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on e-Loyalty during COVID-19: The Mediating Effects of e-Customer
Satisfaction

Soo-Young Hwang'

Tourism department, Anyang University, Republic of Korea

ABSTRACT

Purpose: The purpose of this study is to investigate the influence between online purchase e-CRM activities and
e-customer satisfaction on e-loyalty. In particular, it focuses on the mediating effect of e-customer satisfaction in
the relationship between online purchase e-CRM activities and e-loyalty.

Design/methodology/approach: The data was collected from customers who have purchased online products in South
Korea for a week. The study used 1307 questionnaires in the quantitative analysis and the proposed research model
and a set of hypotheses were tested using a structural equation model (SEM).

Findings: The findings of this study indicate that online purchase e-CRM activities (including e-Marketing, e-Sales,
e-Support and e-System) have a significant positive impact on e-customer satisfaction. E-Marketing and e-Sales
were found to have a statistically significant positive influence on e-loyalty, but e-Support and e-System did not have
a statistically significant effect on e-loyalty. This study also found that e-customer satisfaction significantly mediated
the link between online purchase e-CRM activities (including e-Marketing, e-Sales, e-Support and e-System) and e-loyalty.
Research limitations/implications: The limitation of this study is that since the data only targets customers in
their 20s and 40s, it is difficult to say that it represents customers of all ages. Therefore, it is necessary to carry
out research on e-CRM activities for customers of different ages who have experience in online purchasing in the
future. Moreover, as the e-commerce market using digital technology grows, companies need to preemptively re-
spond to the expansion of "untact" (non-face-to-face) services in the post-COVID-19 era. Therefore, the results of
this study presented theoretical and practical implications for improving online purchase e-CRM activities, e-custom-
er satisfaction, and e-loyalty to e-commerce companies.

Originality/value: The recent COVID-19 pandemic has caused great losses and considerable difficulties in various
industries around the world, but to overcome this, the e-commerce market has expanded and has led to the advance-
ment of the digital transformation era. Therefore, the originality of this study suggested the importance of e-CRM
activities reflecting the purchasing trend of the online market in line with the trend of the Fourth Industrial Revolution
and IT era, and it is significant in that it provides theoretical and managerial marketing and strategic implications
for better recognition and utilization of these e-CRM activities from corporate and customer perspectives.

Keywords: Online purchase e-CRM activities, E-customer satisfaction, E-loyalty, Mediating Effects, COVID-19
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continuously growing, and e-commerce customers
familiar with Internet use, sensitive to modern trends,
and influential in the online distribution market are
purchasing various products online (Mekkamol,
Piewdang & Untachai, 2013; Statistics Korea, 2021).
As the ratio of online shopping among customers
increases, companies are making efforts to innovate
in new business operations to make the transition to
online e-commerce companies. (Singh, Ramakrishna &
Prakash, 2020). In particular, e-commerce companies
are trying to communicate with customers online and
improve their innovation capabilities such as products,
services, and marketing activities by analyzing basic
customer information registered on the company's
website, click flow to identify customers' main interests,
and complaints. (Hyun & Perdue, 2017; Law, 2019;
Migdadi, 2020; Nguyen, 2021).

In addition, with Internet electronic Customer
Relationship Management (e-CRM) activities that
were introduced to companies in 2000 and are currently
in the maturity stage, companies are actively providing
customers with core products and additional services
(Nguyen, 2021). Moreover, in this era of increasing
online shopping that can always be done conveniently
regardless of time and place, customers are naturally
quite familiar with e-CRM activities, including
e-Marketing, e-Sales, e-Support and e-System, so
e-commerce companies should consider e-CRM activities
more important and continue to make efforts to
develop programs that can increase corporate innovation
capabilities (Chatterjee, Ghosh & Chaudhuri, 2020;
Migdadi, 2020; Nguyen, 2021; Sivaraks, Krairit &
Tang, 2011).

