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of Urban Residents in Beijing 

1 Introduction 

Most people are already aware of the fact that the green consumption, 

sustainable economic and social development are serious issues. In practice, however, 

people lack the awareness of green products and green consumption due to various 

factors. In addition, many products have the problems of high-cost, low energy 

efficiency, low resource utilization, and high pollutants emissions during the 

manufacturing process. Currently, green consumption of urban residents has become a 

hot issue of research and concerns in the consumption sector. 

Based on the investigation of green consumption at home and abroad, we offer 

this report mainly by surveying the green consumption status of urban residents in 

Beijing according to the questionnaire at supermarkets and large shopping malls, etc. 

After the statistical analysis of the questionnaire results, we obtain the status quo and 

characteristics of the consumption of urban residents in Beijing, coming up with some 

proposals and instruments to promote green consumption, strengthen the green 

consumption awareness. 

2 Research methods 

2.1 Questionnaire design 

2.1.1 The principle of questionnaire design 

Questionnaire design principles: 

(1)Correlation — the subjects should be chained to the research topic, except the 

questions about the context of the consumers. 

(2)Concision — the subjects should be concise and concrete, only one question 

in a subject. 

(3)Courtesy — Questionnaire should be as polite and sincere as possible, 
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avoiding questions related to personal privacy and giving respondents social or 

occupational stress, so as to make people will to cooperate.  

(4)Convenience — the subjects should try to facilitate the investigation of 

objects, do not use respondents a lot of time to consider how to answer the questions. 

(5)Non-term — the words of the subjects should be easy to understand, avoiding 

the terms which the public cannot understand. 

(6)Non-orientation — The issues should avoid certain mindset oriented and 

implicating the results of certain assumptions or expectations. 

2.1.2 Questionnaire contents 

This questionnaire Contain the following six aspects: 

(1) Basic information of respondents  

The gender, age, education level, occupation and personal income of respondents 

(2) Green consumption awareness  

Urban residents' awareness level of green consumption, the problems and 

proposals they encountered during the green consumption. 

(3) Status of green consumption 

◆  green food  

◆  green appliances 

◆  green Transport 

(4) The current situation and analysis of the environmental behavior. 

(5) Other question related to green consumption 

2.2 The way of the questionnaire survey 

We recovered 347 questionnaires through the field interview (during the day and 

the night) with the ongoing shoppers of different age, income, occupation and 

education level at large shopping malls, supermarkets, etc.  



The Survey Report on Green Consumption of Urban Residents in Beijing 

 5

2.3 Processing and analysis of questionnaire data 

First single out the failure questionnaires (filling illegible, incomplete, etc.) through the 

processing of original data by EpiData, then, we analyze the valid sample database by SPSS. 

3 Results and analysis 

3.1 Basic information of the respondents 

In order to have a good command of the analysis, questions about the basic information were 

listed in Table1, and Figure 1-5 show the results. 

Table 1 The survey results of respondents' basic information 

 

Subject Option A Option B Option C Option D Option E 

1 age 

Below 20 

years old

（12.90%） 

20~55 years 

old（71.89%） 

Above 55 

years old 

（15.21%） 

  

2 gender  
Male

（51.15%） 

Female

（48.85%） 
   

3 occupation 

Civil servant 

and institution 

（11.06%） 

Enterprise 

employee

（28.57%） 

Individual 

operator

（15.67%） 

Others

（44.70%） 
 

4 monthly salary 

Less than 

3500 yuan 

（59.91%） 

3500~8000 

yuan（31.34%） 

More than 

8000 yuan

（8.76%） 

  

5 educational degree 
Primary and 

less （5.99%） 

Junior high 

school 

（15.67%） 

High school

（29.95%） 

Special course 

or 

undergraduate 

course 

（34.10%） 

Graduate and 

above

（14.29%） 

 

15.21%

71.89%

12.9%

 $
 %
 &

 

 

  

48.85%

51.15%

 ⬋
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Figure 1 Age of respondents         Figure 2 The sex ratio of respondents 
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Figure 3 The occupational status of respondents     Figure 4 The income of the respondents 

 

14.29%

34.1%

29.95%

15.67%

5.99%

 $
 %
 &
 '
 (

 

 

 

Figure 5 Respondents' education level 

 

Fig.1 shows that the group of 20-55 year-old --the main force of the daily 

consumption is dominant in the sample. However, combine with question 3-5 we 

found that the education background of the respondent are junior college education, 

undergraduate and graduate degree accounts for 34.1% and 14.29% respectively, but 

the ones whose salary is less than 3500 yuan per month accounts for nearly 60%, 

moreover, people select other occupations accounts for nearly 45%. 

3.2 Green consumption awareness of the public residents 

The questionnaire related to the residents’ green consumption awareness consist 

8 questions. 

(1) What green consumption areas are you most concerned about?  (  ) 

(Green consumption means that consumers demand/ purchase and consume the green 

products.) 

A Green building materials  B Green food  C Green building  D Green cosmetics 
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E Green appliances  F Green transportation  G Eco-tourism  H Green furniture 

I Others (Please specify)                                                 

7.29%

42.86%

2.04%

5.25%

8.16%

19.53%
6.12%

8.45%

0.29%

 A

 B

 C

 D

 E

 F

 G

 H

 I  

 

 

Figure 6 The most concerned field of green consumption 

 

Fig.6 shows that 42.86% people are concerned about green food, the following 

hot spot is green transportation(19.53%), but the green building which is also 

necessary for us only draw little attention (2.04%). Food is the paramount necessity of 

the people, it is reasonable that most of residents pay more attention on green food. 

There is less attention on green building, to some extent, is related to the situation of 

domestic real estate industry. The investment is huge and input and output is 

unbalance, so ordinary residents cannot afford the huge prices of the building. It is 

apparent that the lower the cost of the product, the higher the extent of concerns, the 

higher the success rate.  

(2)What consumption problem is you most concerned about?  (  ) 

A Quality    B Price    C Service    D Environment    E Convenient 
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49.59%

25.41%

10.66% 9.43%

4.92%

 A

 B

 C

 D

 E

 

 

 

Figure 7 The most concerned consumption issues 

 

Fig.7 shows that 49.99% respondents concern the quality of the consumption, the 

ones concerned the price account for 25.41%, the service accounts for 10.66%, the 

ones selecting environment only account for 9.43%. People would necessarily focus 

more on the quality than other factors of products after multiple occurrences of food 

safety incidents and elevator accidents. People who have graduate and undergraduate 

degree account for 76% of the crowd choosing “environment”, fully illustrating the 

concept of environmental protection is proportional to the level of education, so we 

should strengthen education, improve consumers’ awareness and attention degree of 

the environment. 

(3) Are you concerned about the impact of your action on the environment?  (  ) 

A Always    B Often    C Seldom    D Never 

Fig.8 shows that 84.51% of consumers believed that they can always concern the 

impact on the environment because of their consumption behavior, while there are 

still 5.16% of consumers said that they did not pay any attention to that during their 

consumption behavior. Some consumers already have the awareness of green 

consumption, but there is still room for improvement. To raise public awareness of 

green consumption, the Beijing Consumers' Association has carried out a series of 

educational activities through the "315" propaganda and setting up training courses; 

the Beijing municipal government has also introduced a series of economic subsidy 

policy, which have achieved good effects. 
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5.16%

49.77%

34.74% 10.33%

 A

 B

 C

 D

 

 

 

Figure 8 The awareness of the environmental impact due to public consumption behavior 

 

(4) What is the purpose of green consumption?  (  ) 

A Health    B Fashion    C Environmental protection    D Unintentional 

57.51%

7.3%

30.9%

4.29%

 A

 B

 C

 D

 

 

 

Figure 9 The purpose of public green consumption 

 

Fig.9 shows that 57.51% of people choose green consumption for the sake of 

health, consistent with that the quality of green food draws more attention. 30.9% of 

people choose environmental protection, which suggests that environmental 

awareness is increasing. What’s more, that the green products become a fashion 

would certainly be more attractive to young people, after all 7.03% of people choose 

“fashion”.  

(5) Which of the following ways do you choose to identify green products?  (  ) 
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A Environmental labels  B Media and advertisement 

C Products’ information  D Brand 

47.73%

16.82%

15%

20.45%

 A

 B

 C

 D

 

 

 

Figure 10 The way of public identify green products 

 

Fig.10 shows that the proportions of the other three options (Environmental 

labels, Brand, Media and advertisement) are 47.73%, 20.45%, 16.82% respectively. 

So, the environmental labels is a very important sign for consumer to choose green 

products, especially when consumers are not know much about the product. Giving to 

the domestic green product discrimination condition, environmental labeling 

certification department need to manage product quality strictly, otherwise the loss of 

public trust will make the promotion of green products very difficult. Otherwise, 

strengthen the brand effect of green products and the popular science propaganda of 

green products. 

(6) Will you investigate the authenticity of the green products on the markets?  (  ) 

A I will not pay attention to this generally. 

B I will do it and give up buying them if they have quality problem. 

C I will do it and report this to the relative authority if they have quality problem. 

D I will do it and protect myself by laws if they have quality problem. 

The results(fig.11) show that 48.13% of consumers did not pay attention to the 

authenticity of green products in the purchase of goods, while only 15.88% of 

consumers would take measures to protect their own interests after be deceived . 
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7.94%

7.94%

35.98%

48.13%

 A

 B

 C

 D

 

 

 

Figure 11 Public attention on the authenticity of the green product status 

 

Green products cost more than the general merchandise, in order to earn more 

profits, some criminals sell many shoddy and fake products rather than green products, 

or publicize the ordinary products exaggeratedly, which makes green products’ 

authenticity being questioned. In the survey, 35.98% of consumers said they would no 

longer believe in the so-called green products logo after having purchased fake green 

products once, this behavior do not just indicate they have abandoned a particular 

commodity, but also address that they are skeptical on the authenticity of all green 

products. 

So, during the promotion of green consumption, the government's legal and 

regulatory measures (such as the punishment to offenders, the education of the 

consumers’ awareness of the law) is necessary to protect consumers' rights and 

interests and promote the development of green consumption. 

(7)Do you think that purchasing green products can really reduce the waste of 

resource and energy and promote the societies’ sustainable development?  (  ) 

A It would. B It would not. C It might. D Green product is only a concept currently. 

Fig.12 shows the research result about the public’s understanding of green 

product in reducing resources and energy waste: 29.77% of consumers believed that 

worked; 6.51% of consumers believed that green products are not able to reduce the 

waste of energy resources; 42.32% of consumers were skeptical; 21.4% say that green 

products is only the concept. If the green product want to obtain consumers' 
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recognition, producers not only need to ensure the high quality and reasonable price 

of green products, but also need to let the consumers know much more about green 

products.  

21.4%

42.32%

6.51%

29.77%

 A

 B

 C

 D

 

 

 

Figure 12 The public awareness on reducing waste of green products 

 

（8）If you would like to buy green products, what extraordinary performance do you 

want?  (  ) 

A It can conserve resources, and reduce pollution   

B It can be classified and regenerated. 

C It is good for health.  D It can be used for second time or several times.  

E It is good for protecting the rare flora and fauna. 

Fig.13 shows consumers’ expectation about green product: 32.25% of consumers 

hoped green products can really conserve resources and reduce pollution, 10.1%of 

consumers wanted green products are recyclable, renewable, 35.18%of consumers 

wanted green products are good for our health, 18.57% of consumers wanted green 

products can be used repeatedly, and 3.9% of consumers hoped green products are 

beneficial to the protection of rare animals and plants. In a word, whether the green 

product will be accepted or not, not only depends on the performance but also the 

environmental function: helpful for reducing the use level of resources, and promoting 

environmental protection and sustainable development of the society 
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3.9%

18.57%

35.18%

10.1%

32.25%

 A

 B

 C

 D

 E

 

 

 

Figure 13 The public's expectations for green products 

 

3.3 Green Consumption Status and Analysis  

3.3.1 Green Food Consumption 

Grocery shopping is essential for every family. We classified the locations of Grocery 

shopping into four categories after the visit to several districts: Vegetable vendors of 

neighborhood, Farmers-markets, Supermarkets and others. 

(1)Where do you buy vegetables from usually?  (  ) 

A Vegetable vendors      B Farmers-markets     

C Supermarkets          D Home-delivery service or others 

2.13%

36.17%

45.21%

16.49%

 $
 %
 &
 '

 

 

 

Figure 14 The purchasing channel of vegetables of the public 
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Fig.14 shows that 45.21% of the residents choose to go to farmers' market, 

followed by supermarket (36.17%) and the vendors (16.49%), while only 2.13% of 

residents choose home-delivery or in other ways. 

Farmers' markets mainly refer to the morning market where the elderly often 

choose to purchase fresh vegetables in the morning. And there were a lot of people 

choosing the supermarket to buy vegetables at the opening and closing time, for 

vegetables were always low-priced at that time. The people who were busy or 

action-inconvenient would prefer to select the vendors. Consumers who choose other 

ways said that they were always in special case. In the survey, we find that, the living 

environment, family economic status and life philosophy all affect the way to buy 

vegetables. 

We also investigate other factors that residents concern such as the degree of 

vegetables freshness, nutrition and security, the price of vegetables, the convenience 

of buying vegetables. 

(2)What fact is the most important do you think when you buy vegetables?  (  ) 

A Freshness   B Nutrition and security   C Price   D Convenience   E Others 

40.6%

33.76%

17.09%

8.12%

0.43%

 A

 B

 C

 D

 E

 

 

 

Figure 15 The focuses condition of buying vegetables 

 

From Figure 15 we can see that 40.6% of consumers paid most attention to the 

freshness of the vegetables, 33.76% of consumers concerned the nutrition and safety 

of the vegetables, 17.09% of consumers considered the price of vegetables, 8.12% of 
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consumers select the convenience of the place, and 0.43% of consumers also 

concerned other factors. 

From the data above, we draw the conclusion that the security of food is 

becoming increasingly subject to consumers. In order to increase the production, 

shorten the growth cycle, producers apply large amounts of chemical fertilizers and 

pesticides. The public are more worried especially recent years the frequent exposure 

of vegetables and fruits "poisoning" incident. 

Due to these problems, a growing number of consumers have recognized the 

"green vegetables". To ensure that vegetable production is truly green, healthy, we 

need to do more, such as control the quality from the source of the production, 

formulate green vegetables standard, strengthen market supervision and management. 

For instance, keeping green vegetables and ordinary vegetables separate to facilitate 

consumers to purchase; Set up the moral education of the businessman, put an end to 

the shoddy production; Strengthen the education and publicity of the common 

knowledge of green vegetables, make the consumers know how to distinguish 

between green vegetables and ordinary vegetables through simple method. 

(3)Status and analysis of public awareness of the affordability of green vegetable  

Green vegetable is the general term of the pollution-free, safe, quality and 

nutritious vegetables, which is identified by the specialized agencies and given green 

food logo. They are produced according to the principle of sustainable development 

and the specific quality standards system in the premise of a good ecological 

environment. So, its price will be slightly higher than ordinary ones, and the higher 

the standards, the higher the price. But what’s the consumers’ affordability of green 

vegetables? We also conducted a survey on this issue. 

How much is green vegetable much expensive than common vegetable you can accept?  

(  ) 

A 30%      B 30%~one times      C more than one times 
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6.94%

17.13%

75.93%

 A

 B

 C

 

 

 

Figure 16 Public awareness of the affordability of green vegetable 

 

Fig.16 shows that 75.93% of respondents can accept the price of green vegetable 

is 30% more than ordinary vegetable, only 24.07% respondents can afford the price if 

it’s higher than 30% even 1 times above. From the data above, we can conclude that 

most consumers are reluctant to pay too much extra money than ordinary vegetables. 

Therefore, in order to increase the share of green vegetables in the market, the 

government need to take financial measures to let consumers accept the concept and 

price of green vegetables. 

（4）Why do you buy green food?  (  ) 

A It is quality.  B It is curious.  C It is good for health.  D Others. 

3.64%

60.91%

9.55%

25.91%

 A

 B

 C

 D

 

 

 
Figure 17 The reasons of selecting green food 
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Green food is a general term of non-pollution/ safe/ quality and nutritious food in 

China. It is produced in specific way, and identified by the relevant specialized 

agency of the country. It can use the green food logo. The survey, Fig.17, shows that 

60.91% of the people bought green food for health, 25.91% of people bought it for 

quality assurance, a few people bought it out of curiosity or because of other reasons. 

3.3.2 Green consumption appliances 

(1)Public awareness of energy efficiency rating 

When you buy household appliances, are you concerned about “China 

energy-efficiency labeling” which are marked on appliances?  (  ) 

A Never        B It is considered as a major factor. 

C Sometimes    D It is considered in the premise of reasonable price. 

Energy-efficiency labeling is attached to energy-consuming products or on the 

minimum packaging. It is a information label of the energy efficiency rating and other 

performance indicators. It can provide the necessary information for users and 

consumers’ buying decisions, and guide and help consumers select energy-efficient 

products.  

14.42%

22.79%

26.05%

36.74%

 A

 B

 C

 D

 

 

 

Figure 18 Attention on China's energy-efficiency labeling 

 

Figure 18 shows that the consumers’ view on the awareness of energy-efficiency 

labeling is dispersed, 60% of consumers said they considered this issue sometimes or 

would consider if they can afford; 22.79% of consumers indicated that 
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energy-efficiency labeling would be the primary consideration, while 14.42% of 

consumers said they had never considered this issue at all. 

At present more than 100 countries have the energy-efficiency labeling systems. 

Consumers can contrast the price of the product and the energy efficiency rating and 

choose the product with higher cost performance when they buy household 

appliances. 

 (2)If economic condition is good, what factor will you consider first when you buy 

electrical products?  (  ) 

A The products’ energy efficiency rating is one or two. 

B The products’ price. 

C The products’ brand. 

D The products’. 

9.29%

32.3%

22.57%

35.84%

 A

 B

 C

 D
 

 

 

Figure 19 The important factors when buying appliances 

For consumers to buy appliances, the survey on the attention of the four aspects 

of energy efficiency rating, product prices, the product brand and product appearance 

style was shown in Figure 19. 

If economic condition is good, 35.84% of consumers said they would prefer to 

buy appliances which the energy efficiency rating was one or two, 32.3% of 

consumers choose according to the brand of the product, of course, they also attach 

importance to appliances energy efficiency issues, and tend to buy goods they trusted, 

only 22.57% considered the price and 9.29% considered the appearance firstly.  

It can be seen that the level of consumer recognition of energy-efficient 
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appliances is very high. Consumers pay attention not only on the energy efficiency 

but also the quality of the product. Most of the consumers are linked to buy the stuff 

with high popularity, if the product combines both will get much higher acceptance.  

(3)How much additional cost are you willing to pay for green appliances?  (  ) 

A 5%  B 10%  C 20%  D 30%  E Unknown  F Unwilling 

Green appliances is a product of quality assurance and energy efficient, they do 

not harmful to human body and surrounding environment during operation, even can 

be recycled and reused at the end of the life. Like green vegetables, the price will be 

higher, this is mainly due to the different materials and processes of the products. 

