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[bookmark: _Toc43521394]Purchase Behavior of Jeans
[bookmark: _Toc43521395]Buyers of Jeans by Gender
[bookmark: _GoBack]From the analysis above, the main buyers of jeans are the females. There percentage tends to be higher than that of the males. However, mostly, their rate of buying jeans wear is fairly the same. However, women tend to buy more jeans across the age groups (Engle, Nelson, Zhao, & Chi, 2018). Moreover, they tend to own more jeans and wear it even often more than men. The first set of analysis was conducted to reveal the purchase of jeans with respect to age distribution. A total of one thousand and five people were involved in the study. The men were four hundred and eighty-one while the women were five hundred and twenty-four. Among the buyers whose age is less than thirty years old, fifty-seven percent of the total population comprises of men while forty-three are females. The total number of buyers in this age is three-hundred and fourteen. This equates to one-hundred and seventy-eight male buyers of jeans. The female population of buyers in the age bracket is one hundred and thirty-six. For the population of individuals between the ages of thirty to forty-four years old, the women have a higher tendency of buying jeans than the men. It is understood that only forty-one percent of the population comprised of the male buyers of jeans while fifty-nine percent were female. Demographically, with the total number of buyers in this age bracket being three hundred and forty-three, only one hundred and forty men bought jeans while two hundred and the women were two hundred and three. For the individuals above forty-five years old, forty-six percent of them were men who had a tendency of buying jeans while fifty-four percent were women. With the total number of individuals being three hundred and forty-eight, only one hundred and sixty were male buyers while the female buyers were one hundred and eighty-eight.
	
	The next round of tally was for the number of times people wore pairs of jeans in a week. It emerged that a total of one hundred and eighty-two people wore jeans less than twice a week. Out of this, forty-six percent were men while fifty-four percent were women. Figuratively, only eighty-three men wear jeans less than two times a week while the women are ninety-nine. The next category of people is that of the ones who wear jeans between three to five times a week. This category holds the largest number of people with a total of five hundred and fifty individuals. Forty-four percent of the total comprises of men while fifty-six percent comprises of women. Demographically, this amounts to two hundred and forty-two men while the women remain to be three hundred and eight. The study also revealed that there are individuals who wear pairs of jeans seven times a week. Two hundred and seventy-three people fall under this category. Fifty-eight percent of them are men with a total of one hundred and fifty-eight while forty-two percent are women with a total of one hundred and fifteen. From the analysis, it is evident that most men than women wear jeans throughout the week.

[bookmark: _Toc43521396]Buyer behavior
	In terms of buyer behavior, the women tend to buy more jeans across their age groups than most men. Moreover, the women also tend to own more jeans pairs than men. Thus, the women possess more jeans wear than the men of the same age group (Su, & Tong, 2016). The number of individuals used was one thousand and five with the men being four hundred and eighty-one while the women and five hundred and twenty-four. In this category of analysis, the ages of the people involved were broken down into much smaller ranges. In the group of individuals whose age is less than thirty years old, there are three ranges. The first range is that of ages between fifteen to seventeen years old comprised of sixty-five individuals who bought pairs of jeans. This adds up to twenty-one percent. The number of males is thirty-three while the females are thirty-two. The bracket of individuals between eighteen to twenty-four years old comprises of one hundred and fifty people out of the three hundred and fourteen. This tally equates to forty-eight percent. The number of men who buy jeans in this bracket is eighty-seven while the women are sixty-three. In the bracket of people between the ages of twenty-five to twenty-nine, there is a percentage of thirty-two individuals. This equates to a total of one hundred individuals who purchase jeans. Out of this number, fifty-eight are men while forty-two are women.
	Apart from that, the analysis also looked into the number of jeans owned by individuals based on their range of ages. A total of three hundred and twenty-six people owns between one to four pairs of jeans. The range of fifteen to seventeen years old holds six percent of total owner, with the actual number being twenty individuals. The next range of ages is that from eighteen to twenty-four years old. It holds thirteen percent of the total with forty-two people being the owners. Following this is the range between twenty-five to twenty-nine years which holds eight percent of the total. This equates to twenty-six individuals. Between the ages of thirty to thirty-four is a percentage of seven which calibrates to twenty-three individuals. The range of thirty-five to thirty-nine occupies ten percent of the total and this adds up to thirty-five individual owners of the pairs of jeans. The next range is that of between forty to forty-four and it holds a percentage of fourteen. This adds up to forty-six people. Individuals between forty-five to forty-nine years of age occupy fourteen percent. This transforms to forty-six individuals as well. Between the age range of fifty to fifty-four, the held percentage is fifteen. When transformed into figures, this sums up to forty-nine people. The last range is between fifty-five to fifty-nine years of age. It holds fourteen percent with a total of forty-six people.
[bookmark: _Toc43521397]Jeans buying and wearing by race
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	 TOTAL
	  Male 
	 Female
	 <30yrs
	  30-44 
	 45+yrs
	  1-4 
	  5-9 
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	  3-6 
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	TOTAL
	1005
	481
	524
	314
	343
	348
	326
	395
	284
	182
	550
	273

