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Abstract

Consumers’ rational decisions become pivotal in creating a desirable market and improving consumer welfare.
This study aims to (1) examine the level of consumer competency; (2) figure out the differences in the
experiences of consumer problems, consumer anxiety, and satisfaction of consumer life according to com-
petency levels; and (3) investigate the effects of consumer competency on their consumption satisfaction.
The findings show that consumers’ competency level was below average across the society and that the
high competency group was relatively older and highly educated, and earned more income than the low
competency group. Consumer competency had significant effects on experiences of consumer problems,
consumer anxiety, and consumption satisfaction. Consumer anxiety had positive impacts on satisfaction of

consumer life.

Key words: living safety crisis, consumer competency, experience of consumer problem, consumer anxiety, satisfaction of
consumer life, consumption life indication in Korea
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Table 1. Scale

factor Variable Obs.erved Calgu lated Scale
variables variables
Consumer Financial Management/Dealing/Consumer Citizenship 3 3 5
competency
Experience of Food, Clothing, Shelter, Medical, Education and so on 10 9 4
consumer problem
) Domestic Food 3 4
Raw Materiel
) Imported Food 3 4
Food Anxiety 1
Processed Food 8 4
Consumer Anxiety Intake Place 4 4
Medical Anxiety 5 1 4
Transportation Anxiety b) 1 4
Financial Anxiety 2 1 5
Satisfactipn Of Food, Clothing, Shelter, Medical, Education and so on 11 10 5
consumption life
7} 24001 AEABAERD, AP ERA L P HolE BT Asign,
1), WA, AN s EmA), AEHA A A Q0@ A} ZF aQlo] B 1719 &
(A9l o) AEAte] A aB|ApL Aolsk= o2 =SS SISk 72 el
AHEAS B4 Lrjs B4 A4S deb 49 ® Cronbach’s a AFEAGE EAS A} Au|HEE0t
L5% MR 2ugl ol Anlde) A S 7] S19189] F AT ek sk si9ladl 3
S AlAA SRl AAA ol sigeic, mhAtes ST A AR=E ASA7|= a0lor #AE
SRBENES s o A, A, AN o] o]5 A|ATIA EP 19 FZAANEY AlFE 24
2, ﬂ%ﬁﬂlé 5 % 1) Hobo] o] 24 & Az 8 ] 2202 ek} o) 1F4o] Shug

117
Hge] o Bk 52 ool

ik etk heo R Bl 2

29l
slo] AH|EAA =S} Au|gRNEES

9] % Standardized Estimation©] 79} 0] %] A| H5}=

[91S AASKILE 1 &) 20158 £4ate] el

3.

3 ole] el MR e AFS) I8t RQ1RA AUAR Ft w9 A} Table 2)S)
o] BAIA] QQIEA] Cronbach’s @ AIFJEARE B4 o] Ughton mulo] et Blelsy] 9f6
A AT, B AAEHES B AFHIY,  of APAHRC R} FREAFEAVEIS BIat
e WS o) Rwolt B HEA sl (Table 3} 20| BE A1 A4} 712
Table 2. Model fit

% 1436,588™" DF 268 RMR .029 RMSEA 056

GFI 918 AGFI 901 NFI 915 RFI 1905

IFT 1930 TLI 1922 CFI 1930 = -
™ pC oot
Table 3. Result of construct validity and reliability analysis

latent factor removal final CR AVE Cronbach’s @

Consumer competency - 3 1909 77 815
Experience of consumer problem CFA 9 .922 .567 919
Consumer Anxiety RA 3 891 734 795
Satisfaction of consumption life CFA 10 1929 .568 .896
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Table 4. Feature in survey targets

division freq % division freq %
total 1,405 100.0 -
men 717 51.0 1.5 million won 13 9
sex
women 688 49.0 1,5~3.5 million won 555 39.5
20s 258 18.4 income 3.5~5,5million won 533 37.9
age 40s 364 925 9 7.5million won 102 7.3
50s o 19 3 under high school 311 22.1
over 60s 149 10.1 graduate from College 166 1.8
single 376 26.8 grade | graduate from University 807 57.4
marriage married 995 70.8 graduate from 191 8.6
graduate school
ete 3 2.4 office worker 717 51,0
Seoul' and ' 790 512 serv'lce/sales/ 156 11
area metropolitan city production employee
other city 685 48.8 job self—employee 236 16.8
high 14 1.0 housewives 181 12,9
social
meddle 983 70.0 student 50 3.6
class
low 408 29.0 unemployed 65 4.6

k= (Table 4)9F T}, AJHL FAJo] 51.0%, o
Aol 49 0%= Vet om A3-L 307} 26.3%= 7}

2 wolth AT 9 Ho| X 7| Exprt AA|2) 70.8%5
n o AP 5 7|ebE T gekon], AHYEAS-E

FAZ0] 70.0%2 7P W 2102 Ueht), gt
7SS 1508 o o) 3509 ¢ wiRto] 39.5%=
7F wokom thgo @ 3507t ¢ oAk 5507t ¢ wjwk
o] 37.9%% Uehdt} stele ojst Ashye E3tket

