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The purpose of the present study was to investigate

consumer knowledge and attitudes toward consumer education

of college students in secondary teacher education

preparatory programs in Korea.

Specifically, this study was aimed to 1) measure the

degree of consumer knowledge of college students in

secondary teacher education preparatory programs, 2) assess

the influences of socio-demographic variables such as

academic level, academic major, sex, total family income,

urban/rural background, and previous coursework in consumer

economics on consumer knowledge, 3) evaluate attitudes of

college students in secondary teacher education preparatory

programs in Korea toward consumer education, 4) assess the

influences of socio-demographic variables on attitudes

toward consumer education, 5) examine the relationship



between the degree of total consumer knowledge and attitudes

toward consumer education when other socio-demographic

variables are controlled.

The sample was 388 freshmen and seniors in secondary

teacher education preparatory programs, with majors in home

economics, social studies, and business education, in the

five randomly selected colleges in Korea. They were tested

during May, 1991.

The mean score for consumer knowledge was 30.18

which represented 75.4 percent correct. The relationships

between consumer knowledge and selected socio-demographic

variables were investigated using a one-way ANOVA. The

results were as follow: 1) The degree of total consumer

knowledge differed significantly by academic level, 2) The

degree of total consumer knowledge and knowledge of the sub-

area of economic principles, consumer advocacy and buying

practices differed significantly by academic major, 3) Only

the degree of knowledge of the sub-area of buying practices

differed significantly by sex, 4) There was no significant

difference in the degree of total consumer knowledge and any

sub-areas of consumer knowledge by total family income, 5)

The degree of total consumer knowledge and knowledge of the

sub-area of economic principles differed significantly by

urban/rural background, 6) There was no significant

difference in the degree of total consumer knowledge and any

sub-areas of consumer knowledge by previous coursework in

consumer economics.



The mean score of attitudes toward consumer education

was 2.94 on a scale of 1 to 4. The relationships of

attitudes toward consumer education and socio-demographic

variables were examined using a one-way ANOVA. Attitudes

toward consumer education differed significantly only by

previous coursework in consumer economics.

To examine the relationship between the degree of

total consumer knowledge and attitudes toward consumer

education when other socio-demographic variables are

controlled, a stepwise multiple regression anaysis was used.

There was a significant positive relationship between

consumer knowledge and attitudes toward consumer education.

The results indicated that students majoring in home

economics, female students, students who have taken

consumer economics coursework, and students who have a

higher degree of consumer knowledge have more favorable

attitudes toward consumer education.
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A STUDY ON CONSUMER KNOWLEDGE AND
ATTITUDES TOWARD CONSUMER EDUCATION OF COLLEGE STUDENTS

IN SECONDARY TEACHER EDUCATION PREPARATORY PROGRAMS
IN KOREA

CHAPTER I

INTRODUCTION

Introduction

With the abundance of goods and services, and

innumberable brands of the same products, the problems of

managing one's resources and dealing effectively in the

marketplace have become increasingly more varied and

complex over time. Monopolistic price-fixing, unethical

business practices, and the sale of unsafe products have

made the task of everyday living more difficult (Nader,

1974). With the advent of the industrial system in the

United States and the multiplication of goods and services,

consumers have become more dependent on the marketplace.

Consumers are free to choose between alternative goods, but

this choice is handicapped by a lack of knowledge. This lack

of consumer knowledge, coupled with increasingly

sophisticated efforts of the professional marketer, often

leaves consumers unable to cope with the variety of products

in the marketplace, increased inflation and dwindling

resources (Boyd & Stovall, 1980). In fact, many consumers



2

perceive themselves as casualties in a battle for which they

have had little or no training (Stokes, 1982). Also,

according to Haney and Richardson (1990), 55 percent of U.S.

consumer leaders feel that consumers are worse off now than

they were five years ago.

In Korea, economic growth has been rapid and steady

for the last two decades. Gross national product (GNP) has

increased, on average, more than 8 to 15 percent annually in

real terms since 1962 (Kim, 1985). Hence, today more

consumers are becoming affluent than in any previous

generation. In spite of economic growth, consumers,

interests are ignored. Advertising and promotional

practices frequently mislead the consumer with inaccurate

information and distort consumers, wants and needs.

The point has been reached where it is necessary for

consumers to be protected against fraudulent, deceptive, and

unsafe practices. Perhaps more importantly, the time has

come when it is essential both for consumers and producers

that consumers be both informed and competent in matters

related to the operation of the marketplace and to the tasks

of consuming and managing their resources to avoid

inefficiencies for individuals and for society as a whole.