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	Aboriginal / Native Canadian
	12.7%
	9.6%
	15.6%
	11.8%
	13.7%
	12.6%
	12.3%
	11.4%
	15.1%
	11.5%
	14.9%
	9.2%

	Black /African/Afro American
	1.8%
	2.5%
	1.1%
	3.8%
	1.7%
	-
	0.9%
	1.5%
	3.2%
	2.2%
	1.8%
	1.5%

	British
	30.4%
	31.2%
	29.8%
	24.2%
	31.8%
	34.8%
	30.4%
	32.7%
	27.5%
	24.7%
	30.0%
	35.2%

	Caribbean/West Indian
	0.6%
	0.6%
	0.6%
	1.3%
	0.6%
	-
	-
	0.5%
	1.4%
	0.5%
	0.4%
	1.1%

	Chinese (China, Hong Kong, Taiwan)
	6.2%
	8.7%
	3.8%
	14.6%
	3.5%
	1.1%
	6.1%
	7.1%
	4.9%
	7.1%
	6.4%
	5.1%

	Eastern European (Polish, Czech, Slovak, Hungarian,etc)
	11.0%
	11.2%
	10.9%
	10.8%
	10.5%
	11.8%
	8.6%
	14.7%
	8.8%
	11.0%
	12.2%
	8.8%

	French (France)
	10.5%
	9.4%
	11.6%
	11.5%
	11.1%
	9.2%
	11.3%
	11.1%
	8.8%
	11.5%
	10.4%
	10.3%

	German
	10.0%
	8.5%
	11.3%
	8.9%
	10.2%
	10.6%
	10.1%
	8.9%
	11.3%
	9.3%
	10.5%
	9.2%

	Greek
	1.2%
	1.2%
	1.1%
	3.2%
	0.3%
	0.3%
	0.6%
	1.3%
	1.8%
	0.5%
	1.3%
	1.5%

	Irish
	14.9%
	12.7%
	17.0%
	12.4%
	15.5%
	16.7%
	18.1%
	12.9%
	14.1%
	21.4%
	14.5%
	11.4%

	Italian
	4.3%
	5.0%
	3.6%
	7.3%
	3.2%
	2.6%
	2.1%
	4.3%
	6.7%
	3.3%
	4.9%
	3.7%

	Japanese
	0.6%
	0.8%
	0.4%
	1.3%
	-
	0.6%
	0.6%
	0.3%
	1.1%
	1.1%
	0.4%
	0.7%

	Portuguese
	0.8%
	1.2%
	0.4%
	1.9%
	0.6%
	-
	0.6%
	0.5%
	1.4%
	1.1%
	0.7%
	0.7%

	Russian
	2.0%
	1.9%
	2.1%
	2.2%
	2.3%
	1.4%
	1.5%
	1.5%
	3.2%
	1.6%
	1.6%
	2.9%

	South Asian (India / Pakistan / Sri Lanka, Bangladesh)
	1.3%
	2.1%
	0.6%
	2.5%
	0.9%
	0.6%
	1.2%
	1.8%
	0.7%
	1.6%
	1.3%
	1.1%

	South East Asian (Indonesia, Malaysia, Philippines,etc)
	1.1%
	1.5%
	0.8%
	3.2%
	0.3%
	-
	0.9%
	1.0%
	1.4%
	1.1%
	1.3%
	0.7%

