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Abstract

This study examines the impact of consumer trust and knowledge on consumer attitude, anxiety and function,
depending on the source of information on risks from chemical household products. The results of the analyses
are as follows. First, among the media delivering the risk information on chemical household products, consum-
er trust level was found the highest in expert groups, followed by internet cafe/blogs, presses/broadcasts
and government agencies. Second, according to the path coefficients and the regression coefficients between
independent and dependent variables of the consumer trust-anxiety-competency model for each of the in-
formation sources, only press/broadcast was found to have a significant impact on consumer anxiety among
the four sources of risk information on chemical household products. It suggests that there is a need to
reduce consumer anxiety and to strengthen consumer competency.

Key words: information source, consumer trust, consumer knowledge, consumer attitude, consumer function, consumer
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Figure 2. Path analysis of consumers’ trust-anxiety-competency model for government
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ok e o %%ﬂ‘:it}(@able 4 A2).
Aol A HH

R4

PGS 7ho] ARASE A
2ol A, /\H]Z}X] Ae aHRE e (RN 7
Age=—0.142) 0] =
LreRgom, Aulr s (EsE

Fu o &

$(-) A S AL RoR

782 A|5=0.355) 3}

path estimate st.estimate S.E. t—value hypothesis
Attitude -0.168 -0.273 0.033 —5.028"" H1-1
Trust — Anxiety 0.066 0,085 0,034 1.941 H1-2
— Action -0,038 -0.055 0.045 -0,848 H1-3
, - Attitude 0.206 0.258 0.036 5.693"" H2-1
Anxiety -
- Action 0.210 0.233 0.056 3,735" H2-2
— Anxiety 0.375 0.089 0.167 2.250 H3-1
Knowledge - Attitude -0.478 —0.142 0.175 -2. 736" H3-2
— Action 1.342 0.355 0.386 3.478™ H3-3
Attitude — Action 0.032 0.028 0.089 0.359 H4
2 RMR GFI AGFI -
_ 174,550 0.045 0.943 0.899 -
Model Fit
NFI RFI IFI CFI -
0.938 0.906 0.953 0.952 -

s

T p (.05 Tp .01, 001
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= iHlXPﬂ%E(E%E}_ ZABAG==0,258) 9} AH| 27
ZBEA=0,233)00 A(+)22] Fek= vl
A Ao Wi}”ﬁ} AR, A 7 EAg-el] gt 4
IRl 2|l (2L A2 A4=-0,273)0]
(=)A< FFE A= Aoz Vet

255+
2228

Anxiety

dlo] AAtEel dupt Fatsh=x]o] et 3kl

S} WE k] el ol digt AlAE FE2AE
(Figure 3)¥} 7t} WA Aloke malo] Aubael 25t
T A2 AwEm 42=168.492 . GFI=0.945,

AGFI=0,903, RMR=0,040, NFI=0,937, RFI=0,906,
IF1=0,953, CFI=0,953%, ANFHo R F9 H3x|4
0] 7ol ZAHAU st RF O] AE
ST WS TH(Table 5) %),

3. AR - HEA(Z)0f| [ 5H AH|KFAIZ|— 202k HAtEPo|A A Haps 10 HARASE AT
=4 45 HH (Table 59} At} A, AH|AFA|A]2 AH|AFE]
A - (AR O] Tt aujpaE-Eek-ot B e(wzsiE ARAd=-0.159)0k 2(-) el dake
Table 5. Path analysis of consumers’ trust-anxiety-competency model for media
path estimate st estimate S.E. t—value hypothesis
- Attitude -0.119 -0.185 0,036 -3.293™ H1-1
Trust - Anxiety 0,079 0,098 0,037 2.159" H1-2
- Action -0.025 -0,035 0,052 -0,478 H1-3
_ — Attitude 0.204 0.255 0.037 5.555 " H2-1
Anxiety o
- Action 0,197 0,222 0,054 3,641 H2-2
— Anxiety 0.358 0,090 0.164 2.180" H3-1
Knowledge - Attitude -0.506 -0.159 0,182 -2.778" H3-2
- Action 1,349 0,383 0,389 3,464 H3-3
Attitude - Action 0,055 0.050 0,086 0,644 H4
%2 RMR GFI AGFI -
, 168,492 0,040 0,945 0,903 -
Model Fit
NFI RFI IFI CFI -
0,937 0,906 0,953 0,953 -

EET]

“p (.05, T p .01, (001
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Figure 4. Path analysis of consumers’ trust-anxiety-competency model for experts
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(Figure 49} 2} WA Aloksl melo] AukAQ) 2

= AeE AvEY,

12=187.326

GFI=0,938,

AGFI=0,889, RMR=0,037, NFI=0.922, RFI=0.883,
IFI=0,939, CFI=0,9392, MHIHo 2 g Hilx|4
50 7ol ZARHAU Zifste] Y| AteE
SRtk HesEIth((Table 6) Z=).

Table 6. Path analysis of consumers’ trust-anxiety-competency model for experts

path estimate st estimate S.E. t—value hypothesis
- Attitude -0.124 -0.170 0.043 -2.861" Hi1-1
Trust - Anxiety -0.002 —0.002 0,042 —0.049 H1-2
- Action 0,081 0.100 0,067 1,203 H1-3
] - Attitude 0.199 0,248 0.037 5,434 H2-1
Anxiety o
- Action 0,145 0,162 0,055 2.649 H2-2
- Anxiety 0,421 0,141 0.184 2.291" H3-1
Knowledge - Attitude —0.455 -0.190 0.179 -2.534° H3-2
- Action 1,345 0,506 0,408 3,296 H3-3
Attitude - Action 0,146 0.131 0,082 1,764 H4
*2 RMR GFI AGFI -
, 187.326™" 0,037 0,938 0.889 -
Model Fit
NFI RFI IFI CFI -
0.922 0,883 0.939 0,939 -
“p (.05, T p (.01, 7T (001
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Figure 5. Path analysis of consumers’ trust-anxiety-competency model for internet Cafe & Blog
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£ <Figure 5} Ay, WA Aok =] Ay <l
A |42 AlmHE 42=186,149"", GFI=0,937,
AGFI=0,888, RMR=0,040, NFI=0,923, RFI=0,884,
IF1=0,940, CFI=0,939%, AHtxog o H3x|4
0] 7|20 ZARIAY 25te] o] AY=E
STkl HeStQITH((Table 7) 32),

AH|RHIE|-g0t-

18
o
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Table 7. Path analysis of consumers’ trust-anxiety-competency model for internet Cafe & Blog

path estimate st.estimate S.E. t—value hypothesis
- Attitude -0.105 -0.138 0,044 -2.360" Hi-1
Trust - Anxiety 0,060 0,063 0,043 1.374 H1-2
- Action 0,028 0,033 0,065 0,428 H1-3
_ - Attitude 0,196 0,245 0.037 5,304 H2-1
Anxiety o
- Action 0,194 0,218 0,054 3,594 H2-2
- Anxiety 0,383 0,093 0.170 2.250" H3-1
Knowledge - Attitude -0.529 -0.161 0.187 -2.823" H3-2
- Action 1,300 0,357 0,376 3,454 H3-3
Attitude - Action 0,062 0.056 0,085 0.725 H4
x2 RMR GFI AGFI -
, 186,149 0,040 0,937 0.888 -
Model Fit
NFI RFI IFI CFI -
0,923 0,884 0,940 0,939 -
“p (.05, T p (.01, 7T (001
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