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Table 1, Characteristics of the subjects

£ n %

e =N 31 310
oiy 69 69.0

10CH 21 210

] 20CH 61 61.0
30cH ofab 18 180

g serel olgt 74 740
TpRELIH| 5~102kel o2t 19 190
2 102+ of& 7 70
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Table 2, Confectionery Category Analysis

AR} TRIapR} -
m SD m SD
St 3.81 76 3.57 80 2339
oF 176 78 381 78 -17.072%**
=2 3.02 74 3.26 75 -2.142*
74 1.99 84 3.60 85 -12,014**
C|x}el 3.09 79 3.31 69 -2,058*

"p<.05 ™*p<.001
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Ao p<.01 ol SA R ofnigl= b7t yepsith
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ok ddideR 20te] FibAle thek STt 7Y Sl
Table 3, Domestic confectionery satisfaction
TAFERE
m SD tZ4/FH|
=k 13.00 228
A 1,731
0iN 1397 227
10CH 15,19 b 250
o 20CH 13.02 a 267 6,293
30CH ofAt 1411 ab 168
*p(.01, LuHl2 scheffe test Zu}l
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Table 4, Satisfaction imported sweets

Telzxt
m sD TZ/F|
M =y 1758 271 069
oy 17.54 309
10cH 1895 | b 299
o 20cH 1764 | b 265 6.991*
30cH of&t 15,61 a 307
*p(.01, Ll scheffe test Zz}e
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