	TOTAL
	1005
	481
	524
	314
	343
	348
	326
	395
	284
	182
	550
	273

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	South/Central American
	0.8%
	0.8%
	0.8%
	1.3%
	1.2%
	-
	0.3%
	1.0%
	1.1%
	-
	0.9%
	1.1%

	Spanish
	1.5%
	1.9%
	1.1%
	3.2%
	1.5%
	-
	0.9%
	1.5%
	2.1%
	1.1%
	1.5%
	1.8%

	Other
	15.7%
	16.0%
	15.5%
	11.5%
	17.5%
	17.8%
	19.9%
	11.6%
	16.5%
	17.0%
	12.2%
	22.0%

	Prefer not to answer
	8.4%
	7.1%
	9.5%
	7.3%
	9.3%
	8.3%
	8.9%
	8.4%
	7.7%
	9.9%
	7.3%
	9.5%







[bookmark: _Toc43521398]Behavior on Number of Purchase
The buyers of many jeans wear are the women. The women tend to have more jeans clothes than the men in all the age groups (Walsh, 2018). Individuals who owned jeans between numbers of one to four pairs were three hundred and twenty-six. Out of this population, forty-eight percent were men while fifty-two percent were women. Demographically, there were one hundred and fifty-six male buyers while the female buyers were one hundred and seventy. People who owned a range of five to nine jeans were three hundred and ninety-five. Out of this number, fifty-two percent were male owners while forty-eight were female. The demography of this population reveals that two hundred and five were men and one hundred and ninety were women. The people who owned more than ten jeans were two hundred and eighty-four. From this tally, forty-three percent were men while fifty-seven percent were women. It therefore means that two hundred and twenty-two men own more than ten pairs of jeans while the women were one hundred and sixty-two. The final conclusion of this study thereby proves that women own a lot of jeans than the men.
In addition, an analysis was also conducted on individuals who owned between five to nine pairs of jeans. Between the age of fifteen to seventeen years, a total of twenty-eight individuals owned the identified number of jeans. Individuals in the bracket of eighteen to twenty-four years are fifty-nine with a percentage of fifteen. The following range is that of twenty-five to twenty-nine years of age. It holds thirty-two people with a percentage of eight. Next is the range between thirty to thirty-four years old which holds a total of forty-three individuals. Between thirty-five to thirty-nine years old is also a total of forty-three people. These tallies occupy eleven percentage of the total population of individuals with jeans between five to nine. Following this is the range of forty to forty-four years old which has forty-seven people fewer than twelve percent. The bracket of forty-five to forty-nine has fifty-five years old with a percentage of fourteen.
[bookmark: _Toc43521399]Levis Jeans
The purchasers of the Levis Jeans differ from the purchasers of the other brands. People tend to buy Levis jeans because they are perceived to be high quality compared to the other brands like Lee.
[bookmark: _Toc43521400]Table for Levis Jeans
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	 TOTAL
	  Male 
	 Female
	 <30yrs
	  30-44 
	 45+yrs
	  1-4 
	  5-9 
	  10+ 
	  2 < 
	  3-6 
	7

	
	 -----
	 ------
	 ------
	 ------
	 -------
	 ------
	 -----
	 -----
	 -----
	 -----
	 -----
	 -----

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL
	933
	440
	493
	256
	334
	343
	304
	368
	261
	166
	514
	253

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	Helps me express who I am
	5.66
	5.65
	5.68
	5.75
	5.48
	5.78
	4.92
	5.77
	6.38
	4.90
	5.93
	5.62

	It is a brand that is cool
	6.73
	6.64
	6.81
	6.65
	6.68
	6.84
	6.36
	6.60
	7.34
	6.27
	6.90
	6.69

	It is a leader in terms of style
	6.62
	6.49
	6.74
	6.63
	6.48
	6.75
	6.35
	6.53
	7.06
	6.10
	6.83
	6.54

	It is a company that treats its workers well
	5.86
	5.82
	5.88
	6.10
	5.67
	5.85
	5.59
	5.73
	6.35
	5.56
	5.90
	5.96

