΰ12.3%αΖ
լᦟᇠׂऱԳঞለڍਢڣધ࿑᎘ऱॹڣګࡉڣԳΔץਔ 15-24 ᄣΰ12.3%αࡉ
25-39ᄣΰ11.9%αԳՓΖהଚՕຝ։ኙᇠׂऱტᤚຟਢψཏຏωΰ։ܑਢ 63.9%
֗ 60.3%αΖ 

նԼΕ ࠡהԳՑᐛ։࣫᧩قᦟႚׂऱ࠹ृڍ՛ᖂאࢨՀΰ62.3%αࢨխ
ԫ۟խԿΰ48.9%αऱඒߛ࿓৫Εڇփسנچΰ57.1%αΕڶ 12 ᄣאՀΰ45.4%α
ࢨ 12 ᄣאࢨՂऱՖΰ52.1%αΕਢ୮೭றृΰ48.9%αࢨಯٖԳՓΰ58.4%α
ऱߠ૿რقਢψխഏԳωΰ53.1%αऱԳՓΖۖኙႚׂ।ٝߪاᎁ۞աഏࡉ
ԳঞለڍਢࠠՕᖂאࢨՂඒߛ࿓৫ΰ17.4%αΕآദྤՖΰ13.7%αΕᄐ۩ਙ
֗റᄐԳΰ13.6%αࡉᎁ۞աഏٝߪاਢψଉཽԳωΰ20.0%αऱԳՓΖ 

նԼԫΕ ፋྡྷ՛ิ൶ಘԱृףᦟࡉլᦟᇠႚׂऱֱچΖ 

i. ࣠᧩قृףᦟႚׂऱଈ 15ઞΔᎁ౨ړߜנऱီᤚய࣠Δࠀ౨ڇ
ழၴ㡕ނॾஒႚሒࠐנΖլٵऱ૿୶ق㡕چऱൣउΔץਔڇઝݾՂऱၞࡉޡԳ

װመڶሉࠄΖຍ᧢ޏऱسا ֧ܮڶᎁृף༉ऱ૿ګࡉഏ୮ऱणउڣ60
Ժࡉඔ࿇ࢤΔ౨ജᖿದהଚऱൣტΔۖ֫ऄࠀլ࿏ᔭΖޓृףᦟᇠႚ

ऱԫ૿إഏ୮ق᧩אూᜭαڕԳढΰشࠌׂ ΰ૿տ 15-24ᄣ֗ 55ᄣאࢨՂิܑαΕ
ΰտ૿ڍഏ୮ऱق᧩װՕၦऱᢴᙰشࠌ 15-24ᄣิܑαΕشඖ૪ֱ֧װڤದᨠ
㽬ऱ٥Ꮣࡉტ࠹ΰտ 25-39ᄣิܑαΕᔞᅝچ।վ֚ऱۖլਢመװऱխഏΰտ
 25-39ᄣิܑαࡉנԫଡךࡉזየݦඨऱխഏΰ55ᄣאࢨՂิܑαΖ 
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ii. ۖլᦟऱֱچ༉ਢᤚኙഏ୮ऱ༴૪ઌᅝ।૿Δ୶قԱ،ऱ࿇୶ΰ55ᄣאࢨ
Ղิܑα࢙ۖฃԱࠡ،ցైΔۖڶᣂଉཽऱփ୲֜֟Ζࠄڶٍृףᤚ֫ऄ

Ꮕ࿏ᔭΰտ 15-24 ᄣ֗ 55 ᄣאࢨՂิܑαΖৰڍृףլवሐଈ 15 ઞऱ
ᜢଃऱຝٝਢႚׂऱԫຝڶ Δٝۖ ࠄڶ 55ᄣאࢨՂڣ९ิܑऱृףঞᔆጊ
૿༴ᢄऱഏ୮ൣउࡉփچԳاऱటኔسൣउਢܡઌฤΖ 

iii. ڇಛஒֱ૿Δፋྡྷ՛ิऱृףᎁຍႚׂუנഏ୮բᆖڇৰڶ૿ֱڍ९
ԱৰנבڔΖޏࠩ૿ֱڍڇլឰࠀΔ֏זࡉ墿࿇୶݇Օֲإऱ࿇୶Δߩ

ՕऱܘԺאञڇ࠷ഏᎾၴऱᏆࡉۯچ٣षᄎऱዊΔٍ૿ֱڍڇױეભࠡהഏ୮

ΰ55ᄣאࢨՂิܑαΖಛஒٍץਔխഏԳࡉاᘫ٥ΰտ 40-54ᄣิܑαΕഏا
ቸΰտ 25-39ᄣิܑαΕݺଚਢխഏԳاΰտ 40-54ᄣิܑα֗אխഏԳا
լࡹլᐹऱ壄壀Ζΰտ 25-39ᄣิܑαΖ 

4.14 ഏዚႚׂኙףൎؑاኙഏٝߪاऱᎁٵტऱயشΰ।ԲԼԶα 

նԼԲΕ ڇመᇠႚׂऱ࠹ृխΔຝ։ᎁᇠႚׂڇ༼֒ֆ㽬ኙഏߪا

։ऱᎁٵტΕኙഏ୮ऱូ᥆ტ֗אኙഏ୮ऱᎁᢝፖԱᇞԿֱ૿ڶயΔ່ۖڶயऱ

ਢاؑחኙഏٝߪاऱᎁٵტᏺףΖ 

նԼԿΕ ڶ࿑ڍመתᑇऱ࠹ृΰ51.6%αᢥٵᇠႚׂ౨ڶயףچ㺞ֆ㽬ኙഏ
࠹Զΰ28.0%αऱګࠟڶΰ19.8%αΔګࠟڶტΔۖᎁྤயऱԳঞٵ։ऱᎁߪا
ृᎁګயཏຏΖ 

նԼΕ ։ิ࣠᧩قΔᎁׂڶயऱ࠹ृፖᦟᇠׂऱ࠹ृڶઌٵऱԳ

ՑᐛΔຟਢೣڣ࣍ٻ 55ᄣאࢨՂԳՓΰ71.6%αΔۖᎁׂྤயऱ࠹ृՈ
ፖլᦟׂऱ࠹ृΔለڍਢڣધ࿑᎘ऱॹڣګࡉڣԳΔץਔտ 15-24 ᄣ
ΰ27.3%αࡉտ 25-39 ᄣΰ25.9%αऱԳՓΖהଚՕຝٝᎁᇠׂऱڶய࿓৫
ຟਢψཏຏωΰ։ܑਢ 40.3%֗ 32.9%αΖ 

նԼնΕ ࠡהऱԳՑᐛ։࣫᧩قΔᎁڶயऱ࠹ृፖᦟᇠׂऱ࠹ृऱ

ᐛՈਢઌٵΖඒߛ࿓৫ڍ՛ᖂאࢨՀΰ77.3%αࢨխԫ۟խԿΰ64.0%αΕڇխഏ
փຬسנΰ67.1%αΕڶ 12ᄣאࢨՂऱՖΰ65.1%αΕ୮೭றृΰ63.8%αࢨ
ಯٖԳՓΰ73.2%αΖڼ؆Δڇृऱݾՠ֗ՠၸᐋΰ57.0%αٍ ᤚᇠׂڶயΖ

ೈԱᎁ۞աഏٝߪاਢψխഏԳωΰ65.4%αऱԳՓ؆Δᎁ۞աਢψխഏଉཽԳω
ऱԳՓՈڶ࿑ऱֺࠏΰ56.0%αኙᇠׂڇᏺףᎁٵტֱ૿ऱயԺ૿إრߠΖ 

նԼքΕ ۖኙႚׂ।ق૿რߠऱ࠹ृঞለڍਢࠠՕᖂאࢨՂඒߛ࿓৫

ΰ31.1%αΕڇଉཽسנΰ22.8%αΕآദྤՖΰ29.3%αΕڇΰ22.8%αΔ֠ࠡਢ
۩ਙ֗റᄐԳΰ29.0%αࡉᎁ۞աഏٝߪاਢψଉཽԳωΰ36.4%αऱԳՓΖ 
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4.15 ഏዚႚׂኙףൎؑاኙഏ୮ऱូ᥆ტऱڶய࿓৫ΰ।ԲԼα 

նԼԮΕ ڶ 46.8%ऱ࠹ृᎁᇠႚׂ౨ڶயףچ㺞ֆ㽬ኙഏ୮ऱូ᥆ტΖۖ
ᎁྤயऱ࠹ृঞګࠟڶԿΰ22.7%αΖڶԿګΰ29.7%αऱ࠹ृᎁຍֱ૿
ऱګயཏຏΖ 

նԼԶΕ ։ิऱ࣠᧩قΔᎁڶயऱ࠹ृΕᦟᇠׂऱ࠹ृࡉᎁᇠׂ

ڣ࣍ٻऱԳՑᐛΔႜٵထઌڶृ࠹ტऱٵ։ᎁߪاൎഏףאױ 55 ᄣאࢨՂ
ԳՓΰ67.7%αΔۖᎁྤயऱ࠹ृՈፖլᦟׂࡉᎁᇠׂլףאױൎഏا
ਢտڍृԫᑌΔለ࠹ტऱٵ։ᎁߪ 15-24ᄣΰ33.0%αࡉ 25-39 ᄣΰ28.8%α
ऱԳՓΙהଚՕຝ։ኙᇠׂڇຍֱ૿ऱګய।قψཏຏωΰ։ܑਢ 38.8%֗
34.4%αΖ 

նԼΕ ࠡהऱԳՑᐛ։࣫᧩قΔᎁڶயऱ࠹ृΕᦟᇠׂऱ࠹ृࡉᎁ

ᇠᒧףאױൎഏߪا։ऱᎁٵტऱ࠹ृՈਢઌٵΖඒߛ࿓৫ڍ՛ᖂאࢨՀ

ΰ70.9%αࢨխԫ۟խԿΰ62.2%αΕڇխഏփسנچΰ65.6%αΕڶ 12ᄣאࢨՂऱ
Ֆΰ62.4%αΕਢ୮೭றृΰ58.9%αࢨಯٖԳՓΰ69.2%α֗ᎁ۞աഏߪا
ٝਢψխഏԳωऱԳՓΰ60.0%αΖ 

քԼΕ ۖኙႚׂڇຍֱ૿।ق૿რߠऱ࠹ृঞለڍਢࠠՕᖂאࢨՂඒߛ࿓৫
ΰ34.3%αΕآദྤՖΰ32.8%αΕڇΰ25.8%αΔ֠ ࠡਢ۩ਙ֗റᄐԳΰ31.8%αΕ
ᖂسΰ29.7%αࡉᎁ۞աഏٝߪاਢψଉཽԳωΰ40.3%αऱԳՓΖ 

4.16 ഏዚႚׂኙףൎؑاኙഏ୮ऱᎁᢝࡉԱᇞऱڶய࿓৫ΰ।ԿԼα 

քԼԫΕ 30.7%ऱ࠹ृᎁᇠႚׂףڇؑاኙഏ୮ऱᎁᢝࡉԱᇞڶயΔڶ
32.7%ऱ࠹ृᎁྤயΔڶԿګքΰ35.9%αऱ࠹ृᎁګயཏຏΖ 

քԼԲΕ ։ิऱ࣠᧩قΔᎁڶயऱ࠹ृΕፖᦟᇠׂऱ࠹ृࡉᎁᇠ

ڣ࣍ٻऱᐛΔຟਢႜٵထઌڶृ࠹யऱڶ૿ֱࠟ،ࠡڇׂ 55 ᄣאࢨՂԳՓ
ΰ57.8%αΙۖ ᎁྤயऱ࠹ृՈፖլᦟׂࡉᎁᇠׂ૿ֱࠟהࠡڇլ౨࿇

ཀش܂ऱृףԫᑌΔለڍ 1տ 5-24ᄣΰ42.4%αࡉ 25-39ᄣΰ41.2%αऱԳՓΙ
யψཏຏωΰ։ܑਢګଚՕຝ։ᎁׂऱה 43.4%֗ 40.9%αΖ 

քԼԿΕ ࠡהऱԳՑᐛ։࣫᧩قΔᎁڶயऱ࠹ृΕᦟᇠׂऱ࠹ृࡉᎁ

ᇠᒧڶ૿ֱࠟ،ࠡڇயऱ࠹ृՕࣂઌٵΖඒߛ࿓৫ڍ՛ᖂאࢨՀΰ64.0%α
ڶΰ52.9%αΕسנچփڇխԫ۟խԿΰ44.4%αΕࢨ 12ᄣאࢨՂऱՖΰ47.2%αΕ
ਢ୮೭றृΰ43.2%αࢨಯٖԳՓΰ55.3%αΕݾՠ֗ՠၸᐋΰ37.4%α֗ᎁ
۞աഏٝߪاਢψխഏԳωऱԳՓΰ38.0%αΖ 

քԼΕ ۖኙႚׂڇຍֱ૿რߠ૿ऱ࠹ृঞለڍਢࠠՕᖂאࢨՂඒߛ࿓৫

ΰ53.0%αΕڇଉཽسנΰ37.5%αΕآദྤՖΰ44.2%αΕڇΰ38.4%αΔ֠ࠡਢ
۩ਙ֗റᄐԳΰ49.4%αࡉᎁ۞աഏٝߪاਢψଉཽԳωΰ47.9%αऱԳՓΖ 
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քԼնΕ ፋྡྷ՛ิಘᓵԱႚׂڇᏺൎଉཽؑاኙഏٝߪاऱᎁٵტΕኙഏ୮ऱ

ូ᥆ტࡉኙഏ୮ऱԱᇞऱயشΖ 

i. ृףᎁຍႚׂ౨ജףൎהଚኙഏٝߪاऱᎁٵტΔտ 40-54 ᄣิܑऱ
ृףᎁׂ౨ٻᨠ㽬ኬኬچዶຘψݺਢխഏԳωऱᨠ࢚Δא༼הଚኙഏ୮

ऱᎁٵტΖࠄڶ 55ᄣאࢨՂऱृףᎁׂאױ࿑࿑༼הଚኙഏٝߪاऱᎁ
 ഏ୮ऱֲ墿ൎՕΖ۞ࠐՕຝ։ऱᐙਢ܀ტΔٵ

ii. ृףᎁᇠׂڇױᐾਠழᑉ֗࿑࿑ףהଚኙഏ୮ऱូ᥆ტΔڂഏዚΰլ
ਢׂα౨ജ೯ᨠฒऱൣፃΰտ 15-24ᄣࡉ 55ᄣאࢨՂิܑαΔٍᖿ࿇Աה
ଚኙഏ୮ऱൣტࡉᑷൣΙ܀ኙԫࠄࠐृף䇣Δຍጟტᤚڇഏዚޔ৵ঁ್Ղܐ

থՀࠐΔۖូ᥆ტٍᙟհۖ؈Ζ 

iii. ࠄڶृףᎁຍႚׂ౨ജףൎؑاኙഏ୮ऱԱᇞΔڕࠏտ 15-24 ᄣิܑ
ൕխवሐԱ৻ᑌഀഏዚΖྥۖΔտ 15-24 ᄣࡉ 25-39 ᄣิܑऱࠀृףլᎁ
ׂ౨ജղהଚڶڍޓᣂഏൣऱवᢝΔڂ،ਢ୶قխഏऱउΖտ 40-54
ᄣิܑऱृףᎁׂאױ࿑࿑ףהଚኙഏ୮ऱᎁᢝΔۖ 55ᄣאࢨՂิܑঞ
ᎁׂה࣍ܗڶଚףޓԱᇞഏ୮ऱ࿇୶ޡၞࡉΔڶ܀ृףᔆጊ૿༴ᢄऱഏ

 ኔൣΖܡਢسऱاԳچփࡉൣ

4.17 ༉ֲ৵ऱഏዚႚׂփ୲ऱ༼ᤜ ΰ।ԿԼԫα 

քԼքΕ ڇլ༼قऱൣउՀΔڶնګԲΰ52.0%αऱ࠹ृ౨ജղԫଡڶᣂֲ৵
ऱഏዚႚׂ㡕୲ऱ༼ᤜΖለՕֺࠏऱ࠹ृ৬ᤜխഏउ։ᣊऱ㡕୲

ΰ29.3%αΔ֠ࠡਢڶᣂषᄎساउΰ12.5%αΔྥ৵ਢխഏᖵ։ᣊऱ㡕୲
ΰ13.7%αΔ֠ࠡਢႚอ֮֏Яᢌΰ7.3%αΖࠡה࿑ڍԳ।قტᘋᔊऱ㡕୲։ᣊڶ
խഏፖଉཽΰ5.6%αֱ֗چଅནټΰ5.0%αΖ 

քԼԮΕ ፋྡྷ՛ิಘᓵڇԿᣊ৬ᤜ㡕୲ՂڶለԵऱ൶ಘΖڶڇᣂساऱ㡕୲ՂΔ

ݦृףඨࠩऱ૿ץਔ՟՟چᔼ࠹୭ृ߀৵ऱسൣउΰտ 25-39ᄣิ
ܑαΕՈݦඨچ૿إ༴ᢄԫऱساणउΔאଉཽؑاݦࠐඨΖۖڇխഏऱࠐآ

࿇୶ऱ㡕୲ՂΔտ 40-54ᄣऱิܑუࠩऱࠀॺඕტऱਙएᇩᠲΔۖਢԫࡩۍ
ऱسቼउΔࠡؾऱՈਢղଉཽԳॾ֨Δה္ܫࠀଚխ؇ਙڇࢌહ৵֭ထה

ଚΖۖڶᣂഏ୮२ګڣ༉ऱ㡕୲༉ؘႊਢ່ᄅऱ࣠ګࡉٙࠃΰڕՂ௧໑ᄎբ᥆መ

ழαΖ 
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4.18 ່ᔞٽᐾ࣋ഏዚႚׂऱழΰ।ԿԼԲα 

քԼԶΕ ڇնଡᐾ࣋ഏዚႚׂழऱᙇႈխΔՕຝ։ऱ࠹ृΰ39.3%αᎁເ
ඡᄅፊছ(ܛழऱᐾ࣋ழ)່ᔞٽᐾ࣋ႚׂऱழΖڶԿګԫΰ31.2%αऱ
ඡՂ࣍ृᎁ࠹ 7 ழ۟ 11 ழऱ႓८ழ㡕ᐾ࣋ഏዚႚׂ່ٽᔞΖۖڶ
15.7%ऱԳঞለᦟඡՂ 11រࢨ 11រתඡၴᄅፊছᐾ࣋ᇠ Ζׂࠡ ऱࠟଡழΔה

ृΰ։ܑਢ࠹ৰ֟ᑇऱڶᄅፊছ֑֗ၴᄅፊছΔঞڰඣܛ ࡉ6.4% 2.3%αᎁ
 ᔞΖٽ

քԼΕ ։ิ։࣫ऱ࣠᧩قΔᎁເඡᄅፊছਢᐾ࣋ഏዚႚׂٽᔞऱழऱ࠹

ृႜٻਢ୮೭றृΰ46.0%αࢨಯٖԳՓΰ48.3%αΔۖᄐਢ۩ਙ֗റᄐԳ
ऱ࠹ृঞڶለۍ܅։ֺᎁຍழٽᔞΰ30.9%αΖ 

ԮԼΕ ፋྡྷ՛ิऱԫࠄृףᎁՀ֑ 6ழࢨ 6ழתᐾנഏዚႚׂլٽᔞΔڂ
ඡၴᄅፊছ؆Δࢨ႓८ழ㡕ޏ୮խΖೈԱ৬ᤜᐖᐾழࠩڃࢨՀఄڶଚᝫה

ڻऱΔۖࠡխԫ࠹൷אױΕ֑֗ඡαਢڰڕΰڻԿ۟ࠟ࣋ᐾ֚ޢଚՈᎁᇠׂה

ऱᐾ࣋ழၴᚨᇠڜඈڇඡၴᄅፊছΔᨃՕຝ։ऱؑاՈگאױࠩΔ܀ૹᓤᐾ࣋

ऱڻᑇլڍ֜ױΔܡঞᄎທګ࿏ᔭࡉ૿ऱტᤚΖࠄڶृףᎁڇאױඡՂ 6۟
11ழආشլࡳழᐾ࣋ഏዚႚׂΔᨃᔚఄՠ܂ЯլٵၸᐋऱؑاຟگאױࠩΖ 
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ॵᙕԫΚʳ ፋྡྷ՛ิಘᓵਐ֧ 

Focus Group (Stage 1) 
- Discussion Guide – 

 
A. Introduction by moderator and warm-up (10 minutes)  

1. Give standard introduction (open discussion, no right or wrong answers, audio & video 

recording and handling of information collected etc.) 

