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Ax 2001 2002 2003 2004 2005 2006
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S7He - 13.2 11.6 78 184 113

Zt5. : Selected Philippine Economic Indicators, National Accounts of the Philippines,
Philippine Statistical Yearbook
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F2 02005 H e 4020HE /2T
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(18e6) = Z45 57}
19904 20034
B341%

N A NHEAS 7 A RS
Bt 131,700 0|5} Bt 131,700 O] &

T 12003\ o sheS 41.50E /Dy
A}E : National statistical offices/Euromonitor InternationalAF55 7122 KOTRA 243

0 53], 1756018IE. o)de] 7HAE &5% 71l A% ks 7t 1990~
200339l 200%~300%, 2000~2003' Ato] 20% =7}y ZEAHA1Zo] FH

AL =

(#13) Bl ASASE AT 378

(9 - %)
ASH9 1990~2003 2000~2003

Bt 0~43,900 -53.56 -10.27

Bt 43,900~87,800 -19.79 522
Bt 87,801~131,700 46.09 2,01
Bt 131,701~175,600 12345 8.74
Bt 175,601~219,600 192.87 13.97
Bt 219,601~263,500 247.79 17.76
Bt 263,501~307,400 289.08 2046
Bt 307,401~351,300 319.70 22.39
Bt 351,301~395,200 342.43 23.79
Bt 395,201+ 178.49 19.54
A 34.59 5.85

T 1 2003932 41.501E /D
Z}& : National statistical offices/Euromonitor International
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(B14) M5 F4F TA L HEAl o1 HE
(9 : 9, %)
TE Bt0~14,999 Bt15,000~39,999 Bt40,0000] %
TAAY 3,254,217 1,776,836 679,805
H)5 234 54.7 724
H| A XA 10,624,755 1,466,723 258,809
H)S 76.6 453 276

ZtE. : The 2006 Information and Communication Technology Survey(Household), National
Statistical Office, Ministry of Information and Communication Technology A}5&
7122 KOTRA 24
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(& 15) E{=22 istugol3ol &7t
(F9 - A9, %)
T 2001 20063 =74
ASaTE=S 3,672 5011 36.5
- the} 1,762 2,697 53.1
- AE7EnS 1,137 1,487 30.8
A 773 827 6.9

Zt5. : The Labor Force Survey, National Statistical Office, Ministry of Information and
Communication Technology
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(#16) AZUHAOF AHAY 72 F0] | MY

A= 1990 1995 2000 2005 2010 2015
TE 117,120 286,748 882474 | 1,529,237 | 1,754927 | 1,898,668
7+ - 144.8 207.8 73.3 14.8 8.2

F1 @ 20053 7%, 2010~2015'3L A=)
321 2005% HHEEE-S 970557/ D
A}& : National statistical offices/OECD/Eurostat/Euromonitor International
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