	Offers designs that fits my personal style
	6.91
	6.99
	6.85
	6.46
	6.96
	7.20
	6.55
	6.86
	7.42
	6.40
	7.11
	6.86

	Offers good value for money
	7.11
	7.05
	7.15
	6.53
	7.13
	7.51
	6.67
	7.12
	7.59
	6.63
	7.24
	7.15

	Offer well made jeans that last
	7.80
	7.72
	7.86
	7.11
	7.79
	8.31
	7.52
	7.84
	8.06
	7.38
	7.92
	7.81

	Has a wide selection of styles to choose from
	7.11
	7.06
	7.16
	6.78
	7.09
	7.38
	6.82
	7.06
	7.53
	6.74
	7.29
	7.01

	Is a popular brand
	7.99
	7.87
	8.10
	7.41
	7.89
	8.52
	7.84
	7.88
	8.32
	7.54
	8.11
	8.05

	Is a brand with unique different styles, or distinct image other brands do not have
	6.16
	6.04
	6.27
	6.32
	6.02
	6.17
	5.69
	6.23
	6.61
	5.52
	6.41
	6.06

	Is growing in popularity
	6.47
	6.42
	6.52
	6.43
	6.29
	6.68
	6.08
	6.37
	7.08
	6.16
	6.62
	6.39

	Is recommended by friends/family
	5.83
	5.81
	5.85
	6.13
	5.88
	5.55
	5.30
	5.80
	6.48
	5.36
	6.00
	5.77

	I'm willing to pay a premium for this brand of jeans
	5.21
	5.34
	5.09
	5.47
	5.07
	5.14
	4.39
	5.02
	6.42
	4.32
	5.54
	5.12

	TOTAL
	933
	440
	493
	256
	334
	343
	304
	368
	261
	166
	514
	253

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	The price of their jeans is more than I expect to pay for jeans
	5.07
	5.16
	4.98
	5.72
	4.89
	4.75
	5.20
	4.96
	5.07
	4.96
	5.07
	5.13

	They are a highly respected brand name
	7.99
	7.77
	8.18
	7.37
	7.99
	8.45
	7.76
	8.01
	8.23
	7.70
	8.02
	8.10

	Is relevant to me, my needs, and my lifestyle
	6.33
	6.56
	6.13
	6.12
	6.24
	6.58
	5.75
	6.46
	6.84
	5.66
	6.62
	6.20

	I would only buy this brand on sale
	5.08
	5.12
	5.03
	5.55
	4.92
	4.87
	5.20
	5.07
	4.94
	5.30
	5.04
	5.00

	They inspire me to think of fashion in new ways
	5.00
	4.86
	5.13
	5.80
	4.94
	4.46
	4.37
	4.92
	5.85
	4.23
	5.52
	4.45



From this table, the ratings for Levis jeans are higher than the rating for the other brands of jeans.
Again, the number of jeans bought tends to reduce with increase in income. The more income, the fewer jeans these people tend to buy and wear. 


[bookmark: _Hlk43490703][bookmark: _Toc43521401]Rating for Seven for all mankind
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	 TOTAL
	  Male 
	 Female
	 <30yrs
	  30-44 
	 45+yrs
	  1-4 
	  5-9 
	  10+ 
	  2 < 
	  3-6 
	7

	
	 -----
	 ------
	 ------
	 ------
	 -------
	 ------
	 -----
	 -----
	 -----
	 -----
	 -----
	 -----

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL
	128
	69
	59
	73
	49
	6
	22
	46
	60
	18
	76
	34

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	Helps me express who I am
	6.15
	6.45
	5.80
	6.30
	5.94
	6.00
	4.68
	6.52
	6.40
	4.22
	6.43
	6.53

	It is a brand that is cool
	6.94
	6.87
	7.02
	6.64
	7.37
	7.00
	5.41
	6.78
	7.62
	4.94
	7.18
	7.44

	It is a leader in terms of style
	6.95
	6.77
	7.17
	6.95
	7.06
	6.17
	5.59
	6.74
	7.62
	4.89
	7.22
	7.44

	It is a company that treats its workers well
	6.16
	6.22
	6.10
	6.59
	5.69
	4.83
	5.14
	5.93
	6.72
	4.72
	6.38
	6.44