2. Explain ground rules, such as switch off mobiles, treat all comments with respect, get 

involved etc. 

3. Raise the objective of study – to collect views on the most effective way of promoting 

national education and evaluate the latest national anthem TV API series. 

4. Encourage participants to introduce themselves for ice-breaking and raise some 

relaxing topics, such as their interest to keep atmosphere relaxing. 

 

B. Views related to national identity, understanding of the country and sense of 

belonging (10 minutes)  

5. How would you describe your identity – would you say you are a Chinese, Hong Kong 

people, Chinese living in Hong Kong or Hong Kong people living in China? Why do you 

say so? 

6. How strong is your sense of belonging to and confidence in Hong Kong? 

7. How strong is your sense of belonging to and confidence in China? 

8. Are you familiar with China, for example in terms of its political, economic, social and 

technological conditions? 

9. As compared to one year ago, has your self-identity changed? How and why? 

10. As compared to one year ago, would you say your sense of belonging to Hong Kong 

increased, decreased or the same? Why do you say so? [If increased, probe:] What do 

you think are the reasons for the enhancement?  

11. As compared to one year ago, would you say your sense of belonging to China 

increased, decreased or the same? Why do you say so? [If increased, probe:] What do 

you think are the reasons for the enhancement?  

12. As compared to one year ago, would you say your knowledge and understanding of 

China increased or the same? Why do you say so? [If increased, probe:] How did you 

learn more about China? And what did you learn more? 

 

C. Views towards current measures in promoting national education (50 minutes) 

Now we are going to talk about matters related to national education.   

13. What do you think are the key components of national education? [Probe: boosting 

national identity, sense of belonging, national pride and knowledge of the country] 
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14. Are you aware of any ways/ channels in promoting national education in the past one 

year? These measures can be done by government departments or other 

non-government organizations.  Please tell me all the promotions you have ever seen 

or heard of. 

15. What is your overall impression towards those measures/ promotions? 

16. Now I am going to show you some recent national education promotions.  You may 

have already mentioned some of them.  [Show recent promotions in terms of different 

categories one by one] (Categories, e.g. publications, video clips, seminars/ worshops 

etc. with individual items as demonstrated practices will be shown to respondents. Each 

category takes around 10 mins.) 

17. Let’s talk about... [For each category, ask the following questions]  

i. Are you aware of it? Where did you learn about it? 

ii. What is your overall impression towards it? 

iii. What do you like or dislike about it? 

iv. Do you think it is effective in enhancing your: 

1. understanding of China 

2. sense of national identity 

3. sense of belonging to Hong Kong 

4. sense of belonging to China 

v. Do you think this is an effective channel to reach you? 

vi. Do you think it is effective in terms of the following perspectives: 

1. Cognitive – e.g. have better understanding of the latest development of China 

2. Conative – e.g. care more about the well-being of people in China (such as 

post-earthquake development in Sichuan) 

3. Behavioural – e.g. contribute more to mishaps in China 

vii. How can this item be further improved in terms of the following perspectives: 

1. Cognitive – refers to “understanding of the country” (e.g. ኙഏൣᎁᢝΕኙ܂

խഏԳऱ۞ݺᎁᢝ). 

2. Conative – refers to emotional attachment (specifically ፖխഏԳऱൣტᜤᢀΕ

ᣂ֨Εូ᥆ტ. 

3. Behavioural – refers to commitment (specifically, ᣋრഏ୮ࢭנ܂ᖜऱ۩).  

(The questions of 17 will be further modified according to the actual categories chosen for 

the discussion) 

18. Are there any suggestions on other ways/ channels that you consider effective in 

promoting national education? [Probe: different ways/ channels for different strata in 

society, including students, working adults, non-working adults, elderly etc.] 
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D. Views towards new options in promoting national education  (15 minutes) 

New options raised in Part C will be further discussed in this part. 

19. You have mentioned some new ways/ channels which are preferred but not yet 

available now.  Let’s discuss one by one in further details: 

i. Why do you think this is an effective channel to promote national education? 

ii. What contents will you suggest? 

iii. Who do you think are the main targets of this channel? 

20. If Internet was not spontaneously mentioned in Part C, it will be brought out for 

discussion: 

i. Do you find Internet an effective channel to promote national education? 

ii. What contents will you suggest? 

iii. Who do you think are the main targets of this channel? 

 

E. Comments on the latest TV API Series (20 minutes)  

21. Are you aware of a series of national anthem TV API which are broadcast daily in five 

Chinese television channels (TVB Jade, TVB HD Jade, ATV Home, Cable Finance Information 

Channel and Cable News)? 

22. Are you aware that different series of the TV API has been launched since 2004? [If yes, 

probe:] What are the differences that you could spot between them? 

23. The latest series is entitled “Great Developments of Our Country”.  Now I am going to 

show you this TV API and let’s have some discussions on it afterwards. [Explain to 

participants that the story in the first 15 seconds of the API may differ from week to week 

while the national anthem part in the last 45 seconds has always been the same since the 

commencement of broadcasting on 1 Oct 2009.] 

24. [After showing the TV API and ask the following questions]  

i. Have you watched it before? 

ii. From which channel did you watch it? 

iii. How often did you watch it? 

iv. Overall, is it appealing to you? Why? Why not? 

v. What do you like and dislike about it? (e.g. contents, characters, photography, way 

of presentation etc.) Why? 

vi. What do you think are the themes and the messages of this TV API? 

vii. Do you think it is effective to enhance people’s understanding of China? Why? 

viii. Do you think it is effective to enhance people’s sense of national identity? Why? 

ix. Do you think it is effective to enhance people’s sense of belonging? Why? 

x. Do you have any suggestions for improvement? 
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F. Views on the themes and contents of the next TV API series (10 minutes)  

25. Do you have any ideas or preferences on the themes and contents of the next TV API 

series? 

26. Do you have any ideas or preferences on the details, such as characters, photography, 

way of presentation etc.? 

27. Do you have any suggestions on the broadcasting channels and time etc.? 

 

G. Wrap-up (5 minutes)  

28. Do you have any extra comment or suggestion which we haven’t discussed before?  

Any more? 

29. Thanks participants and distribute incentives. 

 

Length of focus group: 120 minutes (max.) 

Note: The duration stated for each section is an estimation for reference only. The actual duration 

of each section will be adjusted by the moderator depending on the response of participants and 

the overall atmosphere.     
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Focus Group (Stage 2) 
- Discussion Guide – 

 
E. Introduction by moderator and warm-up (10 minutes)  

20. Give standard introduction (open discussion, no right or wrong answers, audio & video 

recording and handling of information collected etc.) 

21. Explain ground rules, such as switch off mobiles, treat all comments with respect, get 

involved etc. 

22. Raise the objective of study – to collect views on the most effective way of promoting 

national education and evaluate the latest national anthem TV API series. 

23. Encourage participants to introduce themselves for ice-breaking and raise some 

relaxing topics, such as their interest to keep atmosphere relaxing. 

 

F. Views related to national identity, understanding of the country and sense of 

belonging (10 minutes)  

24. How would you describe your identity – would you say you are a Chinese, Hong Kong 

people, Chinese Hong Kong people or Hong Kong Chinese people? Why do you say so? 

[Probe: What do you think are the differences between Chinese Hong Kong people and 

Hong Kong Chinese people?] 

25. How strong is your sense of belonging to and confidence in Hong Kong? 

26. How strong is your sense of belonging to and confidence in China? 

27. Are you familiar with China, for example in terms of its political, economic, social and 

technological conditions? 

28. As compared to a few years ago, has your self-identity changed? How and why? 

29. As compared to a few years ago, would you say your sense of belonging to Hong Kong 

increased, decreased or the same? Why do you say so? [If increased or decreased, 

probe:] What are the key contribution factors to such changes?  

30. As compared to a few years ago, would you say your sense of belonging to China 

increased, decreased or the same? Why do you say so? [If increased or decreased, 

probe:] What are the key contribution factors to such changes?  

31. As compared to a few years ago, would you say your knowledge and understanding of 

China increased or the same? Why do you say so? [If increased, probe:] How did you 

learn more about China? And what did you learn more? 

 

G. Views towards various approaches in promoting national education (50 minutes) 

Now we are going to talk about matters related to national education.   

32. What do you think are the key components of national education? [Probe: boosting 

national identity, sense of belonging, national pride and knowledge of the country] 
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33. Are you aware of any ways/ channels in promoting national education in the past one 

year? These measures can be done by government departments or other 

non-government organizations.  Please tell me all the promotions you have ever seen 

or heard of. 

34. What is your overall impression towards those measures/ promotions? 

35. Now I am going to show you some forms of national education promotions.  You may 

have already mentioned some of them.  [Show recent promotions in terms of different 

categories one by one] (Categories, e.g. publications, video clips, seminars/ exhibitions 

etc.) with individual items as demonstrated practices will be shown to respondents. 

Each category takes around 10 mins.) 

36. Let’s talk about... [For each category, ask the following questions]  

i. Are you aware of it? Where did you learn about it? 

ii. What is your overall impression towards it? 

iii. What do you like or dislike about it? 

iv. Do you think it is effective in terms of the following perspectives: 

1. Cognitive – e.g. have better understanding of the latest development of China 

[Probe: Why do you say so?] 

2. Conative – e.g. care more about the well-being of people in China (such as 

post-earthquake development in Sichuan) [Probe: Why do you say so?] 

3. Behavioural – e.g. contribute more to mishaps in China [Probe: Why do you 

say so?] 

v. How can this item be further improved to enhance its effectiveness (especially in 

terms of conative and behavourial perspectives)?  Let’s think about: 

1. Contents that can stir up your emotional feelings towards China/ enhance 

your national identity? [Stimulus materials such as newspaper clippings of 

China’s happenings will be used for discussion] 

2. Execution details (detailed discussion for publications but only brief 

discussion for other categories) 

[For publications, probe:] 

- Design [Respondents will be asked to design a preferred magazine on 

national education on paper with colour pencils] 

- Length/ format of articles 

- Distribution channels 

(The questions of 17 will be further modified according to the actual categories chosen for 

the discussion) 
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37. [The current and new promotion categories1 will be printed on small cards] In terms of 

the promotion categories shown on the cards, please select the categories which you 

consider effective in enhancing your: 

1. Understanding of China 

2. Sense of national identity 

3. Sense of belonging to Hong Kong 

4. Sense of belonging to China 

38. Are there any suggestions on other ways/ channels that you consider effective in 

promoting national education? [Probe: different ways/ channels for different strata in 

society, including students, working adults, non-working adults, elderly etc.] 

 

D. Comments on the latest TV API Series (20 minutes)  

20. Are you aware of a series of national anthem TV API which are broadcast daily in five 

Chinese television channels (TVB Jade, TVB HD Jade, ATV Home, Cable Finance Information 

Channel and Cable News)? 

21. Are you aware that different series of the TV API has been launched since 2004? [If yes, 

probe:] What are the differences that you could spot between them? 

22. The latest series is entitled “Great Developments of Our Country”.  Now I am going to 

show you this TV API and let’s have some discussions on it afterwards. [Explain to 

participants that the story in the first 15 seconds of the API may differ from week to week 

while the national anthem part in the last 45 seconds has always been the same since the 

commencement of broadcasting on 1 Oct 2009.] 

23. [After showing the TV API and ask the following questions]  

xi. Have you watched it before? 

xii. Overall, is it appealing to you? Why? Why not? 

xiii. What do you like and dislike about it? (e.g. contents, characters, photography, way 

of presentation etc.) Why? 

xiv. What do you think are the themes and the messages of this TV API? 

xv. Do you think it is effective to enhance people’s understanding of China? Why and 

why not?  What should be changed if we want to enhance the effectiveness? 

xvi. Do you think it is effective to enhance people’s sense of national identity? Why and 

why not?  What should be changed if we want to enhance the effectiveness? 

xvii. Do you think it is effective to enhance people’s sense of belonging? Why and why 

not?  What should be changed if we want to enhance the effectiveness? 

 

                                            
1 The promotion categories will include but not limited to publications, programmes on electronic media (such as TV 
documentaries, TV API, radio programmes), programmes or activities on new media (such as websites, online games), 
promotional activities (such as seminars, exhibitions, calendar etc.)  
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F. Views on the themes and contents of the next TV API series (10 minutes)  

24. Do you have any ideas or preferences on the themes and contents of the next TV API 

series?  

25. Here are some ideas on the themes of the next TV API.  Please discuss and categorize 

these options in order of preference. [Options will be printed on small cards for sorting]  

The options include those obtained at Stage 1: 

i. China’s recent achievements: Expo 2010 Shanghai China, China’s space 

development 

ii. China’s future development: unification with the world, going out of Asia 

iii. Acts or deeds that the country had done to benefit its people and the various 

places in the country 

iv. Achievements alongside with mishaps (earthquakes, snowstorms) 

v. China’s commitment to Hong Kong and its outlook on Hong Kong’s future 

vi. Collective memories involving Hong Kong 

vii. What Hong Kong people could do for the country 

viii. China’s ancient inventions  

ix. Various Chinese traditions and cultures 

x. Fighting of corruption 

26. Rationale behind the order of preference 

27. Do you have any suggestions on the broadcasting channels and time etc.? 

28. [Probe on the views towards the following broadcasting time if not mentioned above:] 

xi. Before the morning news report  

xii. Before the 6 pm or 6:30 news report 

xiii. Before the late news report after 11 pm 

xiv. Floating time between 6:00pm – mid-night (0:00) so that different segments of 

people would be able to watch it 

 

G. Wrap-up (5 minutes)  

29. Do you have any extra comment or suggestion which we haven’t discussed before?  

Any more? 

30. Thanks participants and distribute incentives. 

 

Length of focus group: 120 minutes (max.) 

Note: The duration stated for each section is an estimation for reference only. The actual duration 

of each section will be adjusted by the moderator depending on the response of participants and 

the overall atmosphere.     
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Focus Group (Stage 3) 
- Discussion Guide – 

 
A. Introduction by moderator and warm-up (10 minutes)  

39. Give standard introduction (open discussion, no right or wrong answers, audio & video 

recording and handling of information collected etc.) 

40. Explain ground rules, such as switch off mobiles, treat all comments with respect, get 

involved etc. 

41. Raise the objective of study – to collect views on the most effective way of promoting 

national education and evaluate the latest national anthem TV API series. 

42. Encourage participants to introduce themselves for ice-breaking and raise some 

relaxing topics, such as their interest to keep atmosphere relaxing. 

 

B. Views related to national identity, understanding of the country and sense of 

belonging (10 minutes)  

43. How would you describe your identity – would you say you are a Chinese, Hong Kong 

people, Chinese Hong Kong people or Hong Kong Chinese people? Why do you say so? 

[Probe: What do you think are the differences between Chinese Hong Kong people and 

Hong Kong Chinese people?] 

44. How strong is your sense of belonging to and confidence in Hong Kong? 

45. How strong is your sense of belonging to and confidence in China? 

46. Are you familiar with China, for example in terms of its political, economic, social and 

technological conditions? 

47. As compared to a few years ago, has your self-identity changed? How and why? 

48. As compared to a few years ago, would you say your sense of belonging to Hong Kong 

increased, decreased or the same? Why do you say so? [If increased or decreased, 

probe:] What are the key contribution factors to such changes?  

49. As compared to a few years ago, would you say your sense of belonging to China 

increased, decreased or the same? Why do you say so? [If increased or decreased, 

probe:] What are the key contribution factors to such changes?  

50. As compared to a few years ago, would you say your knowledge and understanding of 

China increased or the same? Why do you say so? [If increased, probe:] How did you 

learn more about China? And what did you learn more? 

 

C. Views towards various approaches in promoting national education (50 minutes) 

Now we are going to talk about matters related to national education.   

51. What do you think are the key components of national education? [Probe: boosting 

national identity, sense of belonging, national pride and knowledge of the country] 
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52. Are you aware of any ways/ channels in promoting national education in the past one 

year? These measures can be done by government departments or other 

non-government organizations.  Please tell me all the promotions you have ever seen 

or heard of. 

53. What is your overall impression towards those measures/ promotions? 

54. Now I am going to show you some forms of national education promotions.  You may 

have already mentioned some of them.  [Show recent promotions in terms of different 

categories one by one] (Categories, e.g. publications, video clips, seminars/ exhibitions 

etc.) with individual items as demonstrated practices will be shown to respondents. 

Each category takes around 10 mins.) 

55. Let’s talk about... [For each category, ask the following questions]  

i. Are you aware of it? Where did you learn about it? 

ii. What is your overall impression towards it? 

iii. What do you like or dislike about it? 

iv. Do you think it is effective in terms of the following perspectives: 

1. Cognitive – e.g. have better understanding of the latest development of China 

[Probe: Why do you say so?] 

2. Conative – e.g. care more about the well-being of people in China (such as 

post-earthquake development in Sichuan) [Probe: Why do you say so?] 

3. Behavioural – e.g. contribute more to mishaps in China [Probe: Why do you 

say so?] 

v. How can this item be further improved to enhance its effectiveness (especially in 

terms of conative and behavourial perspectives)?  Let’s think about: 

1. Contents that can stir up your emotional feelings towards China/ enhance 

your national identity? [Stimulus materials such as newspaper clippings of 

China’s happenings will be used for discussion] 

2. Execution details (detailed discussion for publications but only brief 

discussion for other categories) 

[For publications, probe:] 

- Design  

- Length/ format of articles 

- Distribution channels 

(The questions of 17 will be further modified according to the actual categories chosen for 

the discussion) 
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56. [The current and new promotion categories2 will be printed on small cards] In terms of 

the promotion categories shown on the cards, please select the categories which you 

consider effective in enhancing your: 

1. Understanding of China 

2. Sense of national identity 

3. Sense of belonging to Hong Kong 

4. Sense of belonging to China 

57. Are there any suggestions on other ways/ channels that you consider effective in 

promoting national education? [Probe: different ways/ channels for different strata in 

society, including students, working adults, non-working adults, elderly etc.] 