Because of the costs of different energy efficiency levels of appliances are different, 

on this issue, so we set six choices of different additional cost level for consumers. 

13.88%

25.93%
8.8%

12.96%

18.06%

20.37%

 A

 B

 C

 D

 E

 F
 

 

 

Figure20 The proportion of respondents to the different price of green appliances 

 

On the price issue, the respondents have made a different choice according to 

their own family finances. Nearly half of the consumers are willing to pay more 5% or 

10% of the cost for green appliances, and a small number of consumers are willing to 

pay more.than 10% of the cost. 

In China, the definition of "green appliances" is vague, and there is no unified 

testing and evaluation standards so far. However, the experts suggest that the domestic 

appliances with "green" certification have the features of resource-saving, low noise, 

low waste and low toxicity. Home appliances used in daily life such as washing 

machines, air conditioning, color TV, computers and refrigerators have some 
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difficulties in "green" certification process. For example, the heating barrel washing 

machines have the function of disinfection, but not all clothing can be high 

temperature, and they are power-hungry;the washing machines with the function of 

ozone sterilization could easily lead to the clothing faded, and ozone released by them 

can also pollute the environment. Air conditionings certified as "green" are 

energy-saving and low noise. Anion air conditionings have limited effects, and very 

easily lead to the indoor electrostatic pollution, which are difficult to cross the "green" 

threshold so far. At present, the "green" color TV refers only to low emission. There 

are only six color TV enterprises granted the China Environmental Labeling. If the 

so-called "green color TV" as well as multimedia, mirror, HD, all-digital and other 

products are not low emission, they are same to the general color TV on human health. 

"Green computer" is a speculation concept. The computer materials involve more than 

seven hundred kinds of chemical raw materials, of which 50% contain harmful 

substances. Host and monitor will emit harmful electromagnetic waves. The recycling 

requirements of scrap computer are still under formulation. The measured standards 

of "sterile refrigerator" are so far unified. "Sterile refrigerator" is not superior to the 

general refrigerator. Energy-saving and low noise are still two factors considered in 

the process of "green" certification. 

Of course, the Government has also made efforts to resolve these problems, such 

as the appliance trade policy and the economic and subsidy policies in the purchase of 

energy-efficient appliances, which are in order to promote consumers to buy green 

appliances. Many consumers make responses to these, and the policies achieve good 

results. But when the government cancels these policies, consumers will hesitate 

whether to buy green appliances. Because they will consider whether they can afford 

the green appliances, and they can save cost because of its energy efficiency, Therefor, 

it is very important to make a reasonable price for green appliances. 

3.3.3 Green transportation 

(1) What is your main transportation way in daily life?  (  ) 

A On foot    B By bike    C By bus or take subway    D Drive car 
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19.35%
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23.5% 12.9%

 $
 %
 &
 '

 

 

 

Figure21 The proportion of respondents to the different transportation ways 

 

It can be seen from Figure 21 that 44.24% of the citizens would like to choose 

public transport (including bus and subway), and the proportion of the citizens who 

choose walking, cycling and private cars is 12.9%, 23.5%, 19.35% respectively. 

With the increase of private cars, the traffic is more and more congested terrible. 

From the early of the 2008 Olympic Games, the policy of car tail number limit has 

been implemented in beijing, which eases the traffic pressure in Beijing greatly, and 

makes air quality better. The policy of purchasing cars by shaking number is 

implemented in 2011, which slows down the growth rate of private car. The 

assessment of driver's license has become more and more stringent, the number of 

people who want to buy cars is less than before. Nowadays, Beijing is building a 

comprehensive public transit system which contains the bus, subway and light railway. 

The cheap price of public transportation attracts consumers to choose public transport 

to a large extent. 

 

 (2) In the case of owning private car, will you still go out by public transportation or 

on foot?  (  ) 

A Always    B Sometimes    C Never    D It depends on the traffic. 

Fig. 22 shows that only 7.37% of consumers said that they would not choose 

other ways to travel in the case of owning private car. 28.11% of consumers would 

often walk or take public transport. 31.8% of consumers will occasionally take 



The Survey Report on Green Consumption of Urban Residents in Beijing 

 22 

non-private car, as well as 32.72% of consumers will choose the most convenient way 

according to the road condition. It can be seen that consumers have understood the 

traffic problem in Beijing profoundly. Considering the convenience, price, 

environmental protection and energy saving, some consumers choose public 

transports as their first choice, which to some extent can ease the traffic pressure. 
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Figure22 The proportion of respondents to the different transportation ways when owning 

private cars 

 

Displacement is an important parameter of a car. The cars’ level is classified 

depending on the displaceme. The mini-car's displacement is less than or equal to 

1.0L; the ordinary cars' displacement is in the range of 1.0-1.6L; the mid-size cars' 

displacement is in the range of 1.6-2.5L; the high-class cars' displacement is in the 

range of 2.5-4.0L; the limousine' displacement is greater than 4.0L. Car exhaust may 

cause serious atmospheric pollution, and on this issue, we conducted a survey of the 

displacement range. 

(3) If you own private car, what do you hope the displacement is?  (  ) 

A Less than 1.0L    B 1.0L~1.5L    C 2.0~3.0L    D More than 3.0L 
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Figure 23 The displacement of private cars 

 

Fig. 23 shows that 18.52% of the consumers choose the cars with the 

displacement below 1.0L, 43.52% of the consumers choose the cars with the 

displacement between 1.0-1.5L, 31.02% of the consumers choose the cars with the 

displacement between 2.0-3.0L, as well as 6.94% of consumers choose the cars with 

the displacement more than 3.0L. 

Large displacement car is the pursuit of identity, status of consumer, but most of 

them mainly choose the car with the displacement between 1.0- 3.0L, which are 

ordinary cars and intermediate cars, and is quite appropriate. 

Car green flag is the classification mark of motor vehicle emission standards 

issued by the nation, which can be used as the compliance certificate of motor vehicle 

emissions and the basis to confirm the environmental inspection cycle regularly, as 

well as the basis of the car to meet environmental standards. In addition, we also do a 

survey about consumers' recognition for the vehicle environmental mark. 

(4) How do you think about the cars’ environmental labels at present?  (  ) 

(The cars’ environmental labels are classification marks of motor vehicle emission 

standards which are issued by the state.) 

A Very good    B Acceptable    C Very bad    D Careless 
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Figure 24 Respondents' recognition for the vehicle environmental mark 

 

It can be seen from fig. 24 that 74.66% of consumers approve car green flag, and 

25.36% of consumers do not recognize or care about it. 

In fact, many consumers who have not bought private cars do not understand the 

green flag. After all, car is high-value products, which is different from green 

vegetables and green appliances. Therefore, in the car the green logo , but also need to 

increase publicity and education efforts to popularize knowledge , to enable 

consumers to buy a car to the purchase of environmentally friendly green cars. 

Therefore, we still need to increase publicity and education efforts to the caU's 

environmental mark and diffuse relative knowledge, to enable consumers to buy 

environmentally friendly green cars. 

3.3.4 Analysis of public environmental behaviors in daily life 

(1) What do you think about free plastic bag in supermarkets?  (  ) 

A It is cheap and convenient, and could be accepted. B Using reusable shopping bags. 

C Recycling old plastic bags.                   D Others 

Office of the State Council notified the whole country that the production, sale 

and use of plastic shopping bags are restricted on December 31, 2007. Since the order 

of "plastic limit" was promulgated, shopping malls and supermarkets have no longer 

provided free plastic bags. Consumers need to bring their own plastic bags or reusable 

shopping bags. If you need a plastic bag, you have to pay for it. 
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We also conducted a survey to understand consumers' response to the "plastic 

limit". 
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Figeur 25 Consumers' response to the "plastic limit" 

 

Fig .25 shows that 78.24% of consumers chose the reusable shopping bags or 

brought plastic bags on their own, and 15.74% of consumers would like to use the 

paid plastic bag for convenience. If you need to buy goods temporarily or have 

forgotten to bring shopping bags, you can choose the paid plastic bag. 

It can be found that the "plastic limit" is still well executed in the shopping malls 

and supermarkets but not in the farmer’s market. In the early time of "Plastic limit", 

all of vegetable sellers responded to the government's call, and no longer provided the 

ultra-thin plastic bags. However, it’s hard to survive long. On one hand, the 

management of market is slack, and many sellers supply free plastic bags again to 

consumers; On the other hand, the sellers who supply free plastic bags will be more 

popular with customers.  

With the increasing population in beijing and the improving living level, the 

daily waste output is also a record high continuously. The waste disposal problem has 

become a problem. We conduct a survey of refuse classification.  

(2) How do your living subdistrict carry out the waste classification?  (  ) 

A Different kinds of trash can  

B Picked by special company 

C Waste recycling station is equipped in the subdistrict.  



The Survey Report on Green Consumption of Urban Residents in Beijing 

 26 

D They are not classified completely. 

There are different waste disposal ways. Garbage can accounts for 48.37%, 

garbage recycle bin and unclassified way account for about 25% separately, only 

2.79% are designated company door-to-door recovery . 

In the current state of the nation, there are certain difficulties in waste 

classification implementation. Although garbage can is set up in the subdistrict, it is 

difficult to make sure the residents classify the waste, besides, complete garbage 

classification and supporting collection and transportation system is not fully formed.  

Therefore, garbage classification is a systems engineering of the whole society. We 

should enhance residents' awareness of scientific waste classification; improve the 

garbage collecting and disposing system to carry out waste classification effectively; 

and step up enforcement and supervision. 
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Figure26 The situation of refuse classification in living subdistrict 

 

3.3.5 Other environmental behaviors in daily life 

(1) How do you think about more and more hotels do not provide the disposable 

toiletries?  (  ) 

A It is difficult to accept.      B It could be acceptable. 

C It does not matter.          D If the price is lower, it would be acceptable. 
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Figure27 Consumers' attitude towards non-disposable toiletries in hotel 

 

When comes to the question that the hotel will not provide disposable toiletries , 

17.97% of consumers cannot understand and accept it, 36.87% of consumers can 

accept it, 27.19% of consumers do not care about it, as well as 17.97% of consumers 

hope a corresponding price after cancelling disposable toiletries. 

The production of disposable toothpaste, toothbrushes, slippers, not only waste 

resources, but also generate a lot of garbage. Due to the difference education 

background, environmental awareness and life style, there are different views about 

whether the hotel should provide disposable toiletries. Reducing or banning 

disposable hotel supplies, government can promote green consumption through 

publicity, as well as a number of economic and pricing policies to encourage 

consumers to practice green consumption  

(2) How do you think about that more and more copper connecting pipes are replaced 

by the aluminum connecting pipes in the conditioner?  (  ) 

A The aluminum connecting pipes are “Black heart pipes”. 

B The aluminum connecting pipe is light and cheap, and could be acceptable. 

C The aluminum connecting pipe results in greater carbon emissions which is bad for 

environment. 

D It does not matter. 
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Figure28 Consumers' attitude towards copper connecting pipes replaced by the aluminum ones 

 

Due to exiguous copper resource and its high price, a lot of air-conditioning 

manufacturers use aluminum connecting pipes instead of copper ones. As soon as this 

phenomenon is disclosed, it causes widespread concern of the whole society. Fig.28 

shows that 19.34% of consumers think this is cheating and aluminum connecting pipe 

is a "black tube" Another 19.34% of consumers believe that copper connecting pipes 

can be replaced by the aluminum ones on condition of lack of copper. 29.25% of 

consumers worry about more pollution in the process of manufacturing aluminum 

tube. 32.07% of consumers do not care about this.  

The technology of copper pipe replaced by aluminum one in air conditioners and 

refrigerators has been more and more mature, and it has been checked and approved 

by relevant departments. This can not only ease the pressure of rising copper prices 

but also reduce production cost and benefit consumers. Environmentally friendly 

materials would be used in the production of green goods inevitably. So consumers 

should be informed of its production process when selling such products to avoid 

unnecessary disputes and promote green consumption. 

(3) How do you dry your hands after washing hands in public places?  (  ) 

A Dry naturally.  B Using dryers.  C Using paper.  D All of is OK. 
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Figure29 Consumers' drying ways after washing hands 

 

The washrooms in hotels, office buildings and other public places are usually 

equipped with bake phone and paper towel, and a lot of energy and paper will be 

consumed every day. Fig.29 shows that 32.86% of consumers are used to dry them 

naturally, 20.66% of consumers prefer to use the dryers, 22.54% of consumers choose 

to use paper towels, and 23.94% of consumers use all of three ways.  

Providing bake phone and paper towel can save staff time and improve office 

efficiency, while providing a better health environment. But bake phone and paper 

towel will consume a lot of energy and paper, and increase carbon emissions, So 

consumers should choose one of three ways combining own situation. 

(4) What green behavior do you have in daily life?  (  ) 

A Conserve water, close the faucet readily, and recycle water used to wash vegetables 

and rice. 

B Conserve electricity, close the computer and TV when they are not used, and dial 

the plug after closing the electrical appliances. 

C Do not litter and classify the garbage. 

D Minimize the use of disposable supplies. 
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Figure30 Consumers' green behaviors 

 

Fig.30 show that 38.75% of the public conserve water, close the faucet readily 

and recycle water used to wash vegetables and rice usually; 25.26% of the public 

conserve electricity, close the computer and TV when they are not used and dial the 

plug after closing the electrical appliances; 35.99% of the public do not litter and 

classify garbage and minimize the use of disposable supplies. 

3.4 Obstacles and problems in the process of public green 

consumption 

The environmental performance of green products is certainly better than 

ordinary products, but in the popularization process will encounter some problems 

and obstacles. There are many reasons, so we conducted survey. 

3.4.1 Public problems and behaviors in the green consumption 

process 

What is the biggest problem when you buy green products?  (  ) 

A There is a large gap between products and their promotion. 

B The price of green products is higher than common products. 

C The species of green products are few. 

D After-sales service is poor. 

Fig.31 shows that 37.79% of consumers believe green product is inconsistent 
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with their propaganda, which reflects the problem of exaggerated propaganda and 

false propaganda; 39.17% of consumers think that the price of green products is much 

higher than the common ones. We have mentioned this issue repeatedly and it cannot 

be avoided; 15.67% of consumers believe that the types of green products on the 

market are too simple to choose. 7.37% of consumers say that after-sales service of 

green products is very poor. 
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Figure31 The Problems of buying green products 

 

Aiming at the two problems of few optional types of green product and its poor 

after-sales service, we draw a conclusion that the system of green product is not well 

established, including production, publicity, sale and after-sales service. Therefore, we 

should strengthen the construction of these facts continuously, to produce qualified 

green products and supply them to the consumers, and give excellent after-sales 

service. In this way, consumers are willing to trust green products and buy them. 

3.4.2 The analysis of causes that public do not choose green products  

Why do you not choose green products deliberately when you go shopping?  (  ) 

A Do not understand the green products.   

B The information about green products is not reliable. 

C It is unnecessary to choose green products. 

D The price of green products is high. 
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Figure32 The causes that public do not choose green products 

 

It can be seen from Figure 32 that 32.29% of consumers do not quite understand 

green products, 34.53% of consumers believe that the information about green 

products is not reliable, and they are doubtful of the authenticity of green products; 

16.14% of consumers think the price of green products is too high, 17.04% of 

consumers believe that there is no need to choose green products. There are many 

reasons why consumers do no specially choose green products, most of them hold the 

view that the information about green products is not reliable, they are doubtful of the 

authenticity of green products, to some extent, are affected by the negative news about 

green products.  

Almost 1/3 consumers do not have a good understood about green products, we 

need to promote green products to make consumers understand green products, its 

distinctiveness, the benefits to our lives and the whole society, and the importance of 

buying green products; secondly, consumers should know why the price of green 

products is high. Although the price of green products is high, we can save using cost 

for its energy-saving and recyclable property. 

3.4.3 The way from public seeking help for quality problems of green 

products 

If your products or green products have quality flaw, and vendors and manufacturers 

do not deal with these problems, what will you do first in this case?  (  ) 
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A I will exposure these problems by newspapers and media. 

B I will ask for help from the Consumers’ Association. 

C I will ask for help from the administrative department. 

D I will ask for help by the relative laws. 
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Figure33The way of public protecting their own interests 

 

Fig. 33 shows that 58.8% of consumers would like to seek help from the 

Consumers' Association; 16.67% of consumers would expose bad phenomenon by 

media; 11.57% and 12.96 % of consumers choose to seek help from the government 

departments and legal means. 

It can be seen that more than half of consumers would seek help from the 

Consumers' Association, which is inseparable with the efforts on green consumption 

and consumer protection made by the Consumer Associations in recent years. 

Meanwhile, many people choose to expose bad phenomenon on media, with the aid of 

media to safeguard their own interests. 

3.5 Measures and ways to promote green consumption 

From a consumer's perspective, we conduct a survey about measures and ways to 

promote green consumption in the whole society. 

(1) Which aspect of the green consumption do you think should be done at first?  

(  ) 

A Laws and regulations B Public awareness C Business behavior D At the same time 
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Figure34 The ways to promote green consumption 

 

Fig. 34 shows that 16.74% of consumers believe that green consumption needs 

approval from laws and regulations, but they are still inadequate in our country. 

34.39% of consumers believe that the promotion of green consumption depends 

mainly on public awareness. Because they do not take into account whether their own 

consumption behavior is green consumption in the first time when shopping, most of 

them believe that their green consumption awareness is not strong enough at present. 

16.74% of consumers believe that the green consumption depends on the sellers' 

awareness and behavior wholly. 

(2) Do you think what is the most effective method to raise residents' awareness of 

green consumption?  (  )  (limit two choices) 

A Strengthening the media propaganda. 

B Strengthening the education on the knowledge of green consumption. 

C Enhance the industries’ awareness of green production. 

D Adjusting the composition of products in the markets. 

E Establishing the sound policies and regulations. 
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Figure35 The most effective method to raise residents' awareness of green consumption 

 

The proportion of the methods to raise residents' awareness of green 

consumption is balanced in about 20% (fig.35). Educating businesses and consumers 

from the production and consumption of green products, regulating the market 

structure and establishing the relevant laws and regulations by the government, as 

well as the media's great publicity, are the good policies to raise residents' green 

consumption awareness. 

(3) Which of the following ways do you choose to obtain the green consumption 

knowledge?  (  )  (limit two choices) 

A The relative posters  B The products’packaging   

C The information from families/ friends and classmates 

D Books/ newspapers and magazine 

E TV/ networks and other medias 

It can be seen from Fig.36, 32% learn from the TV, Internet and other medias, 

18.57% of consumers get the green consumption knowledge by posters as well as 

product packaging,16.29% learn from books, newspapers, magazines, etc.,14.57% 

learn from families, friends, classmates, etc.; 32% learn from the TV, Internet and 

other medias. Compared to the posters, product packaging, books, newspapers, 

magazines and friends, the influence of the TV, Internet and other media is much 

greater. 
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Figure36 The ways to obtain the green consumption knowledge 

 

(4) Do your relatives and friends approve your environment behavior?  (  ) 

A Yes.  B Yes, but a litter.  C It is neutral.  D No. 
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Figure37 Relatives and friends' approval on your green consumption behavior 

 

Fig.37 shows that there are 41.99% of consumers whose friends and families 

approve their environmental action; the consumers whose friends and families neither 

oppose nor support the environmental action account for 41.99% too; there are 

12.12% of consumers whose friends and relatives support their environmental action; 

and there are 3.9% of consumers whose environmental action cannot get the 

recognition of friends and relatives. 

