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Sampling Explanation

[1] Methods of Sampling: Multi-level Mixed Random Sampling

[2] Areas: Beijing, Shanghai, Guangzhou, Chongqing, Wuhan, Xi'an. Districts of each city conducted

research:

Dongcheng District, Xicheng District, Chongwen District,
Beijing 8 Xuanwu District, Chaoyang District, Haidian District,
Fengtai District, Shijingshan District

Huangpu District, Nanshi District, Luwan District, Xuhui
Shanghai 10 District, Changning District, Jing'an District, Putuo District,
Zhabei District, Hongkou District, Yangpu District

Dongshan District, Liwan District, Yuexiu District, Haizhu

Guangzhou 5 .
e e District, Tianhe District
. Yuzhong District, Dadukou District, Jiangbei District,

Chongqing 6 ; . . e . .
Shapingba District, Jiulongpo District, Nan'an District
Jiang'an District, Jianghan District, Qiaokou District,

Wuhan 7 Hanyang District, Wuchang District, Qingshan District,
Hongshan District

. Xincheng District, Beilin District, Lianhu District, Bagiao

Xi'an 7

District, Weiyang District, Yanta District, Yanliang District

[3] Respondents: Registered citizens aged 16-60 living in town in the above 6 cities. The sample panel is
selected based on the Neighbourhood Namelist of the 6 cities issued by the National Statistic Bureau
(Data of 1996). Age and gender are taken as the controlled variables. Samples are chosen according to
population ratio of each town and neighbourhood, first going to the neighbourhood, and to household,
and finally define the respondents by random figure.

[4] Interviewing method: Household retaining questionnaire
(Interviewers deliver and collect questionnaire within 3 days with attitude & media questions
completed on the site)

[5] Date of Conducting: Sept.24 /1998 — Nov. 11/ 1998

[6] Total Effective Samples:

Beijing 991 Shanghai 1002
Guangzhou 1000 Chongqing 576
Wuhan 602 Xi'an 599

Total: 4770
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FEEBRERZURBILAN I, AHEREEN, REEERBEMEM, BEITERNER
THEMIRGE— . EXBRGH—BAFRETTE, BEEARAF BRI EBERB P LM T H#.

(1] ABUR RN EB2RI, SBRFHRONETHRSIECRE. BF. T, BE, R, LA
w4 HRBIESER, M “O4bR (Beijing) ” . “@_L#§ (Shanghai) ” | “@"# (Guangzhou) ” |
“@EEK (Chongging) " ” “@KiX (Wuhan) " | “OER (Xi’an) " fERXFIFRE . F @ AILs
KPR 45 R 2B B

(2] 45+ 208 i A — AR 2 V80 2 Wk [5 8 T [  ) ,  32 3k BT 37 390 I B 322 1 A BT A6 T BB T, 1
OB MR 15, FBHHRBRERE=NAALWESRRIR, REFRNERE LX, 2.
VLot o A BRI 2 Sk X e T 4R o

1-5 #E, BEFERE. XUEFRERE=AFTMZK LG/ Purchasing in the Last Three Months by the Whole Sample,

Age and Gender Groups
L
#Z Sample 991 77.9 22.1
B1% Male 493 77.5 22.5
16~24 % Age ‘ 78 93.6 6.4
25~34 % Age 151 82.8 17.2
35~44 % Age 140 72.1 27.9
45-54 % Age 83 67.5 32,5
55~60 % Age 41 65.9 34.1
%% Female 498 78.3 21.7
16~24 % Age 88 89.8 10.2
25~34 % Age 140 81.4 18.6
35~44 % Age 138 76.8 232
45~54 % Age 89 73.0 27.0
55~60 % Age 43 60.5 39.5

(3] % 1-5 W e RI% RS I R SIE S AT RS R R BRAS (AW R AT DL S
RBARE W, I THRESIE, BRERLESS . MRRAHINEY, T4 MRS 0TE S (X
ENFFMEOEML) o ERPHZATRERTFRR, BAPE 77.9%0A8E =4 A Lt sk,
22.1%M ANBH Kt ; HPBESE 775%HABIE =N A L MR, 22.5%M ARA Lit; Ltk
H T83%HIARGE =4 A BB TR, 21 7% NBA K5t BT IE R, Lotk STt a9 bl ws 5 T
Bk, BEIAK. BE—FTHTRR, 5560 SHatd, 60.5% ABIE = H L RBI%E, 39.5%
MABRE L, SHEATLHELEMBA L E T (783%/ 21.7%) HHL, 55~60 2 4 it i
UKL O A T B BRAR L, REFERBPRMK. T 16~24 %15 L3 BMYOR 0 E 4
72 93.6%, WHESFRBNLOIEE, REFBZFREN. BrhEMAmRENSHELL,