In particular, in the era COVID-19, it is a remarkable
phenomenon for customers to purchase various
products online, and according to Statistics Korea's
"Online shopping trends in August 2021," the number
of online shopping transactions in Korea increased
16.8% compared to the same month of the previous
year. This was the highest number since statistics were
compiled in 2001, and by age, online shoppers in their
20s increased significantly to 75%, followed by 59%
and 47% for those in their 40s. E-CRM activities
are currently in an active maturity stage in the industry,
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and research on e-CRM is being conducted by experts
in companies (Feinberg, Kadam, Hokama, & Kim,
2002; Sigala, 2011; Mekkamol et al., 2013; Law, 2019),
but despite the significant growth of e-commerce
such as online shopping, research on e-CRM activities
recognized by customers is still insufficient. In particular,
with the recent trend of the increasing number of
customers with experience in purchasing products
online, more research on e-CRM activities that they
recognize needs to be performed. Accordingly, the
degree of awareness of customers about e-CRM
activities is also increasing. In particular, customers’
perceptions of the attributes of e-CRM activities and
research on e-customer satisfaction and e-loyalty will
need to be conducted.

Therefore, the detailed research goals of this study
are as follows. First, this study aims to find out the
awareness of customers about the detailed factors
of e-CRM activities for online purchases, and the
influence relationship between e-customer satisfaction
and e-loyalty. Finally, we attempt to verify the mediating
effect of e-customer satisfaction in the relationship
between the detailed factors of e-CRM activities and
e-loyalty. This study will provide theoretical and
practical strategic marketing implications so that
e-CRM activities, which will play an important role
in the online market, can be more recognized and
utilized by customers ahead of the leap forward in the
post-COVID-19 era and the Fourth Industrial Revolution.

II. Literature Review and Hypothesis
Development

A. Online Purchase e-CRM Activities

E-CRM activities are an essential strategy for
e-commerce companies to collect and analyze customer
data, to operate companies more efficiently and
maximize their effectiveness through long-term
customer relationship management by increasing online
purchase, e-customer satisfaction, customer service,
website development, e-loyalty and corporate innovation
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capabilities (Adebanjo, 2003; Chatterjee et al., 2020;
Debnath, Datta & Mukhopadhyay, 2016; Feinberg
et al., 2002; Migdadi, 2020; Nguyen, 2021; Sigala,
2011). These e-CRM activities are used on the Internet,
so they have the great advantages of providing
services faster than CRM, responding to customers'
voices, freely serving customers anytime, anywhere,
and, above all, enabling two-way conversations,
interactions between customers and companies.
E-CRM activities using IT technology can be seen
as cross-functional strategies that increases the value
and customer satisfaction of various stakeholders who
make up a company by improving customer relationships
(Frow & Payne, 2019). Moreover, e-CRM activities
are an important strategy for the success of e-commerce
companies with high quality and service, long-term
customer relationships, and corporate profits (Melovic,
Rondovie, Mitrovic-Veljkovic, Ocovaj & Dabic,
2020). In recent years, due to social phenomena such
as virus transmission, companies have recognized
that e-CRM activities play an important role in forming
and improving long-term relationships with customers
in the online environment, and have been making
more efforts for them (Chatterjee et al., 2020; Debnath
et al., 2016). However, research on e-CRM activities
recognized by customers who prefer online purchases,
not from a corporate perspective, is insufficient.
Existing theories on the degree of customer
perception of e-CRM activities dividled CRM into
technical, business, and customer perspectives,
particularly (1) delivering the right products and
services to customers at the desired time and channel,
(2) providing feedback channels for customers, and
(3) providing devices for customers (Pan, 2005).
Sivaraks et al. (2011) identified e-CRM activities
as being more advanced than CRM and classified
them into 30 categories, including online marketing,
technology promotion, multi-channel communication,
automation process, digital channel utilization, electronic
channel utilization, Internet data extraction, e-business
environment, interaction, customerization, and online
purchase activities. Mekkamol et al. (2013) identified
young customers' perceptions of e-CRM activities
as 16 elements including fast ordering ability, member
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benefits, fast downloads, and billing information, and
classified them into four attributes: "interest and

non non

service," "website characteristics," "two-way website
contact" and "shopping convenience." Cao & Yang
(2016)'s study on the degree of customer perception
of e-CRM activities of Chinese websites selling
products classified them into 11 elements such as
customer analysis surveys and inconvenience handling,
and the execution rate of e-CRM activities was
analyzed for each website.