(5) Will you publicize the concept of green consumption to your e-friends through the 

internet?  (  ) 

A I will.  B I will not.  C I will do this through other ways. 
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Figure38 The situation of publicizing green consumption to your e-friends through the internet 

 

Fig.38 shows that 37.67% of consumers say they would publicize the concept of 

green consumption to e-friends through the Internet, 35.81% of consumers say they 

would not, 26.51% of consumers say they would publicize the concept of green 

consumption by other ways. 

In order to promote green consumption and advocate green living, we should 

make effort to educate the consumers to make them used to green consumption; 

Second, strengthen the management of businesses, eliminate exaggerated and false 

publicity, and optimize after-sales service; Finally, establish a complete set of laws 

and regulations on green consumption to deal with problems and deter the crime in 

time. 

4 Conclusions and recommendations 

4.1 Conclusions 

(1) Green consumption awareness of the Beijing urban residents to be further 

improved 

From the survey we can see that about half of the consumers focus on the quality 

of consumption, 25.41% of consumers are concerned about the price, 10.66% of 

consumers care about the service attitude, and only 9.43% of consumers would think 

about the environmental problems. Because of this, few people are concerned about 

the impact of their action on the environment. They account for 49.77%, which is 
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nearly the half of the number of interviewee. And also nearly half of the people 

（48.13%） generally do not pay attention to the authenticity of the green products on 

the market. 

However, in fact, each consumer has his own "green way". The survey results 

show that 38.75% of the public can conserve water, close the faucet readily and 

recycle water used to wash vegetables and rice usually; 25.26% of the public conserve 

electricity, close the computer and TV when they are not used and dial the plug after 

closing the electrical appliances; 35.99% of the public do not litter and classify 

garbage and minimize the use of disposable supplies. Some consumers may not select 

the Eco-power car because of his work, but when shopping they will bring their own 

shopping bags instead of plastic bags offered by the supermarket; some consumers 

may tend to buy vegetables in the farmers' market, but they would buy good quality 

home appliances because they think one-time investment is more affordable. 

Therefore, we should raise residents' awareness of green consumption in all facets, to 

carry out the green consumption effectively. 

(2) The high price of green products affects the green consumption 

The research finds that the price of green vegetables or green appliances is 

higher than ordinary products due to their special production processes, which 

influence the consumers' acceptance of green products. For green vegetables, 75.93% 

of consumers can accept the more 30% price of green vegetables compared to 

ordinary vegetables, and only 24.07% of consumers can accept the price of more than 

30% or even more than doubled. For green appliances, nearly half of the consumers 

are willing to pay more 5% or 10% of the cost, and a small number of consumers are 

willing to pay more than 10% of the cost. The price of green products is much higher 

than the ordinary products, making consumers daunted. Therefore, in the stage of the 

promotion of green products and green consumption, the need from government 

economic subsidies and preferential policies is necessary. 

(3) Relevant laws and regulations need to be established as soon as possible 

In addition to the above-mentioned two problems of the low awareness of green 

consumption and the high price of green products, there are other problems such as 
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false propaganda, few kinds of green products and poor after-sales service. 37.79% of 

consumers believe green product is inconsistent with their propaganda, which reflects 

the problem of exaggerated propaganda and false propaganda. Therefore, many 

consumers are doubtful of the authenticity of green products. 39.17% of consumers 

think that the price of green products is much higher than the common ones. We have 

mentioned this issue repeatedly and it cannot be avoided; 15.67% of consumers 

believe that the types of green products on the market are too simple to choose. 7.37% 

of consumers say that after-sales service of green products is very poor. 

One of the main causes of the above phenomenon is lack of sound laws and 

regulations, which makes the promotion of green products difficult. Firstly, many 

manufacturers do not produce green products in accordance with the standard, making 

green products not green; Secondly, many manufacturers exaggerate the features of 

the products in the sales process and make false propaganda, misleading the 

consumers; there is no effective after-sales service which leads the consumers to 

worry about green products, so it is necessary and urgent to establish the laws and 

regulations related to green consumption. 

4.2 Suggestions 

(1) Conduct green consumption awareness education in the whole society 

Promote green consumption knowledge to the residents in the densely populated 

communities and raise their awareness of green consumption; Promote green 

consumption knowledge to the students in the classroom and let them even their 

families accept the green consumption education, which makes the students ready for 

green consumption in the future.  

(2)Provide economic subsidies and policy support while developing green products 

People can afford to the green products on the condition of high living level. 

However, the government needs to give a degree of economic subsidies at this stage, 

so that the public could afford to the green products, At the same time, the 

government should provide some policy support, so that consumers would fully 
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understand the green products' characteristics and choose green products in the future 

seriously. 

(3) Legislate for green consumption particularly 

Modern society is a consumption society, and consumers' green consumption 

demand is the driving force to pull the green production of enterprises. However, the 

green consumption publicity is not enough in our country, and the enterprises is lack 

of necessary green education on production and sale process, without stimulating the 

consumers effectively. Because of subjecting to the income level, some consumers 

cannot afford the increase of costs, and green products are the "castles in the air" for 

many people. Therefore, it is very significant to strengthen the green consumption 

legislation. Not only the behaviors of manufacturers and vendors but the consumption 

behaviors of consumers can be regulated by establishing a series of green 

consumption laws and regulations, to create a good green consumption environment 

and enable the public to develop the good green consumption habits. Meanwhile, we 

can solve the problems in accordance with the relevant laws and regulations for 

consumption disputes. 
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北京Ꮦ北京Ꮦ北京Ꮦ北京ᏖජᏖሙ⇥ජᏖሙ⇥ජᏖሙ⇥ජᏖሙ⇥㓓㡆㓓㡆㓓㡆㓓㡆⍜䌍⦄⢊䇗ⷨ⍜䌍⦄⢊䇗ⷨ⍜䌍⦄⢊䇗ⷨ⍜䌍⦄⢊䇗ⷨ᡹ਞ᡹ਞ᡹ਞ᡹ਞ 

 

1ᓩ㿔ᓩ㿔ᓩ㿔ᓩ㿔 

݇⊼㓓㡆⍜䌍ǃ֗䖯㒣⌢⼒Ӯ的ৃ持㓁থሩᏆ៤ЎҎӀ的݅䆚。✊㗠，Ⳃࠡ໻ᆊ೼⫳⌏

⍜䌍Ё಴৘⾡಴㋴ᕜᇥ㗗㰥到㓓㡆的಴㋴，ජᏖሙ⇥ᇍ㓓㡆ѻક的䅸䆚不䎇，㓓㡆⍜䌍ᛣ䆚

不ᔎ。ℸ໪，ᕜ໮⍜䌍ѻકᄬ೼⫳ѻ៤本催ǃ㛑⑤੠䌘⑤߽⫼⥛Ԣǃ∵ᶧ⠽ᥦᬒ䞣໻ㄝ䯂乬。

ජᏖሙ⇥㓓㡆⍜䌍Ꮖ៤ЎⳂࠡ⍜䌍乚ඳЁⷨお੠݇⊼的⛁点。 

೼ߚܙ䇗ⷨⷨお೑内໪ජᏖሙ⇥㓓㡆⍜䌍⦄⢊的෎⸔Ϟ，本⃵䇗ⷨ䞛প䯂ो䇗ᶹ的方

ᓣ，䗝প䍙Ꮦ੠໻ൟ㓐合ଚഎㄝഄऎЎᇍ䈵，ᇍ北京ᏖජᏖሙ⇥㓓㡆⍜䌍⦄⢊䖯㸠䇗ⷨ。ᔶ

៤了北京Ꮦ㓓㡆ѻક⍜䌍䇗ⷨ᡹ਞ。᡹ਞЁ䗮䖛ᇍ䇗ⷨ䯂ो䖯㸠㒳䅵学ߚᵤ，得出北京Ꮦජ

Ꮦሙ⇥的㓓㡆⍜䌍⦄⢊ঞ⡍点，ᦤ出֗䖯㓓㡆⍜䌍的Ⳍ݇ᇍㄪ੠᥾ᮑ，Ң㗠֗䖯ජᏖሙ⇥的

㓓㡆⍜䌍，๲ᔎ㓓㡆⍜䌍ᛣ䆚，ᦤ催ᭈϾ⼒Ӯ的㓓㡆⍜䌍∈ᑇ。 

2ⷨお方⊩ⷨお方⊩ⷨお方⊩ⷨお方⊩ 

2.1䯂ो䆒䅵䯂ो䆒䅵䯂ो䆒䅵䯂ो䆒䅵 

2.1.1䯂ो䆒䅵䯂ो䆒䅵䯂ो䆒䅵䯂ो䆒䅵ॳ߭ॳ߭ॳ߭ॳ߭ 

本䆎᭛䇗ᶹ䯂ो的䆒䅵䙉ᕾ了ҹϟ޴点ॳ߭˖ 

（1）Ⳍ݇ॳ߭—䇗ᶹ䯂ोЁ䰸了ᇥ᭄޴Ͼᦤկ㚠᱃的乬Ⳃ໪，݊ԭ乬Ⳃᖙ乏ϢⷨおЏ

乬Ⳉ᥹Ⳍ݇。 

（2）ㅔ⋕ॳ߭—䇗ᶹ䯂ोЁ↣Ͼ䯂乬䛑ᑨ࡯∖ㅔ⋕㗠不㐕ᴖǃ݋ԧ㗠不৿㊞，ሑ䞣Փ

⫼ㅔⷁ的হᄤ，↣Ͼ乬Ⳃা⍝ঞϔϾ䯂乬，不㛑ݐ䯂。 

（3）⼐䉠ॳ߭—䇗ᶹ䯂ोЁሑ䞣䙓ܡ⍝ঞϾҎ䱤⾕的䯂乬，བᬊܹᴹ⑤˗䙓ܡ䙷ѯӮ

㒭ㄨोҎᏺᴹ⼒Ӯ៪㘠Ϯय़࡯的䯂乬，ՓҎᛳ到不⒵。䯂乬的᥾䕲⼐䉠ǃ䆮ᙇ，ҎӀᠡ㛑ᜓ

ᛣ合作。 

（4）方֓ॳ߭—䇗ᶹ䯂ोЁ乬Ⳃᑨ䆹ሑ䞣方֓䇗ᶹᇍ䈵ಲㄨ，不ᖙ⌾䌍䖛໮ヨ๼，г

不㽕䅽䇗ᶹᇍ䈵㾝得᮴Ңϟ᠟，㢅䌍ᕜ໮ᯊ䯈ᗱ㗗。 

（5）ᢦ㒱ᴃ䇁ॳ߭—䇗ᶹ䯂ोЁ䙓ܡ໻䞣Փ⫼ᡔᴃᗻ䕗ᔎ的ǃ῵㊞的ᴃ䇁ঞ㸠䆱，ҹ

֓Փ㹿䇗ᶹᇍ䈵䛑㛑䇏ព乬Ⳃ。䖱ড䖭ϔॳ߭的՟ᄤབ“ᙼ䅸Ўᙼ的ᄽᄤ⼒Ӯᱎ࡯བԩ˛” 

（6）䴲ᇐ৥ᗻॳ߭—䇗ᶹ䯂ोЁ所ᦤ出的䯂乬ᑨ䆹䙓ܡ䱤৿ᶤ⾡؛䆒៪ᳳᳯ的㒧ᵰ，

䙓ܡ乬ⳂЁԧ⦄出ᶤ⾡ᗱ㓈ᅮ࢓的ᇐ৥。 
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2.1.2䯂ो䯂ो䯂ो䯂ो䆒䅵䆒䅵䆒䅵䆒䅵内容内容内容内容 

本䯂ोࣙ৿了ҹϟ݁Ͼ方面的内容 

（1）ফ䆓者෎本ֵᙃ 

ࣙᣀ㹿䇗ᶹ者的ᗻ߿ǃᑈ啘ǃফᬭ㚆程ᑺǃ㘠Ϯ੠ϾҎᬊܹ。 

（2）北京ᏖජᏖሙ⇥㓓㡆⍜䌍ᛣ䆚 

北京ᏖජᏖሙ⇥ᇍ㓓㡆⍜䌍的䅸ⶹ程ᑺǃሙ⇥೼㓓㡆⍜䌍䖛程Ё䘛到的䯂乬ҹঞሙ⇥ᇍ

㓓㡆⍜䌍的ᳳᳯ。 

（3）北京ᏖජᏖሙ⇥㓓㡆⍜䌍⦄⢊ 

� 㓓㡆亳ક⍜䌍 

� 㓓㡆ᆊ⬉⍜䌍 

� 㓓㡆出㸠 

（4）北京ᏖජᏖሙ⇥᮹ᐌ⫳⌏⦃ֱ㸠Ў⦄⢊ঞߚᵤ 

（5）݊ᅗ 

2.2䯂ो䇗ᶹ方ᓣ䯂ो䇗ᶹ方ᓣ䯂ो䇗ᶹ方ᓣ䯂ो䇗ᶹ方ᓣ 

本⃵䯂ो䇗ᶹ䞛প⦄എ䇗ᶹ方ᓣ，䗝ᢽ䍙Ꮦ੠໻ൟ㓐合ଚഎㄝഄऎЎᇍ䈵，ᇍℷ೼䖯㸠

䌁⠽的⍜䌍者䖯㸠䞛䆓，䞛䆓ᯊ䯈ࣙ߿ߚᣀⱑ໽੠ᰮϞϸϾᯊ䯈↉，݅䅵ᬊಲ 347 ӑ䯂ो，

ফ䆓ᇍ䈵ࣙᣀ不ৠᑈ啘ǃᬊܹǃ㘠Ϯ੠ফᬭ㚆程ᑺ的⍜䌍者。 

2.3䯂ो᭄᥂໘⧚ঞߚᵤ䯂ो᭄᥂໘⧚ঞߚᵤ䯂ो᭄᥂໘⧚ঞߚᵤ䯂ो᭄᥂໘⧚ঞߚᵤ 

本⃵䯂ो໘⧚䞛⫼㒳䅵学䕃ӊ SPSS。佪ܜ䞛⫼᭄᥂ᔩܹ䕃ӊ EpiData，ᇚ所有䯂ो的ॳ

ྟ᭄᥂ᔩܹ，ᔶ៤ḋ本᭄᥂ᑧ，ᑊ೼ℸ䖛程Ёᇚ不合Ḑ䯂ोᣥ出（བ฿ݭᄫ䗍┺㤝ǃ฿ݭ不

ᅠᭈㄝ），㾚Ў᮴ᬜ䯂ो˗݊⃵，ᇚḋ本᭄᥂ᑧᇐܹ SPSS 䕃ӊ䖯㸠᭄᥂ߚᵤ。 

3ⷨお㒧ᵰϢߚᵤⷨお㒧ᵰϢߚᵤⷨお㒧ᵰϢߚᵤⷨお㒧ᵰϢߚᵤ 

3.1䇗ⷨᇍ䈵෎本ֵᙃ䇗ⷨᇍ䈵෎本ֵᙃ䇗ⷨᇍ䈵෎本ֵᙃ䇗ⷨᇍ䈵෎本ֵᙃ 

 佪ܜᇍখϢ䇗ⷨ的ফ䆓者෎本ֵᙃ䖯㸠ᬊ䲚，݋ԧ内容㾕表 1，㒧ᵰ㾕೒ 1-5。  

 

 

表 1 ফ䆓者෎本ֵᙃ䇗ⷨ㒧ᵰ 

乬Ⳃ 䗝乍 A 䗝乍 B 䗝乍 C 䗝乍 D 䗝乍 E 
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1ǃᙼ的ᑈ啘 
20 ਼ቕҹϟ

（12.90%） 

20̚55 ቕ

（71.89%） 

55 ቕҹϞ

（15.21%） 
  

2ǃᙼ的ᗻ（51.15%）⬋ ߿ ཇ（48.85%）    

3ǃᙼ的㘠Ϯ 
ਬঞџϮऩԡࡵ݀

（11.06%） 

ӕϮ䲛ਬ

（28.57%） 

Ͼԧ㒣㧹者

（15.67%） 

݊Ҫ

（44.70%） 
 

4ǃᙼ↣᳜的Ͼ

Ҏᬊܹᚙމ 

3500 ҹϟܗ

（59.91%） 

ܗ3500̚8000

（31.34%） 

8000 ҹϞܗ

（8.76%） 
  

5ǃᙼ的ফᬭ㚆

程ᑺ 

ᇣ学ঞҹϟ 

（5.99%） 

߱Ё 

（15.67%） 

催Ё（৿Ё

ϧǃЁᡔ）

（29.95%） 

໻学ϧ⾥៪

本⾥

（34.10%） 

ⷨお⫳ঞҹϞ

（14.29%） 

 

15.21%

71.89%

12.9%

 $
 %
 &

 

 

  

48.85%

51.15%

 ⬋
 ཇ

 

 

 
೒ 1 ফ䆓者ᑈ啘⢊މ                   ೒ 2 ফ䆓者ᗻ߿↨՟ 

44.7%

15.67%

28.57% 11.06%

 $
 %
 &
 '

 

 

  

8.76%

31.34%

59.91%

 $
 %
 &

 

 

 

೒ 3 ফ䆓者㘠Ϯ⢊މ                   ೒ 4 ফ䆓者ᬊܹ⢊މ 

14.29%

34.1%

29.95%

15.67%

5.99%

 $
 %
 &
 '
 (
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೒ 5 ফ䆓者ফᬭ㚆程ᑺ 

೒ 5 㒧ᵰᰒ⼎，ফ䆓者的ᑈ啘ߚᏗ↨䕗均㸵。ḋ本Ё 20-55 ቕ的ⷨおᇍ䈵ऴЏԧ，ৠ

ᯊгᰃ᮹ᐌ⍜䌍的Џ࡯。㒧合㄀ 3ǃ4ǃ5 乬ߚᵤথ⦄˖䇗ᶹᇍ䈵的㘠ϮߚᏗЁ䗝Ā݊Ҫ的ā

ऴᇚ䖥 45%，᳜ᬊܹԢѢ 3500 的ऴᇚ䖥ܗ 60%，ᬭ㚆程ᑺЎ໻ϧ៪本⾥的ऴ 34.10%，Ў䇗

ⷨᇍ䈵Ё所ऴ↨՟᳔໻的㕸ԧ， ⷨお⫳ঞҹϞ的↨՟Ў 14.29% 。 

3.2北京Ꮦ北京Ꮦ北京Ꮦ北京Ꮦሙ⇥㓓㡆⍜䌍ᛣ䆚ሙ⇥㓓㡆⍜䌍ᛣ䆚ሙ⇥㓓㡆⍜䌍ᛣ䆚ሙ⇥㓓㡆⍜䌍ᛣ䆚੠䅸ⶹ੠䅸ⶹ੠䅸ⶹ੠䅸ⶹ 

  ᇍ݀ӫሙ⇥㓓㡆⍜䌍ᛣ䆚੠䅸ⶹ䖯㸠了䇗ⷨ，䇗ⷨ的䯂乬݅ࣙᣀ 8 Ͼ䯂乬 。 

（1）ᙼ᳔݇⊼的㓓㡆⍜䌍乚ඳᰃҔМ˛（ ） 

（㓓㡆⍜䌍ᰃᣛ⍜䌍者ᇍ㓓㡆ѻક的䳔∖ǃ䌁ф੠⍜䌍⌏ࡼ） 

A.㓓㡆建ᴤ B.㓓㡆亳ક C.㓓㡆᠓ѻ D.㓓㡆࣪ཚક E.㓓㡆ᆊ⬉ F.㓓㡆Ѹ䗮 G.⫳ᗕᮙ␌  

H.㓓㡆ᆊ݋ I.݊Ҫ（䇋⊼明）____________________________________ 

7.29%

42.86%

2.04%

5.25%

8.16%

19.53%
6.12%

8.45%

0.29%

 A

 B

 C

 D

 E

 F

 G

 H

 I  

 