(4] &L BARHTA ST E AT F, % F 8 (85 508 i A 447 B e 5 b 38, A B0 4% L
BT RO BB AR A AT o LS BRIR OB A S B ST R 20T, R 798 A T BE, BT LU4Y
PRI X 798 M ABEATH . W&,
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1-7 #F. BESFRE. ZESFHRERN RIS R/ Brand Habit in Consuming Carbonated Beverage by the Whole Sample, Age

and Gender Groups

¥Z Sample 45.7 9.3
B Male 395 45.6 44.8 2.6
16~24 % Age 76 42.1 50.0 59
25~34 % Age 129 46.5 45,7 7.8
35~44 % Age 103 40.8 50.5 8.7
45~54 % Age 61 55.7 328 11.5
55~60 % Age 26 46.2 30.8 23.1
%% Female 403 44.4 46,7 8.9
16~24 % Age 82 48.8 45.1 6.1
25~34 % Age 116 47.4 45.7 6.9
35~44 % Age 111 36.0 54.1 9.9
45~54 % Age 70 48.6 40.0 114
55~60 & Age 24 41.7 41.7 16.7

(5] MEHE M EERZERE, ¥FE2EE, REBEENAR, BHRNEELRR., §0EH
HRXNBERERA BB AR, X EREM A LT E S L2 A TR 100%; HRE
RN BV, XHTEBBRA RN E S L MRS T 100%, XTFE%E, E06
I — AN T A A AR R A LT, L E DT RS O B R AR T AR . Bt R
TR % BER KT, TR,

1-8 %1% 2 M AY% B E H/ Ranking of the Considerations in Purchasing
E: FEAZEM, SiTE LI 100% (Multiple answers )

1 CIBEEF pleasant taste

2 HZRBEF famous brand 320

3 1 #&1&E P reasonable price 278 34.9

4 4 7= HH#f date of producing 201 25.2

5 Ty L7748 easy to buy 158 19.8

6 R 2B F 31 out of habit 83 10.4

7 B & K offered by the working unit 62 7.8

8 I~ &% influence of advertising 58 7.3

9 F M & with preferential terms 23 2.9
10 #I A H) given by other people 17 241
I 13 W 5| A appealing package 13 1.6
12 5% R 4B introduced by the shop assistants 3 0.4
12 AR A #EF¥F introduced of friends 3 0.4

n=797

FATRFFR, EEETHEH 797 A, BREEZ—R “OWRE” A 535 AWK, 5HMR
ARE 67.1% (KKK “n=797" REBEAR) .

(6] 76 Bl i e i B2 0k R b o 1 4 HU RO SRR & o B F I A9 645 o
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1-3 #E, BESERE. <0 % 4E 0 B 9% F S8/ The Most Used Brands by the Whole Sample, Age and Gender Groups
T [ AW Number | B RMEEHE ispercent | B-RMEESL c T
#7s Sample 799 AR % Coca-Cola( 62.3) 28 Sprite( 10.5) Jkiki¥E Beibingyang(7.8)
B4 Male 396 ATEIAT% Coca-Cola( 67.2) | Sprite( 10.4) 4t2k3¥ Beibingyang(7.3)
16~24 % Age 76 A 8 5 Coca-Cola( 72.4) E 28 Sprite( 10.5) ZE 43X Mirinda(7.9)
25~34 % Age 129 AR5k Coca-Cola( 72.1) B2 Sprite(7.8) JEki¥ Beibingyang(5.4)
35~44 % Age 104 B A5k Coca-Cola( 61.5) 2 Sprite(9.6) b7k ¥ Beibingyang(7.7)
45~54 & Age 61 FTAA S Coca-Cola( 68.9) T2 Sprite( 16.4) Jtik3¥ Beibingyang(6.6)
55~60 % Age 26 AR5k Coca-Cola( 46.2) Jk k% Beibingyang( 23.1) 228 Sprite( 11.5)
Z1% Female 403 AR5k Coca-Cola( 57.6) B 3 Sprite( 10.7) 4k ¥ Beibingyang(8.2)
16~24 % Age 82 Al A 5k Coca-Cola( 67.1) BE R Pepsi(4.9) B2 Sprite(3.7)
2 48 3% Mirinda(4.9) 4k ¥ Beibingyang(3.7)
B B Smart(4.9)
18 B F+ik % Xurisheng(4.9)
25~34 % Age 116 AT A AT 5k Coca-Cola( 59.5) E 2 Sprite(9.5) Jbiki¥ Beibingyang(7.8)
35~44 % Age 111 A AT 5k Coca-Cola( 53.2) 28 28 Sprite( 13.5) 4tk Beibingyang( 11.7)
45~54 % Age 70 A AR Coca-Cola( 52.9) 38 Sprite( 15.7) b7k Beibingyang( 11.4)
55~60 % Age 24 A ORI 5 Coca-Cola( 50.0) 28 Sprite( 12.5) % 4F 3% Mirinda(8.3)