HiE oldel 57.4%% 71 water] A
U F5go] HA9] 51,0%% 7P W Ao L}E}
ek,

AHRFARES] S Yotiy] flste] 7|&E A9t
AJBFAEH(Table 5) %), HA|
Tg 7EEAE SOl B
o] 2,884, Aol 2,934,
2.863°0.%2 W= a19]9wko] HE(3)
A S YEbtth T3 A ARk

L

Table 5. Average analysis and paired t-test result of consumer competency

division mean S.D division N mean S.D t—value
financial competency 2.884 .6815 ) financial 1405 2.884 .6815 "
paired—1 - -3.079
trading 1405 2.934 6756
trading competency 2.934 6756 -
. trading 1405 2.934 6756 -
paired—2 — 4,887
citizen competency 2.863 .6886 citizen 1405 2,863 .6886
) financial 1405 2.884 6815
consumer competency 2.894 58275 paired—3 — 1,130
citizen 1405 2.863 6886

pre < 001
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Table 6. Average analysis and independent

t-test result of consumer competency

division mean S.D group N mean S.D t—value
low 1082 2.684 0,569
financial competency 2.884 6815 -23.314
high 323 3.554 0,594
low 1082 2.701 0.529
trading competency 2.934 6756 —-30.556
high 323 3.715 0,504
low 1082 2.654 0.566
citizen competency 2.863 .6886 —24.409
high 323 3.563 0,594
low 1082 2.680 0,459
consumer competency 2.894 58275 -41.072
high 323 3.611 0,321
 p¢ 001
O] o] BAHAE AFERt A 2,894 O U t—testE AASIGITE 41T ATl 1,082
Sk, g, LTl 32379 o] &5k A O0E YE
theow suelel 7} 591acls o] Wae U Holuite] W8] B A0 LrERITH(Table
Hlsl7] ffeto] 33 t—testE AASIYTE 1 2 6) Fx). E3F AL snRRre] pEe
1}, AR et A RS vws) & A} AR 2.6800%2 Uehton wodgFdcie] Au|xiejke
eofanct Adojsol o B 52 A0E et 3611 Uehtrh
oh TeoR Adeiht 2nA NS Hlnd 2 e ) 2K RIS 7] Mol B4}
I} A Aol B = el AoE ekt | $18to] th--3E t-testE AASIATE AT
upurO B ARt AR HwE o A9 ARl AugA R FE £70
A} 5 o 71] B Aok g Ao et = Uehon], melakiete] 49 Adofso] AR
th 2 AHRES Aol AT ault  elojskn AuA RO Hi O $20E et
AlRleege] Hgf w2 U & 4= Ak Wk, ofoll Risl] AFe] Akt AHRA R 22
2 £ = YEITH(Table 7) %),
2) AH[XSH| O A T2
aH|A S sk selieE FYskL, <4 ) AH[XIAZO| e QIS ASE E49] XI0|
4 28 A1Asto] k—Hat HHARAS AAJsto] AnlR} aHRp o] =2 Huhh W HekS A5k &
ool o AT WO WHOR TS, 24 WY BEe] ATEANY BHL sjofaby] $iste] mAL
O] AR} RFe] Apo|E ERIGE| flste] HHEE A5 AABISIT #4143 = (Table 8) 7} AT}, WA,

Table 7. Paired t-test result of consumer competency

low competency group high competency group
division
N mean S.D t—value N mean S.D t—value
financial 1082 2.684 0,569 323 3.554 0,594
paired—1 —1.029 -3.621
trading 1082 2,701 0,529 323 3.715 0.504
trading 1082 2,701 0,529 323 3.715 0,504
paired—2 3.163 3.898
citizen 1082 2.654 0,566 323 3.563 0,594
financial 1082 2.684 0,569 323 3.554 0,594
paired—3 1,613 -0.184
citizen 1082 2.654 0,566 323 3.563 0.594
" p05, 7 pdot, T pd oot
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Table 8. Demographics characteristics according to level of consumer competency