 

೒ 6 ݀ӫ᳔݇⊼的㓓㡆⍜䌍乚ඳ⢊މ 

由೒�㒧ᵰৃҹ得出，有42.86%的Ҏ݇⊼㓓㡆亳ક，݊⃵ᰃ㓓㡆Ѹ䗮，㗠Ϣ亳੠㸠ৠㄝ

䞡㽕的ԣⳌᇍᴹ䇈ফ݇⊼程ᑺैᕜᇥ，া有2.04%。⇥ҹ亳Ў໽，᳈໮的⍜䌍者݇⊼㓓㡆亳

ક，䖭ᰃᚙ⧚ПЁ的。݀ ӫᇍ㓓㡆᠓ѻ݇⊼Ⳍᔧ䕗ᇥ，䖭䎳䖥ᑈᴹ೑内的᠓ഄѻ㸠Ϯ的໻ᔶ

࡯有ϔᅮ的不〇ᅮᗻ，ᡩܹѻ出ᵕ不ᑇ㸵，ᇍѢ᱂䗮ሙ⇥㗠㿔᮴݋有݇，᠓ѻᡩ䌘໻，Ϩ࢓

ᡓᢙ。ৃ㾕，݀ ӫᇍ䖭޴乍的݇⊼程ᑺ䱣݊៤本的๲ࡴ䗦ޣ，៤本䕗ᇣ的㓓㡆ѻક᳈容ᯧ᥼

ᑓ៤ࡳ。 

（2）ᙼ᳔݇ᖗ的⍜䌍䯂乬ᰃҔМ˛（ ） 

A.䋼䞣 B.ӋḐ C.᳡ࡵ D.⦃ֱ E.方֓ 
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49.59%

25.41%

10.66% 9.43%

4.92%

 A

 B

 C

 D

 E

 

 

 

೒ 7 ݀ӫ᳔݇⊼的⍜䌍䯂乬 

೒7㒧ᵰ表明，有49.59% 的Ҏ⊼䞡⍜䌍的䋼䞣䯂乬，25.41%的Ҏ݇⊼ӋḐ，10.66%的

Ҏ⊼䞡᳡ࡵᗕᑺ，⊼䞡⦃ֱ的া有9.43%。ሑㅵ⍜䌍的乚ඳ⍝ঞ໮Ͼ方面，Ԛᰃ೼໮⃵出⦄

亳કᅝ全џᬙ੠⬉ẃџᬙ的ᚙމϟ，ҎӀ⊼䞡⍜䌍ѻક䋼䞣的ᖗ⧚ᖙᅮফ到了ᕅડ。䗝ᢽĀ⦃

ֱāЎ᳔݇ᖗ的⍜䌍䯂乬的↨՟ҙЎ10.66%，Ԛᰃ䖭ѯҎ㕸Ё，ⷨお⫳ঞ本⾥໻ϧ学ग़ऴ

了76%，ߚܙ䇈明了⦃ֱ观ᗉϢᬭ㚆程ᑺ៤ℷ↨的݇㋏，所ҹ，Ў了ᦤ催全⇥ᮣ的⦃ֱᛣ䆚，

៥Ӏᑨࡴᔎᬭ㚆，䗤ℹᦤछ໻ᆊᇍ⦃ֱ的݇⊼੠䞡㾚程ᑺ。 

（3）ᙼᰃ৺݇⊼㞾Ꮕ的⍜䌍㸠Ўᇍ⦃๗䗴៤的ᕅડ˛（ ） 

A.ᘏᰃ B.㒣ᐌ C.ᕜᇥ D.Ң不 

5.16%

49.77%

34.74% 10.33%

 A

 B

 C

 D

 

 

 

೒ 8 ݀ӫ㞾䑿⍜䌍㸠Ўᇍ⦃๗ᕅડ的䅸䆚⢊މ 

೒ 8 㒧ᵰ表明，84.51%的⍜䌍者䅸Ў㞾Ꮕᘏᰃ៪者㒣ᐌ݇⊼㞾䑿的⍜䌍㸠Ўᇍ⦃๗䗴

៤的ᕅડ，䇈明໻໮᭄⍜䌍者݋有㓓㡆⍜䌍的ᛣ䆚，㗠 5.16%的⍜䌍者߭表⼎೼⍜䌍䖛程Ё，

ҪӀᑊ≵有݇⊼㞾Ꮕ的㸠Ўᰃ৺Ӯᇍ⦃๗ѻ⫳ᕅડ。ৃ 㾕ᦤछ݀ӫ的㓓㡆⍜䌍ᛣ䆚，ҡ有ϔ

ᅮ的ぎ䯈。Ўℸ，ᬓᑰг䞛প了৘⾡᥾ᮑ੠ᅲᮑ㸠ࡼ，ҹᦤ催݀ӫ的㓓㡆⍜䌍ᛣ䆚。↨བ，

䖥ᑈᴹ，北京Ꮦ⍜䌍者णӮг䗮䖛Ā315āᅷӴǃᓔ䆒෍䆁ϧ乬ㄝ方ᓣᓔሩ了ϔ㋏߫的ᬭ㚆

 。北京Ꮦᬓᑰг㒭ќ了ϔ㋏߫的㓓㡆ѻક⍜䌍㒣⌢㸹䌈ᬓㄪ，প得了䕗ད的ᬜᵰ，ࡼ⌏

（4）ᙼ䖯㸠㓓㡆⍜䌍的Џ㽕Ⳃ的ᰃҔМ˛（ ） 

A.عᒋ B.ᯊᇮ C.⦃ֱ D.᮴ᛣ䆚 
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57.51%

7.3%

30.9%

4.29%

 A

 B

 C

 D

 

 

 

೒ 9 ݀ӫ㓓㡆⍜䌍的Ⳃ的 

೒9㒧ᵰ表明，有57.51%的⍜䌍者ᰃЎ了“عᒋ”㗠䗝ᢽ了㓓㡆⍜䌍，䖭гϢ໻ᆊ᳈ࡴ⊼

䞡㓓㡆亳ક的䋼䞣ᰃⳌϔ㟈的，有30.9%的⍜䌍者䗝ᢽ了Ā⦃ֱā，䖭表明，໻ᆊᇍѢ⦃๗

ֱᡸ的ᛣ䆚೼不ᮁࡴᔎ，䖬有7.03%的Ҏ䗝ᢽĀᯊᇮā，䅽㓓㡆ѻક៤Ўϔ⾡ᯊᇮᖙᅮ᳈ࡴ

㛑਌ᓩᑈ䕏Ҏ的ⴐ⧗，䖭г不༅Ў㓓㡆ѻક᥼ᑓ的ϔϾད䗨ᕘ。 

（5）ᙼЏ㽕ᰃ䗮䖛ҹϟા⾡方ᓣᴹ䕼߿㓓㡆ѻક˛（ ） 

A.⦃ֱᷛᖫ B.ၦԧᑓਞᅷӴ C.ѻકֵᙃ䕼߿ D.ક⠠ 

47.73%

16.82%

15%

20.45%

 A

 B

 C

 D

 

 

 

೒ 10 ݀ӫ䕼߿㓓㡆ѻક的方ᓣ 

೒10㒧ᵰ表明，47.73%的Ҏ䗮䖛⦃ֱᷛᖫᴹ䡈߿㓓㡆ѻક， 20.45%的Ҏ䴴ક⠠ᴹ䗝ᢽ，

16.82%的Ҏ䴴ၦԧᑓਞ。ৃ㾕，⦃ֱᷛᖫᇍѢ݀ӫ䖯㸠㓓㡆ѻક䆚߿的䞡㽕ᗻ，ᇸ݊ᰃᇍ

ѻકֵᙃ੠⢊މ不໾了㾷的ᚙމϟ。಴ℸ，䡈ѢⳂࠡ೑内݀ӫᇍѢ㓓㡆ѻક䕼߿⢊މ，⦃ֱ

ᷛᖫ䅸䆕䚼䮼，㽕Ϲᡞ䋼䞣݇，৺߭容ᯧϻ༅݀ӫ的ֵӏ，㓓㡆ѻકᇚᕜ䲒᥼ᑓϟএ。঺໪，

㓓㡆ѻક㽕䗤⏤خ៤ક⠠，ҹ๲݀ࡴӫ的ֵӏ程ᑺ，䗮䖛ࡴᔎ⾥᱂ᅷӴ，Փ㓓㡆ѻક⏅ܹҎ

ᖗ。 

（6）ᙼᰃ৺Ӯএ䗑おᏖഎϞ㓓㡆ѻક的ⳳᅲᗻ˛（ ） 

A.ϔ㠀不⊼ᛣ 
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B.Ӯ䇗ᶹ݊ⳳᅲᗻ，བᵰ有䯂乬䗝ᢽᬒᓗ㒻㓁䌁ф 

C.Ӯ䇗ᶹ݊ⳳᅲᗻ，བᵰ有䯂乬৥有݇䚼䮼В᡹ 

D.Ӯ䇗ᶹ݊ⳳᅲᗻ，བᵰ有䯂乬ᇚ߽⫼⊩ᕟ℺఼㓈ᡸ㞾Ꮕ的权Ⲟ 

7.94%

7.94%

35.98%

48.13%

 A

 B

 C

 D

 

 

 

೒ 11 ݀ӫᇍ㓓㡆ѻકⳳᅲᗻ݇⊼ᑺ⢊މ 

ᇍ݀ӫᇍ㓓㡆ѻકⳳᅲᗻ݇⊼ᑺ⢊މ䖯㸠的䇗ᶹ㒧ᵰ表明（೒ 11），48.13%的⍜䌍者೼

䗝䌁ଚકᯊ不Ӯ⊼ᛣ㓓㡆ѻક的ⳳᅲᗻ，㗠া有 15.88%的⍜䌍者Ӯ೼থ⦄䯂乬ৢ䞛প᥾ᮑ

ᇍ㞾Ꮕ的权Ⲟࡴҹֱᡸ。 

由Ѣ㓓㡆ѻક的ӋḐ⬹催Ѣ᱂䗮ଚક，所ҹ有ϔѯ不⊩ߚᄤЎ了㛑໳䌮প᳈໮的߽⍺，

ҹ⃵ܙདǃᓘ㰮作؛，⾕㞾ᇚ㓓㡆ѻક的ᷛᖫॄ到ࣙ㺙㹟Ϟ，Ң㗠ℎ䆜⍜䌍者。䖬有ϔѯଚ

ᆊᇚ᱂䗮ѻક༌໻ᅷӴ，䖭䛑Փ得㓓㡆ѻક的ⳳᅲᗻ得到了䋼⭥。有 35.98%的⍜䌍者表⼎

೼䌁фݦ؛㓓㡆ѻકПৢ֓不ݡⳌֵ所䇧的㓓㡆ѻકᷛᖫ，ϔᮺথ⦄݊䯂乬֓Ӯᬒᓗ䌁ф，

䖭不ҙҙᰃᬒᓗᶤϔ⾡ଚક，㗠ᰃᇍ所有㓓㡆ѻક的ⳳᅲᗻ持有了ᗔ⭥ᗕᑺ。 

಴ℸ，㓓㡆⍜䌍的᥼ᑓϢᅲ⦄，䖬ᖙ乏䗮䖛ᬓᑰ的⊩ᕟ੠⊩㾘᥾ᮑ，䗮䖛ゟ⊩ֱᡸ⍜䌍

者的合⊩权Ⲟ，ࡴᔎᇍ⍜䌍者⊩ᕟᛣ䆚的ᬭ㚆ҹঞ䖱⊩者的ᚽ㔮࡯ᑺ，Ӭ࣪੠࣪ޔ㓓㡆ѻક

Ꮦഎ，䖭ḋᠡ㛑᳈ᖿ的᥼ࡼ㓓㡆⍜䌍的থሩ。 

（7）ᙼ䅸Ў䌁ф㓓㡆ѻકᰃ৺ⳳ的㛑ޣᇥ䌘⑤੠㛑⑤⌾䌍，֗䖯⼒Ӯৃ持㓁থሩ˛（ ） 

A.㛑໳ B.不㛑໳ C.៪䆌㛑໳ D.㓓㡆ѻકⳂࠡҙҙᰃὖᗉ 

݀ӫᇍ㓓㡆ѻક೼ޣᇥ䌘⑤੠㛑⑤⌾䌍方面䅸䆚的䇗ⷨ㒧ᵰ㾕೒12。㒧ᵰ表明˖া有

29.77%的⍜䌍者ᇍ㓓㡆ѻકܙ⒵ֵᖗ，䅸Ў݊ϔᅮ㛑໳থ᣹作⫼，ޣᇥ䌘⑤㛑⑤⌾䌍 6̠.51%

的⍜䌍者䅸Ў㓓㡆ѻક不㛑໳ޣᇥ㛑⑤䌘⑤⌾䌍˗᳈໮的⍜䌍者ᇍℸ持ᗔ⭥ᗕᑺ，42.32%

䅸Ў㓓㡆ѻક៪䆌ৃҹᅲ⦄䰡㗫ޣᥦ˗21.4%表⼎Ⳃࠡ㓓㡆ѻકҙҙᰃὖᗉ。ৃ㾕，㓓㡆ѻ

ક㽕ᛇ得到⍜䌍者的䅸ৃ，不ҙ㽕ֱ䆕݊ક䋼ǃӋḐ，᳈㽕䅽㦋প⍜䌍者的ߚܙ䅸ⶹ。 
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21.4%

42.32%

6.51%

29.77%

 A

 B

 C

 D

 

 

 

೒12݀ӫᇍ㓓㡆ѻક೼ޣᇥ䌘⑤੠㛑⑤⌾䌍方面的䅸䆚 

（8）བᵰᙼᜓᛣ䌁фϔℒ⦃ֱѻક，ᙼ᳔ᳳᳯᅗ೼ҹϟા޴Ͼ方面有不޵的表⦄˛（ ） 

A.㡖㑺䌘⑤，ޣᇥ∵ᶧ B.ৃҹߚ㉏ಲᬊ，ݡ⫳ C.有ⲞѢعᒋ 

D.ৃҹ䞡໡Փ⫼៪໮⃵߽⫼ E.有ⲞѢ⦡⿔ࡼỡ⠽的ֱᡸ 

   ݀ӫᇍ㓓㡆ѻક的ᳳᳯ程ᑺ䇗ⷨ㒧ᵰ㾕೒ 13。㒧ᵰ表明˖ 32.25%的⍜䌍者Ꮰᳯ㓓㡆ѻ

ક㛑໳ⳳℷ的㡖㑺䌘⑤ǃޣᇥ∵ᶧ，10.1%的⍜䌍者Ꮰᳯ㓓㡆ѻકᰃৃಲᬊǃ㛑ݡ⫳的⦃ֱ

ѻક，35.18%的⍜䌍者Ꮰᳯ㓓㡆ѻકᰃ有ⲞѢعᒋ⫳⌏的ѻક，18.57%的⍜䌍者Ꮰᳯ㓓㡆

ѻકৃҹ䞡໡໮⃵Փ⫼，3.9%的⍜䌍者表⼎㓓㡆ѻક有ⲞѢ⦡⿔ࡼỡ⠽的ֱᡸӮ᳈ད。ৃ

㾕，ѻક㛑৺㹿⍜䌍者所䅸ৃ，䰸পއѢѻક的ᗻ㛑໪，䖬㽕ⳟ䆹ѻક的Փ⫼ᰃ৺有߽Ѣޣ

ᇥ䌘⑤㛑⑤的Փ⫼ǃ有߽Ѣ⦃๗ֱᡸ੠⼒Ӯৃ持㓁থሩ。 

3.9%

18.57%

35.18%

10.1%

32.25%

 A

 B

 C

 D

 E

 

 

 

೒ 13 ݀ӫᇍ㓓㡆ѻક的ᳳᕙ 

3.3北京ᏖජᏖሙ⇥北京ᏖජᏖሙ⇥北京ᏖජᏖሙ⇥北京ᏖජᏖሙ⇥㓓㡆⍜䌍㓓㡆⍜䌍㓓㡆⍜䌍㓓㡆⍜䌍⦄⢊ঞߚᵤ⦄⢊ঞߚᵤ⦄⢊ঞߚᵤ⦄⢊ঞߚᵤ 

3.3.1㓓㡆㓓㡆㓓㡆㓓㡆亳ક亳ક亳ક亳ક⍜䌍⍜䌍⍜䌍⍜䌍 

ᇍජᏖሙ⇥ᑇᯊф㦰⏴䘧䖯㸠了䇗ⷨ，⏴䘧ߚЎ䮼ষ㦰䋽ǃݰ䌌Ꮦഎǃ໻ൟ䍙Ꮦ੠䗕䋻

Ϟ䮼៪݊Ҫ。 

（1）ᙼ的ᆊᒁᑇᯊф㦰⏴䘧˛（ ） 

A.䮼ষ㦰䋽 B.ݰ䌌Ꮦഎ C.໻ൟ䍙Ꮦ D.䗕䋻Ϟ䮼៪݊Ҫ 
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2.13%

36.17%

45.21%

16.49%

 $
 %
 &
 '

 

 

 