	Offers designs that fits my personal style
	6.36
	6.42
	6.29
	6.37
	6.55
	4.67
	4.95
	6.26
	6.95
	4.67
	6.57
	6.79

	Offers good value for money
	6.34
	6.54
	6.12
	6.62
	6.08
	5.17
	4.77
	6.13
	7.08
	4.17
	6.89
	6.26

	Offer well made jeans that last
	6.60
	6.70
	6.49
	6.74
	6.57
	5.17
	5.36
	6.24
	7.33
	4.33
	6.99
	6.94

	Has a wide selection of styles to choose from
	6.59
	6.86
	6.29
	6.85
	6.47
	4.50
	5.05
	6.41
	7.30
	4.78
	7.08
	6.47

	Is a popular brand
	6.91
	6.78
	7.05
	7.15
	6.67
	5.83
	5.41
	6.83
	7.52
	5.00
	7.11
	7.47

	Is a brand with unique different styles, or distinct image other brands do not have
	6.91
	6.91
	6.92
	7.03
	6.86
	6.00
	5.18
	6.80
	7.63
	5.06
	7.14
	7.38

	Is growing in popularity
	6.77
	6.64
	6.93
	6.81
	6.80
	6.17
	5.32
	6.85
	7.25
	4.06
	7.20
	7.26

	Is recommended by friends/family
	6.07
	6.16
	5.97
	6.34
	6.00
	3.33
	4.41
	5.96
	6.77
	4.22
	6.25
	6.65

	I'm willing to pay a premium for this brand of jeans
	6.38
	6.52
	6.22
	6.73
	6.20
	3.67
	4.77
	6.35
	7.00
	4.39
	6.89
	6.29

	TOTAL
	128
	69
	59
	73
	49
	6
	22
	46
	60
	18
	76
	34

	
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%

	The price of their jeans is more than I expect to pay for jeans
	6.20
	5.84
	6.61
	6.19
	6.14
	6.67
	5.41
	6.24
	6.45
	4.67
	6.41
	6.53

	They are a highly respected brand name
	6.84
	6.78
	6.92
	6.70
	7.24
	5.33
	5.09
	7.13
	7.27
	4.72
	7.08
	7.44

	Is relevant to me, my needs, and my lifestyle
	6.02
	6.20
	5.81
	6.49
	5.55
	4.17
	4.32
	6.04
	6.63
	4.11
	6.47
	6.03

	I would only buy this brand on sale
	5.57
	5.41
	5.76
	5.25
	6.10
	5.17
	4.45
	5.85
	5.77
	4.50
	5.66
	5.94