Consumer competency
Total
division low high X
freq % freq % freq %
total 1082 1000 323 1000 1,405 100.0
20s 208 192 50 15.5 258 18.4
30s 288 2.6 82 25.4 370 26.3
16,722
age 40s 296 274 68 21.1 364 25.9
50s 189 17.5 82 254 271 19.3
over 60s 101 9.3 41 127 142 10.1
Seoul and metropolitan 537 49.6 183 56,7 720 51.2
area 4915
other city 545 50,4 140 433 685 48.8
single 307 284 69 21.4 376 26.8
marriage married 748 69.1 247 76.5 995 70.8 6. 572"
etc 27 2.5 7 2.2 34 2.4
under high school 255 236 56 17.3 311 22.1
College 139 128 27 8.4 166 1.8
grade 17.985
University 608 56.2 199 616 807 57.4
graduate school 80 7.4 41 127 121 8.6
1.5 million won 12 11 1 3 13 9
1.5~3.5 million won 462 427 93 28.8 555 39.5
income 3.5~5.5million won 396 36.6 137 424 533 37.9 25.489""
5.5~7.5million won 139 12.8 63 195 202 14.4
7 5million won 73 6.7 29 9.0 102 7.3
high 5 5 9 28 14 1.0
social e
dloss meddle 739 68.3 244 75.5 983 70,0 23.190
low 338 312 70 21.7 408 29.0
" p<05, " pot, 7T p oot
A vlES A EE AT 200, 304, 3 FgHl&o] =7 Vet BHH, AHjRpRF 2
s0tfe] 2o vl ko] Mool vls) AhE o mE Ze) Aol BAF R Golulg Aol7} ¢l
o2 A et E4, 19T A 2 3 = A& Yehygrt
Aok o] Aol AFek Fulo] AR
of Hlaf =2 ¥, AIFUHE FAEA| E FEH] 2. AH|IXHSEZO| HE AHXEMEYEE 2
ool Skok Aol AFsHs Hlgo] MBIt AH|MEOIEE
ule] A bt AR, et Aol SHEARE B AndgnEe) Yds U
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Figure 2. Anxiety index calculation method
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Table 9. Average analysis and independent t-test result of consumer anxiety

Viehon, 2ulyeHEeke
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Tl W2 Aokt ol 7io] 2 WA
F3 Kim, ef, al (2017)9] AFAHANE Llaie]
AApzzo] AR HAQ) GRS HARE
B B & 4 oot

RIS TSR 31912919 Bl

division mean S.D group N mean S.D t—value
low 1082 1.883 0.780
Experience of consumer problem 1,892 0,781 -.792
high 323 1,922 0.784
low 1082 2.680 0.459
Satisfaction of consumption life 2.894 0.583 —41.072
high 323 3.611 0.321
™ pCo01
Table 10. Average analysis and independent t-test result of consumer anxiety
division mean S.D group N mean S.D t—value
low 1082 2.250 .381
Anxiety 2.289 401 —6.159
high 323 2.417 .439
low 1082 2.361 492
Food Anxiety 2.404 499 —6,021
high 323 2.549 495
low 1082 2.090 540
Medical Right 2.136 570 —5.529
high 323 2.288 639
low 1082 2.494 536
Transportation 2.546 548 —6,682
high 323 2.723 551

<001
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Table 11. Paired t-test result of consumer anxiety

low competency group high competency group
division
N mean S.D t—value N mean S.D t—value
Food 1082 2.361 492 323 2.549 495
paired—1 15.758 7.976
Medical Right 1082 2.090 540 323 2.288 639
Medical Right 1082 2.090 540 323 2,288 .639
paired—2 -20.982 —12.041
Transportation 1082 2.494 .536 323 2.723 551
Food 1082 2.361 492 323 2.549 495
paired—3 —8.454 —6.292
Transportation 1082 2.494 .536 323 2.723 551
 p< 001
FEokgol 7V £ A0E Uehgo, thgom WA, Auldeizo] AuEAAEE 24 95
AlEESH, YRHYEAY 20K for UENT S e AR YEkton, AnAgE ) A
(CTable 11) H) RIREEO FH GRS WAL A0 ek
o} o ® AHEAE AR AR ]| F
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Sl BRATENAA BYRAL A B e
Ak (Table 12)9} 2t 7k 2olAAzke) 7|8 B4 Yle) 528 vl
Table 12. Structural analysis result of research model
path Estimate standardized estimate S.E. C.R. hypothesis
- problem -0.103 -0.061 0.051 —2,030* H,: adopt
competency - anxiety 0.245 0,324 0,027 9,062 H,: reject])
- satisfaction 0.301 0.299 0.033 9.213™ H;: adopt
— anxiety -0.126 -0,282 0.015 -8.441™" H,: adopt
problem
- satisfaction 0.023 0.039 0.017 1.383 Hy: reject
anxiety - satisfaction 0,494 0.373 0,052 9,491 Hg: reject])
Experiences of
Consumer
Problem
-.061%
283
C: 2004 Satisfaction of
Competency Consumption Life
324 373
Consumer
Anxiety
Model fit
e 1788.344 DF 343 RMR 0,037 RMSEA 0,055
GFIL 0,910 AGFI 0.894 NFI 0.909 RFI 0.900
IFT 0,925 TLI 0,918 CFI 0,925 = -

" pd 05, 7 pd o1, 7 pd oot
D) SAFLZ Fou)dt o

L

oot Gl Aol /4t ke ek,
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Table 13. Effects

competency problem Anxiety
division St. Direct | St.Indirect | St, Total | St, Direct | St Indirect | St, Total | St. Direct | St.Indirect | St. Total
Effects Effects Effects Effects Effects Effects Effects Effects Effects
problem —-0.061 0 —-0.061 0 0 0 0 0 0
Anxiety 0.324 0,017 0,341 —-0.282 0 —-0.282 0 0 0
Satisfaction 0,299 0.125 0.424 0.039 -0.105 —-0.066 0.373 0 0.373
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