 

D. Comments on the latest TV API Series (20 minutes)  

20. Are you aware of a series of national anthem TV API which are broadcast daily in five 

Chinese television channels (TVB Jade, TVB HD Jade, ATV Home, Cable Finance Information 

Channel and Cable News)? 

21. Are you aware that different series of the TV API has been launched since 2004? [If yes, 

probe:] What are the differences that you could spot between them? 

22. The latest series is entitled “Great Developments of Our Country”.  Now I am going to 

show you this TV API and let’s have some discussions on it afterwards. [Explain to 

participants that the story in the first 15 seconds of the API may differ from week to week 

while the national anthem part in the last 45 seconds has always been the same since the 

commencement of broadcasting on 1 Oct 2009.] 

23. [After showing the TV API and ask the following questions]  

xviii. Have you watched it before? 

xix. Overall, is it appealing to you? Why? Why not? 

xx. What do you like and dislike about it? (e.g. contents, characters, photography, way 

of presentation etc.) Why? 

xxi. What do you think are the themes and the messages of this TV API? 

xxii. Do you think it is effective to enhance people’s understanding of China? Why and 

why not?  What should be changed if we want to enhance the effectiveness? 

xxiii. Do you think it is effective to enhance people’s sense of national identity? Why and 

why not?  What should be changed if we want to enhance the effectiveness? 

xxiv. Do you think it is effective to enhance people’s sense of belonging? Why and 

why not?  What should be changed if we want to enhance the effectiveness? 

 

                                            
2 The promotion categories will include but not limited to publications, programmes on electronic media (such as TV 
documentaries, TV API, radio programmes), programmes or activities on new media (such as websites, online games), 
promotional activities (such as seminars, exhibitions, calendar etc.)  
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F. Views on the themes and contents of the next TV API series (10 minutes)  

24. Do you have any ideas or preferences on the themes and contents of the next TV API 

series?  

25. Here are some ideas on the themes of the next TV API.  Please discuss and categorize 

these options in order of preference. [Options will be printed on small cards for sorting]  

The options include those obtained at Stage 1: 

xv. China’s recent achievements: Expo 2010 Shanghai China, China’s space 

development 

xvi. China’s future development: unification with the world, going out of Asia 

xvii. Acts or deeds that the country had done to benefit its people and the various 

places in the country 

xviii. Achievements alongside with mishaps (earthquakes, snowstorms) 

xix. China’s commitment to Hong Kong and its outlook on Hong Kong’s future 

xx. Collective memories involving Hong Kong 

xxi. What Hong Kong people could do for the country 

xxii. China’s ancient inventions  

xxiii. Various Chinese traditions and cultures 

xxiv. Fighting of corruption 

26. Rationale behind the order of preference 

27. Do you have any suggestions on the broadcasting channels and time etc.? 

28. [Probe on the views towards the following broadcasting time if not mentioned above:] 

xxv. Before the morning news report  

xxvi. Before the 6 pm or 6:30 news report 

xxvii. Before the late news report after 11 pm 

xxviii. Floating time between 6:00pm – mid-night (0:00) so that different segments 

of people would be able to watch it 

 

G. Wrap-up (5 minutes)  

29. Do you have any extra comment or suggestion which we haven’t discussed before?  

Any more? 

30. Thanks participants and distribute incentives. 

 

Length of focus group: 120 minutes (max.) 

Note: The duration stated for each section is an estimation for reference only. The actual duration 

of each section will be adjusted by the moderator depending on the response of participants and 

the overall atmosphere.     
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ॵᙕԲΚʳ ሽᇩრߠᓳृહནᇷற 

ԫ.ʳ  ܑࢤ

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

 46.7% 43.7% 1314 ߊ

Ֆ 1690 56.3% 53.3% 

᜔ᑇ 3 004 100.0% 100.0% 

Բ.ʳ  ڣ

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

15 – 24ᄣ 615 20.5% 14.9% 

25 – 39ᄣ 634 21.1% 27.1% 

40 – 54ᄣ 875 29.1% 30.5% 

55ᄣאࢨՂ 867 28.9% 27.0% 

  13 0.4% 0.4%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 

Կ.ʳ ඒߛ࿓৫ 

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

 ЯؔᆇႼ 130 4.3% 3.9%ߛඒ࠹آ

՛ᖂ 363 12.1% 11.5% 

խᖂΰխԫ۟խԿα 408 13.6% 13.5% 

խᖂΰխ۟խնα 891 29.7% 29.4% 

ቃઝΰխք۟խԮα 305 10.2% 9.6% 

റՂΰॺᖂۯᓰ࿓α 254 8.5% 8.6% 

ՕᖂᖂאࢨۯՂ 637 21.2% 22.8% 

  16 0.5% 0.6%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 
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.ʳ  ᑇڣ۰ࡺཽڇ

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

 %0.3 %0.3 9 ڣԿ࣍֟

Կ࣍֟۟ڣԮ1.1 %1.1 34 ڣ% 

ԮאࢨڣՂ 2 957 98.4% 98.4% 

  4 0.1% 0.1%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 

ն.ʳ  چسנ

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

խഏփຬ 822 27.4% 26.9% 

ଉཽ 2 077 69.1% 69.7% 

؆ഏ 94 3.1% 3.1% 

  11 0.4% 0.3%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 

ք.ʳ Ֆڣ 

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

12ᄣאՀ 488 16.2% 18.5% 

12ᄣאࢨՂ 1 314 43.7% 43.1% 

բദΔڶՖ 164 5.5% 5.9% 

 Ֆ    1 129 37.6% 35.4%ڶദΔآ

  19 0.6% 0.6%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 
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Ԯ.ʳ ᆖᛎ೯֗ٝߪᄐ 

 Գᑇ ۍ։ֺ ףᦞۍ։ֺ 

  1 489 49.6% 54.4%ڇ

ᆖЯ۩ਙԳЯറᄐԳЯ᎖ܗറᄐԳ 622 20.7% 23.5% 

֮Яࣚ೭ՠ֗܂ࢋᔭഇԳ 513 17.1% 18.0% 

 ՠ֗ՠၸᐋ 257 8.6% 9.5%ݾ

  97 3.2% 6.2%ڃࢴ

ॺڇ 1 515 50.4% 45.6% 

ᖂ10.5 %14.0 421 س% 

୮೭றृ 451 15.0% 14.4% 

ಯٖԳՓ 476 15.8% 15.1% 

ৱᄐԳՓ 136 4.5% 4.5% 

 0.4% 0.3% 10 הࠡ

  21 0.7% 0.7%ڃࢴ

᜔ᑇ 3 004 100.0% 100.0% 
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ॵᙕԿΚʳ  ڗᚨऱอૠᑇڃᓳߠᣂሽᇩრڶ

ሽᇩᇆᒘᙇᑌ᜔ᑇʳ   10 000 

ྤயऱሽᇩᇆᒘ   888 

ሽᇩ९  301  
ॺ۰ڛሽᇩ  217  
ႚటᇆᒘ  303  
ᙑሽᇩ  67  

 யऱሽᇩᇆᒘ   9 112ڶ

    3 357ࢴڛ۰
  755 5  ڛயऱ۰ڶ

 ሽᇩᇆᒘ   5 755ڛயऱ۰ڶ

 020 3   ࠴ംګݙ

լפګଡூ   2 751 
    58ࢴृ࠹

    35ࢴຜת
ം܂࠴ᐒ  16  
  ౨൷ᤛଡூ  2 642آ

யऱሽᇩᇆᒘαʳڶ࣍ᚨΰഗڃ   33.0% 
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ॵᙕΚʳ ം࠴ 

CONSUMER SEARCHΰ壄ᒔؑઔߒխ֨α ം࠴ᒳᇆΰ SNαΚ  

ሽᇩᇆᒘ  : 2891ʳ 6687 ۰֪ሽᇩΚ  

ጥΰ SUPαΚ  ᒳᙀΰ EDITαΚ  ீ᧭ΰ CHECKαΚ  

 
J7187 ഏاඒߛංᐖ೯֗ሽီႚׂψᔕᅇߺ࿓ω٨ߓრߠᓳ  
 

տฯဲ  
 
μᦰנνړ܃Μس٣Я՛ݺࡦ䞢࠹䦹ਙࢌψֆاඒࡡߛᄎω䄊ࡡಜΔጹԫଡڶᣂ

ψഏاඒߛංᐖ೯ω䄊რߠᓳΔუش༓։ᤪ܃ٵଡ១䄊ംΖڍ܃䄊܂ٽΜ  
 

ጉܑ࠹ृ  
 
S1. ࣍طᙟᖲࢼᑌ䄊ᏁΔᓮംૠୖڇ܃փΔٞৢ܃ԫڶ٥༓ۯڍ  15 ᄣ Ղԫאࢨ 

ਣཚ່֟ڶ  ඡ  䢆৫不䄊୮அګࡋΛఎമ䄊୮அ႗ՠএૠ䄊Ζμᙇν  
 

 
 

ڶ ................. 1 μჄᐊூν ۯ         

 
 

ᩒ ................. 2 μޔംν  

 

S2. μᦰנν䦹ֱঁᙟᖲࢼᑌΔݺ䞢უം䞤䞤መ䦹ֲس䢇ԫۯΖ  
ᓮം䢆μᦰנ S1 ூΰګᑇؾανۯ୮அګհխΔᢰԫۯএ䞤䞤መ䦹ֲس

䄊ࡋΛμڕኙֱ堚ᄑΔᓮಳംޢଡ୮அګֲسऱִٝν  

μᙇν  
 

 
 

۞ա ............... 1 μᦰנ១տν  

 
 

Գהࠡ ............ 2 μᦰנνݺუٵଡ
ംΔᅀ܃ᓮ䓰ᦫሽᇩΖ  

 
μڕᙇխ୮அګլڇΔಳംνՕપ༓រ䢆⎟ࡋΛμಖᙕڃ୮ழၴڇሽᇩՂν  
μڕ᠏ངᓫᇩኙွΔᓮૹտฯဲࡉ១տν  
 

១տ  
 
μᦰנνࡩݺ ______Δএ壄ᒔؑઔߒխ֨䄊ઔߒΖࡋଡઔگࢬߒႃ䄊ᇷறᄎش

ኙঅയΖୖٵᖞ᧯อૠ։࣫܂  
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μுኙ۰֪ሽᇩν  
࠴ം  

รԫຝ։Κഏاඒߛංᐖ೯  
Q1. ᙇႈνޢנ։Λμᔚੌᦰߪ䄊܃୲ݮ䓰شٽᎁᢰԫ່ᔞ܃  ʳ

μᙇν  
 

এխഏԳݺ  .................................... 1 

এଉཽԳݺ  .................................... 2 

এଉཽ䄊խഏԳݺ  ............................ 3 

এխഏ䄊ଉཽԳݺ  ............................ 4 

ΔᓮုࣔΝהࠡ  ___________________________________ 
 
Q2. Λࡋ᧢এᩒࡳছֺለএ㺞䦹Εஇ䦹ڣնٵ։ߪاଡഏࡋኙ۞աএխഏԳ܃   

μᙇν  
 

 
 

㺞䦹 ........................................... 1 
 
 

இ䦹 ........................................... 2 

 ᩒ᧢ ........................................... 3 

 ᩒრߠЯࢴ ................................. 9 
 
Q3. ছֺለνڣնٵΚנኙխഏ䄊ូ᥆ტμᏁழᦰ܃  ʳ এ㺞䦹Εஇ䦹ࡳএᩒ᧢

Λμᙇνࡋ  
 
 
 㺞䦹 ........................................... 1 

 
 

இ䦹 ........................................... 2 

 ᩒ᧢ ........................................... 3 

 ᩒრߠЯࢴ ................................. 9 
 

Q4. ছֺለνڣնٵΚנԱᇞμᏁழᦰୖٵኙխഏ䄊ᎁᢝ܃  ʳ এڍ䦹Ε֟䦹ࡳ
এᩒ᧢ࡋΛμᙇν  
 
 
䦹ڍ  ........................................... 1 

 
 

֟䦹 ........................................... 2 

 ᩒ᧢ ........................................... 3 

 ᩒრߠЯࢴ ................................. 9 
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Q5.  ᓮംڶ܃ᩒᦫመΕ┊መࢨ൷ᤛመμᔚੌᦰנᙇႈνءࡋЯଡμᦰנઌᣂᇷಛؓ
νΛμڍᙇν  
 
μᔚੌᦰנᇷಛؓν ʳ

 kidults ʳ
μڶᏁழᦰנν䢆٤ཽ၌መ ˆ˃˃ ၴխᖂΕॹ֟ڣխ֨Εֆ٥

ቹ塢٤ٵᒵ ˢ˞ Ζ࠷၄܍Ⴊᚭೃ֪փ۔ۍΕࢋܓঁ ʳ

1 

՛rࣽ ʳ

μrڶᏁழᦰנνאᘣᖄᦰ䄊ᑓڤංᐖֆاඒߛΔএຘ

መᖂீ܍၄࿇Ζ ʳ

2 

ढע  

ֆاຏಛ ʳ

μڶᏁழᦰנν䢆 ˄ˋ اਙࠃ೭ᘬᇬࣚ೭խ֨Εֆ٥ቹ

塢ٵֆاඒߛᇷᄭխ֨܍၄࠷Ζ ʳ

3 

ᒴrڶࠐਚ ʳ

μrڶᏁழᦰנνࡋଡᆏطؾ࿓տতΔ䢆 ˅˃˃ˌ ڣ ˆ ִນਣ

ཚԲඡՂ ˊ រ䢆ྤ䆬ፈፇᐾנΖ ʳ

20 

ʳ֮ ֏९ࣾ ʳ

μrڶᏁழᦰנνࡋଡᆏؾտฯխഏ䄊ॺढᔆ֮֏ᙊขΔ䢆 ˅˃˃ˌ

ڣ ˉ ִນਣཚֲխ֑䢆ྤ䆬ፈፇᐾנΖ ʳ

21 

ሽ ီ ᆏ

ؾ ʳ

rߧٵԿۍઞ ʳ

μrڶᏁழᦰנνࡋଡᆏطؾᢌԳ്ᄃನΔ䢆 ˅˃˃ˋ ڣ ˄˄

ִນਣཚֲխ֑䢆ྤ䆬ፈፇᐾנΖ ʳ

22 

ጻ ʳ ֆاඒࡡߛᄎጻʳ 40 

ψᗨᄕԳسΗಥषᆢωֆاඒߛ୶ᥦʳ 60 

˅˃˄˃ψᔕᅇߺ࿓ωڣᖟʳ

ʳ

61 

ං ᐖ 

೯ ʳ

խဎԳࡉ٥اഏمګքԼڣࡌၡปૠֺʳ 62 

वሐЯאՂઃྤ ʳ 99 
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Q6.  ྤᓵ܃հছڶᩒᦫመΕ┊መࢨ൷ᤛመຟړΔᖞ᧯䓰ᝑΔ܃ᎁאμᔚੌᦰנഏ

ΛμᙇνࡋᩒயࡳயΕཏຏڶএߛඒا䓰ංᐖഏڤν䄊ীڤංᐖীߛඒا  
 

μᔚੌᦰנীڤν யʳڶ  ཏຏʳ ᩒய ʳ ᩒრߠЯࢴʳ

ढע  3 2 1 9 

ሽီᆏؾЯሽီႚׂ  3 2 1 9 

ጻ  3 2 1 9 
ංᐖ೯Δڕࠏ୶ᥦЯֺ  3 2 1 9 

 
Q7.  (a) ʳ ᩒயࡳயΕཏຏڶ䄊৬ᤜֱூএߛඒا䄊ංᐖഏנᇿ۰ᦰݺᎁ܃

ூνμᙇνֱנΛμᔚੌᦰࡋ  
 

μᔚੌᦰֱנூν யʳڶ  ཏຏʳ ᩒய ʳ ᩒრߠЯࢴʳ

ጻՂሏᚭʳ 3 2 1 9 
䢆ጻీᐘנ䄊ᐖܫʳ 3 2 1 9 
ሽီംֺʳ 3 2 1 9 
ሽႚʳ 3 2 1 9 
䢆ᚭೃᐾ࣋ሽᐙছᐾ࣋ʳ

ഏاඒߛႚׂʳ

3 2 1 9 

࿇ਙࢌ೯ЯਜԵࠦʳ 3 2 1 9 
փੌٌچቸʳ 3 2 1 9 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 3 2 1 9 

 
(b) ٘܃ᄎ༼ᤜᢰ䢅ֱऄ䓰ංᐖഏاඒࡋߛΛ٘ࡋڶΛ  

 
ϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵ  
 
ϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵϵ  
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Q8.  䢆䞤䞤ႜመڍጟ䄊ංᐖীڤᇙ૿Δ܃ᎁᢰ༓ጟڶאױயංᐖഏاඒߛʳ

ᙇνڍூνμנΛμլᦰࡋڶΛ٘ࡋ  
 

 Q8 ʳ ڤயංᐖীڶ  
 รԫ༼֗ ֗༽הࠡ   
ढע  1 1 
ሽီᆏؾЯሽီႚׂ  2 2 
ጻ  3 3 
ංᐖ೯Δڕࠏ୶ᥦЯֺ  4 4 
ጻՂሏᚭʳ 5 5 
䢆ጻీᐘנ䄊ᐖܫʳ 6 6 
ሽီംֺʳ 7 7 
ሽႚʳ 8 8 
䢆ᚭೃᐾ࣋ሽᐙছᐾ࣋ഏاඒߛႚׂʳ 9 9 
࿇ਙࢌ೯ЯਜԵࠦʳ 10 10 
փੌٌچቸʳ 11 11 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 12 12 

˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲˲ΔᓮုࣔΝڤංᐖীהࠡ  
 
Q9.  ᓮംڶ܃ᘋᔊڍ䢅Աᇞխഏᢰֱ૿䄊֮֏ृࢨഏൣࡋΛμၲ࣋ᠲΔլᦰנூν

μڍᙇν  
 

 Q9 ʳ ᘋᔊڶ
ऱփ୲  

խഏऱ່ᄅ೯ኪΰڕΝՂ௧໑αʳ 1 
խഏऱ࿇୶उ ʳ  
षᄎʳ֗سا 2 
ਙए֗ऄ৳ΰڕΚؚᚰۆαʳ 3 
ᆖᛎʳ 4 
ઝݾ࿇୶ʳ 5 

խဎ֮֏ऱտฯ ʳ  
ளሏᑷរЯپ໘नᑗʳ 6 
ଅՒԳൣʳ 7 
ᖵ֮֏ʳ 8 
ʳچ 9 
ഏጰΰڕΚ֛פЯխ᠔ᢐЯಁᆺαʳ 10 

ΔᓮုࣔΝהࠡ ___________________________ 

________________________________________ 
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รԲຝ։Κሽီႚׂ  

Q10.  (a) ᓮം䢆ʳ 2009 ڣ 10 ছַؾִࠩ ʳ 䄊ഏዚႚࢌᩒ䢆ሽီ┊መਙڶ܃

ׂࡋΛࡋᙀׂψᔕᅇߺ࿓ωΔ䢆ເඡᄅፊছΔᄎ䢆 5 ଡሽီ᙮ሐᐾ
ڶΕཽءီࠅਔྤᒵፈፇΕྤᒵ堚ፈፇΕץνנΖμᏁழթᦰ࣋

ᒵತᆖᇷಛڶٵᒵᄅፊᐾ࣋Ζࡋᙀഏዚႚׂૹរ୶ഏ୮৬ഏքԼ

ኙഏൣ䄊ᎁᢝΖμاଉཽؑף༉Δګٵ䄊ዝ᧢Δડ᧩ഏ୮䄊࿇୶ࠐאڣ

ᙇν  
 

 
 