Guerola-nabarro, Oltra-Badenes, Gil-Gomez &
Fernandez (2021) recently studied methods for
improving corporate performance by dividing CRM
based on IT technology into information sharing,
customer commitment, long-term partnership, joint
problem solving, and technology-based customer
relationship management. Nguyen (2021) classified
e-CRM activities into the knowledge management
of customer orientation and technology-based customer
relationship management, and conducted a study on
the influence relationship between e-CRM activities,
innovation capabilities and long-term relationships.
Therefore, at this point in the maturity stage of e-CRM
activities, this study aims to investigate the degree
of perception of e-CRM activities by customers. In
addition, the degree of perception of e-CRM activities
for online purchase customers will be called "online
purchase e-CRM activities."

B. Online Purchase e-CRM Activities,
e-customer Satisfaction and eE-loyalty

Research on the influence between e-CRM activities
and e-customer satisfaction and e-loyalty has been
carried out to some extent. E-CRM activities were
classified into marketing, sales, conversation channel
and service automation factor, and the influence
relationship between e-CRM activities and service
attributes, customer satisfaction, reliability, and loyalty
was revealed. Furthermore, e-CRM activities were
found to have a positive effect on e-customer
satisfaction and e-loyalty (Sivaraks et al., 2011).
Belanche, Casalo, Flavian & Schepers (2014) found



that the government's e-tax system e-CRM activities
affected e-customer satisfaction and e-loyalty such
as revisit intention, and the quality of e-CRM activities
had an effect on e- customer satisfaction and e-loyalty
in the online environment (Liébana-Cabanillas, Munoz-
Leiva & Rejon-Guardia, 2013; Kingshott, Sharma &
Chung, 2018)).

In particular, a study on the detailed attributes
of e-CRM activities and the influence relationship
on e-customer satisfaction and e-loyalty is as follows.
E-Marketing and e-Sales of e-CRM activities increased
the company's innovation in selling and marketing
e-commerce products and services in the online
environment (Migdadi, 2020). Additionally, online
shopping customers' awareness of e-CRM activities,
including e-Marketing and e-Sales, had an influence
on e-customer satisfaction and e-loyalty (Bizarrias,
Cucato, Strehlau, Ferreira & Silva, 2019; Migdadi,
2020). Moreover, e-Marketing increased e-loyalty by
improving customer relationships, providing competitive
high-quality products to customers (Al-Hazmi, 2022),
and had an effect on e-loyalty, which revisited a
company’s websites (Wibisurya, 2018).

In the case of e-Sales, the ones formed in transaction
experiences between customers and companies affected
e-customer satisfaction (Srivastava & Kaul, 2014;
Roméan & Martin, 2014), and in recent research, e-Sales
experienced by customers had an impact on e-customer
satisfaction and e-loyalty according to the different
customer segmentations of companies (Human,
Ferreira, Robertson & Whiterspoon, 2020). By applying
these research results to the online environment, it
could be inferred that e-Sales influenced e-customer
satisfaction and e-loyalty. Also, e-Support of the
electronic information system for government agency
decision making was found to have an effect on
e-customer satisfaction and e-loyalty (Sadi¢, Puska &
Beganovi¢, 2016).

Moreover, among e-CRM activities, e-System was
found to affect e-customer satisfaction and e-loyalty
(Wang, Wang & Liu, 2016), and for e-System recognized
by electronic digital library users, there was an
influence relationship between e-System and their
e-customer satisfaction and e-loyalty (Xu & Du,
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2018). Therefore, the framework of the concept of
the influence relationship between e-CRM activities
and e-customer satisfaction and e-loyalty of the
existing study will be applicable to online purchasing
activities, and based on this, this study will conduct
research on e-CRM activities and e-customer
satisfaction and e-loyalty. Thus, based on these studies,
the following hypotheses are proposed:

Hypothesis 1: Online purchase e-CRM activities
(Hy.: e-Marketing, H;»: e-Sales, Hys: e-Support,
Hi4: e-System) have a significant positive impact
on e-customer satisfaction.

Hi.i: Online purchase e-Marketing has a significant
positive impact on e-customer satisfaction.
H1.,: Online purchase e-Sales has a significant
positive impact on e-customer satisfaction.
Hi: Online purchase e-Support has a significant
positive impact on e-customer satisfaction.
Hi: Online purchase e-System has a significant
positive impact on e-customer satisfaction.

Hypothesis 2: Online purchase e-CRM activities
(Ha: e-Marketing, H,»: e-Sales, Ha3: e-Support,
H,.4: e-System) have a significant positive
influence on e-loyalty.