೒ 14 ݀ӫф㦰⏴䘧⢊މ 

䇗ⷨ㒧ᵰ㾕೒ 14，ৃ ҹ得出，45.21%的ሙ⇥䗝ᢽএݰ䌌Ꮦഎ，݊ ⃵ᰃ໻ൟᏖഎ（36.17%）

੠䮼ষ㦰䋽（16.49%），㗠া有 2.13%的ሙ⇥䗝ᢽ了䗕䋻Ϟ䮼៪݊Ҫ的方ᓣ。 

ᰃЁ㗕ᑈҎӮ䗝ᢽᮽϞএᮽᏖ䌁фᔧ᮹ᮄ剰的߿䌌ᏖഎЏ㽕ᰃᣛᮽᏖ，ᕜ໮ᆊᒁ，⡍ݰ

㬀㦰。໻ൟ䍙Ꮦ有ᯊ݋有ϔᅮ的਌ᓩ࡯，⡍߿ᰃ೼䍙Ꮦᮽ᰼៪ᰮϞϟ⧁ࠡ的ϔ↉ᯊ䯈Ӯ有Ԣ

Ӌ㬀㦰，ᕜ໮⍜䌍者Ӯ䗝ᢽ೼䖭ѯᯊ䯈↉এ䗝䌁。䆌໮Ϟ⧁ᮣ≵有ᯊ䯈এᮽᏖ៪者໻ൟᏖഎ，

៪者ϔѯ㸠ࡼ不໾方֓的⅟⮒Ҏ੠Ё㗕ᑈҎ，Ӯ䗝ᢽ䮼ষ㦰䋽。㗠Ў᭄不໮的⍜䌍者䖬Ӯ䗝

ᢽ䗕䋻Ϟ䮼៪݊Ҫ方ᓣ，⡍߿ᰃ⦄Ҟ⬉ᄤ⍜䌍੠㔥㒰䌁⠽↨䕗⌕㸠的ᚙމϟ。ᔧ✊，䰸了㞾

䑿ॳ಴໪，⍜䌍者䗝পԩ⾡ф㦰方ᓣ䖬Ӯফ到ሙԣ⦃๗ǃᆊᒁ㒣⌢⢊މ੠⫳⌏⧚ᗉㄝ಴㋴的

ᕅડ。 

䰸ᇍф㦰ഄ点䇗ⷨП໪，៥Ӏ䖬ህሙ⇥ф㦰ᯊ᳔݇⊼的㬀㦰ᮄ剰ᑺǃ㬀㦰ᰃ৺㧹ݏᅝ全ǃ

㬀㦰ӋḐǃ䌁ф㬀㦰ᰃ৺方֓ㄝ方面䖯㸠了䇗ⷨ。 

（2）ᙼ的ᆊᒁф㦰᳔⊼䞡˛（ ） 

A.ᮄ剰 B.㧹ݏᅝ全 C.Ӌᒝ D.֓᥋ E.݊Ҫ 

40.6%

33.76%

17.09%

8.12%

0.43%

 A

 B

 C

 D

 E

 

 

 

೒ 15 ݀ӫф㦰ջ䞡点⢊މ 

由೒ 15 㒧ᵰৃҹⳟ出，40.6%的⍜䌍者᳔⊼䞡㬀㦰的ᮄ剰程ᑺ，33.76%的⍜䌍者݇ᖗ

㬀㦰的㧹ݏ੠ᅝ全䯂乬，17.09%的⍜䌍者Ӯ㗗㰥㬀㦰的ӋḐ，8.12%的⍜䌍者䌁ф㬀㦰ᯊҹ
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֓᥋ЎЏ，㗠䖬有 0.43%的⍜䌍者䖬Ӯ有݊Ҫ方面的乒㰥。 

ৃ㾕，⍜䌍者䌁ф㬀㦰ᯊ佪㽕㗗㰥的䖬ᰃ㬀㦰本䑿的ᮄ剰ǃ㧹ݏ੠ᅝ全ᗻ。⡍߿ᰃᅝ

全䯂乬䍞ᴹ䍞ফ到⍜䌍者的݇⊼。由Ѣ߽Ⲟ偅ࡼ，Ў๲ࡴ㬀㦰ѻ䞣ǃ㓽ⷁ⫳䭓਼ᳳ，⫳ѻ者

ᮑ⫼໻䞣的࣪㙹੠ݰ㥃。⡍߿ᰃ䖥ᑈᴹ，㬀㦰੠∈ᵰĀ↦ᆇāџӊ的乥乥Ჱܝ，݀ӫ᳈ࡴᇍ

㬀㦰ᅝ全ᖻ㰥੠ᢙᖗ。䩜ᇍ䖭ѯ䯂乬，Ā㓓㡆㬀㦰ā䍞ᴹ䍞໮的㹿⍜䌍者所䅸ৃ。ֱ䆕㬀㦰

⫳ѻᰃⳳℷ㓓㡆ǃعᒋ，៥Ӏ全⼒Ӯ䖬䳔㽕خ໻䞣工作。བ䰸Ң⫳ѻ⑤༈ࡴҹ᥻ࠊ੠ࠊᅮϹ

Ḑ的㓓㡆㬀㦰ᷛޚ໪，ࡴᔎᏖഎ的ⲥⴷ੠ㅵ⧚гᕜ䞡㽕，佪ܜᇚ㓓㡆㬀㦰੠᱂䗮㬀㦰ߚᓔᨚ

ᬒ，֓Ѣ⍜䌍者䗝䌁˗݊⃵ࡴᔎଚᆊ的䘧ᖋᬭ㚆，ᴰ㒱Ў了Ⲝ߽㗠ҹ⃵ܙད的⦄䈵˗ᇍ⍜䌍

者䖯㸠㓓㡆㬀㦰ⶹ䆚的ᬭ㚆੠᱂ঞ，བԩ䗮䖛ㅔऩ的方⊩ߚ䕼㓓㡆㬀㦰੠᱂䗮㬀㦰。䖭ḋᠡ

㛑䅽⍜䌍者ⳳℷф到ᬒᖗ的㬀㦰，ֱ䆕໻ᆊ的ᅝ全੠عᒋ。 

（3）݀ӫᇍ㓓㡆㬀㦰ӋḐ的ᡓফ㛑࡯⦄⢊ঞߚᵤ 

㓓㡆㬀㦰ᰃᣛ䙉ᕾৃ持㓁থሩ的ॳ߭，೼ѻഄ⫳ᗕ⦃๗㡃ད的ࠡᦤϟ，ᣝ✻⡍ᅮ的䋼䞣

㉏ݏ䆌Փ⫼㓓㡆亳કᷛᖫ的᮴∵ᶧ的ᅝ全ǃӬ䋼ǃ㧹ܕ，ԧ㋏⫳ѻ，ᑊ㒣ϧ䮼ᴎᵘ䅸ᅮޚᷛ

㬀㦰的ᘏ⿄。 

由Ѣ㓓㡆㬀㦰的ᰃᣝ✻⡍ᅮ的䋼䞣ᷛޚԧ㋏⫳ѻ，݊⫳ѻ工㡎੠⌕程不ৠѢ᱂䗮㬀㦰，

所ҹ݊ӋḐгӮ⬹催Ѣ᱂䗮㬀㦰，ᷛ 䍞催ӋḐгህӮ䍞催。㗠៥Ӏ的⍜䌍者ᇍ㓓㡆㬀㦰的ޚ

ӋḐ的ᡓফ㛑࡯জᰃབԩਸ਼˛೼䖭Ͼ䯂乬Ϟ៥Ӏг䖯㸠了䇗ᶹ。 

ᙼৃҹ᥹ফ㓓㡆㬀㦰↨᱂䗮㬀㦰䌉໮ᇥ˛（ ） 

A.䌉 30% B.䌉 C.䌉 ס 30%̚1  ҹϞס 1

6.94%

17.13%

75.93%

 A

 B

 C

 

 

 

೒ 16 ݀ӫৃ᥹ফ㓓㡆㬀㦰ӋḐ⢊މ 

有 75.93%的ফ䆓者㛑໳᥹ফ㓓㡆㬀㦰的ӋḐ↨᱂䗮㬀㦰䌉 30%，㗠㛑᥹ফ݊ӋḐ催出

30%⫮㟇 1 ҹϞ的ফ䆓者াऴס 24.07%。ৃҹⳟ出，໻䚼ߚ⍜䌍者䖬ᰃᏠᳯ㓓㡆㬀㦰的Ӌ

Ḑ㛑໳ሑৃ㛑Ԣ，㟇ᇥ不㽕催Ѣ᱂䗮㬀㦰໾໮，ҪӀ೼䗝ᢽ㓓㡆㬀㦰੠ӋḐ方面，有ϔϾ权

㸵。಴ℸ，ᇍѢ⦄䰊↉，໻࡯᥼ᑓ㓓㡆㬀㦰䖬䳔㽕ձ䴴ᬓᑰᇍ㓓㡆㬀㦰⫳ѻଚ䖯㸠㒣⌢Ϟ的

支持，Փ得⍜䌍者佪ܜ೼⧚ᗉϞ੠ӋḐϞ᥹ফ㓓㡆㬀㦰，䅸ৠ㓓㡆㬀㦰的ӋؐᑊᜓᛣЎ㓓㡆

㬀㦰Ҭ出乱໪的Ӌ䪅，䗤ℹࡴ໻㓓㡆㬀㦰೼ᭈϾᏖഎϞ的ӑ乱。 

（4）ᙼ䌁ф㓓㡆亳ક的ॳ಴: （ ） 
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A.䋼䞣有ֱ䆕 B.ᮄ༛ C.ᇍ䑿ԧعᒋ有ད໘ D.݊Ҫ 

3.64%

60.91%

9.55%

25.91%

 A

 B

 C

 D

 

 

 

೒ 17 ݀ӫ䗝ᢽ㓓㡆亳ક的ॳ಴ 

㓓㡆亳ક೼Ё೑ᰃᇍ݋有᮴∵ᶧ的ᅝ全ǃӬ䋼ǃ㧹ݏ㉏亳ક的ᘏ⿄。ᰃᣛᣝ⡍ᅮ⫳ѻ方

ᓣ⫳ѻ，ᑊ㒣೑ᆊ有݇的ϧ䮼ᴎᵘ䅸ᅮ，ޚ䆌Փ⫼㓓㡆亳કᷛᖫ的᮴∵ᶧǃ᮴݀ᆇǃᅝ全ǃ

Ӭ䋼ǃ㧹ݏൟ的亳ક。 

೒17㒧ᵰ表明，60.91%的Ҏᰃ಴Ў䅸Ў㓓㡆亳કᇍҎԧعᒋ有ད໘ᠡ䌁ф的，25.91%

的Ҏ䅸Ў݊݋有䋼䞣ֱ䆕㗠䌁ф的，г有ᇥ䚼ߚҎᰃ出Ѣᮄ༛ᠡ䌁ф的，г有Ҏᰃ಴݊Ҫॳ

಴䌁ф。 

3.3.2㓓㡆㓓㡆㓓㡆㓓㡆ᆊ⬉ᆊ⬉ᆊ⬉ᆊ⬉⍜䌍⍜䌍⍜䌍⍜䌍 

（1）݀ӫᇍ㛑ᬜㄝ㑻的䅸ⶹ 

ᙼ䌁фᆊ⬉ᯊ，ᰃ৺Ӯ݇⊼ᆊ⬉Ϟᷛ⊼的ĀЁ೑㛑ᬜᷛ䆚ā˛（ ） 

A.Ңᴹ不Ӯ B.作Ў䗝ᢽᆊ⬉的佪㽕㗗㰥಴㋴ C.有ᯊӮ D.೼ӋḐ㛑໳᥹ফ的ࠡᦤϟ㗗㰥 

㛑ᬜᰃ䞣࣪ᆊ⬉㡖㛑ᗻ的䞡㽕খ᭄，㛑ᬜᷛ䆚ᰃ䰘೼㛑㗫ѻક៪᳔݊ᇣࣙ㺙⠽Ϟ，表⼎

ѻક㛑⑤ᬜ⥛ㄝ㑻ㄝᗻ㛑ᣛᷛ的ϔ⾡ֵᙃᷛㅒ，Ⳃ的ᰃЎ⫼᠋੠⍜䌍者的䌁фᦤկᖙ㽕的ֵ

ᙃ，ҹᓩᇐ੠ᐂࡽ⍜䌍者䗝ᢽ催㛑ᬜ㡖㛑ѻક。 

14.42%

22.79%

26.05%

36.74%

 A

 B

 C

 D
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೒ 18 ݀ӫᇍĀЁ೑㛑ᬜᷛ䆚ā的݇⊼ᑺ⢊މ 

೒ 18 ড᯴的ᰃ⍜䌍者ᇍᆊ⬉㛑ᬜᷛ䆚䅸ⶹ程ᑺ的䇗ⷨ㒧ᵰ，ৃҹⳟ出，೼䌁фᆊ⬉ᯊ

ᰃ৺Ӯ݇⊼ᆊ⬉Ϟ的ĀЁ೑㛑ᬜᷛ䆚ā䯂乬Ϟ，৘有 30%Ꮊে的⍜䌍者有ᯊӮ㗗㰥䖭Ͼ䯂

乬，៪者೼ӋḐ㛑໳᥹ফ的ࠡᦤϟӮ㗗㰥ℸ䯂乬，22.79%的⍜䌍者表⼎，㛑ᬜᷛ䆚ᰃҪӀ

䗝䌁ᆊ⬉ᯊ佪㽕㗗㰥的䯂乬 14.42%的⍜䌍者不Ӯ㗗㰥䖭Ͼ䯂乬。 

Ⳃࠡ全⧗Ꮖ有 100 ໮Ͼ೑ᆊࣙᣀЁ೑Ꮖ㒣ᅲᮑ了ᆊ⬉的㛑ᬜᷛ䆚ࠊᑺ，䖭ḋ໻ᆊ೼䗝䌁

ᆊ⬉ᯊӮᇍ↨ѻક的ӋḐ੠㛑ᬜㄝ㑻，Ң㗠䗝ᢽᗻӋ↨䕗催的㡖㛑ѻક。 

（2）೼㒣⌢ܕ䆌的ᴵӊϟ，ᙼ೼䌁ф⬉఼ѻકᯊӮӬܜ㗗㰥˛（ ） 

A.㛑ᬜㄝ㑻1៪2的ѻક B.ѻક的ӋḐ C.ѻક的ક⠠ D.ѻક的໪观ḋᓣ 

9.29%

32.3%

22.57%

35.84%

 A

 B

 C

 D

 

 

 

೒ 19 ݀ӫ䌁фᆊ⬉ᯊ的佪䗝಴㋴⢊މ 

ᇍ⍜䌍者೼䗝䌁ᆊ⬉ᯊ，ᇍ㛑ᬜㄝ㑻ǃѻકӋḐǃѻકક⠠੠ѻક的໪观ḋᓣಯϾ方面

的݇⊼ᑺ䖯㸠的䇗ⷨ㒧ᵰ㾕೒ 19。 

೼㒣⌢ܕ䆌的ᴵӊϟ，35.84%的⍜䌍者表⼎ҪӀӮӬܜ㗗㰥㛑ᬜㄝ㑻Ў 1 㑻៪者 2 㑻

的ᆊ⬉ѻક，䖬有 32.3%的⍜䌍者䗝ᢽ了ѻક的ક⠠，㗠䗝ᢽѻકӋḐ੠ѻક໪观ḋᓣ的া

ऴ到了߿ߚ 22.57%੠ 9.29%。 

ৃҹⳟ出，⍜䌍者ᇍ催㛑ᬜᆊ⬉的䅸ৃ程ᑺ䕗催，ᔧ✊，⍜䌍者䰸了䞡㾚ᆊ⬉㛑ᬜ䯂乬

໪，ѻક䋼䞣䯂乬᳈Ў䞡㽕。ᕜ໮⍜䌍者Ӯؒ৥Ѣ䌁фⶹৡᑺ䕗催的ક⠠ѻક，བᵰѻકϸ

者݋ݐ的䆱，⍜䌍者的䅸ৃ程ᑺӮ᳈催。 

（3）ᙼᜓᛣЎ㓓㡆ᆊ⬉໮Ҭ出໮ᇥ乱໪䌍⫼˛（ ） 

A.5% B.10% C.20% D.30% E.不ⶹ䘧 F.不ᜓᛣ 

㓓㡆ᆊ⬉ᰃᣛ೼䋼䞣合Ḑ的ࠡᦤϟ，催ᬜ㡖㛑Ϩ೼Փ⫼䖛程Ё不ᇍҎԧ੠਼ೈ⦃๗䗴៤

Ӹᆇ，೼᡹ᑳৢ䖬ৃҹಲᬊ߽⫼的ᆊ⬉ѻક。ህབৠ㓓㡆㬀㦰的ӋḐӮ催Ѣ᱂䗮㬀㦰ϔḋ，

㓓㡆ᆊ⬉的ӋḐгӮ催Ѣ᱂䗮ᆊ⬉，䖭Џ㽕ᰃ由Ѣᴤ᭭੠工㡎的不ৠ，Փ得݊៤本ᦤ催。಴

Ў不ৠ㛑ᬜㄝ㑻的ᆊ⬉的៤本Ӯ有Ꮒ߿，所ҹ೼䖭Ͼ䯂乬Ϟ៥Ӏ䆒㕂了 5%ǃ10%ǃ20%ǃ

30%ǃ不ⶹ䘧੠不ᜓᛣㄝ݁Ͼ䗝乍կ⍜䌍者䗝ᢽ。 
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13.88%

25.93%
8.8%

12.96%

18.06%

20.37%

 A

 B

 C

 D

 E

 F

 

 

 