ڶ ................. 1  

 
 

ᩒ ................. 2 μሂംψଡԳᇷறων  

ʳ

(b)䢆ʳ መװ 1 ଡִփʳ Λࡋڻڍᙀഏዚႚׂ༓ࡋመ┊܃  
 

 
 

ڻ    

 
(c) ᓮംڶ܃༓რࡋᙀഏዚႚׂΛএॺൄრΕრΕཏຏΕრ

Λμᙇνࡋॺൄრࡳ  
 

ॺൄʳ

რʳ

 
რʳ

ʳ

ཏຏ ʳ

ʳ

რʳ

ॺൄ  
რʳ

ᩒრߠʳ

Яࢴʳ

5 4 3 2 1 9 

 
(d) ܃ᎁ䢆μດԫᦰנνֱ૿ΔഏዚႚׂএڶயΕཏຏࡳᩒயࡋΛ

μᙇν  
 

யʳڶ  ཏຏʳ ᩒய ʳ ᩒრߠЯࢴʳ

ტٵ։䄊ᎁߪاኙഏ܃㺞ף ʳ 3 2 1 9 

ኙխഏ䄊ូ᥆ტ܃㺞ף ʳ 3 2 1 9 

Աᇞୖٵኙխഏ䄊ᎁᢝ܃ף ʳ 3 2 1 9 
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Q11. ூνנᠲΔլᦰ࣋ΛμၲࡋუՀԫᙀ䄊ഏዚႚׂԵ૿ᝑ䢅䞧փ୲܃ 
μڍᙇν  

 
 Q11 

Հԫᙀഏዚႚ

ׂփ୲ऱ༼ᤜ  
խഏउ ʳ  
່ᄅ೯ኪΰڕΚՂ௧໑αʳ 1 
խ؇ساਙʳ 2 
षᄎساउʳ 3 
ʳٻ࿇୶ֱࠐآ 4 

խഏᖵ ʳ  
࿇ࣔʳזײ 5 
ႚอ֮֏ʳ 6 
ᆖᖵऱેᣄ֗ᗣᒭʳ 7 

խഏፖଉཽ ʳ  
ഏፖଉཽࠐآ࿇୶ऱᣂএʳ 8 
խഏፖଉཽऱڃٵ٥ᖋʳ 9 
ଉཽԳ֭֗ಥలഏऱຜஉʳ 10 

ΔᓮုࣔΝʳהࠡ

 
______________________________________________ ʳ

 

 
 
Q12. ᙇႈνμᙇνנΛμດԫᦰࡋٽഏዚႚׂএ່ᔞ࣋ᎁᢰଡழᐾ܃   
 

 Q12 
່ᔞٽऱழ  

ඣڰᄅፊছʳ 1 

֑ၴᄅፊছʳ 2 

ເඡᄅፊছʳ

μᏁழթᦰנνՀ֑ 6 រࢨ 6 រתᄅፊʳ
3 

႓८ழ ʳ

μᏁழթᦰנν࡙ඡ 7 រ۟ 11 រʳ
4 

ඡၴᄅፊছʳ

μᏁழթᦰנν࡙ඡ 11 រࢨ 11 រתᄅፊʳ
5 

ʳ

ΔᓮုࣔΝהࠡ ______________________ 
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ଡԳᇷற  
 
μംΚം࠹ڶࢬृν  
 
D1. ಖᙕृܑࢤΚ  
 

ߊ ....................................... 1 

Ֆ ....................................... 2 
 
D2. ᓮം܃䄊ڣՕપএ༓ڍΛμאՂԫֲسڻૠጩν  
 

15Ё 24ᄣ ............................... 1 

25Ё 39ᄣ ............................... 2 

40Ё 54ᄣ ............................... 3 

55ᄣאࢨՂ ............................ 4 

ڃࢴ ............................... 9 
 
D3. ᓮം່܃ᦰࠩ༓ृࢨ్ڣᩅ䞧࿓৫ࡋΛμڕᖂسΔܛழ༉ᦰࢨ్ڣ࿓৫ν 

 

ЯؔᆇႼߛඒ࠹آ ................... 1 ቃઝΰխք۟խԮα ................ 5 

՛ᖂ ................................... 2 റՂΰॺᖂۯᓰ࿓α ................ 6 

խᖂΰխԫ۟խԿα ................. 3 ՕᖂᖂאࢨۯՂ ...................... 7 

խᖂΰխ۟խնα ................. ڃࢴ 4 ............................. 9 

 
D4. ᓮം܃䢆ଉ᜔ཽ۰ࡺ٥䦹༓ࡋڣڍΛ  
ʳ ʳ

ڣԿ࣍֟ ............................... 1 

Կ࣍֟۟ڣԮڣ ....................... 2 

ԮאࢨڣՂ ............................. 3 

ڃࢴ ............................... 9 

 
D5. ᓮം܃䄊چسנ䢆ᢰࡋΛ  
ʳ ʳ

խഏփຬ ............................... 1 

ଉཽ .................................... 2 

؆ഏ .................................... 3 

ᓮုࣔഏ୮ټጠΚϵϵϵϵϵϵϵϵϵ  

ڃࢴ ............................... 9 

ʳ
D6.   ᓮംࠉ܃୮۰䢆ᢰԫࡋΛμ܂փຝᙇᑌ൳ν  
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ଉཽ  ᚊ۫  ᚊࣟ  ᄅ۫  ᄅࣟ  

1 խ۫  5 ई࣎ڞ  8 ႓Օט  10 ᆷॹ ק 14   

2 ג  6 ֽ䩆  9 ᨠჀ  11 ಆ  15 Օ୕  

3 ࣟ  7 ᚊৄ    12 ֢॰ ضޥ 16   

4 ত      13 ցி  17 ۫ ಥ  

      18 ᠦ    

ڃࢴ 19  
  
D7. ᓮംڶ܃ᩒגՖࡋΛμגڶڕՖΔಳംνՕՕመ 12 ᄣࡋΛ  

μڕᩒגՖΔಳംνএբദآࡳദࡋΛ  
 

ՖגՀ䄊אᄣ˅˄ڶ ..................... 1 ʳ

ڶ ˄˅ᄣאࢨՂ䄊גՖ .................. 2 ʳ ʳ

բദΔᩒגՖ .......................... 3 μױᙇν  

ՖגദΔᩒآ .......................... 4 ʳ μױᙇν  
 
D8. ᓮംࠉ܃୮ڶᩒՠࡋ܂Λץਔ۞աسრ ᚥৢٞԳ֫ʳृࢨ  ۖᩒگԳՠ䄊ՠ

ΛࡋৱᄐԳՓࡳΕ୮೭றृΕಯٖԳՓسএᖂ܃Δಳംν܂ᩒՠ࣠ڕΖμ܂  
 

܂ՠڶ ..................................1 μം D9ν  

ᖂس ..................................... 2 ѫ  

୮೭றृ ............................. 3 Ѩ  

ಯٖԳՓ ............................... 4 Ѩ μം D10ν  

ৱᄐЯ؈ᄐԳՓ ........................ 5 Ѩ  

___________________ΰᓮုࣔαΚהࠡ  Ѩ  

ڃࢴ ............................... 9 ѭ  

 
D9.  ᓮം܃ழ䄊ʳ ۯ ʳ এᩅ䞧ࡋΛμլױᦰנூν  
 

ᆖࢨ۩ਙԳ ...................... 1 ድልᄐᑵᒭՠԳ ...................... 6 

റᄐԳ ............................. 2 ՠᢌ֗ڶᣂԳ ...................... 7 

റᄐԳܗ᎖ ........................ 3 ᖲ֗ᖲᕴᖙ܂֗ᇘ ......... 8 

֮ ................................... 4 ॺݾՠԳ ........................... 9 

ࣚ೭ՠࢨ܂ࢋᔭഇԳ ........... ڃࢴ 5 ............................. 10 

 
D10. ݺ䞢䢆Ԯִխ۟ԶִխཚၴᄎڶรԲၸ䄊ઔߒΔᄎאஆᓫᄎڤݮᜰ۩Ζᓮ

ംڶ܃ᩒᘋᔊࡋףΛ  
 

ᘋᔊڶ ................................ 1 μᒔᎁټࡩΕሽᇩν  

ᩒᘋᔊ ................................ 2  

μᦰנνംբᆖګݙΔ٦ԫڍڻ൞䄊ፖΖڍΜ  
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ॵᙕնΚʳ ਊृહནᇷற։࣫ऱٌՐ٨। 

ٌՐ٨।ؾᙕ 
 

।ԫΚ ኙഏߪا։ऱᎁٵ ...................................................................................................55 

।ԲΚ ፖնڣছઌֺΔኙഏٝߪاᎁٵऱ᠏᧢.................................................................56 

।ԿΚ ፖնڣছઌֺΔኙഏ୮ऱូ᥆ტऱ᠏᧢.................................................................57 

।Κ ፖնڣছઌֺΔኙഏ୮ऱᎁᢝࡉԱᇞऱ᠏᧢ .........................................................58 

।նΚ ኙഏاඒߛᇷಛؓऱᎁव ....................................................................................59 

।քΚ ֆاඒࡡߛᄎנठ㡻ढऱࠧٱၦ֗࿇چរ .....................................................61 

।ԮΚ ڶංᐖഏاඒߛᑓڤऱڶய࿓৫ ........................................................................61 

।ԶΚ עאढංᐖഏاඒߛऱڶய࿓৫ ............................................................................62 

।Κ אሽီᆏؾ/ሽီႚׂංᐖഏاඒߛऱڶய࿓৫ ................................................63 

।ԼΚ אጻංᐖഏاඒߛऱڶய࿓৫ ............................................................................64 

।ԼԫΚ אංᐖ೯Δڕࠏ୶ᥦ/ֺංᐖഏاඒߛऱڶய࿓৫.........................................65 

।ԼԲΚ ංᐖഏاඒߛ৬ᤜֱூऱڶய࿓৫ ........................................................................66 

।ԼԿΚ אሽᆏؾංᐖᆏؾඒߛऱڶய࿓৫.....................................................................67 

।ԼΚ אᜰᙄփੌٌچቸංᐖഏاඒߛऱڶய࿓৫ .........................................................67 

।ԼնΚ אᜰᙄሽီംֺංᐖഏاඒߛऱڶய࿓৫Ω .................................................68 

।ԼքΚ اؑٻא࿇ਙࢌ೯ЯਜԵࠦංᐖഏاඒߛऱڶய࿓৫ ..........................69 

।ԼԮΚ אᜰᙄഏاඒ܍ߛ၄ᓰ࿓ංᐖഏاඒߛऱڶய࿓৫ .............................................70 
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।ԼԶΚ ࣍ᚭೃᐾ࣋ሽᐙছᐾ࣋ഏاඒߛႚׂאංᐖഏاඒߛऱڶய࿓৫...................71 

।ԼΚ אጻՂሏᚭංᐖഏاඒߛऱڶய࿓৫.....................................................................72 

।ԲԼΚ אጻీᐘڤנऱᐖܫංᐖഏاඒߛऱڶய࿓৫ .....................................................73 

।ԲԼԫΚࠡ࠹הृ༼֗ऱڶயංᐖഏاඒߛᑓڤ .............................................................74 

।ԲԼԲΚ࠹ृᎁڶயऱഏاඒߛංᐖᑓڤΩรԫ༼֗ .................................................75 

।ԲԼԿΚ࠹ृᎁڶயऱഏاඒߛංᐖᑓڤΩڶࢬ༼֗ .................................................78 

।ԲԼΚ࠹ृტᘋᔊऱഏاඒߛᓰᠲ ................................................................................83 

।ԲԼնΚൕ ڣ2009 ृ࠹མመഏዚႚׂऱآছַΔመ֗ؾ10ִࠩ ..................87 

।ԲԼքΚམመഏዚႚׂऱ࠹ृڇመװԫଡִփഏዚႚׂऱڻᑇ ......................88 

।ԲԼԮΚ࠹ृኙഏዚႚׂऱᦟ࿓৫ ........................................................................89 
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।ԫΚʳ ኙഏߪا։ऱᎁٵ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ਢխഏԳʳݺ 15.8% 24.0% 24.7% 29.3% 24.5% 
ਢଉཽԳʳݺ 28.4% 29.4% 26.7% 17.8% 25.3% 
ਢଉཽऱխഏԳʳݺ 13.3% 17.2% 17.2% 25.3% 18.8% 
ਢխഏऱଉཽԳʳݺ 42.4% 28.6% 30.7% 26.5% 30.7% 
ʳהࠡ 0.1% 0.7% 0.6% 1.1% 0.7% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

ਢխഏԳʳݺ 35.2% 19.8% 36.1% 24.5% 
ਢଉཽԳʳݺ 12.0% 30.9% 15.8% 25.3% 
ਢଉཽऱխഏԳʳݺ 20.8% 18.3% 13.0% 18.8% 
ਢխഏऱଉཽԳʳݺ 31.5% 30.4% 29.0% 30.7% 
ʳהࠡ 0.5% 0.5% 6.1% 0.7% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

ਢխഏԳʳݺ 25.4% 27.9% 28.5% 19.4% 24.5% 
ਢଉཽԳʳݺ 19.9% 21.5% 26.0% 31.3% 25.3% 
ਢଉཽऱխഏԳʳݺ 18.9% 22.4% 15.1% 14.8% 18.8% 
ਢխഏऱଉཽԳʳݺ 34.7% 27.5% 29.9% 34.0% 30.7% 
ʳהࠡ 1.1% 0.7% 0.5% 0.5% 0.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ਢխഏԳʳݺ 23.5% 16.4% 26.9% 29.8% 29.2% 24.5% 
ਢଉཽԳʳݺ 27.0% 26.4% 23.8% 17.2% 32.9% 25.3% 
ਢଉཽऱխഏԳʳݺ 16.8% 13.8% 21.8% 26.9% 17.9% 18.8% 
ਢխഏऱଉཽԳʳݺ 32.0% 43.4% 26.6% 25.3% 19.4% 30.7% 
ʳהࠡ 0.8% – 0.8% 0.7% 0.5% 0.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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।ԲΚʳ ፖնڣছઌֺΔኙഏٝߪاᎁٵऱ᠏᧢ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ൎʳף 35.8% 37.3% 37.5% 34.6% 36.4% 
྇இʳ 6.4% 3.0% 3.3% 3.9% 3.9% 
ʳ᧢ޏڶ 57.6% 59.4% 58.3% 56.9% 58.0% 
ʳࢴЯߠრڶ 0.2% 0.3% 0.9% 4.5% 1.7% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

ൎʳף 32.5% 31.2% 34.8% 42.0% 39.9% 36.4% 
྇இʳ 6.2% 2.7% 3.9% 3.7% 3.1% 3.9% 
ʳ᧢ޏڶ 54.1% 64.6% 60.8% 54.2% 56.4% 58.0% 
ʳࢴЯߠრڶ 7.2% 1.6% 0.5% 0.1% 0.6% 1.7% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

ൎʳף 35.8% 36.9% 34.5% 36.4% 
྇இʳ 2.5% 4.3% 6.4% 3.9% 
ʳ᧢ޏڶ 58.6% 57.9% 53.8% 58.0% 
ʳࢴЯߠრڶ 3.1% 0.9% 5.4% 1.7% 

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

ൎʳף 37.3% 24.1% 38.3% 45.2% 36.4% 
྇இʳ 2.2% 8.0% 3.9% 1.8% 3.9% 
ʳ᧢ޏڶ 59.3% 66.2% 55.6% 51.7% 58.0% 
ʳࢴЯߠრڶ 1.2% 1.7% 2.2% 1.2% 1.7% 
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।ԿΚʳ ፖնڣছઌֺΔኙഏ୮ऱូ᥆ტऱ᠏᧢ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ൎʳף 32.0% 31.8% 36.5% 38.9% 35.1% 
྇இʳ 9.2% 4.9% 5.0% 4.5% 5.4% 
ʳ᧢ޏڶ 58.7% 63.2% 58.2% 53.2% 58.3% 
ʳࢴЯߠრڶ Ω 0.2% 0.3% 3.4% 1.1% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

ൎʳף 36.6% 34.2% 45.8% 35.1% 
྇இʳ 3.2% 6.2% 7.1% 5.4% 
ʳ᧢ޏڶ 58.1% 59.0% 43.9% 58.3% 
ʳࢴЯߠრڶ 2.1% 0.6% 3.2% 1.1% 

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

ൎʳף 38.1% 23.0% 37.4% 41.9% 35.1% 
྇இʳ 2.8% 11.1% 4.1% 3.7% 5.4% 
ʳ᧢ޏڶ 58.3% 65.1% 57.1% 53.7% 58.3% 
ʳࢴЯߠრڶ 0.8% 0.9% 1.5% 0.7% 1.1% 
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।Κʳ ፖնڣছઌֺΔኙഏ୮ऱᎁᢝࡉԱᇞऱ᠏᧢ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ᏺڍʳ 73.1% 63.4%  66.1% 59.5% 64.5% 
྇֟ʳ 1.7% 1.0% 2.7% 2.0% 1.9% 
ʳ᧢ޏڶ 25.2% 35.5% 31.0% 34.7% 32.4% 
ʳࢴЯߠრڶ Ω 0.1% 0.2% 3.8% 1.2% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

ᏺڍʳ 48.3% 60.5% 63.9% 70.8% 73.7% 64.5% 
྇֟ʳ 3.5% 3.2% 2.1% 1.1% 0.5% 1.9% 
ʳ᧢ޏڶ 42.0% 35.7% 33.6% 28.1% 25.8% 32.4% 
ʳࢴЯߠრڶ 6.2% 0.6% 0.3% Ω Ω 1.2% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

ᏺڍʳ 61.6% 62.1% 62.7% 69.8% 64.5% 
྇֟ʳ 1.2% 2.1% 3.4% 1.8% 1.9% 
ʳ᧢ޏڶ 37.0% 33.6% 32.8% 28.2% 32.4% 
ʳࢴЯߠრڶ 0.2% 2.3% 1.2% 0.2% 1.2% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ᏺڍʳ 66.2% 76.1% 56.5% 58.7% 62.1% 64.5% 
྇֟ʳ 1.8% 0.5% 2.6% 1.9% 3.9% 1.9% 
ʳ᧢ޏڶ 31.7% 23.4% 39.3% 34.6% 32.7% 32.4% 
ʳࢴЯߠრڶ 0.3% - 1.7% 4.7% 1.4% 1.2% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