H,.i: Online purchase e-Marketing has a significant
positive influence on e-loyalty.

H,: Online purchase e-Sales has a significant
positive influence on e-loyalty.

Ha.3: Online purchase e-Support has a significant
positive influence on e-loyalty.

Hp4: Online purchase e-System has a significant
positive influence on e-loyalty.

C. E-customer Satisfaction and E-loyalty

Customer satisfaction is generally defined as the
difference between customer expectations and post-
purchase evaluation for goods and services (Zeithaml,
Berry & Parasuraman, 1993), which is one of the
ultimate goals an entity pursues, and is an important
concept in corporate operations that continuously

103



GLOBAL BUSINESS & FINANCE REVIEW, Volume. 27 Issue. 5 (OCTOBER 2022), 100-114

benefit the company by raising loyalty such as customer
revisits and positive word of mouth (Liu & Jang,
2009). In line with recent trends, customer satisfaction
is applicable to online environments, and so e-customer
satisfaction can be defined as the difference between
customer expectations and post-purchase evaluations
for online purchases of goods and services. Customers
who are satisfied with online purchases can be seen
as an important factor in increasing the e-loyalty
formed in an online environment, such as revisiting
the online company's website (Li, Aham-Anyanwu,
Tevrizei & Luo, 2015; Vijay, Prashar, & Sahay, 2019).
According to research on e-customer satisfaction in
the online environment conducted so far, customers
who have experienced e-CRM activities not only
have a high quality of core products, but also increase
purchasing efficiency when the company’s website
is well designed, and e-customer satisfaction is further
improved (Pereira, Salgueiro & Rita, 2016).
Furthermore, e-loyalty, such as customer revisit
and repurchase, can enhance continuous corporate
competitiveness, especially in retail, service marketing,
and hospitality industries, so companies will need
to make steady efforts to increase e-loyalty in the
online environment, suitable for the rapidly increasing
trend of e-commerce (Tanford, Raab & Kim, 2012;
Pereira et al., 2016; El-Adly, 2019; Vijay et al.,, 2019).
In more detail, looking at existing studies related
to the relationship between e-customer satisfaction
and e-loyalty, e-customer satisfaction is a very strong
antecedent factor that causes e-loyalty, and higher
e-customer satisfaction leads to higher e-loyalty.
Therefore, like the relationship between customer
satisfaction and loyalty offline, the relationship between
e-customer satisfaction and e-loyalty is very important
even in an online environment (Rust & Zahorik, 1993;
Cronin, Brady, & Hult, 2000; Vijay et al., 2019).
In particular, the e-customer satisfaction of
e-commerce customers has a positive effect on e-loyalty
(Wang et al., 2016), and the e-customer satisfaction
of e-tax system users positively affect e-loyalty, which
is the intention to revisit (Belanche et al., 2014),
and the e-customer satisfaction of electronic library
users is also found to have a positive effect on e-loyalty
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(Xu & Du, 2018). There is also an influence relationship
between the e-customer satisfaction and e-loyalty of
customers who purchased online products (Rodriguez,
Villarreal, Valino & Blozis, 2020), as the e-customer
satisfaction of users of mobile online shopping
applications affects e-loyalty (Kim, Wang & Roh,
2021). Therefore, based on these studies, the hypothesis
is established as follows.

Hypothesis 3: E-customer satisfaction exerts a
significant positive effect on e-loyalty.

D. Mediating Effects of e-customer Satisfaction
between e-CRM Activities and e-loyalty

Customer satisfaction is a research concept influenced
by several preceding concepts in existing research
(experience quality, corporate and product images, value,
novelty seeking, customer orientation, e-information,
e-service quality and factors forming an employee’s
service attitude including emotional intelligence, job
satisfaction, role clarity etc.) (Albaity & Melhem,
2017; Kim et al., 2021; Kingshott et al., 2018; Rodriguez
et al,, 2020; Xin & Choi, 2020), and customer satisfaction,
which has been positively affected by these concepts,
consequently increases loyalty. It can be inferred that
e-customer satisfaction might mediate the relationship
between the preceding research concepts and e-loyalty.
In other words, it has been further deepened and
can be seen as a study of sequential, direct and indirect
causality (mediation effect), such as "pre-research
concept - customer satisfaction - loyalty" (Albaity &
Melhem, 2017). Thus, this theoretical concept will
be applicable to research on the mediating effects
between online-related research concepts, e-customer
satisfaction and e-loyalty. It is possible that e-customer
satisfaction will mediate the link between online-
related research concepts such as online purchase
e-CRM activities and e-loyalty. In line with the current
trend of online e-commerce development, it will be
possible to connect causal research with a deeper
structure between various research concepts.