	They inspire me to think of fashion in new ways
	6.38
	6.43
	6.31
	6.41
	6.39
	5.83
	4.82
	6.48
	6.87
	4.56
	6.70
	6.62
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Under $30,000	0.14029850746268657	0.13513513513513514	0.14503816793893129	0.17834394904458598	0.1282798833819242	0.11781609195402298	0.19325153374233128	0.10632911392405063	0.12676056338028169	0.23626373626373628	0.11272727272727273	0.13186813186813187	$30,000 to less than $40,000	0.14527363184079603	0.15800415800415801	0.13358778625954199	0.15286624203821655	0.14868804664723032	0.13505747126436782	0.16871165644171779	0.14177215189873418	0.1232394366197183	0.14835164835164835	0.15272727272727274	0.12820512820512822	$40,000 to less than $50,000	0.10149253731343284	9.7713097713097719E-2	0.10496183206106871	0.10509554140127389	0.11078717201166181	8.9080459770114931E-2	7.6687116564417179E-2	0.13417721518987344	8.4507042253521125E-2	7.6923076923076927E-2	0.10181818181818182	0.11721611721611722	$50,000 to less than $60,000	7.9601990049751242E-2	9.5634095634095626E-2	6.4885496183206104E-2	7.0063694267515922E-2	9.0379008746355682E-2	7.7586206896551727E-2	4.9079754601226995E-2	9.3670886075949367E-2	9.5070422535211266E-2	3.2967032967032968E-2	9.2727272727272742E-2	8.4249084249084255E-2	$60,000 to less than $80,000	0.12338308457711444	0.12474012474012475	0.12213740458015268	9.2356687898089179E-2	0.12244897959183673	0.15229885057471265	0.11042944785276074	0.12658227848101267	0.13380281690140847	7.1428571428571438E-2	0.13272727272727275	0.1391941391941392	$80,000 to less than $100,000	9.4527363184079602E-2	0.10395010395010396	8.5877862595419852E-2	8.9171974522292988E-2	0.10495626822157435	8.9080459770114931E-2	9.815950920245399E-2	8.3544303797468356E-2	0.10563380281690141	7.1428571428571438E-2	0.10181818181818182	9.5238095238095233E-2	$100,000 to less than $125,000	7.0646766169154232E-2	6.8607068607068611E-2	7.2519083969465645E-2	5.7324840764331204E-2	6.9970845481049565E-2	8.3333333333333343E-2	3.9877300613496931E-2	8.1012658227848103E-2	9.1549295774647876E-2	5.4945054945054944E-2	7.636363636363637E-2	6.95970695970696E-2	$125,000 to less than $150,000	3.6815920398009953E-2	4.1580041580041582E-2	3.2442748091603052E-2	2.5477707006369425E-2	4.0816326530612249E-2	4.3103448275862072E-2	2.4539877300613498E-2	3.2911392405063293E-2	5.6338028169014079E-2	2.7472527472527472E-2	4.1818181818181817E-2	3.2967032967032968E-2	$150,000 or more	4.5771144278606964E-2	6.2370062370062374E-2	3.053435114503817E-2	5.4140127388535034E-2	4.0816326530612249E-2	4.3103448275862072E-2	2.4539877300613498E-2	5.0632911392405069E-2	6.3380281690140844E-2	5.4945054945054944E-2	4.9090909090909095E-2	3.2967032967032968E-2	Prefer not to answer	0.16218905472636816	0.11226611226611226	0.20801526717557253	0.17515923566878983	0.14285714285714288	0.16954022988505749	0.21472392638036808	0.14936708860759493	0.11971830985915492	0.22527472527472531	0.13818181818181818	0.16849816849816851	



Male and Female 
TOTAL	1005	481	524	314	343	348	326	395	284	182	550	273	1	1	1	1	1	1	1	1	1	1	1	1	Male	0.47860696517412932	1	0	0.56687898089171973	0.4139941690962099	0.46264367816091956	0.47546012269938653	0.51645569620253162	0.42957746478873243	0.45604395604395609	0.43818181818181823	0.57509157509157516	Female	0.52139303482587063	0	1	0.43312101910828027	0.5860058309037901	0.53735632183908044	0.52453987730061347	0.48354430379746838	0.57042253521126762	0.54395604395604391	0.56181818181818177	0.4249084249084249	