ᏺڍʳ 71.2% 62.1% 62.8% 64.5% 
྇֟ʳ 0.6% 2.2% 3.5% 1.9% 
ʳ᧢ޏڶ 28.0% 35.7% 32.9% 32.4% 
ʳࢴЯߠრڶ 0.2% - 0.8% 1.2% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ



ֆاඒࡡߛᄎഏاඒߛංᐖ೯რߠᓳ                                   
   
 

Consumer Search  ร 59 

।նΚʳ ኙഏاඒߛᇷಛؓऱᎁव 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ढʳע      
˾˼˷̈˿̇̆ʳ 24.5% 10.9% 5.3% 2.0% 8.8% 
՛ࣽʳ 5.1% 9.3% 8.5% 4.9% 7.2% 
ֆاຏಛʳ 6.8% 6.3% 6.7% 5.5% 6.2% 

ሽီᆏؾʳ      
ᒴڶࠐਚʳ 27.4% 24.2% 20.6% 13.0% 20.6% 
֮֏९ࣾʳ 11.8% 10.0% 12.1% 10.4% 11.0% 
ઞʳۍԿٵߧ 10.5% 7.2% 6.5% 5.9% 7.1% 

ጻʳ      
ֆاඒࡡߛᄎጻʳ 34.6% 34.6% 32.1% 16.0% 28.9% 

ංᐖ೯ʳ      
ψᗨᄕԳسΗಥषᆢω

ֆاඒߛ୶ᥦʳ
11.2% 11.8% 14.8% 15.6% 13.6% 

˅˃˄˃ψᔕᅇߺ࿓ωڣᖟʳ 3.1% 4.1% 4.8% 5.1% 4.4% 
խဎԳࡉ٥اഏمګքԼ

ၡปૠֺʳڣࡌ
38.4% 33.4% 39.7% 33.6% 36.0% 

լवሐЯאՂઃྤʳ 26.1% 33.1% 37.2% 47.9% 37.3% 
ʳ

ඒߛ࿓৫ʳ
ʳ

՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ
᜔ૠʳ

ढʳע       
˾˼˷̈˿̇̆ʳ 1.8% 1.2% 6.5% 14.0% 16.7% 8.8% 
՛ࣽʳ 6.0% 7.0% 8.5% 7.3% 6.4% 7.2% 
ֆاຏಛʳ 5.0% 4.8% 7.4% 7.3% 5.3%. 6.2% 

ሽီᆏؾʳ       
ᒴڶࠐਚʳ 12.7% 18.0% 23.8% 25.0% 19.6% 20.6% 
֮֏९ࣾʳ 7.8% 10.0% 12.8% 8.1% 13.8% 11.0% 
ઞʳۍԿٵߧ 6.9% 6.8% 8.0% 6.7% 6.4% 7.1% 

ጻʳ       
ֆاඒࡡߛᄎጻʳ 12.2% 18.9% 31.9% 35.5% 36.7% 28.9% 

ංᐖ೯ʳ       
ψᗨᄕԳسΗಥषᆢω

ֆاඒߛ୶ᥦʳ
14.7% 15.2% 14.5% 14.5% 9.8% 13.6% 

˅˃˄˃ψᔕᅇߺ࿓ωڣᖟʳ 4.8% 6.4% 4.4% 4.0% 3.0% 4.4% 
խဎԳࡉ٥اഏمګք

Լڣࡌၡปૠֺʳ
32.2% 34.7% 39.1% 39.5% 32.8% 36.0% 

լवሐЯאՂઃྤʳ 52.5% 44.1% 32.9% 30.5% 34.0% 37.3% 
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ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

ढʳע     
˾˼˷̈˿̇̆ʳ 4.9% 10.4% 3.8% 8.8% 
՛ࣽʳ 8.8% 6.9% 0.9% 7.2% 
ֆاຏಛʳ 6.8% 6.1% 5.5% 6.2% 

ሽီᆏؾʳ     
ᒴڶࠐਚʳ 16.7% 22.3% 16.5% 20.6% 
֮֏९ࣾʳ 10.1% 11.4% 12.9% 11.0% 
ઞʳۍԿٵߧ 8.4% 6.8% 3.1% 7.1% 

ጻʳ     
ֆاඒࡡߛᄎጻʳ 22.6% 31.8% 19.8% 28.9% 

ංᐖ೯ʳ     
ψᗨᄕԳسΗಥषᆢω

ֆاඒߛ୶ᥦʳ
17.5% 12.3% 11.6% 13.6% 

˅˃˄˃ψᔕᅇߺ࿓ωڣᖟʳ 6.3% 3.6% 6.1% 4.4% 
խဎԳࡉ٥اഏمګքԼ

ၡปૠֺʳڣࡌ
36.1% 36.0% 35.7% 36.0% 

լवሐЯאՂઃྤʳ 42.9% 34.7% 45.8% 37.3% 
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।քΚʳ ֆاඒࡡߛᄎנठ㡻ढऱࠧٱၦ֗࿇چរ 
㡻ढʳ ၦʳࠧٱ ࿇چរʳ

˾˼˷̈˿̇̆ʳ ˉ˃ʿ˃˃˃ʳ

 ˉ˃˃ ᖲዌ֗խᖂʳܓۋૡᔹπ˾˼˷̈˿̇̆ρऱॺၴڍ
 ࢋʳ
 ࠼ࢋʳ
 ʳ
 ঁࢋܓʳ
 ᇖष˂ඒߛխ֨ʳ
 ৢᄎࢬʳ
 ֆاඒߛᇷᄭխ֨ʳ

՛ࣽʳ ˄˅˃ʿ˃˃˃ʳ
 ˌ˃˃ ᖲዌΕ՛ᖂ֗ؔᆇႼʳܓۋૡᔹπ՛ࣽρᠧऱॺၴڍ
 ֆاඒߛᇷᄭխ֨ʳ

ֆاຏಛʳ ˊ˃ʿ˃˃˃ʳ

 ٤ཽֆ٥ৢ㧈ᙄࠃʳ
 ˄ˋ اਙࠃ೭ᘬᇬࣚ೭խ֨ʳ
 ൈ֮ᆟᝤՀٺֆ٥ቹ塢֮֗ൈچʳ
 ֆاඒߛᇷᄭխ֨ʳ

˅˃˄˃ψᔕᅇߺ࿓ωڣᖟʳ ˄˄˃ʿ˃˃˃ʳ

 ˄ˋ اਙࠃ೭ᘬᇬࣚ೭խ֨ʳ
 ൈ֮ᆟᝤՀٺֆ٥ቹ塢ΕٺՕᄎഘΕଉཽ֮֏խ֨֗ଉ

ཽᖵ໑ढ塢ʳ

 ֆاඒߛᇷᄭխ֨ʳ
 
।ԮΚʳ ڶංᐖഏاඒߛᑓڤऱڶய࿓৫ 

ʳ யʳڶ ཏຏʳ யʳڶ ʳࢴЯߠრڶ

ሽီᆏؾЯሽီႚׂʳ 75.5% 15.2% 7.6% 1.7% 
ංᐖ೯Δڕࠏ୶ᥦЯֺʳ 54.5% 26.5% 15.3% 3.6% 
ጻʳ 45.2% 28.7% 19.2% 6.9% 
ढʳע 39.9% 33.6% 22.3% 4.2% 
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।ԶΚʳ  ய࿓৫ڶऱߛඒاढංᐖഏעא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 27.2% 35.1% 38.5% 53.7% 39.9% 
ཏຏʳ 44.9% 40.6% 35.8% 17.8% 33.6% 
ྤயʳ 27.7% 23.4% 22.8% 17.2% 22.3% 
ʳࢴЯߠრڶ 0.1% 0.8% 2.8% 11.3% 4.2% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 52.8% 50.9% 39.3% 33.9% 30.8% 39.9% 
ཏຏʳ 17.8% 27.8% 36.5% 40.3% 38.5% 33.6% 
ྤயʳ 13.3% 16.9% 23.1% 24.4% 28.9% 22.3% 
ʳࢴЯߠრڶ 16.2% 4.3% 1.0% 1.4% 1.7% 4.2% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 43.4% 47.6% 30.9% 30.3% 39.9% 
ཏຏʳ 35.0% 25.1% 37.1% 43.0% 33.6% 
ྤயʳ 20.1% 19.1% 30.3% 25.7% 22.3% 
ʳࢴЯߠრڶ 1.5% 8.2% 1.8% 1.0% 4.2% 

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 43.3% 31.6% 42.8% 42.4% 39.9% 
ཏຏʳ 32.6% 34.6% 33.2% 34.3% 33.6% 
ྤயʳ 18.0% 30.5% 20.0% 19.9% 22.3% 
ʳࢴЯߠრڶ 6.0% 3.3% 4.0% 3.4% 4.2% 
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।Κʳ  ய࿓৫ڶऱߛඒاሽီႚׂංᐖഏ/ؾሽီᆏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 66.9% 72.5% 78.9% 79.5% 75.5% 
ཏຏʳ 22.7% 19.3% 14.2% 8.2% 15.2% 
ྤயʳ 10.3% 8.0% 6.4% 6.9% 7.6% 
ʳࢴЯߠრڶ 0.1% 0.1% 0.5% 5.4% 1.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 74.7% 68.4% 84.4% 76.6% 71.4% 75.5% 
ཏຏʳ 16.7% 22.4% 9.3% 9.1% 18.5% 15.2% 
ྤயʳ 8.2% 9.0% 3.8% 7.7% 9.0% 7.6% 
ʳࢴЯߠრڶ 0.4% 0.2% 2.6% 6.6% 1.2% 1.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 72.1% 74.0% 80.5% 75.5% 
ཏຏʳ 16.7% 19.9% 12.4% 15.2% 
ྤயʳ 11.0% 6.0% 6.2% 7.6% 
ʳࢴЯߠრڶ 0.3% 0.1% 0.9% 1.7% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 80.7% 66.8% 6.9% 5.3% 75.5% 
ཏຏʳ 13.1% 18.4% 15.8% 14.0% 15.2% 
ྤயʳ 4.3% 13.4% 6.9% 5.3% 7.6% 
ʳࢴЯߠრڶ 1.9% 1.3% 1.5% 1.6% 1.7% 
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।ԼΚʳ  ய࿓৫ڶऱߛඒاጻංᐖഏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 34.2% 43.6% 46.3% 51.9% 45.2% 
ཏຏʳ 39.9% 36.4% 31.3% 11.8% 28.7% 
ྤயʳ 25.8% 18.8% 18.9% 16.5% 19.2% 
ʳࢴЯߠრڶ 0.2% 1.2% 3.6% 19.9% 6.9% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 52.0% 50.3% 44.4% 43.7% 39.8% 45.2% 
ཏຏʳ 9.6% 23.4% 30.5% 35.9% 36.9% 28.7% 
ྤயʳ 12.6% 18.3% 22.2% 17.8% 21.9% 19.2% 
ʳࢴЯߠრڶ 25.8% 8.1% 2.9% 2.7% 1.5% 6.9% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 43.3% 35.2% 52.2% 51.4% 47.2% 45.2% 
ཏຏʳ 33.2% 40.1% 23.8% 9.7% 26.8% 28.7% 
ྤயʳ 20.2% 24.7% 12.5% 17.9% 20.1% 19.2% 
ʳࢴЯߠრڶ 3.3% - 11.5% 21.0% 5.6% 6.9% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 50.2% 38.6% 47.4% 45.8% 45.2% 
ཏຏʳ 26.7% 28.6% 29.6% 29.9% 28.7% 
ྤயʳ 14.4% 26.5% 16.0% 18.6% 19.2% 
ʳࢴЯߠრڶ 8.6% 6.3% 7.0% 5.7% 6.9% 
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।ԼԫΚʳ  ய࿓৫ڶऱߛඒا୶ᥦ/ֺංᐖഏڕࠏංᐖ೯Δא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 42.8% 49.5% 55.4% 65.4% 54.5% 
ཏຏʳ 35.9% 32.7% 27.4% 13.7% 26.5% 
ྤயʳ 20.8% 16.5% 15.3% 11.3% 15.3% 
ʳࢴЯߠრڶ 0.5% 1.3% 1.9% 9.7% 3.6% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 65.5% 64.7% 57.3% 47.4% 43.2% 54.5% 
ཏຏʳ 13.6% 19.6% 26.7% 33.3% 33.8% 26.5% 
ྤயʳ 7.7% 11.9% 14.5% 17.8% 21.7% 15.3% 
ʳࢴЯߠრڶ 13.2% 3.7% 1.5% 1.6% 1.4% 3.6% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 58.7% 63.3% 47.5% 43.9% 54.5% 
ཏຏʳ 26.1% 18.8% 28.7% 35.4% 26.5% 
ྤயʳ 13.6% 11.9% 20.4% 19.4% 15.3% 
ʳࢴЯߠრڶ 1.6% 6.0% 3.5% 1.2% 3.6% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 50.4% 45.1% 69.1% 64.3% 49.5% 54.5% 
ཏຏʳ 30.5% 35.7% 18.4% 13.1% 26.6% 26.5% 
ྤயʳ 17.3% 18.8% 7.1% 12.3% 19.1% 15.3% 
ʳࢴЯߠრڶ 1.8% 0.4% 5.5% 10.3% 4.8% 3.6% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 45.6% 52.8% 55.7% 54.5% 
ཏຏʳ 32.2% 32.2% 24.9% 26.5% 
ྤயʳ 20.9% 14.1% 15.2% 15.3% 
ʳࢴЯߠრڶ 1.3% 0.9% 4.1% 3.6% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 59.8% 42.4% 60.0% 57.1% 54.5% 
ཏຏʳ 23.2% 29.7% 23.1% 28.8% 26.5% 
ྤயʳ 11.7% 25.4% 12.7% 11.5% 15.3% 
ʳࢴЯߠრڶ 5.2% 2.6% 4.3% 2.6% 3.6% 

 
।ԼԲΚʳ ංᐖഏاඒߛ৬ᤜֱூऱڶய࿓৫ 

 

ʳ யʳڶ ཏຏʳ யʳڶ ʳࢴЯߠრڶ

ሽႚʳ 65.4% 22.4% 10.6% 1.7% 
փੌٌچቸʳ 62.9% 21.1% 12.4% 3.6% 
ሽီംֺʳ 62.3% 22.9% 12.8% 2.1% 
࿇ਙࢌ೯˂ਜԵࠦʳ 53.8% 26.0% 17.2% 3.1% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 44.9% 28.2% 23.5% 3.3% 
اഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍

ඒߛႚׂʳ
43.8% 24.0% 28.7% 3.5% 

ጻՂሏᚭʳ 40.2% 28.6% 24.7% 6.6% 
ጻీᐘڤנऱᐖܫʳ 32.1% 27.7% 33.5% 6.7% 
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।ԼԿΚʳ  ய࿓৫ڶऱߛඒاංᐖഏؾሽᆏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 47.2% 59.7% 68.4% 77.9% 65.4% 
ཏຏʳ 33.7% 27.8% 22.6% 10.1% 22.4% 
ྤயʳ 19.0% 11.7% 8.0% 7.5% 10.6% 
ʳࢴЯߠრڶ - 0.7% 0.9% 4.5% 1.7% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 77.2% 73.0% 66.4% 58.6% 56.8% 65.4% 
ཏຏʳ 8.7% 16.4% 22.9% 30.7% 27.9% 22.4% 
ྤயʳ 6.8% 8.0% 10.3% 10.6% 15.1% 10.6% 
ʳࢴЯߠრڶ 7.3% 2.6% 0.5% 0.1% 0.2% 1.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 63.8% 48.4% 73.0% 75.4% 66.4% 65.4% 
ཏຏʳ 24.7% 32.7% 16.9% 11.5% 23.1% 22.4% 
ྤயʳ 10.6% 19.0% 7.0% 8.2% 9.3% 10.6% 
ʳࢴЯߠრڶ 0.8% - 3.1% 4.8% 1.2% 1.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 60.4% 61.9% 72.7% 65.4% 
ཏຏʳ 27.2% 27.4% 16.3% 22.4% 
ྤயʳ 12.1% 10.0% 8.8% 10.6% 
ʳࢴЯߠრڶ 0.3% 0.6% 2.1% 1.7% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
।ԼΚʳ  ய࿓৫ڶऱߛඒاቸංᐖഏੌٌچᜰᙄփא