Also, it is important for consumers to have adequate

knowledge to protect themselves. But without training

certainly not everyone can become an informed,

conscientious, and skilled consumer.

As education is sometimes viewed as a vehicle for
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freeing and enlightening whole populations, so consumer

education is seen as having the potential for improving

the quality of people's lives (Knapp, 1990). In fact, a more

popular approach in the United States in the late 1980s has

been to move away from regulation and restriction, and

toward education designed to bring about more intelligent

choices (Engel, Blackwell, & Miniard, 1990).

The 1990s - and the challenging new century we are

about to enter - demand that all individuals need to be

prepared to enter a rapidly changing and highly technical

society. In response to these demands, something needs to be

done now to have a vital and recognized consumer education

program in the educational system in Korea. There are

several tasks which should be performed to achieve efficient

consumer education. In Korea, one of the most important

tasks is improvement of pre-service teachers' consumer

competencies to teach consumer education effectively.

Beginning in the 1970s both the interest in consumer

education for public school students and the amount of

research related to consumer education increased rapidly in

the United States (Forgue & Garman, 1980; Green, 1988).

With the movement toward the teaching of consumer education

competencies in the schools a parallel interest has

developed in the college preparation of those teachers

charged with the responsibility of teaching consumer

education (Garman, 1979; Metzen, 1988; Robinson, 1988).

The final implementation of any curriculum change is
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generally handled by classroom teachers. Also, because much

learning does occur in the formal classroom setting, it is

important that classroom teachers possess a well-developed

framework for consumer education. A high level of consumer

knowledge of pre-service teachers enables them to implement

consumer education within their curricula in the future.

It is important that prospective teachers be prepared to

incorporate consumer education into their classrooms else we

have ',the blind leading the blinds'. Teachers must possess a

thorough knowledge of a full range of consumer education

topics as well as enthusiasm for the area.

It is commonly contended that teachers' attitudes

toward subject-matter content influence both favorable

attitudes of pupils and adequate achievement in that area

(Schofield, 1980). Hence, teachers who have more favorable

attitudes toward consumer education are better suited to

teach consumer education.

Therefore, an evaluation of consumer knowledge and

attitudes toward consumer education of pre-service teachers

needs to be conducted. It is believed that such an

assessment would demonstrate what areas of consumer

knowledge need the greatest attention and what factors are

associated with positive attitudes. That would also

demonstrate whether there is a need for more effective

consumer education. This may be a slower way to bring about

development of consumer education programs, but it is an

important first step, and perhaps the most effective way in



the long run.

Background Statement

5

Studies in the consumer education field have

regularly pointed out gaps in the training of many consumer

education teachers in the United States. One of the

comments made by consumer education teachers was that the

courses they have taken in college did not prepare them to

teach consumer education (English, 1971). According to

Bannister and Monsma (1985), in recent years many teachers

who have had little or no formal training in the field have

been asked to teach consumer education. The reasons for

this include the mandating of consumer education courses in

many areas without sufficient supply of prepared teachers,

the shift in student interest from traditional academic

courses to those with a more practical focus, and the lack

of emphasis on consumer education offerings in most teacher

training programs.

In Korea, several researchers found that one of the

reason for lagging development of consumer education in

schools is lack of teachers' consumer education competencies

which results from the lack of training. (Baek, 1982; Lee,

1986). Since teachers in any given area are important to

both providing effective programs and mobilizing support

for consumer education, pre-service teacher training needs

to be strengthened. Therefore, teacher education preparatory
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programs need to be examined to determine to what degree

potential teachers have developed consumer knowledge, and to

evaluate attitudes toward consumer education, so that

recommendations for planning and/or improving teacher

education preparatory programs can be made.

Statement of the Problem

It is the aim of this research to assess the degree

of consumer knowledge and attitudes toward consumer

education of college students in secondary teacher education

preparatory programs in Korea.

The objectives of this research are:

1) To measure the degree of consumer knowledge of college

students in secondary teacher education preparatory

programs.

2) To assess the influences of socio-demographic variables,

such as academic level, academic major, sex, total family

income, urban/rural background, and previous

coursework in consumer economics, on consumer knowledge.

3) To evaluate the attitudes toward consumer education of

college students in secondary teacher education

preparatory programs.

4) To assess the influences of socio-demographic variables

on consumer attitudes.

5) To examine the relationship between degree of consumer

knowledge and attitudes toward consumer education.
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General Statement of Research Purpose

This research is mainly concerned with providing a

teacher knowledge basis for creating consumer-related

courses in a curriculum for prospective teachers.
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CHAPTER II

REVIEW OF LITERATURE

A review of literature is presented under the

following headings:

Consumer Education,

Consumer Knowledge, and

Consumer Attitudes.