AR EEMUEE: B, BTN ERHNAETFESZE. FEZRNER T H
HAER SRR %, A SRR . B, BE—TRFE S, 55-60 ZWRA 24 A, F
— BT AR 12.5%, B RMEIE R 83%, MRREESL, WEMET 42 MESK, B8
M 24 B, HHEHIBR AR, BOMMEA, BERME 2 A, BERZET 1A T RERUR
BT A T B B B B R, XA E A REEE N S, HE AR, MR E I LS
BATH—HKo

Data Explanation

Most of the data output of this yearbook are presented in the form of tables. In order to make the tables
simpler and more readable, most of them are made similar in format. Meanwhile, the presentation of the
analysis output is made consistent. We hereby present the understanding method as follows. For these tables

special both in format and content, they have their own special explanation in the book.

[1] This book is classified by product category, under each category list the data outputs of Beijing,
Shanghai, Guangzhou, Chonggqing, Wuhan and Xi'an, which are presented as the same names. Here,

let's take the output of beverage consumption in Beijing for an example.

[2] The headline of the tables are generally the same as the question in the questionnaire. The items in the
first line are the possible answers to the question. For example, table 1-5 in Beijing category, the
question in the questionnaire is 'Whether purchased carbonated beverage in the last 3 months?', the

given answers are 1) yes or 2) no . The headline and the first line of the table indicate it.
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1-5 #4, BEESERE. TEEFRERIE=AB XML LS/ Purchasing in the Last Three Months by the Whole Sample,
Age and Gender Groups

#Z Sample
Bt Male 493 77.5 22.5
16-24 % Age 78 93.6 6.4
25-34 % Age 151 82.8 172
35~44 % Age 140 72.1 27.9
45-54 % Age 83 67.5 325
55~60 % Age 4 65.9 34.1
Zci$ Female 498 78.3 21.7
16-24 % Age 88 89.8 10.2
25~34 % Age 140 81.4 18.6
35~44 % Age 138 76.8 232
45-54 % Age 89 73.0 27.0
55~60 % Age 43 60.5 395
[3] The data of table 1-5 presents the cross-analysis output of the questions with age and gender. Except
the figures in 'number’ item, all the other figures in the table should be expressed as '%'. But, in order to
make them easy to read, the '%' is omitted. All the percentage should refer to line percentage (to the
figures on the left) when is not particularly noted. The three lines of block figures in the above table
show that in the last 3 months, 77.9% people of the sample bought carbonated beverage, 22.1% did not.
Among them, 77.5% males did while 22.5% males did not; 78.3% females did while 21.7% females did
not. There are more females buying carbonated beverage than males. But the difference is small. The
last line shows that in the last 3 months, 60.5% females aged 55-60 bought carbonated beverage, 39.5%
did not. Compared with the percentage for the ' bought' and ' not-bought' females in the sample (78.3%
and 21.7%), the percentage of females aged 55-60 who bought carbonated beverage is much lower than
other females in the sample, lowest among all ages. The percentage of male aged 16-24 who bought
carbonated beverage counts for 93.6%, higher than the other ages. The other analysis is explained much
the same way.
[4] Not all the questions are answered by the respondents. We regard them as missing value when analyze

that question. Only those who answered the question are taken into account in the items of '‘people’ and
'percentage’. For example, in analyzing carbonated beverage brand habits, only 798 respondents
answered the question, therefore, only those 798 people are included in the analysis. See the following

table.
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17 #eds . BAERERE. &SRR SR/ Brand Habit in Consuming Carbonated Beverage by the Whole Sample, Age
and Gender Groups QLo

#A Sample 798 45.0 . 45.7 9.3
B Male 395 45.6 ’ 44.8 ‘ 9.6
16~24 % Age 76 42.1 50.0 7.9
25-34 % Age 129 46.5 45.7 7.8
35-44 % Age 103 408 50.5 _ 8.7
45-54 % Age 61 55.7 32.8 115
55-60 % Age 26 46.2 30.8 231
4 Female 403 44.4 46.7 ' 8.9
16~24 % Age 82 48.8 45.1 6.1
25-34 % Age 116 47.4 45.7 ‘ 6.9
35-44 % Age m 36.0 54.1 9.9
45~54 % Age 70 48.6 40.0 1.4
55~60 % Age 24 41.7 417 ‘ ~¥6~