ʳڣ
ʳ

˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ
᜔ૠʳ

யʳڶ 69.6% 64.3% 58.1% 63.5% 62.9% 
ཏຏʳ 20.5% 22.8% 24.8% 15.4% 21.1% 
ྤயʳ 9.9% 12.0% 15.2% 10.8% 12.4% 
ʳࢴЯߠრڶ - 0.9% 1.8% 10.2% 3.6% 
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।ԼնΚʳ  ய࿓৫ڶऱߛඒاᜰᙄሽီംֺංᐖഏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 47.0% 55.4% 66.3% 73.3% 62.3% 
ཏຏʳ 31.9% 28.8% 22.4% 12.4% 22.9% 
ྤயʳ 21.1% 15.1% 10.7% 8.1% 12.8% 
ʳࢴЯߠრڶ - 0.7% 0.6% 6.2% 2.1% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 73.7% 74.4% 63.0% 56.6% 50.7% 62.3% 
ཏຏʳ 10.1% 16.8% 23.8% 28.9% 29.5% 22.9% 
ྤயʳ 6.8% 7.3% 12.6% 13.9% 19.3% 12.8% 
ʳࢴЯߠრڶ 9.5% 1.6% 0.6% 0.6% 0.5% 2.1% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 67.4% 71.6% 51.8% 50.9% 62.3% 
ཏຏʳ 20.0% 15.8% 29.1% 31.5% 22.9% 
ྤயʳ 11.4% 8.6% 19.2% 17.1% 12.8% 
ʳࢴЯߠრڶ 1.2% 3.9% - 0.4% 2.1% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 59.1% 47.8% 74.6% 72.2% 62.5% 62.3% 
ཏຏʳ 26.0% 32.8% 16.6% 11.2% 22.1% 22.9% 
ྤயʳ 14.2% 19.4% 6.6% 8.6% 13.8% 12.8% 
ʳࢴЯߠრڶ 0.8% - 2.3% 8.1% 1.6% 2.1% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 52.5% 64.2% 64.2% 62.3% 
ཏຏʳ 29.8% 24.1% 21.6% 22.9% 
ྤயʳ 17.6% 11.3% 11.9% 12.8% 
ʳࢴЯߠრڶ 0.2% 0.4% 2.3% 2.1% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԼքΚʳ  ய࿓৫ڶऱߛඒا೯ЯਜԵࠦංᐖഏࢌ࿇ਙاؑٻא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 49.3% 52.9% 51.5% 59.9% 53.8% 
ཏຏʳ 32.3% 29.1% 28.7% 16.3% 26.0% 
ྤயʳ 18.4% 17.5% 18.3% 14.6% 17.2% 
ʳࢴЯߠრڶ - 0.6% 1.4% 9.1% 3.1% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 60.3% 57.9% 55.2% 51.4% 46.6% 53.8% 
ཏຏʳ 14.6% 24.6% 27.3% 32.0% 28.2% 26.0% 
ྤயʳ 12.2% 13.8% 16.8% 16.1% 24.1% 17.2% 
ʳࢴЯߠრڶ 12.9% 3.7% 0.7% 0.5% 1.1% 3.1% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 58.9% 57.2% 44.4% 48.9% 53.8% 
ཏຏʳ 26.7% 20.6% 31.9% 31.6% 26.0% 
ྤயʳ 13.4% 16.2% 23.7% 18.8% 17.2% 
ʳࢴЯߠრڶ 1.0% 6.0% - 0.7% 3.1% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 51.1% 48.7% 61.9% 60.2% 50.2% 53.8% 
ཏຏʳ 27.3% 34.8% 23.5% 17.3% 26.6% 26.0% 
ྤயʳ 20.2% 16.5% 8.8% 13.4% 20.3% 17.2% 
ʳࢴЯߠრڶ 1.3% - 5.8% 9.0% 2.8% 3.1% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 47.6% 53.4% 54.4% 53.8% 
ཏຏʳ 28.6% 28.3% 23.7% 26.0% 
ྤயʳ 23.4% 17.6% 18.1% 17.2% 
ʳࢴЯߠრڶ 0.4% 0.8% 3.8% 3.1% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԼԮΚʳ  ய࿓৫ڶऱߛඒا၄ᓰ࿓ංᐖഏ܍ߛඒاᜰᙄഏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 33.7% 36.5% 44.2% 60.4% 44.9% 
ཏຏʳ 35.2% 34.5% 29.9% 16.2% 28.2% 
ྤயʳ 31.0% 28.5% 23.9% 14.0% 23.5% 
ʳࢴЯߠრڶ 0.1% 0.5% 2.0% 9.3% 3.3% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 63.1% 53.0% 46.2% 37.6% 32.0% 44.9% 
ཏຏʳ 13.5% 26.3% 29.4% 34.4% 33.2% 28.2% 
ྤயʳ 9.9% 18.3% 23.1% 26.6% 33.7% 23.5% 
ʳࢴЯߠრڶ 13.6% 2.3% 1.2% 1.4% 1.1% 3.3% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 43.3% 56.7% 37.2% 33.7% 44.9% 
ཏຏʳ 31.4% 20.2% 31.2% 35.2% 28.2% 
ྤயʳ 24.5% 16.7% 29.5% 30.4% 23.5% 
ʳࢴЯߠრڶ 0.8% 6.3% 2.2% 0.7% 3.3% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 39.4% 36.7% 55.8% 61.1% 42.6% 44.9% 
ཏຏʳ 31.6% 34.2% 24.3% 15.7% 28.6% 28.2% 
ྤயʳ 27.6% 29.1% 13.1% 13.9% 26.7% 23.5% 
ʳࢴЯߠრڶ 1.5% - 6.8% 9.3% 2.1% 3.3% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 34.1% 41.2% 46.5% 44.9% 
ཏຏʳ 33.1% 33.4% 26.2% 28.2% 
ྤயʳ 31.6% 24.4% 24.7% 23.5% 
ʳࢴЯߠრڶ 1.2% 1.0% 2.6% 3.3% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԼԶΚʳ  ய࿓৫ڶऱߛඒاංᐖഏאႚׂߛඒاഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 37.6% 38.6% 41.4% 55.0% 43.8% 
ཏຏʳ 28.4% 27.5% 27.3% 14.4% 24.0% 
ྤயʳ 34.1% 32.6% 30.3% 20.0% 28.7% 
ʳࢴЯߠრڶ - 1.2% 1.0% 10.6% 3.5% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 54.8% 48.1% 43.2% 41.4% 36.0% 43.8% 
ཏຏʳ 14.7% 24.7% 25.2% 28.5% 25.2% 24.0% 
ྤயʳ 15.1% 22.5% 30.3% 29.8% 38.5% 28.7% 
ʳࢴЯߠრڶ 15.3% 4.6% 1.3% 0.3% 0.4% 3.5% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 40.7% 50.9% 36.5% 37.6% 43.8% 
ཏຏʳ 27.9% 19.9% 30.2% 27.2% 24.0% 
ྤயʳ 29.7% 22.5% 32.2% 34.4% 28.7% 
ʳࢴЯߠრڶ 1.6% 6.7% 1.1% 0.8% 3.5% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 40.7% 36.4% 49.9% 53.3% 46.2% 43.8% 
ཏຏʳ 26.3% 29.2% 23.0% 14.9% 18.6% 24.0% 
ྤயʳ 31.9% 34.0% 19.4% 21.4% 31.5% 28.7% 
ʳࢴЯߠრڶ 1.1% 0.4% 7.7% 10.3% 3.6% 3.5% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 39.4% 40.5% 43.3% 43.8% 
ཏຏʳ 25.0% 29.1% 24.9% 24.0% 
ྤயʳ 35.1% 30.0% 28.8% 28.7% 
ʳࢴЯߠრڶ 0.6% 0.4% 3.0% 3.5% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԼΚʳ  ய࿓৫ڶऱߛඒاጻՂሏᚭංᐖഏא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 28.7% 38.5% 42.5% 45.3% 40.2% 
ཏຏʳ 38.0% 34.0% 30.5% 15.8% 28.6% 
ྤயʳ 33.3% 26.6% 23.4% 19.5% 24.7% 
ʳࢴЯߠრڶ - 0.9% 3.5% 19.4% 6.6% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 44.8% 49.5% 41.2% 37.2% 32.4% 40.2% 
ཏຏʳ 14.8% 20.7% 31.8% 36.4% 32.5% 28.6% 
ྤயʳ 17.3% 21.9% 23.9% 24.2% 32.7% 24.7% 
ʳࢴЯߠრڶ 23.1% 7.8% 3.1% 2.2% 2.3% 6.6% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 42.7% 46.3% 33.7% 33.7% 40.2% 
ཏຏʳ 31.4% 21.2% 33.7% 35.7% 28.6% 
ྤயʳ 23.0% 20.3% 30.7% 28.9% 24.7% 
ʳࢴЯߠრڶ 2.9% 12.2% 1.8% 1.8% 6.6% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 40.0% 28.3% 48.0% 41.6% 40.4% 40.2% 
ཏຏʳ 30.9% 38.7% 24.3% 17.5% 27.5% 28.6% 
ྤயʳ 26.4% 32.9% 17.0% 18.9% 26.9% 24.7% 
ʳࢴЯߠრڶ 2.7% - 10.7% 21.9% 5.2% 6.6% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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।ԲԼΚʳ  ய࿓৫ڶऱߛඒاංᐖഏܫऱᐖڤנጻీᐘא
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 21.1% 29.2% 31.6% 41.7% 32.1% 
ཏຏʳ 28.7% 31.5% 33.6% 16.8% 27.7% 
ྤயʳ 50.2% 38.5% 32.5% 20.2% 33.5% 
ʳࢴЯߠრڶ - 0.8% 2.3% 21.4% 6.7% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 46.2% 36.9% 31.2% 29.4% 22.7% 32.1% 
ཏຏʳ 14.5% 27.4% 29.6% 33.3% 30.3% 27.7% 
ྤயʳ 14.4% 28.1% 36.0% 35.1% 45.2% 33.5% 
ʳࢴЯߠრڶ 25.0% 7.6% 3.2% 2.1% 1.8% 6.7% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 29.3% 40.2% 31.3% 24.4% 32.1% 
ཏຏʳ 31.8% 24.1% 32.0% 30.8% 27.7% 
ྤயʳ 36.9% 22.9% 33.8% 43.1% 33.5% 
ʳࢴЯߠრڶ 2.0% 12.8% 2.9% 1.7% 6.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 29.6% 21.3% 42.0% 38.3% 34.3% 32.1% 
ཏຏʳ 30.6% 30.1% 27.0% 15.9% 27.9% 27.7% 
ྤயʳ 37.7% 48.6% 20.6% 20.9% 31.4% 33.5% 
ʳࢴЯߠრڶ 2.1% - 10.3% 24.9% 6.4% 6.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 25.8% 30.9% 34.9% 32.1% 
ཏຏʳ 30.8% 31.8% 28.8% 27.7% 
ྤயʳ 42.6% 36.5% 30.3% 33.5% 
ʳࢴЯߠრڶ 0.9% 0.8% 6.0% 6.7% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԲԼԫΚʳ  ڤᑓߛඒاயංᐖഏڶृ༼֗ऱ࠹הࠡ
ʳ ᜔ૠʳ

ႚᐾտʳ 9.6% 
Яᠧʳ 5.1% 
ֆ٥ٌຏʳ 2.4% 
ધ࢚Я௧Яᖩᠰʳ 1.7% 
ႚᐾտʳהࠡ 1.5% 

ඒߛΰץਔᖂீ֗୮அඒߛαʳ 19.9% 
ᖂீඒߛΰץਔංᐖႚЯᝑஆЯᓰ؆೯αʳ 10.7% 
ᖂீᓰ࿓ʳ 9.3% 
ʳߛඒהࠡ 1.9% 

ංᐖ೯ʳ 5.2% 
ቯڣဎЯᦝۯሏᚭЯ।ዝʳ 2.3% 
ֆฒᝑஆʳ 1.0% 
ංᐖ೯ʳהࠡ 2.2% 

ऄʳֱהࠡ 5.3% 
ऄʳֱהࠡڶ 22.6% 
լवሐЯࢴʳ 51.1% 

 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ႚᐾտʳ 12.1% 10.3% 10.8% 6.3% 9.6% 
Яᠧʳ 4.4% 5.2% 5.9% 4.3% 5.1% 

ඒߛΰץਔᖂீ֗୮அඒߛαr 22.3% 16.3% 24.8% 16.9% 19.9% 
ᖂீᓰ࿓ʳ 10.5% 6.8% 13.0% 6.9% 9.3% 

ංᐖ೯ʳ 2.5% 5.5% 5.8% 4.1% 5.2% 
ऄʳֱהࠡ 5.5% 5.3% 5.4% 5.1% 5.3% 
ऄʳֱהࠡڶ 23.3% 21.8% 26.4% 19.1% 22.6% 
լवሐЯࢴʳ 46.4% 53.3% 44.8% 58.2% 51.1% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

ႚᐾտʳ 4.9% 9.8% 11.8% 11.7% 8.5% 9.6% 
Яᠧʳ 2.8% 7.3% 6.7% 5.3% 3.1% 5.1% 

ඒߛΰץਔᖂீ֗

୮அඒߛαʳ
9.2% 14.7% 21.1% 24.7% 24.9% 19.9% 

ᖂீᓰ࿓ʳ 4.0% 8.0% 9.2% 9.8% 13.5% 9.3% 
ංᐖ೯ʳ 4.6% 3.2% 5.5% 6.1% 5.8% 5.2% 
ऄʳֱהࠡ 2.8% 3.4% 5.4% 4.7% 8.5% 5.3% 
ऄʳֱהࠡڶ 17.4% 27.0% 24.1% 23.2% 21.1% 22.6% 
լवሐЯࢴʳ 70.1% 53.4% 47.1% 46.1% 46.2% 51.1% 



ֆاඒࡡߛᄎഏاඒߛංᐖ೯რߠᓳ                                   
   
 

Consumer Search  ร 75 

।ԲԼԲΚʳ  ֗༽Ωรԫڤංᐖᑓߛඒاயऱഏڶृᎁ࠹
ʳ ᜔ૠʳ

ႚᐾտʳ 75.0% 
ሽီᆏؾЯሽီႚׂʳ 48.7% 
ሽီംֺʳ 6.8% 
ጻʳ 6.4% 
ሽႚʳ 3.4% 
Я്ʳםढЯ՛ע 2.6% 
ጻՂሏᚭʳ 2.2% 
ጻీᐖܫЯႚʳ 2.1% 
ႚׂʳߛඒاഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍ 1.9% 
ႚᐾտʳהࠡ 1.0% 

ඒߛΰץਔᖂீ֗୮அඒߛαʳ 5.0% 
ᖂீᓰ࿓ʳ 1.9% 
ʳߛඒהࠡ 3.1% 

ංᐖ೯ʳ 3.0% 
୶ᥦЯֺʳ 2.4% 
ංᐖ೯ʳהࠡ 0.6% 

փੌٌچቸЯᨠ٠ளሏʳ 6.6% 
࿇ਙࢌ೯ЯਜԵࠦʳ 1.3% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 1.2% 
ऄʳֱהࠡ 0.7% 
լवሐЯࢴʳ 7.1% 

 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ႚᐾտʳ 71.4% 76.3% 79.9% 70.3% 75.0% 
ሽီᆏؾЯሽီႚׂʳ 40.8% 46.1% 54.8% 48.5% 48.7% 
ሽီംֺʳ 7.0% 5.7% 8.0% 6.7% 6.8% 
ጻʳ 7.0% 8.8% 6.0% 4.2% 6.4% 
ሽႚʳ 2.7% 3.5% 2.5% 4.7% 3.4% 

ඒߛΰץਔᖂீ֗୮அඒߛαr 1.0% 4.3% 5.8% 7.1% 5.0% 
ංᐖ೯ʳ 5.6% 2.8% 2.9% 1.8% 3.0% 
փੌٌچቸЯᨠ٠ளሏʳ 16.2% 7.7% 3.2% 4.0% 6.6% 
࿇ਙࢌ೯ЯਜԵࠦʳ 1.2% 2.0% 1.1% 1.0% 1.3% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 1.3% 2.0% 0.5% 1.3% 1.2% 
ऄʳֱהࠡ 2.6% 4.8% 5.6% 13.3% 0.7% 
լवሐЯࢴʳ 0.7% 0.1% 1.0% 1.1% 7.1% 
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ඒߛ࿓৫ʳ
ʳ

՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ
᜔ૠʳ

ႚᐾտʳ 68.9% 77.6% 81.3% 75.2% 69.3% 75.0% 
ሽီᆏؾЯሽ

ီႚׂʳ
46.2% 53.6% 52.4% 47.2% 43.5% 48.7% 

ሽီംֺʳ 8.2% 5.1% 7.2% 7.5% 5.9% 6.8% 
ጻʳ 4.1% 6.4% 6.6% 9.1% 5.8% 6.4% 
ሽႚʳ 0.6% 1.3% 2.5% 2.2% 2.1% 3.4% 

ඒߛΰץਔᖂீ֗

୮அඒߛαʳ
4.6% 6.0% 5.5% 4.4% 4.6% 5.0% 

ංᐖ೯ʳ 2.0% 3.5% 2.5% 3.5% 3.7% 3.0% 
փੌٌچቸЯᨠ

٠ளሏʳ
3.8% 2.8% 4.4% 10.6% 10.3% 6.6% 

࿇ਙࢌ೯Я

ਜԵࠦʳ
1.5% 0.7% 1.1% 1.2% 2.0% 1.3% 

ഏاඒ܍ߛ၄ᓰ

࿓ʳ
0.7% 1.2% 1.2% 1.3% 1.6% 1.2% 

ऄʳֱהࠡ 17.6% 7.6% 3.5% 3.4% 7.1% 0.7% 
լवሐ˂ࢴʳ 0.9% 0.5% 0.5% 0.4% 1.3% 7.1% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ

բദʳ

ྤՖʳ

ദʳآ

ྤՖʳ

᜔ૠʳ

ႚᐾտʳ 80.0% 75.1% 79.2% 72.6% 75.0% 
ሽီᆏؾЯሽီႚׂʳ 52.3% 51.8% 55.2% 42.9% 48.7% 
ሽီംֺʳ 8.1% 7.4% 5.1% 6.1% 6.8% 
ጻʳ 6.9% 5.4% 5.3% 7.8% 6.4% 
ሽႚʳ 3.3% 3.3% 2.0% 3.6% 3.4% 

ඒߛΰץਔᖂீ֗୮அඒߛαr 5.2% 6.5% 4.6% 3.1% 5.0% 
ංᐖ೯ʳ 2.1% 2.2% 1.2% 4.5% 3.0% 
փੌٌچቸЯᨠ٠ளሏʳ 4.9% 3.3% 7.0% 11.1% 6.6% 
࿇ਙࢌ೯ЯਜԵࠦʳ 1.4% 1.1% 1.8% 1.4% 1.3% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 0.7% 1.0% 1.5% 1.6% 1.2% 
ऄʳֱהࠡ 4.9% 9.6% 4.2% 5.3% 0.7% 
լवሐЯࢴʳ 0.8% 1.1% 0.4% 0.4% 7.1% 
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ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ႚᐾտʳ 76.2% 72.7% 78.0% 69.8% 74.8% 75.0% 
ሽီᆏؾЯሽီ

ႚׂʳ
49.8% 41.4% 49.4% 49.7% 46.9% 48.7% 

ሽီംֺʳ 6.3% 7.7% 10.2% 4.7% 6.9% 6.8% 
ጻʳ 7.4% 7.0% 5.3% 4.3% 4.3% 6.4% 
ሽႚʳ 2.9% 3.6% 3.4% 4.3% 4.4% 3.4% 

ඒߛΰץਔᖂீ֗

୮அඒߛαʳ
4.8% 0.7% 6.5% 6.6% 7.3% 5.0% 

ංᐖ೯ʳ 3.0% 5.6% 1.8% 1.9% 4.0% 3.0% 
փੌٌچቸЯᨠ٠

ளሏʳ
7.0% 15.5% 2.9% 3.9% 2.2% 6.6% 

࿇ਙࢌ೯Я

ਜԵࠦʳ
1.6% 1.0% 1.5% 0.6% 0.8% 1.3% 

ഏاඒ܍ߛ၄ᓰ࿓ʳ 1.5% 1.9% 0.4% 0.9% 1.2% 1.2% 
ऄʳֱהࠡ 0.7% 0.4% 0.6% 1.4% 0.5% 0.7% 
լवሐЯࢴʳ 5.4% 2.1% 8.3% 14.9% 9.2% 7.1% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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।ԲԼԿΚʳ  ֗༽ڶࢬΩڤංᐖᑓߛඒاயऱഏڶृᎁ࠹
ʳ ᜔ૠʳ

ႚᐾտʳ 84.3% 
ሽီᆏؾЯሽီႚׂʳ 64.5% 
ሽႚʳ 19.2% 
ጻʳ 17.6% 
ሽီംֺʳ 16.6% 
Я്ʳםढЯ՛ע 10.3% 
ጻՂሏᚭʳ 7.4% 
ႚׂʳߛඒاഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍ 7.0% 
ጻీᐖܫЯႚʳ 6.3% 
Яᠧʳ 3.3% 
ֆ٥ٌຏʳ 1.2% 
ႚᐾտʳהࠡ 1.3% 

ංᐖ೯ʳ 11.2% 
୶ᥦЯֺʳ 8.6% 
ංᐖ೯ʳהࠡ 2.8% 

ඒߛΰץਔᖂீ֗୮அඒߛαʳ 9.5% 
ᖂீඒߛΰץਔංᐖႚЯᓰ؆೯αʳ 4.8% 
ᖂீᓰ࿓ʳ 3.6% 
ʳߛඒהࠡ 1.9% 

փੌٌچቸЯᨠ٠ளሏʳ 11.8% 
࿇ਙࢌ೯ЯਜԵࠦʳ 4.7% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 3.6% 
ऄʳֱהࠡ 1.9% 
լवሐЯࢴʳ 32.7% 
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ʳڣ
ʳ

˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ
᜔ૠʳ

ႚᐾտʳ 86.3% 87.4% 87.4% 76.7% 84.3% 
ሽီᆏؾЯሽီႚׂʳ 57.3% 63.7% 70.4% 62.7% 64.5% 
ሽႚʳ 16.0% 21.5% 18.6% 19.5% 19.2% 
ጻʳ 17.4% 19.2% 18.8% 14.9% 17.6% 
ሽီംֺʳ 16.0% 16.1% 18.9% 15.0% 16.6% 
Я്ʳםढЯ՛ע 9.3% 7.2% 11.5% 12.9% 10.3% 
ጻՂሏᚭʳ 8.3% 8.0% 7.9% 5.7% 7.4% 
ഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍

ႚׂʳߛඒا
15.2% 7.5% 4.8% 4.6% 7.0% 

ጻీᐖܫЯႚʳ 8.0% 9.5% 4.6% 4.4% 6.3% 
Яᠧʳ 1.4% 2.6% 3.8% 4.3% 3.3% 

ංᐖ೯ʳ 12.8% 9.6% 13.2% 9.8% 11.2% 
୶ᥦЯֺʳ 9.7% 8.4% 10.4% 6.2% 8.6% 

ඒߛΰץਔᖂீ֗୮அඒߛαr 3.1% 7.9% 12.0% 11.8% 9.5% 
ᖂீᓰ࿓ʳ 0.8% 3.0% 4.9% 4.1% 3.6% 

փੌٌچቸЯᨠ٠ளሏʳ 23.7% 12.8% 8.8% 7.7% 11.8% 
࿇ਙࢌ೯ЯਜԵࠦʳ 5.4% 5.6% 4.6% 3.3% 4.7% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 3.7% 4.2% 2.9% 3.7% 3.6% 
ऄʳֱהࠡ 0.9% 1.2% 2.6% 2.3% 1.9% 
լवሐЯࢴʳ 27.5% 31.4% 29.7% 39.7% 32.7% 
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ඒߛ࿓৫ʳ
ʳ

՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ
᜔ૠʳ

ႚᐾտʳ 73.6% 84.9% 90.1% 88.0% 80.3% 84.3% 
ሽီᆏؾЯሽ

ီႚׂʳ
57.6% 70.0% 69.6% 63.8% 59.7% 64.5% 

ሽႚʳ 19.7% 18.3% 19.2% 19.2% 19.6% 19.2% 
ጻʳ 15.6% 20.9% 17.2% 21.0% 15.1% 17.6% 
ሽီംֺʳ 16.9% 16.0% 16.7% 17.2% 16.0% 16.6% 
םढЯ՛ע

Я്ʳ
10.0% 13.9% 9.8% 9.0% 10.3% 10.3% 

ጻՂሏᚭʳ 5.5% 8.0% 9.1% 6.8% 6.6% 7.4% 
ሽ࣋ᚭೃᐾ࣍

ᐙছᐾ࣋ഏا

ඒߛႚׂʳ
4.0% 4.8% 8.6% 8.1% 7.6% 7.0% 

ጻీᐖܫЯ

ႚʳ
4.5% 5.2% 6.5% 6.6% 7.9% 6.3% 

Яᠧʳ 2.4% 5.1% 3.3% 2.9% 2.9% 3.3% 
ංᐖ೯ʳ 7.6% 11.1% 10.7% 14.0% 12.5% 11.2% 
୶ᥦЯֺʳ 4.6% 7.7% 8.5% 11.2% 10.2% 8.6% 

ඒߛΰץਔᖂீ֗

୮அඒߛαʳ
7.7% 10.3% 9.3% 9.3% 10.4% 9.5% 

ᖂீᓰ࿓ʳ 2.1% 2.8% 4.2% 3.0% 4.7% 3.6% 
փੌٌچቸЯᨠ

٠ளሏʳ
7.0% 4.9% 9.9% 16.3% 18.2% 11.8% 

࿇ਙࢌ೯Я

ਜԵࠦʳ
3.9% 3.2% 4.3% 4.7% 6.6% 4.7% 

ഏاඒ܍ߛ၄ᓰ

࿓ʳ
3.5% 2.6% 4.0% 3.6% 3.7% 3.6% 

ऄʳֱהࠡ 1.7% 1.0% 1.7% 1.3% 3.2% 1.9% 
լवሐЯࢴʳ 48.2% 30.0% 29.3% 29.4% 30.5% 32.7% 
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Ֆڣʳ
ʳ

˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ
᜔ૠʳ

ႚᐾտʳ 88.3% 82.0% 87.1% 85.0% 84.3% 
ሽီᆏؾЯሽီႚׂʳ 66.6% 67.4% 68.5% 60.3% 64.5% 
ሽႚʳ 21.8% 18.0% 18.1% 20.0% 19.2% 
ጻʳ 17.7% 17.0% 18.9% 18.5% 17.6% 
ሽီംֺʳ 19.6% 17.1% 15.6% 14.6% 16.6% 
Я്ʳםढЯ՛ע 13.3% 11.8% 8.1% 8.4% 10.3% 
ጻՂሏᚭʳ 9.6% 6.6% 6.2% 7.5% 7.4% 
ഏ࣋ሽᐙছᐾ࣋ᚭೃᐾ࣍

ႚׂʳߛඒا
4.2% 4.3% 7.6% 11.2% 7.0% 

ጻీᐖܫЯႚʳ 7.9% 4.9% 9.0% 6.9% 6.3% 
Яᠧʳ 2.4% 4.3% 4.7% 2.2% 3.3% 

ංᐖ೯ʳ 10.7% 10.6% 11.3% 12.2% 11.2% 
୶ᥦЯֺʳ 9.7% 7.4% 8.4% 9.6% 8.6% 

ඒߛΰץਔᖂீ֗୮அඒߛαr 10.0% 12.2% 10.7% 5.9% 9.5% 
ᖂீᓰ࿓ʳ 4.3% 4.6% 2.9% 2.1% 3.6% 

փੌٌچቸЯᨠ٠ளሏʳ 10.6% 7.6% 12.6% 17.4% 11.8% 
࿇ਙࢌ೯ЯਜԵࠦʳ 5.8% 3.3% 6.9% 5.1% 4.7% 
ഏاඒ܍ߛ၄ᓰ࿓ʳ 3.6% 3.5% 3.4% 3.5% 3.6% 
ऄʳֱהࠡ 2.7% 2.1% 1.6% 1.4% 1.9% 
լवሐЯࢴʳ 28.3% 34.7% 28.2% 32.0% 32.7% 
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ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ႚᐾտʳ 86.5% 86.4% 84.2% 75.4% 83.5% 84.3% 
ሽီᆏؾЯሽီ

ႚׂʳ
65.7% 58.3% 67.1% 62.3% 64.2% 64.5% 

ሽႚʳ 19.4% 16.5% 19.8% 20.5% 18.3% 19.2% 
ጻʳ 18.6% 17.7% 17.5% 14.1% 17.4% 17.6% 
ሽီംֺʳ 16.2% 18.1% 23.0% 11.9% 14.1% 16.6% 
ЯםढЯ՛ע

്ʳ
9.4% 9.0% 11.2% 14.8% 7.9% 10.3% 

ጻՂሏᚭʳ 6.9% 9.9% 8.5% 6.3% 7.9% 7.4% 
ሽᐙ࣋ᚭೃᐾ࣍

ছᐾ࣋ഏاඒߛ

ႚׂʳ
7.1% 15.0% 4.2% 3.5% 7.4% 7.0% 

ጻీᐖܫЯႚʳ 6.3% 7.4% 7.9% 4.1% 7.0% 6.3% 
Яᠧʳ 3.2% 0.8% 3.2% 4.8% 3.9% 3.3% 

ංᐖ೯ʳ 11.8% 13.5% 7.6% 11.2% 10.9% 11.2% 
୶ᥦЯֺʳ 9.8% 10.3% 5.5% 6.5% 7.9% 8.6% 

ඒߛΰץਔᖂீ֗

୮அඒߛαʳ
10.1% 3.9% 11.3% 9.0% 10.1% 9.5% 

ᖂீᓰ࿓ʳ 4.1% 1.1% 3.7% 3.1% 4.2% 3.6% 
փੌٌچቸЯᨠ٠

ளሏʳ
12.0% 23.8% 7.5% 7.5% 9.7% 11.8% 

࿇ਙࢌ೯Я

ਜԵࠦʳ
5.3% 4.3% 4.7% 3.4% 2.4% 4.7% 

ഏاඒ܍ߛ၄ᓰ࿓ʳ 3.8% 4.3% 2.8% 3.4% 3.2% 3.6% 
ऄʳֱהࠡ 2.2% 0.7% 1.7% 2.4% 0.5% 1.9% 
լवሐЯࢴʳ 31.3% 27.8% 31.1% 42.1% 33.4% 32.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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।ԲԼΚʳ  ᓰᠲߛඒاृტᘋᔊऱഏ࠹
ʳ ᜔ૠʳ

խഏऱ່ᄅ࿇୶ΰᄅፊழࠃαʳ 5.6% 
խഏ࿇୶उʳ 41.3% 
षᄎʳ֗سا 20.5% 
ਙए֗ऄ৳ΰਙЯ؆ٌЯԳᦞαʳ 16.3% 
ᆖᛎʳ 15.8% 
ઝݾ࿇୶ʳ 3.9% 
ඒߛʳ 3.2% 
ٌຏЯഗ৬Яৄؑ࿇୶ʳ 1.4% 
ਙࢌਮዌʳ 1.3% 
૨ࠃʳ 1.1% 
խഏ࿇୶उʳהࠡ 1.9% 

խဎ֮֏ʳ 40.1% 
ᖵ֮֏ʳ 25.8% 
ଅՒԳൣΰاගЯֱچઊٝαʳ 10.0% 
ளሏᑷរЯپ໘नᑗʳ 7.7% 
ʳچ 2.6% 
ഏጰʳΰڕˍʳ Яխ᠔ᢐЯಁᆺαʳ֛פ 2.4% 
ᖂЯ֮ᖂʳ 1.2% 
ႚอ৸უЯሐᐚᏝଖᨠʳ 1.1% 
ʳ᠌ײټ 1.0% 
խဎ֮֏ʳהࠡ 2.7% 

լवሐЯࢴЯࠡהʳ 32.7% 
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ʳڣ
ʳ

˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ
᜔ૠʳ

խഏऱ່ᄅ࿇୶ΰᄅፊழࠃαr 3.9% 4.5% 6.5% 6.6% 5.6% 
խഏ࿇୶उʳ 40.5% 41.3% 46.0% 36.9% 41.3% 
षᄎʳ֗سا 13.4% 18.3% 25.6% 21.2% 20.5% 
ਙए֗ऄ৳ΰਙЯ؆ٌ

ЯԳᦞαʳ
18.2% 16.9% 17.2% 14.0% 16.3% 

ᆖᛎʳ 16.3% 16.3% 20.3% 10.1% 15.8% 
ઝݾ࿇୶ʳ 4.9% 3.7% 3.8% 3.6% 3.9% 
խഏ࿇୶उʳהࠡ 1.8% 1.3% 2.3% 2.0% 1.9% 

խဎ֮֏ʳ 54.4% 42.8% 39.7% 30.0% 40.1% 
ᖵ֮֏ʳ 38.9% 28.3% 25.5% 16.2% 25.8% 
ଅՒԳൣΰاගЯֱچઊ

ٝαʳ
15.6% 11.1% 9.3% 6.5% 10.0% 

ளሏᑷរЯپ໘नᑗʳ 8.3% 6.8% 8.8% 6.8% 7.7% 
խဎ֮֏ʳהࠡ 4.8% 2.3% 2.5% 2.3% 2.7% 

լवሐЯࢴЯࠡהʳ 22.5% 31.7% 31.8% 42.9% 32.7% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

խഏऱ່ᄅ࿇୶

ΰᄅፊழࠃαʳ
5.8% 4.6% 5.8% 8.0% 3.2% 5.6% 

խഏ࿇୶उʳ 24.5% 38.5% 38.6% 46.6% 54.0% 41.3% 
षᄎʳ֗سا 16.3% 22.4% 17.8% 19.7% 26.8% 20.5% 
ਙए֗ऄ৳ΰਙ

Я؆ٌЯԳ

ᦞαʳ
6.3% 13.9% 14.2% 22.0% 23.1% 16.3% 

ᆖᛎʳ 5.6% 12.3% 13.4% 20.3% 24.6% 15.8% 
ઝݾ࿇୶ʳ 2.2% 3.3% 4.8% 4.3% 3.7% 3.9% 
խഏ࿇୶הࠡ

उʳ
1.5% 1.7% 2.0% 1.1% 2.8% 1.9% 

խဎ֮֏ʳ 24.2% 35.2% 43.3% 44.1% 46.6% 40.1% 
ᖵ֮֏ʳ 12.1% 21.9% 29.3% 28.7% 30.1% 25.8% 
ଅՒԳ ΰൣاග

Яֱچઊٝαʳ
4.8% 7.2% 9.6% 12.0% 14.1% 10.0% 

ளሏᑷរЯپ

໘नᑗʳ
7.8% 6.9% 8.3% 7.2% 7.5% 7.7% 

խဎ֮֏ʳהࠡ 1.0% 1.2% 3.5% 4.2% 2.7% 2.7% 
լवሐЯࢴЯ

ʳהࠡ
56.4% 39.7% 33.4% 24.5% 21.6% 32.7% 
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Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ

բദʳ

ྤՖʳ

ദʳآ

ྤՖʳ

᜔ૠʳ

խഏऱ່ᄅ࿇୶ΰᄅፊழࠃαr 6.9% 6.7% 4.3% 4.1% 5.6% 
խഏ࿇୶उʳ 42.8% 40.2% 41.2% 43.0% 41.3% 
षᄎʳ֗سا 20.6% 22.4% 23.2% 18.2% 20.5% 
ਙए֗ऄ৳ΰਙЯ؆ٌ

ЯԳᦞαʳ
14.4% 14.9% 19.3% 18.9% 16.3% 

ᆖᛎʳ 21.5% 13.8% 14.1% 16.2% 15.8% 
ઝݾ࿇୶ʳ 5.0% 3.5% 3.6% 3.8% 3.9% 
խഏ࿇୶उʳהࠡ 1.7% 2.2% 2.4% 1.6% 1.9% 

խဎ֮֏ʳ 39.6% 33.8% 44.4% 47.9% 40.1% 
ᖵ֮֏ʳ 26.9% 20.4% 26.2% 32.1% 25.8% 
ଅՒԳൣΰاගЯֱچઊ

ٝαʳ
9.6% 7.2% 11.6% 13.7% 10.0% 

ளሏᑷរЯپ໘नᑗʳ 6.9% 7.9% 10.4% 7.6% 7.7% 
խဎ֮֏ʳהࠡ 2.5% 2.3% 2.1% 3.4% 2.7% 

լवሐЯࢴЯࠡהʳ 34.5% 38.4% 31.6% 26.2% 32.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

խഏऱ່ᄅ࿇୶

ΰᄅፊழࠃαʳ
5.3% 3.8% 6.1% 6.6% 7.7% 5.6% 

խഏ࿇୶उʳ 45.4% 41.2% 31.5% 37.2% 37.8% 41.3% 
षᄎʳ֗سا 22.5% 12.8% 18.6% 19.2% 24.2% 20.5% 
ਙए֗ऄ৳ΰਙ

Я؆ٌЯԳ

ᦞαʳ
18.4% 18.7% 9.8% 14.3% 13.5% 16.3% 

ᆖᛎʳ 18.6% 16.4% 10.7% 9.9% 16.3% 15.8% 
ઝݾ࿇୶ʳ 3.7% 5.3% 3.3% 3.4% 5.5% 3.9% 
խഏ࿇୶הࠡ

उʳ
2.2% 1.3% 1.0% 2.1% 1.4% 1.9% 

խဎ֮֏ʳ 43.7% 53.3% 28.8% 30.2% 36.1% 40.1% 
ᖵ֮֏ʳ 29.3% 38.2% 17.6% 13.0% 23.3% 25.8% 
ଅՒԳൣΰاග

Яֱچઊٝαʳ
11.1% 13.8% 5.9% 8.4% 5.9% 10.0% 

ளሏᑷរЯپ໘

नᑗʳ
7.8% 8.0% 7.9% 6.3% 8.3% 7.7% 

խဎ֮֏ʳהࠡ 2.5% 4.4% 2.1% 3.7% 1.1% 2.7% 
լवሐЯࢴЯࠡ

ʳה
28.1% 22.4% 50.6% 43.2% 36.5% 32.7% 

ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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ᄐʳ
ʳ

۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ
᜔ૠʳ

խഏऱ່ᄅ࿇୶ΰᄅፊழࠃαʳ 5.5% 5.5% 4.7% 5.6% 
խഏ࿇୶उʳ 53.3% 37.7% 41.8% 41.3% 
षᄎʳ֗سا 26.2% 17.1% 23.3% 20.5% 
ਙए֗ऄ৳ΰਙЯ؆ٌЯ

Գᦞαʳ
23.8% 14.4% 14.3% 16.3% 

ᆖᛎʳ 23.8% 16.4% 12.2% 15.8% 
ઝݾ࿇୶ʳ 4.0% 3.5% 3.4% 3.9% 
խഏ࿇୶उʳהࠡ 3.3% 0.9% 2.0% 1.9% 

խဎ֮֏ʳ 48.4% 45.0% 33.3% 40.1% 
ᖵ֮֏ʳ 33.3% 31.3% 19.0% 25.8% 
ଅՒԳ ΰൣاගЯֱچઊٝαr 14.2% 10.5% 6.2% 10.0% 
ளሏᑷរЯپ໘नᑗʳ 8.8% 6.7% 7.7% 7.7% 
խဎ֮֏ʳהࠡ 2.8% 2.5% 1.9% 2.7% 

լवሐЯࢴЯࠡהʳ 20.4% 32.8% 35.5% 32.7% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ
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।ԲԼնΚʳ ൕ ڣ2009  ृ࠹མመഏዚႚׂऱآছַΔመ֗ؾ10ִࠩ
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

መመʳڶ 75.9% 72.4% 73.9% 60.4% 70.1% 
መʳڶ 24.1% 27.6% 26.1% 39.6% 29.9% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

መʳڶ 54.1% 64.3% 75.6% 77.3% 22.7% 70.1% 
መʳڶ 45.9% 35.7% 24.4% 22.7% 30.3% 29.9% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

መʳڶ 60.4% 74.1% 66.4% 70.1% 
መʳڶ 39.6% 25.9% 33.6% 29.9% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

መʳڶ 80.7% 65.3% 73.8% 71.6% 70.1% 
መʳڶ 19.3% 34.7% 26.2% 28.4% 29.9% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

መʳڶ 72.4% 77.4% 68.4% 60.7% 64.8% 70.1% 
መʳڶ 27.6% 22.6% 31.6% 39.6% 35.2% 29.9% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

መʳڶ 67.5% 66.3% 70.7% 75.7% 70.1% 
መʳڶ 32.5% 33.7% 29.3% 24.3% 29.9% 
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।ԲԼքΚʳ མመഏዚႚׂऱ࠹ृڇመװԫଡִփഏዚႚׂऱڻᑇ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