In particular, the usefulness of online companies'



websites has a positive effect on e-customer satisfaction
and e-loyalty, and the usefulness of online companies'
websites increases e-loyalty through customer e-customer
satisfaction (Flavian, Guinaliu & Gurrea, 2006).
Moreover, e-customer satisfaction has a mediating
effect between online shopping habits and e-loyalty
(Khalifa & Liu, 2007).

According to a recent study, the e-service quality
of e-CRM for e-retail companies exerts a positive
influence on e-customer satisfaction and a greater
level of e-customer satisfaction results in a higher
level of e-loyalty (Rodriguez et al., 2020). The service
quality and information of mobile online shopping
applications exercise a significant influence on
e-customer satisfaction, and e-customer satisfaction
mediates the relationship between the service quality
and information of mobile online shopping applications
and e-loyalty, in that an increase in the service quality
and information enhances the degree of e-customer
satisfaction, which in turn contributes to increased
customer e-loyalty (Kim et al., 2021). In another
study, e-customer satisfaction mediated the relationship
between the perceived quality of websites and e-loyalty
(Xu & Choi, 2018), and e-service quality indirectly
affected e-loyalty such as behavioral intentions
through e-customer satisfaction (Tran & Vu, 2019).

Based on the theory above, it can be inferred that
e-customer satisfaction significantly mediates the
relationship between e-CRM activities and e-loyalty.
In particular, a study on the mediating effect of
e-customer satisfaction between the detailed attributes
of e-CRM activities and e-loyalty is as follows. Online
shopping customers' perception of e-CRM activities,
including e-Marketing, was found to affect e-loyalty
as a mediating effect of e-customer satisfaction
(Bizarrias et al., 2019), and e-customer satisfaction
significantly mediated the link between e-Sales for
corporate strategies and e-loyalty (Human et al., 2020).
By applying these research results to the online
environment, it can be inferred that an e-commerce
company's e-Sales affects e-loyalty as a mediating
effect of e-customer satisfaction. Other studies found
that the role of e-Support of the electronic information
system for government agency decision making
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affected e-customer satisfaction, and a higher level
of e-customer satisfaction eventually resulted in a
greater level of e-loyalty (Sadi¢ et al., 2016). Therefore,
in this study, the following hypothesis is established
based on the above theory to find the mediating role
of e-customer satisfaction between e-CRM activity
and e-loyalty.

Hypothesis 4: There is a mediating effect of
e-customer satisfaction in the relationship
between the online purchase e-CRM activities
(Hyy: e-Marketing, Hio: e-Sales, Has: e-Support,
and Hs4: e-System) and e-loyalty.

III. Research Methodology

A. Data Collection and Analysis Method

This research carried out a survey of customers
in their 20s, 30s, and 40s who had purchased online
products in South Korea for a week in early 2022.
In addition, the questions about online purchase
e-CRM activities, e-customer satisfaction and e-loyalty
were faithfully answered, and this study used 1307
copies (85% of 1354 copies) in the quantitative
analysis. In this research, frequency analysis was
conducted to find out the demographic characteristics
of respondents. Since this research used existing
research concepts and scales that secured internal
validity, confirmatory factor analysis was performed
to verify the construct validity consisting of convergent
and discriminant validity of the scales used in our
study. Moreover, the model of this research was
verified by implementing a structural equation model
(SEM) that can simultaneously analyze the structural
causal relationships between the hypothetical research
concepts of this study. The SPSS and AMOS programs
were used for analysis.
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B. Organizing Research Models and
Questionnaires

All question items in this research were drawn
from the relevant related literature based on the
framework of studies by Hwang (2009), Sivaraks
et al. (2011) and Nguyen (2021), which identified
four dimensions of online purchase e-CRM activities,
namely e-Marketing, e-Sales, e-Support and e-System.
These four factors used three items from these studies.
E-customer satisfaction and e-loyalty were measured

Table 1. Measurement-scale items for variables

using three items from Belanche et al. (2014), Kim
et al. (2021), Kingshott et al.(2018), Pereira et
al.(2016), Rodriguez et al. (2020), Sivaraks et al.
(2011), Wang et al. (2016) and Xu & Du (2018).
The responses to each question were recorded on
a five-point Likert-type scale that ranged from 5 =
"strongly agree" to 1="strongly disagree." The detailed
measurement scale items for variables are shown
in Table 1.