Consumer Education

Definition and Scope of Consumer Education

As a result of the many educational institutions

concerned with consumer education and the broad scope of

consumer problems, there are numerous definitions available.

Definitions range from general to specific and from

theoretical to pragmatic (Peters, 1979).

In 1968, the President's Committee on Consumer

Interests defined consumer education as "the development of

the individual, and the skills, concepts, and understandings

required for everyday living to achieve, within the

framework of his own values, maximum utilization of and

satisfaction from his resources". This definition is so

broad that it practically encompassess all human activity.

Recognizing this, the Office of Education attempted

to standardize the educational terminology for use in state
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and local school systems. The Office of Education defined

consumer education as ',the study concerned with the

development of knowledge, understanding, appreciation, and

skills involved in the economic welfare of the consumer and

consumer groups in everyday life, for example, competency in

managing money, consumer legislation, and the evaluation of

the consumer in the economy, (Boyd & Stovall, 1980).

Consumer education entered a significant period of

growth and change in the 1980s in the United States.

Traditionally, the central focus of consumer education in

the schools has been on decision making related to personal

money management and buymanship. While these topics remain

important to consumer education, there is a need to

strengthen consumer-citizen participation in the social,

political, and economic environments which affect consumer

decision.

According to Bannister and Monsma (1985), recent

formulations have expanded the scope of consumer education

to include not only direct marketplace transactions, but

also public sector transactions and the reciprocal influence

which flows between consumer decisions and the broader

environment of which they are a part. They defined consumer

education as the process of gaining the knowledge and skills

needed in managing consumer resources and taking actions to

influence the factors which affect consumer decisions. The

definition explicitly specifies an impending change in the

cognitive and behavioral domains and implies a change in
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attitude toward a proactive stance on consumer issues. This

definition is reflective of the evaluation research

conducted during the 1970s which sought to identify and

validate the benefits of consumer education (Carsky &

Mitchell, 1987).

In addition, Armstrong and Uhl (1971) noted that

consumer education is, in fact, both a teaching technique

and subject-matter. When consumer problems are used to

illustrate disciplinary concepts and principles, it is a

teaching technique. Hence, the knowledge levels and

attitudes of teachers affect their teaching techniques, and

thus affect the degree to which students learn to integrate

and apply basic knowledge and/or skills to real life

consumer problems.

Historical Background

The beginning of consumer education is usually

recognized as 1924 when Henry Harap published his book "the

Education of the Consumer" (English, 1971). Harap's book

was the first publication in the consumer education field.

In this book Harap discussed such topics as: Food

consumption, Housing, Household materials and skills, Fuel

consumption, and Consumption of clothing. Also, Harap

had suggested in 1927 that schools switch from production to

consumption education (Stokes, 1982).

During 1930s, the immediate reason for the

development of organized consumer education courses was the
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Great Depression. People had experienced a sudden deflation

in wages and prices; they wanted to maintain their previous

level of living, or at least attain the highest possible

level given a lower level of income. To accomplish this, it

became imperative that consumers prepare themselves with

knowledge of goods available in the market and price/quality

relationships. As a result, the consumer movement during

the 1930s stressed the need for product standardization and

labeling (Langrehr & Mason, 1977).

Formal courses in consumer education were developed

at the college and secondary school level. By 1939, 25,000

secondary schools were providing consumer education

(Dameron, 1939). Typically, in the 1930s a course in

consumer education was one which stressed buymanship and

money management. Both concepts approached consumer

education with emphasis on the consumption activities of

spending income, borrowing, saving and investing (Warmke,

1974).

In 1941, Hazel Kyrk expanded the objectives of

consumer education and included the teaching of consumption

theory and the fundamental economic concepts of pricing,

demand and supply, as well as obstructions to the free

marketplace. However, she still emphasized buymanship as a

critical objective of consumer education (Langrehr & Mason,

1977).

In 1945, the National Association of Secondary

School Principals attempted to define consumer education
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instead of listing the objectives for this area of

education. Their definition was as follows: " The purpose

of consumer education is to help people become more

intelligent, more effective and more conscientious

consumers" (Peters, 1979). More specifically they indicated

that the role of consumption education was to help

the students develop proper sets of values and the students

would set overall life style objectives including

consumption goals (Langrehr, 1976).

During the late 1940s and early 1950s, life

adjustment education was a movement to orient the secondary

school curriculum toward practical use. Hence, consumer

education was accepted on a wide scale. However, between

the late 1950s and early 1960s the interest in consumer

education seems to have declined.