መʳڶ 5.4% 9.1% 6.8% 4.4% 6.7% 
˄ ʳڻ 3.8% 8.1% 4.7% 3.6% 5.2% 
˅ ʳڻ 9.5% 12.6% 10.4% 7.0% 10.0% 
ˆ ʳڻ 9.9% 9.4% 9.5% 5.3% 8.6% 
ˇ ʳڻ 5.6% 4.5% 4.4% 2.2% 4.1% 
ˈ ʳڻ 9.4% 8.0% 7.1% 4.8% 7.3% 
ˉˀ˄˃ ʳڻ 17.4% 20.7% 17.8% 14.8% 17.9% 
˄˄ˀ˄ˈ ʳڻ 10.6% 6.7% 9.7% 6.8% 8.4% 
˄ˉˀ˅˃ ʳڻ 9.1% 8.9% 12.1% 15.2% 11.4% 
˅˄ˀ˅ˈ ʳڻ 4.8% 3.0% 4.1% 6.7% 4.5% 
˅ˉˀˆ˃ ʳڻ 8.8% 3.9% 7.4% 14.3% 8.2% 
ˑˆ˃ ʳڻ 2.9% 1.2% 2.7% 6.5% 3.2% 
լवሐʳ 2.8% 3.9% 3.3% 8.3% 4.5% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

መʳڶ 3.9% 5.0% 6.0% 6.5% 10.0% 6.7% 
˄ ʳڻ 2.4% 3.8% 4.0% 6.0% 8.5% 5.2% 
˅ ʳڻ 9.5% 6.7% 9.5% 10.7% 12.3% 10.0% 
ˆ ʳڻ 5.9% 9.4% 8.8% 8.0% 9.6% 8.6% 
ˇ ʳڻ 2.5% 2.0% 4.7% 4.1% 5.2% 4.1% 
ˈ ʳڻ 4.3% 5.9% 6.9% 8.8% 9.0% 7.3% 
ˉˀ˄˃ ʳڻ 10.8% 18.4% 17.7% 19.7% 19.4% 17.9% 
˄˄ˀ˄ˈ ʳڻ 8.6% 9.8% 9.8% 7.4% 6.3% 8.4% 
˄ˉˀ˅˃ ʳڻ 17.1% 12.2% 11.7% 12.3% 7.1% 11.4% 
˅˄ˀ˅ˈ ʳڻ 5.6% 7.2% 4.5% 5.4% 1.7% 4.5% 
˅ˉˀˆ˃ ʳڻ 16.0% 11.3% 8.2% 5.1% 5.5% 8.2% 
ˑˆ˃ ʳڻ 4.9% 3.5% 3.3% 3.3% 2.0% 3.2% 
լवሐʳ 8.6% 4.9% 4.7% 2.5% 3.5% 4.5% 
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।ԲԼԮΚʳ  ृኙഏዚႚׂऱᦟ࿓৫࠹
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

ॺൄᦟʳ 1.4% 3.6% 7.2% 12.3% 6.4% 
ᦟʳ 21.9% 23.5% 36.1% 44.3% 32.0% 
ཏຏʳ 63.9% 60.3% 49.4% 35.1% 51.4% 
լᦟʳ 6.5% 6.1% 4.1% 3.2% 5.0% 
ॺൄլᦟʳ 5.8% 5.8% 2.9% 3.1% 4.3% 
լवሐЯࢴʳ 0.4% 0.6% 0.3% 2.0% 0.8% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

ॺൄᦟʳ 14.2% 9.1% 5.7% 5.0% 3.4% 6.4% 
ᦟʳ 48.1% 39.8% 31.1% 29.0% 23.1% 32.0% 
ཏຏʳ 32.5% 46.1% 55.0% 58.0% 54.3% 51.4% 
լᦟʳ 2.2% 2.5% 4.5% 3.9% 8.8% 5.0% 
ॺൄլᦟʳ 1.8% 2.5% 3.1% 3.8% 8.6% 4.3% 
լवሐЯࢴʳ 1.1% - 0.6% 0.3% 1.9% 0.8% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

ॺൄᦟʳ 11.4% 4.7% 9.1% 6.4% 
ᦟʳ 45.7% 27.4% 44.1% 32.0% 
ཏຏʳ 36.6% 56.7% 38.9% 51.4% 
լᦟʳ 2.9% 5.7% - 5.0% 
ॺൄլᦟʳ 2.3% 4.8% 6.8% 4.3% 
լवሐЯࢴʳ 1.1% 0.7% 1.1% 0.8% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

ॺൄᦟʳ 6.8% 10.9% 3.9% 2.0% 6.4% 
ᦟʳ 38.6% 41.2% 25.0% 20.4% 32.0% 
ཏຏʳ 49.0% 40.5% 58.5% 63.2% 51.4% 
լᦟʳ 3.6% 3.8% 5.6% 6.7% 5.0% 
ॺൄլᦟʳ 1.4% 2.6% 6.6% 7.0% 4.3% 
լवሐЯࢴʳ 0.5% 1.0% 0.4% 0.7% 0.8% 
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ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ॺൄᦟʳ 5.5% 1.5% 8.7% 13.1% 4.7% 6.4% 
ᦟʳ 28.7% 24.1% 40.2% 45.3% 30.9% 32.0% 
ཏຏʳ 54.7% 63.5% 46.0% 33.1% 49.5% 51.4% 
լᦟʳ 5.4% 5.9% 3.3% 3.0% 7.8% 5.0% 
ॺൄլᦟʳ 5.1% 4.7% 0.9% 3.5% 7.1% 4.3% 
լवሐЯࢴʳ 0.7% 0.3% 0.8% 2.0% - 0.8% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

ॺൄᦟʳ 4.8% 5.2% 7.2% 6.4% 
ᦟʳ 25.7% 28.7% 34.3% 32.0% 
ཏຏʳ 55.2% 59.0% 47.8% 51.4% 
լᦟʳ 6.9% 3.9% 4.6% 5.0% 
ॺൄլᦟʳ 6.7% 3.0% 4.9% 4.3% 
լवሐЯࢴʳ 0.8% 0.2% 1.2% 0.8% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

ॺൄᦟʳ 9.3% 2.9% 6.5% 6.9% 6.4% 
ᦟʳ 43.8% 18.0% 32.8% 33.7% 32.0% 
ཏຏʳ 42.2% 57.9% 52.2% 52.5% 51.4% 
լᦟʳ 2.6% 8.1% 4.5% 4.8% 5.0% 
ॺൄլᦟʳ 1.2% 11.9% 3.4% 1.4% 4.3% 
լवሐЯࢴʳ 0.9% 1.2% 0.6% 0.6% 0.8% 
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।ԲԼԶΚʳ ഏዚႚׂኙףൎؑاऱഏߪا։ऱᎁٵტऱڶய࿓৫ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 32.2% 40.9% 56.6% 71.6% 51.6% 
ཏຏʳ 40.3% 32.9% 26.4% 15.8% 28.0% 
ྤயʳ 27.3% 25.9% 16.4% 11.2% 19.8% 
ʳࢴЯߠრڶ 0.2% 0.3% 0.5% 1.5% 0.6% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 77.3% 64.0% 50.0% 48.1% 36.9% 51.6% 
ཏຏʳ 14.7% 23.2% 30.8% 30.8% 31.6% 28.0% 
ྤயʳ 6.8% 12.2% 18.4% 20.9% 31.1% 19.8% 
ʳࢴЯߠრڶ 1.3% 0.7% 0.8% 0.2% 0.5% 0.6% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

யʳڶ 67.1% 46.5% 57.8% 51.6% 
ཏຏʳ 21.0% 30.2% 29.2% 28.0% 
ྤயʳ 10.5% 22.8% 13.0% 19.8% 
ʳࢴЯߠრڶ 1.3% 0.5% - 0.6% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 56.3% 65.1% 48.8% 36.1% 51.6% 
ཏຏʳ 29.3% 20.2% 31.3% 34.1% 28.0% 
ྤயʳ 13.6% 13.7% 19.9% 29.3% 19.8% 
ʳࢴЯߠრڶ 0.7% 1.0% - 0.6% 0.6% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 45.6% 36.3% 63.8% 73.2% 52.2% 51.6% 
ཏຏʳ 30.2% 39.7% 25.9% 11.7% 24.8% 28.0% 
ྤயʳ 22.8% 23.7% 9.4% 13.2% 23.0% 19.8% 
ʳࢴЯߠრڶ 0.4% 0.3% 0.9% 2.0% - 0.6% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

யʳڶ 41.3% 46.4% 57.0% 51.6% 
ཏຏʳ 29.4% 33.0% 27.7% 28.0% 
ྤயʳ 29.0% 20.6% 14.1% 19.8% 
ʳࢴЯߠრڶ 0.3% - 1.2% 0.6% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 65.4% 31.5% 53.0% 56.0% 51.6% 
ཏຏʳ 23.6% 31.5% 26.2% 29.4% 28.0% 
ྤயʳ 10.7% 36.4% 19.8% 13.9% 19.8% 
ʳࢴЯߠრڶ 0.4% 0.6% 1.0% 0.7% 0.6% 
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।ԲԼΚʳ ഏዚႚׂኙףൎؑاኙഏ୮ऱូ᥆ტऱڶய࿓৫ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 28.1% 36.5% 50.7% 67.7% 46.8% 
ཏຏʳ 38.8% 34.4% 30.0% 17.3% 29.7% 
ྤயʳ 33.0% 28.8% 19.1% 12.5% 22.7% 
ʳࢴЯߠრڶ 0.1% 0.3% 0.2% 2.5% 0.8% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 70.9% 62.2% 45.2% 42.3% 32.4% 46.8% 
ཏຏʳ 19.9% 21.1% 33.2% 32.0% 32.9% 29.7% 
ྤயʳ 7.2% 14.9% 21.2% 25.4% 34.3% 22.7% 
ʳࢴЯߠრڶ 2.1% 1.8% 0.4% 0.4% 0.5% 0.8% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

யʳڶ 65.6% 40.7% 53.4% 46.8% 
ཏຏʳ 20.4% 32.7% 29.8% 29.7% 
ྤயʳ 12.4% 26.1% 15.1% 22.7% 
ʳࢴЯߠრڶ 1.6% 0.5% 1.6% 0.8% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 50.5% 62.4% 35.3% 31.1% 46.8% 
ཏຏʳ 30.3% 21.7% 41.3% 35.6% 29.7% 
ྤயʳ 18.8% 14.5% 23.5% 32.8% 22.7% 
ʳࢴЯߠრڶ 0.4% 1.4% - 0.5% 0.8% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 41.9% 29.4% 58.9% 69.2% 50.5% 46.8% 
ཏຏʳ 32.0% 40.9% 27.1% 16.2% 21.2% 29.7% 
ྤயʳ 25.8% 29.7% 12.5% 11.8% 28.2% 22.7% 
ʳࢴЯߠრڶ 0.3% - 1.5% 2.9% - 0.8% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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ᄐʳ
ʳ

۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ
᜔ૠʳ

யʳڶ 37.1% 44.1% 47.9% 46.8% 
ཏຏʳ 30.9% 34.7% 30.1% 29.7% 
ྤயʳ 31.8% 21.1% 21.3% 22.7% 
ʳࢴЯߠრڶ 0.3% 0.1% 0.6% 0.8% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 60.0% 26.8% 50.8% 50.3% 46.8% 
ཏຏʳ 24.7% 32.4% 27.5% 32.6% 29.7% 
ྤயʳ 14.8% 40.3% 20.9% 16.2% 22.7% 
ʳࢴЯߠრڶ 0.5% 0.5% 0.9% 0.9% 0.8% 
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।ԿԼΚʳ ഏዚႚׂኙףൎؑاኙഏ୮ऱᎁᢝࡉԱᇞऱڶய࿓৫ 
ʳڣ

ʳ
˄ˈΩ˅ˇᄣʳ ˅ˈΩˆˌᄣʳ ˇ˃Ωˈˇᄣʳ ˈˈ ᄣאࢨՂʳ

᜔ૠʳ

யʳڶ 14.0% 17.7% 31.2% 57.8% 30.7% 
ཏຏʳ 43.4% 40.9% 37.6% 22.0% 35.9% 
ྤயʳ 42.4% 41.2% 30.6% 18.3% 32.7% 
ʳࢴЯߠრڶ 0.1% 0.2% 0.7% 1.9% 0.7% 

 
ඒߛ࿓৫ʳ

ʳ
՛ᖂאࢨՀʳ խԫ۟խԿʳ խ۟խնʳ ቃઝ۟റՂʳ ՕᖂאࢨՂʳ

᜔ૠʳ

யʳڶ 64.0% 44.4% 30.2% 23.9% 12.5% 30.7% 
ཏຏʳ 24.8% 33.0% 40.1% 40.2% 34.2% 35.9% 
ྤயʳ 8.3% 21.8% 29.1% 35.6% 53.0% 32.7% 
ʳࢴЯߠრڶ 2.9% 0.8% 0.6% 0.2% 0.3% 0.7% 

 
ʳچسנ

ʳ
խഏփຬʳ ଉཽʳ ؆ഏʳ

᜔ૠʳ

யʳڶ 52.9% 23.4% 37.5% 30.7% 
ཏຏʳ 28.5% 38.7% 26.8% 35.9% 
ྤயʳ 17.2% 37.5% 32.0% 32.7% 
ʳࢴЯߠრڶ 1.4% 0.4% 3.7% 0.7% 

 
Ֆڣʳ

ʳ
˄˅ ᄣאՀʳ ˄˅ ᄣאࢨՂʳ բദྤՖʳ ദྤՖʳآ

᜔ૠʳ

யʳڶ 29.5% 47.2% 20.6% 15.8% 30.7% 
ཏຏʳ 40.0% 29.9% 40.0% 39.7% 35.9% 
ྤயʳ 29.8% 21.7% 39.4% 44.2% 32.7% 
ʳࢴЯߠრڶ 0.6% 1.1% - 0.4% 0.7% 

 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

யʳڶ 24.6% 15.6% 43.2% 55.3% 34.5% 30.7% 
ཏຏʳ 36.5% 45.6% 39.8% 22.4% 30.9% 35.9% 
ྤயʳ 38.4% 38.8% 16.1% 20.2% 33.4% 32.7% 
ʳࢴЯߠრڶ 0.5% - 0.9% 2.2% 1.2% 0.7% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 
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ᄐʳ
ʳ

۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ
᜔ૠʳ

யʳڶ 17.5% 25.0% 37.4% 30.7% 
ཏຏʳ 33.9% 41.6% 34.2% 35.9% 
ྤயʳ 49.4% 33.0% 27.3% 32.7% 
ʳࢴЯߠრڶ 0.3% 0.3% 1.1% 0.7% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 
ഏٝߪاᎁٵʳ

ʳ
խഏԳʳ ଉཽԳʳ

ଉཽऱʳ

խഏԳʳ

խഏऱʳ

ଉཽԳʳ

᜔ૠʳ

யʳڶ 38.0% 17.9% 34.4% 32.9% 30.7% 
ཏຏʳ 35.8% 33.4% 36.6% 37.0% 35.9% 
ྤயʳ 25.6% 47.9% 27.5% 29.6% 32.7% 
ʳࢴЯߠრڶ 0.6% 0.8% 1.5% 0.4% 0.7% 
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।ԿԼԫΚʳ  ृኙֲ৵ऱഏዚႚׂփ୲ऱ༼ᤜ࠹
 ᜔ૠʳ

խഏउʳ 29.3% 
षᄎساउʳ 12.5% 
ʳٻ࿇୶ֱࠐآ 5.0% 
່ᄅ೯ኪʳ 4.8% 
ᔕᅇګ༉ʳΰڕˍሎαʳ 3.5% 
խ؇ساਙʳ 3.4% 
ਙएЯऄ৳ʳ 2.8% 
ᆖᛎʳ 2.4% 
ઝݾʳ 1.6% 
৬Я৬ᗰʳ 1.5% 
ඒߛʳ 1.5% 
խഏउʳהࠡ 4.1% 

խഏᖵʳ 13.7% 
ႚอ֮֏Яᢌʳ 7.3% 
ᆖᖵऱેᣄ֗ᗣᒭʳ 3.5% 
խഏउʳהࠡ 4.6% 

խഏፖଉཽʳ 5.6% 
խഏፖଉཽऱᣂএ˂ຑᢀʳ 3.3% 
ΰխഏፖଉཽαʳהࠡ 3.1% 

ʳټଅནֱچ 5.0% 
ଅՒԳൣʳΰֱچЯاගαʳ 2.6% 
ගႂʳاԳЯਙएԳढЯټ 2.6% 
ഏዚЯഏЯ֒៖ʳ 1.7% 
ЯფഏॾஒʳؓࡉᘫЯࡉ 1.4% 
ʳהࠡ 3.6% 
լवሐЯࢴʳ 48.0% 
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।ԿԼԲΚʳ ່ᔞٽᐾ࣋ഏዚႚׂऱழ 
ᆖᛎ೯ߪ։ʳ

ॺڇʳʳ
ʳڇ

ᖂسʳ ୮೭றृʳ ಯٖԳՓʳ ʳהࠡ

᜔ૠʳ

ඣڰᄅፊছʳ 6.8% 4.9% 5.0% 6.9% 7.5% 6.4% 
֑ၴᄅፊছʳ 1.5% 3.3% 3.5% 3.4% 3.0% 2.3% 
ເඡᄅፊছʳ 35.5% 40.7% 46.0% 48.3% 37.7% 39.3% 
႓८ழʳ 34.0% 34.9% 27.7% 19.8% 31.1% 31.2% 
ඡၴᄅፊছʳ 17.2% 14.5% 14.4% 12.0% 15.3% 15.7% 
ழʳהࠡ 2.7% 1.0% 2.6% 5.0% 3.9% 2.9% 
լवሐЯࢴڃʳ 2.3% 0.8% 0.9% 4.6% 1.4% 2.2% 
ုᤩΚࠡהॺڇԳՓץਔৱᄐԳՓΕࢴڃԳՓΖ 

 
ᄐʳ

ʳ
۩ਙ֗റᄐԳʳ ֮֗ᔭഇࣚ೭Գʳ ՠ֗ՠၸᐋʳݾ

᜔ૠʳ

ඣڰᄅፊছʳ 8.6% 4.0% 7.4% 6.4% 
֑ၴᄅፊছʳ 1.5% 1.5% 1.3% 2.3% 
ເඡᄅፊছʳ 30.9% 38.7% 39.6% 39.3% 
႓८ழʳ 33.6% 39.1% 28.0% 31.2% 
ඡၴᄅፊছʳ 18.2% 15.1% 18.1% 15.7% 
ழʳהࠡ 4.4% 0.8% 2.3% 2.9% 
լवሐЯࢴڃʳ 2.9% 0.8% 3.2% 2.2% 
ုᤩΚ 
۩ਙ֗റᄐԳץਔᆖΕ۩ਙԳΕറᄐԳ֗᎖ܗറᄐԳΖ 
֮֗ᔭഇࣚ೭Գץਔ֮Εࣚ೭ՠ֗܂ࢋᔭഇԳΖ 
 ਔΖץՠ֗ՠၸᐋݾ

 