೒ 20 ফ䆓者ᇍ㓓㡆ᆊ⬉不ৠӋḐ的᥹ফᚙމ 

೼ӋḐ䯂乬Ϟ，ফ䆓者ḍ᥂㞾䑿的ᆊᒁ㒣⌢⢊خމ出了不ৠ的䗝ᢽ，᥹䖥ϔञ的⍜䌍者

ᜓᛣЎ㓓㡆ᆊ⬉໮支Ҭ 5%៪ 10%的䌍⫼，г有ᇥ᭄⍜䌍者ᜓᛣ支Ҭ᳈໮的乱໪䌍⫼。 

೼៥೑，ᇍѢ“㓓㡆ᆊ⬉”的⬠ᅮ䕗Ў῵㊞，䖘Ҟ䖬≵有㒳ϔ的Ẕ⌟੠䆘ᅮᷛޚ。不䖛Ⳍ

݇ϧᆊᦤ⼎，㦋得“㓓㡆”䅸䆕的೑ѻᆊ⬉，ҹ䌘⑤㡖㑺ൟǃԢా䷇ൟǃޣᇥᑳ⠽ൟǃԢ↦ᅝ

全ൟЎЏ。᮹ᐌ⫼的ᆊ⬉བ⋫㸷ᴎǃぎ䇗ǃᔽ⬉ǃ⬉㛥੠ބㆅ೼⬠ᅮЎ㓓㡆ᆊ⬉的䖛程Ё䛑

䘛到了ϔѯೄ䲒。↨བ，ৃ ᬜ，Ԛᑊ䴲所有㸷᭭䛑㛑ࡳ↦⍜⛁ࡴ⍸的⒮ㄦ⋫㸷ᴎ㱑有⋪⛁ࡴ

㗤催⏽，Ϩ䖬有㗫⬉໻䯂乬 㟁̠⇻ᴔ㦠⋫㸷ᴎᯧ䗴៤㸷⠽的㻾㡆，䞞ᬒ的㟁⇻гӮ∵ᶧ⦃๗。

Ⳃࠡ㦋䅸䆕的ぎ䇗Џ㽕Ў㡖㛑੠Ԣా声ൟ，负⾏ᄤぎ䇗ᬜᵰ有䰤，ᕜᯧ䗴៤ᅸ内䴭⬉∵ᶧ，

䖘Ҟ䲒䎼“㓓㡆”䮼ᾯ。Ⳃࠡ的㓓㡆ᔽ⬉ҙᣛᰃ৺䖒ᷛԢ䕤ᇘ，䖘Ҟ㦋Ё೑⦃๗ᷛᖫ的ᔽ⬉ӕ

Ϯҙ 6 ᆊ。所䇧的“⦃ֱᔽ⬉”ҹঞ໮ၦԧǃ䬰面ǃ催⏙ǃ全᭄ᄫㄝક⾡，㢹خ不到Ԣ䕤ᇘ，

݊ᇍҎԧعᒋ的ᕅડ߭੠᱂䗮ᔽ⬉޴Т≵有Ꮒ߿。“㓓㡆䅵ㅫᴎ”ҹ♦作ὖᗉЎ໮，䅵ㅫᴎ䋼

ᴤ⍝ঞ 700 ໮⾡࣪学ॳ᭭，݊Ё 50%৿ᇍҎԧ有ᆇ⠽䋼，Џᴎ੠ᰒ⼎఼䖬Ӯথ出有ᆇعᒋ

的⬉⺕⊶，ᑳᓗ⬉㛥的ಲᬊ㾘ᅮгᇮ೼ࠊ䅶Ё。“᮴㦠ބㆅ”的⌟ᅮᷛޚ㟇Ҟ㥿㹋ϔᰃ，ᅲ೼

䲒ᡒ出Ϣ᱂䗮ބㆅⳌ↨的Ӭ䍞ᗻ，“㓓㡆”䅸䆕ҡҹ㡖㛑੠Ԣా声ЎЏ。 

ᔧ✊，೼ℸ䯂乬Ϟ，ᬓᑰгخ出了࡯ࡾ，བ៥Ӏᓔሩ的ᆊ⬉ҹᮻᤶᮄᬓㄪ，䌁ф催㛑ᬜ

ᆊ⬉ᯊ的㒣⌢㸹䌈ᬓㄪ，䖭ѯ䛑ᰃЎ了֗䖯⍜䌍者䌁ф㓓㡆ᆊ⬉。ᕜ໮⍜䌍者خ出了ડᑨ，

প得了䕗ད的ᬜᵰ。Ԛᰃᔧᬓᑰপ⍜了䖭ѯᬓㄪ，⍜䌍者ህӮ⢍䈿ᰃ৺㽕䗝䌁㓓㡆ᆊ⬉，಴

ЎҪӀӮ㗗㰥ᰃ৺㛑ᡓফӋḐ，໮㢅的䌍⫼㛑৺಴݊㡖㛑ᗻ㗠ⳕএϔヨ䌍⫼，所ҹЎ㓓㡆ᆊ

 。ᅮϔϾ合⧚的ӋḐгৠḋ䞡㽕ࠊ⬉

3.3.3㓓㡆㓓㡆㓓㡆㓓㡆出㸠出㸠出㸠出㸠 

（1）ᙼ᮹ᐌ的Џ㽕出㸠方ᓣᰃҔМ˛（ ） 

A.ℹ㸠 B.健㞾㸠䔺 C.Փ⫼݀݅Ѹ䗮工݋（৿݀݅≑䔺੠ഄ䪕） D.偒偊⾕ᆊ䔺 
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19.35%

44.24%

23.5% 12.9%

 $
 %
 &
 '

 

 

 

೒ 21 ݀ӫЏ㽕出㸠方ᓣ⢊މ 

由೒ 21 㒧ᵰৃҹⳟ出，44.24%的⍜䌍者೼出㸠ᯊӮ䗝ᢽ݀݅Ѹ䗮工݋（৿݀݅≑䔺੠

ഄ䪕），㗠䗝ᢽℹ㸠ǃ㞾㸠䔺੠⾕ᆊ䔺的Ҏ᭄↨՟Ⳍᔧ，߿ߚЎ 12.9%ǃ23.5%ǃ19.35%。 

䖥ᑈᴹ，䱣ⴔᆊᒁ䔺䕚的๲໮，䏃面Ѹ䗮ᚙމব得不容Ф观，Ѹ䗮ᢹฉ⦄䈵᮹ⲞϹ䞡。

Ўℸ，Ң 2008 ᑈ༹䖤Ӯࠡᳳᓔྟ，北京Ꮦᅲᮑ了≑䔺ሒো䰤㸠的ᬓㄪ，䖭ϔВ᥾໻໻的㓧

㾷了北京Ꮦ的Ѹ䗮य़2011。࡯ ᑈᓔྟ，北京Ꮦজ出ৄ了ᨛো䌁䔺的ᬓㄪ，䖭乍᥾ᮑᬒ᜶了

⾕ᆊ䔺ᢹ有䞣的๲䭓䗳ᑺ。㗠ᴎࡼ䔺偒偊䆕的㗗Ḍгব得䍞ᴹ䍞ϹḐ，Փ得㛑໳䌁ф⾕ᆊ䔺

的Ҏᇥ了。⦄Ҟ，北京Ꮦ䗤⏤ᔶ៤了䕗Ўᅠ୘的݀݅Ѹ䗮ԧ㋏，ࣙᣀ݀݅≑䔺ǃഄ䪕੠ජᏖ

䕏䔼。঺໪，北京ᏖԢᒝ的݀݅Ѹ䗮工݋的ӋḐг೼ᕜ໻程ᑺϞ਌ᓩ⍜䌍者䗝ᢽ݀݅Ѹ䗮工

 。出㸠݋

（2）ᙼӮ不Ӯ೼ᢹ有⾕ᆊ䔺的ᚙމϟҡՓ⫼݀݅Ѹ䗮៪Ҏ࡯方ᓣ出㸠（ ） 

A.㒣ᐌ B.يᇨ C.Ң不 D.㾚䏃މ㗠ᅮ 

32.72%

7.37%

31.8%

28.11%

 $
 %
 &
 '

 

 

 

೒ 22 ݀ӫ೼ᢹ有⾕ᆊ䔺ᯊ的出㸠方ᓣ䗝ᢽ⢊މ 

೒ 22 㒧ᵰ表明，有 7.37%的⍜䌍者表⼎೼ᢹ有⾕ᆊ䔺的ᚙމϟ不Ӯݡ䗝ᢽ݊Ҫ出㸠方

ᓣ，㗠有 28.11%的⍜䌍者䖬Ӯ㒣ᐌ䗝ᢽ݀݅Ѹ䗮៪者Ҏ࡯的方ᓣ出㸠，31.8%的⍜䌍者Ӯي

ᇨ䞛প䴲⾕ᆊ䔺的方ᓣ出㸠，䖬有 32.72%的⍜䌍者Ӯḍ᥂䏃މᴹ䗝ᢽ᳔方֓的出㸠方ᓣ。

ৃ㾕，ফ䆓者ᇍ北京ᏖѸ䗮䯂乬䅸䆚䕗Ў⏅ࠏ，出Ѣ方֓ǃӋḐǃ⦃ֱ੠㡖㛑ᛣ䆚ㄝⳂ的，
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Ӯ䗖ᔧ䗝ᢽ݀݅Ѹ䗮出㸠，䖭೼ϔᅮ程ᑺϞ㛑໳㓧㾷ජᏖ的Ѹ䗮य़࡯。 

≑䔺ᥦ䞣ᰃ㸵䞣ϔ䕚≑䔺的䞡㽕খ᭄。៥೑䕓䔺㑻߿的ߚߦᰃḍ᥂ᥦ䞣的໻ᇣᴹއᅮ

的。ᖂൟ䕓䔺的ᥦ䞣ᇣѢㄝѢ 1.0L˗᱂䗮㑻䕓䔺的ᥦ䞣೼ 1.0—1.6L㣗ೈ内˗Ё㑻䕓䔺的ᥦ

䞣೼ 1.6—2.5L㣗ೈ内 Ё̠催㑻䕓䔺的ᥦ䞣೼ 2.5—4.0L㣗ೈ内 催̠㑻䕓䔺的ᥦ䞣߭໻Ѣ 4.0L。

≑䔺ᥦ䞣ᰃ໻ᆊ݇⊼的䞡点䯂乬，೼䇗ⷨЁህ䖭ϔ䯂乬，៥Ӏḍ᥂ᇍѢ≑䔺ᥦ䞣的䗝ᢽ䖯㸠

了䇗ᶹ。 

（3）བᵰᢹ有⾕ᆊ䔺，ᙼᏠᳯ⠅䔺的ᥦ䞣ᰃ（ ） 

A.1.0Lҹϟ B.1.0-1.5L C.2.0-3.0L D.3.0LҹϞ 

6.94%

31.02%

43.52%

18.52%

 $
 %
 &
 '

 

 

 

೒ 23 ݀ӫ⾕ᆊ䔺ᥦ䞣⢊މ 

由೒ 23 㒧ᵰৃҹⳟ出，18.52%的⍜䌍者䗝ᢽ了ᥦ䞣೼ 1.0Lҹϟ的≑䔺，43.52%的⍜䌍

者䗝ᢽ了ᥦ䞣೼ 1.0-1.5L П䯈的≑䔺，31.02%的⍜䌍者䗝ᢽ了ᥦ䞣೼ 2.0-3.0LП䯈的≑䔺，

䖬有 6.94%的⍜䌍者䗝ᢽ了ᥦ䞣೼ 3.0L ҹϞ的≑䔺。ৃ㾕，㱑✊໻ᥦ䞣≑䔺ᰃ䗑∖䑿ӑǃ

ഄԡ的⍜䌍者的䗝ᢽ。✊㗠，⍜䌍者的䗝ᢽЏ㽕䲚Ё೼ 1.0-3.0L，ሲѢ᱂䗮䕓䔺੠Ё㑻䕓䔺

的㣗ೈ。 

≑䔺⦃ֱᷛᖫᰃ೑ᆊথ㸠的ᴎࡼ䔺ᥦᬒᷛޚ的ߚ㑻ᷛᖫ，≑䔺⦃ֱᷛᖫৃ作Ў≑䔺ᥦᬒ

䖒ᷛ的߁䆕，гৃ作Ў⹂䅸≑䔺ᅮᳳ⦃ֱẔ偠਼ᳳ的ձ᥂，䖬作Ў有݇䚼䮼⹂ᅮ≑䔺䖒到⦃

 。了䇗ᶹخ的ձ᥂。ᇍ⍜䌍者ᇍѢ≑䔺的⦃ֱᷛ䆚的䅸ৃ程ᑺޚֱᷛ

（4）ᙼᇍѢⳂࠡᮑ㸠的≑䔺⦃ֱᷛᖫⳟ⊩ᰃ（ ） 

A.ᕜད B.ৃҹ᥹ফ C.ᕜ不ད D.不݇⊼ 



北京ᏖජᏖሙ⇥㓓㡆⍜䌍⦄⢊䇗ⷨ᡹ਞ 

 57 

17.51%

7.83%

53.46%

21.2%

 $
 %
 &
 '

 

 

 

೒ 24 ݀ӫᇍ≑䔺⦃ֱᷛᖫ的ⳟ⊩⢊މ 

由೒ 24 的㒧ᵰৃҹⳟ出，74.66%的⍜䌍者ᰃ䅸 （ৃᕜད៪ৃҹ᥹ফ）≑䔺⦃ֱᷛᖫ的，

25.36%的⍜䌍者表⼎不䅸ৃ៪者不݇⊼。 

ᅲ䰙Ϟ，ᕜ໮≵有䌁ф⾕ᆊ䔺的⍜䌍者表⼎ᇍ⦃ֱᷛᖫᑊ不了㾷，↩コ≑䔺ሲѢ催ؐ༶

՜ક，不ৠѢ㓓㡆㬀㦰੠㓓㡆ᆊ⬉，不ᰃ↣Ͼᆊᒁ䛑Ӯᢹ有的。៥Ӏҡ✊䳔㽕ࡴ໻ᇍ≑䔺⦃

ֱᷛ䆚的ᅷӴᬭ㚆࡯ᑺ，Ӵ᪁Ⳍ݇ⶹ䆚，Փᑓ໻⍜䌍者㛑໳᳈ࡴ䅸ৃ⦃ֱǃ㓓㡆≑䔺。 

3.3.4᮹ᐌ⫳⌏⦃ֱ㸠Ў⦄⢊ঞߚᵤ᮹ᐌ⫳⌏⦃ֱ㸠Ў⦄⢊ঞߚᵤ᮹ᐌ⫳⌏⦃ֱ㸠Ў⦄⢊ঞߚᵤ᮹ᐌ⫳⌏⦃ֱ㸠Ў⦄⢊ঞߚᵤ 

（1）全೑৘໻䍙Ꮦᅲ㸠ล᭭㹟ᬊ䌍ࠊ，ᇍℸᙼ的خ⊩ᰃ˛（ ） 

A.޴↯䪅，䖬ᰃ㽕ล᭭㹟，方֓ B.Փ⫼⦃ֱ䌁⠽㹟  

C.㞾Ꮕᏺล᭭㹟，ᇚҹࠡ的ᕾ⦃Փ⫼ D.݊ᅗ 

೑ࡵ院݀ࡲख़Ѣ 2007 ᑈ 12 ᳜ 31 ᮹থᏗ了݇Ѣ䰤ࠊ⫳ѻǃ䫔ଂǃՓ⫼ล᭭䌁⠽㹟的䗮

ⶹ。Ң“䰤ลҸ”的乕Ꮧᓔྟ，ଚഎǃ䍙Ꮦ੠㦰Ꮦഎ䛑不ݡᦤկܡ䌍的ล᭭㹟，⍜䌍者䳔㽕㞾

໛ล᭭㹟៪者⦃ֱ䌁⠽㹟，བᵰ䳔㽕ଚᆊᦤկล᭭㹟߭䳔㽕支Ҭϔᅮ的䌍⫼。 

៥Ӏህᑓ໻⍜䌍者ᇍѢ全೑৘໻䍙Ꮦᅲ㸠ล᭭㹟ᬊ䌍ࠊ的خ⊩䖯㸠了䇗ᶹ。 

15.74%

48.15%

30.09%

6.02%

 A

 B

 C

 D

 

 

 

೒ 25 ݀ӫᇍ“䰤ลҸ”的ಲᑨ⢊މ 
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೒25㒧ᵰ表明，78.24%Ꮊে的⍜䌍者䗝ᢽ了Փ⫼⦃ֱ䌁⠽㹟៪者㞾໛ล᭭㹟，有15.74%

的⍜䌍者表⼎ᜓᛣՓ⫼有ٓ的ล᭭㹟，݊ Џ㽕ॳ಴ᰃ出Ѣ方֓，བᵰЈᯊ䳔㽕䌁фϰ㽓៪者

ᖬ䆄㞾໛ষ㹟ᯊ，ଚᆊᦤկ的ล᭭㹟гᰃϔ⾡䗝ᢽ。 

䇗ⷨЁ䖬থ⦄，೼ଚഎ੠໻ൟ䍙Ꮦ“䰤ลҸ”ҡ✊ᠻ㸠㡃ད，೼ݰ䌌ᏖഎᚙैމᙄᙄⳌড。

“䰤ลҸ”߱ᳳ，ݰ䌌Ꮦഎ的᨞Џ㒋㒋ડᑨᬓᑰ的োী，不ݡᦤկ䍙㭘ล᭭㹟，✊㗠ᑊ≵有䭓

ᳳമ持ϟএ。ϔ方面Ꮦഎㅵ⧚ᵒវ，ᕜ໮᨞Џݡ⃵㒋㒋ಲᔦॳܜ的خ⊩˗঺໪ϔ方面，由Ѣ

߽Ⲟ偅ࡼ，㛑໳ᦤկล᭭㹟的᨞Џг᳈ফ乒ᅶ的䴦ⴤ。 

ህফ䆓者所ሙԣᇣऎ的⫳⌏ൗഒߚ㉏工作੠⢊މ䖯㸠了䇗ᶹ。 

（2）ᙼ所ሙԣᇣऎ的ൗഒߚ㉏工作བԩᓔሩ（ ） 

A.ߚ㉏ൗഒṊ B.ᣛᅮ݀ৌϞ䮼ಲᬊ C.ᇣऎ内䆒有ൗഒಲᬊキ D.ᅠ全不ߚ㉏ 

23.26%

25.58%

2.79%

48.37%

 A

 B

 C

 D

 

 

 

೒ 26 ݀ӫ所ሙԣᇣऎൗഒߚ㉏工作⢊މ 

৘ᇣऎ໘⧚ൗഒ的方ᓣ不ሑⳌৠ，䆒㕂了ߚ㉏ൗഒṊ的ऴ到了 48.37%，䆒㕂ൗഒಲᬊ

キ的Ў 25.58%，ᅠ全不ߚ㉏的ऴ 23.26%，া有 2.79%ᰃᣛᅮ݀ৌϞ䮼ಲᬊ。 

೼Ⳃࠡ的೑ᚙᚙމϟ，ᅲᮑൗഒߚ㉏⹂ᅲᄬ೼ϔᅮೄ䲒。े Փᰃ೼৘໻ᇣऎЁ䆒㕂了ߚ

㉏ൗഒṊ，ሙ⇥೼ᆊᒁЁᑊ不㛑ᅲ⦄ߚ㉏ᄬᬒ，঺໪，ᅠᭈ੠䜡༫的ൗഒߚ㉏ᬊ䲚੠䖤䕧㋏

㒳ᑊ≵有ᅠ全ᔶ៤。಴ℸ，خདൗഒߚ㉏，ᰃ全⼒Ӯ的ϔ໻㋏㒳工程，㽕ࡴᔎሙ⇥ൗഒߚ㉏

ᛣ䆚，೼ᆊЁेخ到⾥学ߚ㉏，ৠᯊᬓᑰ੠⦃ि䚼䮼ᑨ䆹ᅠ୘ൗഒᬊ䖤੠໘㕂ԧ㋏，䅽ൗഒ

 。㉏ᬊ䲚੠໘⧚䖛程的ϹḐᠻ⊩੠ⲥⴷߚᔎൗഒࡴ，”㉏㛑໳“୘ྟ୘㒜ߚ

3.3.5݊Ҫ᮹ᐌ⫳⌏⦃ֱ㸠Ў݊Ҫ᮹ᐌ⫳⌏⦃ֱ㸠Ў݊Ҫ᮹ᐌ⫳⌏⦃ֱ㸠Ў݊Ҫ᮹ᐌ⫳⌏⦃ֱ㸠Ў 

（1）ᙼᇍѢ䍞ᴹ䍞໮的䜦ᑫ不ᦤկϔ⃵ᗻ⋫⍈⫼ક的ⳟ⊩ᰃ（ ） 

A.䲒ҹ᥹ফ B.ৃҹ᥹ফ C.᮴所䇧 D.有Ⳍᑨ的ӋḐϟ䰡ህད 
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17.97%

27.19%

36.87%

17.97%

 A

 B

 C

 D

 

 

 

