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New Chinese Food Culture
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AA Y EFIE olo]&
“Coffee”

MTA] 20| ZAERIO| 12| ZORIN 20-30CH H20IS, S5 014

H— 20— O%AEIE
2 Take outt = 7HH| | HI|2SP7} B2 SHite| D AUF.
COFFE BEANO| Z2|0|Q} HaHE2 22|40, LiZ2Ql HAME R AE}
HA, COSTAYE 30 HI| EHEZ Q17| LR E Ulres 22E S 0f
TS ARSSIR|R, AEFHAO| MR E0= S40] S0Vt HI| 0| G2

Lt2tol HIaH light B2 24 S=Q19] YO XA S X[} StAS



i




Part] Social & Cultural

Social & Cultural Research/ China

Change of Life Value

of o= =20l £ 2oLt 1 SHOIMT 2 2 QUAUE DF OFd
0| O|Al= YetelS0] & Z =
A510]. H0|d S T A|9| Of2f XX
Ste4st 12 OIS 21| 2rAS 4

=
Zc|0|Y FE=0f Chet Y22t 25k 2.



Part] Social & Cultural

Social & Cultural Research/ China
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Growth of Divorce Rate
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Change of Life Value

Growth of Credit Card Usage
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2004-2011 Subdivided Business Scale of China Online
Shopping Market
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Growth of
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