Based on the literature survey, the concepts of
this research were defined as follows. E-Marketing

Item code

Item description Source

e-Marketing

e-Marketingl The company provides online membership for customers.

e-Marketing2 The company actively promotes its products and services on its website (e.g., with
advertisements, promotional activities and events, PR, etc.).

e-Marketing3 The company website allows customers to take full advantage of their membership status
and benefits (e.g., providing bonus points or mileage, additional discounts, etc.).

e-Sales
e-Salesl The company website allows customers to view and order estimates on the prices of the
company’s products and services.
e-Sales2 The company website allows customers to purchase services or products in real time. Hwang(2009);
e-Sales3 The company website allows customers to make reservations or purchases using their Sivaraks et al
bonuses (e.g., points, mileage, site money, etc.) in real time. (2011);
Nguyen (2021)
e-Support
e-Supportl The company operates an Internet-based customer service or response center.
e-Support2 ~ The company website promptly provides answers to questions or complaints posted by
customers.
e-Support3  The company website provides information on how customers’ complaints are being handled.
e-System
e-System1 The design (menu composition) of the company website is easy for customers to use.
e-System2 The company website has adequate and appropriate visual aids (e.g., photos, videos, etc.).
e-System3 The company website downloads quickly.

e-Customer satisfaction

e-Customer
satisfaction] I need

The company website for online purchases is satisfactory because it provides the information

Belanche et al.
(2014);
Kim et al. (2021);
Kingshott et al.

e-Customer  The company website for online purchases is satisfactory because I can purchase the (2018);
satisfaction2  products and services I need Pereira et al.
e-Customer  I'm more satisfied with buying online than the usual offline store §2016)
satisfaction3 Rodriguez et al.
(2020);
e-Loyalty Sivaraks et al.
e-Loyaltyl I will revisit the website for online purchases (2011);
. . . . Wang et al.
e-Loyalty2 I will talk positively to others about the company website for online purchases (2016);
e-Loyalty3 I will positively recommend the company website for online purchases to others around me Xu & Du (2018)
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is defined as "all marketing activities over the Internet
using individual customer information such as message
delivery of online products and information, brand
awareness, online membership and benefits provision,
promotion activities, etc.." E-Sales is defined as "all
sales activities over the Internet to sell products and
services for online purchases of customers,” and
e-Support is defined as "all support activities over
the internet to resolve and improve difficulties and
complaints for online purchases of customers." e-System
defined it as "all electronic activities that support
and manage the system and provide e- CRM activities
to facilitate online purchases of customers."

In addition, e-customer satisfaction and e-loyalty
were defined based on existing theories on customer
satisfaction and loyalty recognized through e-CRM
activities. E-customer satisfaction is "an emotional
and psychological comprehensive evaluation that
reflects the difference between customers' pre-purchase
expectations and post-purchase satisfaction," and
e-loyalty is defined as "customer post-purchase behavior
based on favorable feelings for products and services
provided through online purchase, affection and
commitment." The proposed research model is shown
in Figure 1 as follows.

H4: mediating effects

e-Customer
Satisfaction

e-Support

e-Loyalty

e-System

I
n
=

Figure 1. Research model
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IV. Analysis Results

A. Demographic Characteristics of Respondents

Among the general characteristics of the respondents,
the gender was 41.5% males and 58.5% females.
The age was 33.4% in their 20s, 53.5% in their 30s,
13.3% in their 40s, and the highest rate in their 30s.
Internet usage time was 23.3% for 1-2 hours a day,
46.0% for 3-4 hours a day, and 23.9% for 5-6 hours
a day, and most used it for 3-4 hours a day. More
details are shown in Table 2.

Table 2. Demographic characteristics of respondents

Demographic Profile N (%)
Gender male 543(41.5)
female 764(58.5)
20-29 years 437(33.4)
Age 30-39 years 696(53.3)
40-49 years 174(13.3)
c