[5] Some of the questlons can have more than one answer. For those questions, we used different
calculating methods accordlng to dlfferent quest1ons Some percentage show the effective numbers of
respondents This may add the percentage of chosen items up to over 100%; Some percentage show the
total respondents and thlS adds the percentage of chosen items up to 100%. For those questrons with
more than one answer, we generally explaln the effectlve sample and the percentage calculating
methods. For example the analys1s of cons1derat10ns for purchasmg carbonated beverage See the

following table

1-8 iﬁﬁﬁﬁﬁﬁﬂ‘]ﬁﬁﬁﬁ/ Rankmg of the Considerations in Purchasmg iy ¢ W 100 .
& tﬂﬁzﬁﬂ et’rﬁﬁttﬁﬂ 100% (Multlple answers) 2olpi 03019

] 67.1
2 ﬁ& f348F famous brand 40.2
3 MA&IEH reasonable price 278 ( 34.9
4 4 7= B #f date of producing 201 25,2
5 M 3£ 75 {& easy to buy 158 19.8
6 AR HF 318 out of habit . _ 83 10.4
7 B {S& B offered by the working unit . 162 . p 24 7.8
8 o (1| P& N influence of advertising PR . ‘ Lo 7.3
9 BHMREEY with preferentla] terms ‘ 23 ‘ 2.9
10 R Ni%H given by other people . ) . ) | 13 mnsss 10 2l ¢
11 35| A appealing package 1.8 1.6
12 £ 1 /1 48 introduced by the shop assistants j ot § { 3 i 0.4
12 BR A& #EFE introduced of friends 3 0.4

n=797

The first line indicates that among the 797 respondents who answered this question, 535 took "pleasant
taste "into their considerations when purchased the beverage, counting for 67.1% of the effective

sample.(n=797 means the effective sample)

[6] Please note the actual meaning of percentage in the tables when read them. See the following table.
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1-3 #A, BUHEERE. THSERENEHRM The Most Used Brands by the Whole Sample,:

‘Age and Gender Groups

#E& Sample

799 AR Coca-Cola( 62.3) B Sprite( 10.5) Jbik3¥ Beibingyang(7.8)
B Male 396 AR SR Coca-Cola( 67.2) | Sprite( 10.4) JL7k¥ Beibingyang(7.3)
16~24 % Age 76 A A7A[ R Coca-Cola( 72.4) = 2 Sprite( 10.5) ZE4E 3% Mirinda(7.9)
25~34 % Age 129 AR5k Coca-Cola( 72.1) 28 Sprite(7.8) JLuki¥ Beibingyang(5.4)
3544 % Age 104 A AR5 Coca-Cola( 61.5) 2 Sprite(9.6) JEki¥ Beibingyang(7.7)
45~54 % Age 61 AT E A4 Coca-Cola( 68.9) T2 Sprite( 16.4) JE7ki#¥ Beibingyang(6.6)
55~60 % Age 26 AT E AT % Coca-Cola( 46.2) 4k k¥ Beibingyang( 23.1) & 28 Sprite( 11.5)
% Female 403 A ORI Coca-Cola( 57.6) B Sprite(10.7) Jbuk¥ Beibingyang(8.2)
16~24 % Age 82 A A5k Coca-Cola( 67.1) EER R Pepsi(4.9) - B8 Sprite(3.7)
% 1% Mirinda(4.9) 4kki% Beibingyang(3.7)
EEH Smart(4.9)
JB B k3 Xurisheng(4.9)
25~34 % Age 116 A 1A 5k Coca-Cola( 59.5) 38 Sprite(9.5) 4Lk % Beibingyang(7.8)
35~44 % Age 111 B FAT 5k Coca-Cola( 53.2) B8 Sprite( 13.5) ' dbiki¥ Beibingyang( 11.7)
45-54 % Age 70 A O A5 Coca-Cola( 52.9) =28 Sprite( 15.7) k¥ Beibingyang( 11.4)
55~60 & Age 24 A] AT 5k Coca-Cola('50.0) | 2 Sprite( 12.5) 4 3% Mirinda(8.3)

Be careful about two problems in this table: 1) the percentage in the first lme does not add up to 100%,

because we only choose the first 3 brands, excludmg the other brands 2)there are only 24 people aged 55-60 in

the last line. The percentage for the second brand is 12.5%; the 3rd 8.3%. If we only look at the percentage, the

difference between the 2nd brand and the 3rd brand is 4.2; But as the base is as small as 24 people, when we

count the actual people, the 2nd brand comes 2 people, and the 3rd 3 people. The difference is only one. For

such percentage resulted from small bases, readers must be very careful. Such percentage can only be used as

reference, bearing little meaning. We list them in the book for the purpose of consistency and unity.
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