೒27݀ӫᇍѢ䜦ᑫ不ᦤկϔ⃵ᗻ⋫⍈⫼ક的ⳟ⊩ 

ᇍѢ䜦ᑫ不ᦤկϔ⃵ᗻ⋫⍈⫼ક，有17.97%的⍜䌍者不㛑⧚㾷੠䲒ҹ᥹ফ，36.87%的

ৃҹ᥹ফ，27.19%ᇍℸ表⼎不݇ᖗ，䖬有17.97%的⍜䌍者Ꮰᳯ䜦ᑫ೼不ᦤկϔ⃵ᗻ⋫⍈⫼

કᯊ㛑有Ⳍᑨ的ϟ䇗ӋḐ。ৃ㾕，໻໮᭄⍜䌍者䖬ᰃ㛑໳᥹ফ䜦ᑫ不ᦤկϔ⃵ᗻ⋫⍈⫼ક。 

䜦ᑫᦤկ的ϔ⃵ᗻ⠭㝣ǃ⠭ࠋǃᢪ䵟ㄝ⠽ક的ࠊ䗴，不ҙ⌾䌍䌘⑤，ৠᯊѻ⫳໻䞣的ൗ

ഒ。由Ѣ⍜䌍者ⶹ䆚㚠᱃ǃ⦃ֱᛣ䆚੠⫳⌏дᛃ的Ꮒᓖ，ᇍѢ䜦ᑫᰃ৺ᦤկϔ⃵ᗻ⋫⍈⫼ક

ᄬ೼不ৠ的ⳟ⊩。ޣᇥ៪প㓨䜦ᑫ的ϔ⃵ᗻ⫼ક，ᬓᑰৃҹ䗮䖛ᅷӴǃҹঞϔѯ㒣⌢੠ӋḐ

ᬓㄪᴹ哧ࢅ⍜䌍者䏉㸠㓓㡆⍜䌍。 

（2）ᙼᇍᔧࠡ䍞ᴹ䍞᱂ঞ的ぎ䇗఼Ё䖲᥹ㅵҹ䪱代䪰的ⳟ⊩ᰃ（ ） 

A.䪱ㅵ᳓䪰ㅵᰃĀ咥ᖗㅵā B.䪱ㅵ䕏֓ǃ֓ᅰ，ৃҹ᥹ফ 

C.䪱ㅵ䗴៤᳈໻的⺇ᥦᬒ，不⦃ֱ D.᮴所䇧 

32.07%

29.25%

19.34%

19.34%

 A

 B

 C

 D

 

 

 

೒28݀ӫᇍぎ䇗Ё䖲᥹ㅵҹ䪱代䪰的ⳟ⊩ 

由Ѣ䪰䌘⑤⿔ᇥ的㔎Уǃ݊ӋḐϞ⍼，不ᇥぎ䇗⫳ѻଚҹ䪱᳓代䪰作Ўぎ䇗఼䖲᥹ㅵ。

ℸџϔ㒣᡿䴆೼⼒Ӯ৘⬠ᓩ䍋ᑓ⊯݇⊼。 

೒28㒧ᵰ表明，19.34%的⍜䌍者䅸Ў䖭ᰃϔ⾡ℎ偫㸠Ў，䖭ᰃϔ⾡Ā咥ᖗㅵā，19.34%

的⍜䌍者䅸Ў䪱ㅵ֓ᅰ，೼䪰䌘⑤㋻张的ᚙމϟ，出⦄ℸ㉏᳓代ѻકৃҹ᥹ফ，29.25%的

⍜䌍者ᢙᖗࠊ䗴䪱ㅵ䖛程Ё䗴៤᳈໻的∵ᶧǃ不໳⦃ֱㄝ，݊Ҫ32.07%的߭ᇍℸ表⼎不݇
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ᖗ。 

Āҹ䪱代䪰āᡔᴃ೼ぎ䇗ǃބㆅ乚ඳᏆ㒣䕗Ў៤❳ǃᑊ䗮䖛Ⳍ݇䚼䮼偠ᬊ，不ҙৃҹ㓧

㾷䪰ᴤӋḐϞ⍼ᏺᴹ的य़࡯䖬ৃҹ䰡Ԣ⫳ѻ៤本ǃ䗴⽣⍜䌍者。಴ℸ，㓓㡆ѻક೼⫳ѻЁ不

ৃ䙓ܡӮՓ⫼到ϔѯ䕗Ў⦃ֱ的᳓代ᴤ᭭，಴ℸ䫔ଂℸ㉏ѻકᯊ，ᑨ䆺㒚ਞⶹ⍜䌍者݊⫳ѻ

ᚙމ，ҹ䙓ܡ不ᖙ㽕的㑴㒋，ⳳℷ的֗䖯㓓㡆⍜䌍。 

（3）೼ݭᄫὐㄝഎ所，ᙼՓ⫼⋫᠟䯈ᯊ⋫᠟Пৢؒ৥的ᑆ᠟䗝ᢽᰃ（ ） 

A.㞾✊亢ᑆ B.⚬᠟ᴎ C.᪺᠟㒌 D.均ৃ 

23.94%

22.54%

20.66%

32.86%

 A

 B

 C

 D

 

 

 

೒29݀ӫ೼ݭᄫὐㄝഎ所⋫᠟Пৢᑆ᠟的䗝ᢽ 

ᆒ佚ǃ݀ࡲὐㄝ݀݅എ所的⋫᠟䯈䗮ᐌ䛑䜡໛有⚬᠟ᴎǃ᪺᠟㒌，↣໽䛑㽕⍜㗫໻䞣的

⬉㛑੠㒌张。ᇍ݀ӫ೼ݭᄫὐㄝഎ所⋫᠟Пৢᑆ᠟的䗝ᢽ方ᓣ䖯㸠了䇗ⷨ。 

೒29㒧ᵰ表明，，32.86%的⍜䌍者дᛃ䗮䖛㞾✊᱒ᑆ，20.66%ؒ৥ѢՓ⫼⚬᠟ᴎ，22.54%

䗝ᢽՓ⫼᪺᠟㒌，23.94%߭表⼎ࠡ䗄ϝ⾡方ᓣ䛑ৃ᥹ফ。 

ὐᦤկ⚬᠟ᴎǃ᪺݀ࡲ ᠟㒌ᰃЎ了㡖ⳕਬ工ᯊ䯈ǃᦤ催݀ࡲᬜ⥛，ৠᯊᦤկ䕗ད的ि⫳

⦃๗，Ԛᰃ，䖭ѯ㸠ЎӮ⍜㗫໻䞣的⬉㛑੠㒌张，๲ࡴ⺇的ᥦᬒ。䡈Ѣℸ，Ꮰᳯ⍜䌍者೼Փ

⫼ℸ㉏ѻકᯊ，ᑨ㒧合㞾䑿⡍点，䗝ᢽԢ㗫的ᑆ᠟方ᓣ。 

（4）᮹ᐌ⫳⌏Ёᙼ的㓓㡆㸠Ў有ાѯ˛（ ） 

A.㡖㑺⫼∈，䱣᠟݇䯁∈啭༈，⋫㦰⎬㉇∈Ѡ⃵߽⫼ㄝ 

B.㡖㑺⫼⬉，⬉㾚ǃ⬉㛥不⫼ᯊ，䱣᠟݇䯁៪䖯ܹӥ⳴⢊ᗕ，⬉఼Փ⫼ᅠ↩䱣᠟ᢨϟᦦ༈ 

C.ൗഒߚ㉏໘⧚，不хᠨൗഒ 

D.ሑ䞣ᇥ的Փ⫼ϔ⃵ᗻ⫼ક 
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19.38%

16.61%

25.26%

38.75%

 A

 B

 C

 D

 

 

 

೒ 30 ݀ӫ㓓㡆㸠Ў⢊މ 

೒ 30 㒧ᵰ表明，38.75%的݀ӫ䛑㛑خ到㡖㑺⫼∈，䱣᠟݇䯁∈啭༈，⋫㦰⎬㉇∈Ѡ⃵

߽⫼ㄝ˗25.26%的Ҏ㛑໳خ到㡖㑺⫼⬉，⬉㾚ǃ⬉㛥不⫼ᯊ，䱣᠟݇䯁៪䖯ܹӥ⳴⢊ᗕ，

⬉఼Փ⫼ᅠ↩䱣᠟ᢨϟᦦ༈˗䖬有 35.99%的Ҏ㛑໳ᇚൗഒ䖯㸠ߚ㉏໘⧚，不хᠨൗഒ，ሑ

䞣ᇥՓ⫼ϔ⃵ᗻ⫼ક。 

3.4北京Ꮦሙ⇥北京Ꮦሙ⇥北京Ꮦሙ⇥北京Ꮦሙ⇥㓓㡆⍜䌍㓓㡆⍜䌍㓓㡆⍜䌍㓓㡆⍜䌍䖛程Ё的䱰⹡੠䯂乬䖛程Ё的䱰⹡੠䯂乬䖛程Ё的䱰⹡੠䯂乬䖛程Ё的䱰⹡੠䯂乬 

㓓㡆ѻક的⦃ֱᗻ㛑㚃ᅮ㽕ӬѢ᱂䗮ѻક，Ԛᰃ೼᥼ᑓ䖛程ЁӮ䘛到ϔѯ䯂乬੠䱰⹡，

݊Ёৃ㛑有ᕜ໮ॳ಴，Ўℸ，៥Ӏ䖯㸠了䇗ⷨ。 

3.4.1㓓㡆⍜䌍䖛程Ё݀ӫ的䯂乬ঞ݊㸠Ў㓓㡆⍜䌍䖛程Ё݀ӫ的䯂乬ঞ݊㸠Ў㓓㡆⍜䌍䖛程Ё݀ӫ的䯂乬ঞ݊㸠Ў㓓㡆⍜䌍䖛程Ё݀ӫ的䯂乬ঞ݊㸠Ў 

ᙼ೼䌁ф㓓㡆ѻકЁ䘛到的᳔໻䯂乬ᰃ˛（ ） 

A.ѻકϢᅷӴ的Ꮒ䎱໾໻ B.ӋḐ↨ϔ㠀ѻક催ᕜ໮ C.ৃ䗝⾡㉏䕗ᇥ D.ଂৢ᳡ࡵ䕗Ꮒ 

Ң೒ 31 ৃҹⳟ出，37.79%的⍜䌍者䅸Ў㓓㡆ѻકϢ݊ᅷӴ不ヺ，ᄬ೼䕗໻Ꮒ䎱，39.17%

的⍜䌍者䅸Ў㓓㡆ѻક的ӋḐ㽕↨ϔ㠀ѻક催ᕜ໮，䖭Ͼ䯂乬៥ӀᏆ㒣ড໡ᦤ到，⹂ᅲᄬ೼

䖭ḋ的⦄䈵，᮴⊩䙓15.67˗ܡ%的⍜䌍者䅸ЎᏖ面Ϟৃ䗝ᢽ的㓓㡆ѻક的⾡㉏↨䕗ᇥ˗䖬

有 7.37%的⍜䌍者䇈㓓㡆ѻક的ଂৢ᳡ࡵ䕗Ꮒ。 
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7.37%

15.67%

39.17%

37.79%

 A

 B

 C

 D

 

 

 
೒ 31 ݀ӫ䌁ф㓓㡆ѻકᯊ的䯂乬 

䩜ᇍ⍜䌍者ᦤ出的ৃ䗝⾡㉏䕗ᇥ੠ଂৢ᳡ࡵ䕗Ꮒ䖭ϸϾ䯂乬，Џ㽕䖬ᰃ㓓㡆ѻક的ԧ㋏

不໳ع全，Ң⫳ѻ到ᅷӴǃ䫔ଂ，ݡ到ଂৢ，䖬䛑≵有ϔ༫↨䕗ᅠᭈ的ㅵ⧚῵ᓣ，所ҹ៥Ӏ

䖬ᑨ不ᮁഄࡴᔎ䖭方面的建䆒，䅽ӕϮ⫳ѻ出合Ḑ的㓓㡆ѻકᑊⳳᅲഄሩ⦄㒭⍜䌍者，೼䘛

到䯂乬ᯊ㛑໳㒭ќӬ㡃的ଂৢ᳡ࡵ，䖭ḋᠡ㛑໳䅽⍜䌍者ᜓᛣ䌁ф㓓㡆ѻક，ֵ ӏ㓓㡆ѻક。 

3.4.2݀ӫ≵有䗝ᢽ㓓㡆ѻક的ॳ಴݀ӫ≵有䗝ᢽ㓓㡆ѻક的ॳ಴݀ӫ≵有䗝ᢽ㓓㡆ѻક的ॳ಴݀ӫ≵有䗝ᢽ㓓㡆ѻક的ॳ಴ߚᵤߚᵤߚᵤߚᵤ 

೼䌁⠽ᯊ׭≵有⡍ᛣ䗝ᢽ㓓㡆ѻક的᳔Џ㽕ॳ಴ᰃҔМ˛（ ） 

A.ᇍ㓓㡆ѻક不໾了㾷 B.䅸Ў㓓㡆ѻકֵᙃ不ৃ䴴 

C.䅸Ў≵有ᖙ㽕䗝ᢽ㓓㡆ѻક D.㓓㡆ѻકӋḐ催 

32.29%
34.53%

17.04% 16.14%

 A

 B

 C

 D

 

 

 

೒ 32 ݀ӫ≵有䗝ᢽ㓓㡆ѻક的ॳ಴⢊މ 

Ң೒ 32 ৃҹⳟ出，32.29%的⍜䌍者ᇍ㓓㡆ѻક不໾了㾷˗34.53%的⍜䌍者䅸Ў㓓㡆ѻ

ક的ֵᙃ不ৃ䴴，ᗔ⭥㓓㡆ѻક的ⳳᅲᗻ˗16.14%的⍜䌍者䅸Ў㓓㡆ѻક的ӋḐ催˗䖬有

17.04%的⍜䌍者䅸Ў≵有ᖙ㽕䗝ᢽ㓓㡆ѻક。ৃ㾕，⍜䌍者ᇍѢ≵有⡍ᛣ䗝ᢽ㓓㡆ѻક的

ॳ಴䕗໮，ᕜ໮⍜䌍者䅸ЎЎ㓓㡆ѻક的ֵᙃ不ৃ䴴，ᗔ⭥㓓㡆ѻક的ⳳᅲᗻ，䖭䎳⼒ӮϞ

出⦄的݇Ѣ㓓㡆ѻક的负面ᕅડ੠负面⍜ᙃ有݇。䖥 1/3 的⍜䌍者ᇍ㓓㡆ѻક不໳了㾷，಴

ℸ៥Ӏ䳔㽕໻࡯᥼ᑓ㓓㡆ѻક，䅽⍜䌍者䅸䆚到ҔМᰃ㓓㡆ѻકǃ㓓㡆ѻક的⡍⅞ᗻҹঞՓ

⫼㓓㡆ѻક㛑㒭៥Ӏ㞾䑿⫳⌏З㟇ᭈϾ⦃๗ᏺᴹҔМད的ᕅડ，Ң㗠ᛣ䆚到䌁ф㓓㡆ѻક的

䞡㽕ᗻ。ਞⶹ⍜䌍者㓓㡆ѻકӋḐ催的ॳ಴，㓓㡆ѻક的⫼ᴤ੠工㡎的不ৠᇐ㟈݊ӋḐ的أ
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催，㱑✊ӋḐ催了ѯ，Ԛᰃ೼Փ⫼ᯊ由Ѣ݊݋有㡖㛑੠ৃಲᬊ的⡍ᗻ，ৃ㡖ⳕՓ⫼៤本。 

೼೼೼೼ѻѻѻѻકકકક出出出出⦄⦄⦄⦄䋼䋼䋼䋼䞣䞣䞣䞣䯂䯂䯂䯂乬乬乬乬ᯊᯊᯊᯊ，，，，3.4.3 ݀݀݀݀ӫӫӫӫᇏᇏᇏᇏ∖∖∖∖ᐂᐂᐂᐂࡽࡽࡽࡽ的的的的方方方方ᓣᓣᓣᓣ 

ᔧᙼ所䌁ф的ѻક/㓓㡆ѻક出⦄䋼䞣䯂乬，㗠䫔ଂଚ੠⫳ѻଚ不ќҹ㾷އᯊ，ᙼ佪ܜӮ（ ） 

A.ᡒ᡹刊ၦԧ䖯㸠Ჱܝ B.এ⍜䌍者णӮᇏ∖ᐂࡽ 

C.এ㸠ᬓ䚼䮼ᇏ∖ᐂࡽ D.ᇏ∖ᧈࡽ⊩ᕟ䗨ᕘ 

12.96%

11.57%

58.8%

16.67%

 A

 B

 C

 D

 

 

 

೒ 33 ݀ӫֱᡸ㞾䑿߽Ⲟ的方ᓣ⢊މ 

೒ 33 㒧ᵰ表明，有 58.8%的⍜䌍者䛑䗝ᢽ了এ⍜䌍者णӮᇏ∖ᐂ16.67%，ࡽ的⍜䌍者

Ӯᡒ᡹刊ၦԧ䖯㸠Ჱܝ ，঺有 11.57%੠ 12.96%的⍜䌍者Ӯ߿ߚ䗝ᢽএᬓᑰ䚼䮼ᇏ∖ᐂࡽ

੠ᇏ∖⊩ᕟ䗨ᕘᧈࡽ。 

ৃ㾕，⍜䌍者णӮ೼㓓㡆⍜䌍ঞ⍜䌍者权Ⲟֱᡸ方面خ出的࡯ࡾᆚ不ৃߚ。ৠᯊ，Ⳍᔧ

ϔ䚼ߚ䴲⍜䌍者Ӯ䗝ᢽ೼ၦԧᲱࡽ׳，ܝၦԧ的࡯䞣ᴹ㓈ᡸ㞾䑿的⍜䌍权Ⲟ。 

3.5֗䖯㓓㡆⍜䌍的᥾ᮑ੠䗨ᕘ֗䖯㓓㡆⍜䌍的᥾ᮑ੠䗨ᕘ֗䖯㓓㡆⍜䌍的᥾ᮑ੠䗨ᕘ֗䖯㓓㡆⍜䌍的᥾ᮑ੠䗨ᕘ 

Ң⍜䌍者的㾦ᑺ，䇗ᶹ೼全⼒Ӯ֗䖯㓓㡆⍜䌍的᥾ᮑ੠䗨ᕘ。 

（1）ᙼ䅸Ў֗䖯㓓㡆⍜䌍ᑨ佪ܜҢાϾ方面ܹ᠟（ ） 

A.⊩ᕟ⊩㾘 B.݀ӫᛣ䆚 C.ଚᆊ㸠Ў D.ৠᯊ 
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32.13%

16.74%

34.39%

16.74%

 A

 B

 C

 D

 

 

 