Race
Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.12736318407960201	1.7910447761194031E-2	0.30447761194029854	5.9701492537313425E-3	6.1691542288557222E-2	0.11044776119402987	0.10547263681592041	9.9502487562189046E-2	1.1940298507462685E-2	0.1492537313432836	4.2786069651741289E-2	5.9701492537313425E-3	7.9601990049751256E-3	1.9900497512437811E-2	1.2935323383084578E-2	1.0945273631840795E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	9.5634095634095626E-2	2.4948024948024949E-2	0.31185031185031187	6.2370062370062374E-3	8.7318087318087323E-2	0.11226611226611226	9.3555093555093546E-2	8.5239085239085244E-2	1.2474012474012475E-2	0.12681912681912683	4.9896049896049899E-2	8.3160083160083165E-3	1.2474012474012475E-2	1.8711018711018712E-2	2.0790020790020791E-2	1.4553014553014554E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.15648854961832062	1.1450381679389313E-2	0.29770992366412213	5.7251908396946565E-3	3.8167938931297711E-2	0.10877862595419847	0.11641221374045803	0.11259541984732824	1.1450381679389313E-2	0.16984732824427481	3.6259541984732822E-2	3.8167938931297713E-3	3.8167938931297713E-3	2.0992366412213741E-2	5.7251908396946565E-3	7.6335877862595426E-3	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.1178343949044586	3.8216560509554139E-2	0.24203821656050956	1.2738853503184712E-2	0.1464968152866242	0.10828025477707007	0.11464968152866241	8.9171974522292988E-2	3.1847133757961783E-2	0.12420382165605096	7.32484076433121E-2	1.2738853503184712E-2	1.9108280254777069E-2	2.2292993630573247E-2	2.5477707006369425E-2	3.1847133757961783E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.13702623906705541	1.7492711370262391E-2	0.31778425655976678	5.8309037900874643E-3	3.4985422740524783E-2	0.10495626822157435	0.11078717201166181	0.10204081632653061	2.9154518950437322E-3	0.15451895043731778	3.2069970845481049E-2	0	5.8309037900874643E-3	2.3323615160349857E-2	8.7463556851311956E-3	2.9154518950437322E-3	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.12643678160919541	0	0.34770114942528735	0	1.1494252873563218E-2	0.11781609195402298	9.1954022988505746E-2	0.10632183908045978	2.8735632183908046E-3	0.16666666666666669	2.5862068965517241E-2	5.7471264367816091E-3	0	1.4367816091954023E-2	5.7471264367816091E-3	0	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.12269938650306748	9.202453987730062E-3	0.30368098159509205	0	6.1349693251533742E-2	8.5889570552147243E-2	0.11349693251533742	0.10122699386503067	6.1349693251533744E-3	0.18098159509202455	2.1472392638036811E-2	6.1349693251533744E-3	6.1349693251533744E-3	1.5337423312883436E-2	1.2269938650306749E-2	9.202453987730062E-3	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.1139240506329114	1.518987341772152E-2	0.32658227848101268	5.0632911392405064E-3	7.0886075949367092E-2	0.14683544303797469	0.11139240506329115	8.8607594936708861E-2	1.2658227848101267E-2	0.12911392405063291	4.3037974683544304E-2	2.5316455696202532E-3	5.0632911392405064E-3	1.518987341772152E-2	1.7721518987341773E-2	1.0126582278481013E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.15140845070422537	3.1690140845070422E-2	0.27464788732394368	1.408450704225352E-2	4.9295774647887321E-2	8.8028169014084501E-2	8.8028169014084501E-2	0.11267605633802816	1.7605633802816902E-2	0.14084507042253522	6.6901408450704233E-2	1.0563380281690141E-2	1.408450704225352E-2	3.1690140845070422E-2	7.0422535211267599E-3	1.408450704225352E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.11538461538461539	2.197802197802198E-2	0.24725274725274726	5.4945054945054949E-3	7.1428571428571438E-2	0.10989010989010989	0.11538461538461539	9.3406593406593408E-2	5.4945054945054949E-3	0.21428571428571427	3.2967032967032968E-2	1.098901098901099E-2	1.098901098901099E-2	1.6483516483516484E-2	1.6483516483516484E-2	1.098901098901099E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	0.14909090909090908	1.8181818181818181E-2	0.3	3.6363636363636364E-3	6.363636363636363E-2	0.12181818181818183	0.10363636363636364	0.10545454545454545	1.2727272727272728E-2	0.14545454545454545	4.9090909090909095E-2	3.6363636363636364E-3	7.2727272727272727E-3	1.6363636363636365E-2	1.2727272727272728E-2	1.2727272727272728E-2	Aboriginal / Native Canadian	Black /African/Afro American	British	Caribbean/West Indian	Chinese (China, Hong Kong, Taiwan)	Eastern European (Polish, Czech, Slovak, Hungarian,..etc)	French (France)	German	Greek	Irish	Italian	Japanese	Portuguese	Russian	South Asian (India / Pakistan / Sri Lanka, Bangladesh)	South East Asian (Indonesia, Malaysia, Philippines,..etc)	9.1575091575091569E-2	1.4652014652014652E-2	0.35164835164835168	1.098901098901099E-2	5.1282051282051287E-2	8.7912087912087919E-2	0.10256410256410257	9.1575091575091569E-2	1.4652014652014652E-2	0.11355311355311357	3.6630036630036632E-2	7.326007326007326E-3	7.326007326007326E-3	2.9304029304029304E-2	1.098901098901099E-2	7.326007326007326E-3	
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