೒ 34 ݀ӫ䅸Ў֗䖯㓓㡆⍜䌍的方ᓣ⢊މ 

೒ 34 㒧ᵰ表明，有 16.74%的⍜䌍者䅸Ў៥೑೼㓓㡆⍜䌍的⊩ᕟ⊩㾘方面䖬不໳ع全，

֗䖯㓓㡆⍜䌍䳔㽕䗮䖛⊩ᕟ⊩㾘ᔶᓣ，34.39%的⍜䌍者䅸Ў֗䖯㓓㡆⍜䌍Џ㽕䴴݀ӫᛣ䆚，

㗠Ⳃࠡ໻䚼ߚ⍜䌍者䅸Ў㞾䑿的㓓㡆⍜䌍ᛣ䆚不໳ᔎ，೼䌁⠽ᯊ≵有㗗㰥到㞾䑿的⍜䌍㸠Ў

ᰃ৺ᰃ㓓㡆⍜䌍˗16.74%的⍜䌍者䅸Ў㓓㡆⍜䌍ҙҙᰃଚᆊ㸠Ў，П所ҹ㓓㡆⍜䌍ᄬ೼䯂

乬ᰃଚᆊᛣ䆚੠㸠Ў不到ԡ。 

（2）ᙼ䅸Ў᳔有ᬜᦤ催ሙ⇥㓓㡆⍜䌍ᛣ䆚的方⊩ᰃ（ ）（䰤䗝2乍） 

A.ၦԧࡴᔎᅷӴ࡯ᑺ B.ࡴᔎ㓓㡆⍜䌍ⶹ䆚的ᬭ㚆 C.ᦤ催ӕϮ㓓㡆⫳ѻᛣ䆚  

D.䇗ᭈᏖഎѻક㒧ᵘ E.建ゟع全Ⳍ݇的ᬓㄪ⊩㾘 

22.31%

15.05%

22.04%

19.89%

20.7%

 A

 B

 C

 D

 E

 

 

 

೒35᳔有ᬜᦤ催݀ӫ㓓㡆⍜䌍ᛣ䆚的方⊩ 

೒35㒧ᵰ表明，ᦤ催ሙ⇥㓓㡆⍜䌍ᛣ䆚所䞛প的৘⾡方⊩所ऴ↨՟䕗Ў均㸵，均೼20%

Ꮊে。ᇍӕϮ੠⍜䌍者䖯㸠㓓㡆ѻક⫳ѻ੠⍜䌍方面的ᬭ㚆，䗮䖛ᬓᑰ䇗㡖Ꮦഎѻક㒧ᵘ੠

建ゟⳌ݇的⊩ᕟ⊩㾘，ҹঞၦԧ的໻࡯ᅷӴ，䛑ᰃᦤ催ሙ⇥㓓㡆⍜䌍ᛣ䆚的㡃ㄪ。 

（3）ᙼϔ㠀䗮䖛ҹϟ方ᓣ㦋প㓓㡆⍜䌍ⶹ䆚˛（ ）（䰤䗝2 乍） 

A.ᅷӴ海᡹ B.ѻકࣙ㺙 C.ҢᆊҎǃ᳟টǃৠ学ㄝ໘得ⶹ 

D.к㈡ǃ᡹刊ǃᴖᖫㄝ E.⬉㾚ǃ㔥㒰ㄝၦԧ 
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32%

16.29%

14.57%

18.57%
18.57%

 A

 B

 C

 D

 E

 

 

 

೒36݀ӫ㦋প㓓㡆⍜䌍ⶹ䆚的䗨ᕘ 

Ң೒36ৃҹⳟ出，32%的⍜䌍者Ӯ䗮䖛⬉㾚ǃ㔥㒰ㄝၦԧ㦋প㓓㡆⍜䌍ⶹ䆚，18.57%的

⍜䌍߭Ӯ䗮䖛ᅷӴ海᡹㦋প⍜䌍ⶹ䆚，㗠䗮䖛к㈡ǃ᡹刊ǃᴖᖫㄝ方ᓣҹঞҢᆊҎǃ᳟টǃ

ৠ学ㄝ໘得ⶹ的߿ߚऴ16.29%੠14.57%。ৃ㾕，Ⳍ↨Ѣ海᡹ǃѻકࣙ㺙ǃк㈡ǃ᡹刊ǃᴖ

ᖫ੠᳟҆໘得ⶹ，⬉㾚ǃ㔥㒰ㄝၦԧ的Ӵ᪁方ᓣᕅડ᳈໻ϔѯ。 

（4）ᙼ的⦃ֱ㸠Ўᰃ৺得到䑿䖍᳟҆的䅸ৃ˛（ ） 

A.䴲ᐌ䅸ৃ B.↨䕗䅸ৃ C.不ডᇍг不支持 D.不䅸ৃ 

3.9%

41.99%

41.99%

12.12%

 A

 B

 C

 D

 

 

 
೒37᳟҆ᇍ⦃ֱ㸠ࡼ的支持⢊މ 

೒37㒧表明，᳟҆ᇍ㞾Ꮕ的⦃ֱ㸠ࡼ↨䕗䅸ৃ੠᮶不ডᇍг不支持的Ҏ㕸৘ऴ41.99%，

有12.12%的Ҏ㕸᳟݊҆ᕜ支持݊⦃ֱ㸠ࡼ，г有3.9%的Ҏ㕸的⦃ֱ㸠ࡼ得不到᳟҆的䅸ৃ。 

（5）ᙼӮ䗮䖛㔥㒰৥㔥টᅷӴ㓓㡆⍜䌍的⧚ᗉМ˛ （ ） 

A.Ӯ B.不Ӯ C.Ӯ䗮䖛݊Ҫ᠟↉ᅷӴ 
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26.51%

35.81%

37.67%

 A

 B

 C

 

 

 

೒38䗮䖛㔥㒰৥㔥টᅷӴ㓓㡆⍜䌍⧚ᗉ的⢊މ 

೒38㒧ᵰ表明，37.67%的Ҏ㕸表⼎Ӯ䗮䖛㔥㒰৥㔥টᅷӴ㓓㡆⍜䌍⧚ᗉ，35.81%的Ҏ

㕸表⼎不Ӯ䗮䖛㔥㒰৥㔥টᅷӴ㓓㡆⍜䌍⧚ᗉ，26.51%的Ҏ㕸表⼎Ӯ䗮䖛݊Ҫ方ᓣᅷӴ㓓

㡆⍜䌍⧚ᗉ。 

ৃ㾕，Ў了֗䖯㓓㡆⍜䌍，佪ܜᑨ೼⍜䌍者的㓓㡆⍜䌍ᛣ䆚Ϟ໮ϟࡳ໿，䅽㓓㡆⍜䌍㸠

Ў៤Ў⍜䌍者的ϔ⾡⍜䌍дᛃ˗݊⃵，ࡴᔎㅵ⧚ଚᆊ的㸠Ў，ᴰ㒱༌໻ǃ㰮؛ᅷӴ，Ӭ࣪ଂ

ৢ᳡ࡵ˗ৠᯊ䖬㽕建ゟϔ༫有݇㓓㡆⍜䌍的ᅠᭈ的⊩ᕟ⊩㾘，೼出⦄䯂乬ᯊ㛑໳ঞᯊ㾷އ，

г䅽ᗔ有չᑌᖗ⧚的不⊩ߚᄤᳯ㗠⫳⬣。 

4㒧䆎ঞ建䆂㒧䆎ঞ建䆂㒧䆎ঞ建䆂㒧䆎ঞ建䆂 

4.1㒧䆎㒧䆎㒧䆎㒧䆎 

（1）北京ᏖජᏖሙ⇥的㓓㡆⍜䌍ᛣ䆚有ᕙѢ䖯ϔℹᦤ催 

೼ᇍሙ⇥䖯㸠᳔݇ᖗ的⍜䌍䯂乬的䇗ⷨЁথ⦄，໻㑺ϔञ的Ҏ⊼䞡⍜䌍的䋼䞣䯂乬，

25.41%的Ҏ݇⊼ӋḐ，10.66%的Ҏ⊼䞡᳡ࡵᗕᑺ，⊼䞡⦃ֱ的া有 9.43%。Ң㗠гᕜᇥ有Ҏ

Ӯ݇⊼到㞾Ꮕ的⍜䌍㸠Ўᇍ⦃๗䗴៤的ᕅડ，㑺ऴ 49.77%，䖭ᇚ䖥ऴ了所有খϢ䇗ⷨ的Ҏ

᭄的ϔञ。㗠Ϩг有䖥ϔञ的Ҏ（48.13%）ϔ㠀不Ӯ⊼ᛣᏖഎϞ㓓㡆ѻક的ⳳᅲᗻ。 

Ԛᰃ，џᅲϞ↣Ͼ⍜䌍者䛑有㞾Ꮕ的“㓓㡆方ᓣ”，38.75%的݀ӫ䛑㛑خ到㡖㑺⫼∈，䱣

᠟݇䯁∈啭༈，⋫㦰⎬㉇∈Ѡ⃵߽⫼ㄝ˗25.26%的Ҏ㛑໳خ到㡖㑺⫼⬉，⬉㾚ǃ⬉㛥不⫼

ᯊ，䱣᠟݇䯁៪䖯ܹӥ⳴⢊ᗕ，⬉఼Փ⫼ᅠ↩䱣᠟ᢨϟᦦ༈˗䖬有 35.99%的Ҏ㛑໳ᇚൗഒ

䖯㸠ߚ㉏໘⧚，不хᠨൗഒ，ሑ䞣ᇥՓ⫼ϔ⃵ᗻ⫼ક。有的⍜䌍者Ў了工作䳔㽕ৃ㛑不Ӯ䗝

ᢽ㒣⌢ൟ的≑䔺，Ԛᰃ೼䍙Ꮦф㦰的ᯊ׭Ӯ㞾ᏺ䌁⠽㹟㗠不⫼ଚഎᦤկ的ล᭭㹟 有̠的⍜䌍

者ৃ㛑ؒ৥Ѣ೼㦰Ꮦഎф㦰，Ԛᰃ೼䌁фᆊ⬉ᯊӮ䅸Ўϔ⃵ᗻᡩܹф䋼䞣ད的↨䕗ᅲᚴ。所

ҹ，া有全方ԡഄᦤ催ሙ⇥的㓓㡆⍜䌍ᛣ䆚，ᠡ㛑Փ㓓㡆⍜䌍ⳳℷ有ᬜഄᓔሩ。 

（2）㓓㡆ѻકӋḐأ催，ᕅડ到݀ӫᇍ㓓㡆⍜䌍的᥹ফ程ᑺ 

䗮䖛䇗ⷨথ⦄，不ㅵᰃ㓓㡆㬀㦰䖬ᰃ㓓㡆ᆊ⬉，由Ѣ݊⫳ѻ工㡎੠⫳ѻ⌕程不ৠѢ᱂䗮



北京ᏖජᏖሙ⇥㓓㡆⍜䌍⦄⢊䇗ⷨ᡹ਞ 

 67 

ѻક，所ҹӋḐгӮ催Ѣ᱂䗮ѻક，⍜䌍者ᇍѢ㓓㡆ѻકӋḐ的᥹ফ程ᑺг有所Ꮒᓖ。ᇍѢ

㓓㡆㬀㦰，75.93%的Ҏ㛑໳᥹ফ㓓㡆㬀㦰的ӋḐ↨᱂䗮㬀㦰䌉 30%，㗠㛑᥹ফ݊ӋḐ催出

30%⫮㟇 1 ҹϞ的Ҏাऴ到了ס 24.07%。ᇍѢ㓓㡆ᆊ⬉㗠㿔，᥹䖥ϔञ的⍜䌍者ᜓᛣЎ㓓

㡆ᆊ⬉໮支Ҭ 5%៪ 10%的䌍⫼，г有ᇥ᭄⍜䌍者ᜓᛣ支Ҭ᳈໮的乱໪䌍⫼。㓓㡆ѻક的Ӌ

Ḑ催Ѣ᱂䗮ѻક的ӋḐ໾໮，Փ得⍜䌍者ᳯ㗠⫳⬣，಴㗠೼㓓㡆ѻક੠㓓㡆⍜䌍的᥼ᑓ䰊↉，

䳔㽕ᬓᑰ的㒣⌢㸹䌈੠Ⳍ݇Ӭᚴᬓㄪ。 

（3）Ⳍ݇⊩ᕟ⊩㾘ᗹ䳔ع全 

䰸了Ϟ面ᦤঞ的⍜䌍者㓓㡆⍜䌍的ᛣ䆚不໳催੠㓓㡆ѻક的ӋḐ催䖭ϸ方面的ॳ಴໪，

䖬有䇌བ㓓㡆ѻકϢ݊ᅷӴ不ヺ，㓓㡆ѻક⾡㉏ᇥ੠ଂৢ᳡ࡵᏂㄝ䯂乬。37.79%的⍜䌍者

䅸Ў㓓㡆ѻકϢ݊ᅷӴ不ヺ，ᄬ೼䕗໻Ꮒ䎱，䖭гህᰃᄬ೼了ଚᆊ༌໻ᅷӴǃ㰮؛ᅷӴㄝ䯂

乬，䖭ᓩ䍋了ᕜ໮⍜䌍者ᇍ㓓㡆ѻકⳳᅲᗻ的䋼⭥˗39.17%的⍜䌍者䅸Ў㓓㡆ѻક的ӋḐ

㽕↨ϔ㠀ѻક催ᕜ໮，䖭Ͼ䯂乬៥ӀᏆ㒣ড໡䇈到了，⹂ᅲᄬ೼䖭ḋ的⦄䈵，᮴⊩䙓ܡ˗

15.67%的⍜䌍者䅸ЎᏖ面Ϟৃ䗝ᢽ的㓓㡆ѻક的⾡㉏↨䕗ᇥ 䖬̠有 7.37%的⍜䌍者䇈㓓㡆ѻ

ક的ଂৢ᳡ࡵ䕗Ꮒ。 

ҹϞ⦄䈵ѻ⫳的Џ㽕ॳ಴Пϔህᰃ⊩ᕟ⊩㾘的不ع全，䖭Փ得㓓㡆ѻક的᥼ᑓফ到了Ϲ

䞡ࠊ㑺。佪ܜӮᇐ㟈ᕜ໮⫳ѻॖଚ≵有ᣝᷛޚ⫳ѻ㓓㡆ѻક，Փ得㓓㡆ѻક剐啭⏋ᴖ˗݊ ⃵，

⊩ᕟ⊩㾘的不ع全ᇐ㟈ᕜ໮䫔ଂॖᆊ೼䫔ଂ䖛程Ё༌໻ǃ㰮؛ᅷӴ，ᇍ⍜䌍者ѻ⫳了䇃ᇐ˗

⊩ᕟ⊩㾘的不ع全䖬Ӯᇐ㟈ѻક೼ଂ出ৢ≵有有ᬜ的ֱ䱰，ϔᮺ出⦄䯂乬᮴Ң㾷އ。䖭ѯ䯂

乬䛑Փ得⍜䌍者ᇍ㓓㡆ѻકѻ⫳了⭥䯂੠乒㰥，所ҹع全Ⳍ݇㓓㡆⍜䌍的⊩ᕟ⊩㾘ᕜᖙ㽕г

ᕜ䖿ߛ。 

4.2建䆂建䆂建䆂建䆂 

（1）䖯㸠全⼒Ӯ㓓㡆⍜䌍ᛣ䆚ᬭ㚆 

⏅ܹҎষᆚ䲚的⼒ऎ，৥ሙ⇥ᅷӴ㓓㡆⍜䌍ⶹ䆚，ᦤ催ҎӀ的㓓㡆⍜䌍ᛣ䆚˗ᇚ㓓㡆⍜

䌍ᛣ䆚的ᬭ㚆ᏺܹ到学᷵的䇒ූϞএ，䅽ेᇚ៤Ў⍜䌍者的学⫳ӀҢᇣ᥹ফ有݇㓓㡆⍜䌍的

ᬭ㚆，ᑊৃҹ䅽学⫳Ӏᏺࡼᆊ䭓ϔৠܹࡴ到㓓㡆⍜䌍的㸠ࡼЁᴹ，䖭ḋ೼ᇚᴹ，ᔧ䖭ѯ学⫳

Ӏℹܹ到⍜䌍者的㸠߫Ёএ的ᯊ׭，ህᏆ㒣݋໛了㓓㡆⍜䌍的ᛣ䆚。 

（2）থሩ㓓㡆ѻક的ৠᯊ㒭ќ㒣⌢㸹䌈੠ᬓㄪ支持 

া有ҎӀ的⫳⌏∈ᑇᦤ催了，ᠡ有㛑࡯䌁ф㓓㡆ѻક。⦄䰊↉，ᬓᑰ䳔㒭ќϔᅮ的㒣⌢

㸹䌈，Փ݀ӫ有䎇໳的㒣⌢ᅲ࡯䌁ф㓓㡆ѻક。ৠᯊ，䖬ᑨ㒭ќϔᅮ的ᬓㄪ支持，Փ得݀ӫ

೼䖯㸠㓓㡆⍜䌍的䖛程Ёߚܙ䅸䆚到㓓㡆ѻક⦃ֱǃ㡖㛑੠㒣⌢的⡍点，Ңᖗ䞠ᜓᛣ᥹ফ㓓

㡆ѻકᑊ㛑໳೼᳾ᴹ的⍜䌍Ё䗝ᢽ㓓㡆ѻક。 

（3）ᇚ㓓㡆⍜䌍ऩ⣀ゟ⊩ 

⦄代⼒ӮᰃϔϾ⍜䌍的⼒Ӯ，⍜䌍者的㓓㡆⍜䌍䳔∖ᰃᢝࡼӕϮ㓓㡆⫳ѻ的࡯ࡼ。✊㗠，

៥೑ᬓᑰᇍ㓓㡆⍜䌍ᅷӴ不໳，ӕϮ೼⫳ѻǃ䫔ଂЁг㔎Уᖙ㽕的㓓㡆ᬭ㚆，≵有ᔶ៤ᇍ⍜
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䌍者有ᬜ的㓓㡆⍜䌍ᖗ⧚ࠎ▔，㓓㡆ѻક的⼒Ӯᬜᑨ䲒ҹ⏅ܹҎᖗ。ৠᯊফࠊѢᬊܹ∈ᑇ，

ϔѯ⍜䌍者᮴࡯ᡓᢙ由Ѣ⫳ѻ㓓㡆ѻક㗠ᏺᴹ的៤本Ϟ⍼，㓓㡆ѻક៤Ў᮴᭄ҎⴐЁ的“ぎ

Ёὐ䯕”。಴ℸ，ࡴᔎ㓓㡆⍜䌍ゟ⊩݋有䴲ᐌ䞡㽕的ᛣН。建ゟϔ㋏߫有݇㓓㡆⍜䌍的⊩ᕟ

⊩㾘，᮶㾘㣗⫳ѻଚঞ䫔ଂଚ的㸠Ў，г㾘㣗⍜䌍者的⍜䌍㸠Ў，Ў⍜䌍者߯䗴ϔϾ㡃ད的

㓓㡆⍜䌍⦃๗，Փ݀ӫݏ៤ད的㓓㡆⍜䌍дᛃ。ৠᯊ，೼ϔᮺ出⦄⍜䌍㑴㒋ᯊ，ৃҹᣝ✻Ⳍ

ᑨ的⊩ᕟ⊩㾘ᴹ㾷އ䯂乬。 

 

 

 

 