In 1957, the Russians launched the first orbiting

space vehicle and consumer education was left behind in the

rush for the "hard" subjects of the sciences. It was during

this period that there was a shift from practical education

toward a more academic education. Thus, consumer education

gave way to hard sciences as the preferred focus (English,

1971).

The second coming of consumer education was in the

1960s (Wilhelm, 1979). The emphasis during this period was

on inequities in the marketplace created by producer power

and the need for a proactive consumer voice to correct this

imbalance (Carsky & Mitchell, 1987). Also, during this
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period, presidental interest in consumer problems played a

large part in the survival of consumer education in the

schools.

In March 1962, President Kennedy sent a special

message to congress concerning the rights of consumers: the

right to safety, the right to be informed, the right to

choose, and the right to be heard (Langrehr & Mason,

1977). President Kennedy also asked his Council of Economic

Advisers to organize a Consumer Advisory Council. With the

establishment of the Consumer Advisory Council, consumers

had a voice at the highest level of government for the first

time (English, 1971).

Then in 1964, President Johnson appointed the

President's Committee on Consumer Interest (Gordon & Lee,

1977). This emphasis was continued in 1968 by President

Nixon's Appointment of the Commission on Consumer Interest

(Langrehr, 1976). The activities of Nader and the consumer

movement also provided impetus for a renewed interest in

consumer education. During this era, consistant attempts

were made to define the body of knowledge reflected in the

term ',consumer education', (Langrehr & Mason, 1977). Also,

the addition of Part F, Consumer and Homemaking Education,

to the 1968 Amendments of the Vocational Education Act of

1963, provided a strong impetus to consumer education in the

United States.

During the 1970s, there were several significant

milestones for consumer education. In 1972, Public Law 92-
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318 was enacted. This law established an Office of

Consumers' Education within the Office of Education. In

1973, the Education Commission of the States (ECS) published

a comprehensive survey of state programs entitled 'Consumer

Education in the States, (Stokes, 1982).

President Ford, on November 1975, issued a special

statement concerning consumers. President Kennedy's four

statements were reiterated and a fifth right was added: the

right to consumer education (Allentuck & Bivens, 1977).

Strong interest in consumer education extended into the

mid-1970s as consumers sought to adjust to high inflation,

high unemployment, material shortage and an increasingly

technical society (Langrehr & Mason, 1977).

The Education Commission of the States (ECS) in 1977

received a grant from the Office of Consumers' Education to

increase awareness among education policy makers of the need

for consumer education, to increase the commitment to

provide useful consumer education programs, and to determine

the status of consumer education in labor, education, and

industry (Wilhelms, 1979)

The Education Commission of the States (ECS)

published 'Consumer Education Project: Final Report' in

1979. The commission found that increased interest in

consumer education was evident. By 1978, 38 states and

territories had reported specific policies related to

consumer education. Of these, 36 states had specific

policies and two states indicated implied policies
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(Stokes, 1982). Between 1973 and 1978, eight additional

states prepared curriculum guides in consumer education and

six additional states required a consumer education or

competency examination for high school graduation (Stokes,

1982).

Consumer education entered a significant period of

growth and change in the 1980s. The U.S. Office of

Consumers, Education awarded a contract to Michigan Consumer

Education Center in late 1981 for the preparation of a

handbook for state and local school policymakers across the

nation to anticipate the need for, the status for, and

specific recommendations for strengthening consumer and

economic education programs. The Michigan Consumer

Education Center's conclusions as of August 1982 indicate:

1) Forty-one states plus the District of Columbia have a

specific policy regarding consumer and/or economic

education. 2) Twenty-seven of the forty-one states have a

legislative or board of education mandate requiring

instruction in consumer education (Lloyd, 1983).

The Classification of Concepts in Consumer Education

was the major product of the Consumer Education Development

Project (CEDP), a 1978-80 colaborative activity sponsored by

the U.S. Office of Consumers' Education. The project was

carried out under contract with the Michigan Consumer

Education Center, National Consumer League and CUNY's Center

for Advanced Study in Education (Lloyd, 1989). The CEDP

Classification of Concepts arranges the concepts into three
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broad categories: Decision making, Resource management, and

Citizen participation.

Rosella Bannister (Director of the Michigan Consumer

Education Center) and Charles Monsma (Director of the

Institute for Community and Regional Development) carried

out the mandate of the project. They undertook the

development of a classification system that expanded

consumer education's early focus on buymanship to encompass

the knowledge and skills needed for responsible consumer

citizenship (Bannister & Monsma, 1985).

In Korea, consumer education has been started along

with a consumer protection movement led by private consumer

agencies (Lee, 1986). Since the 1970s, several private

consumer agencies, such as Korea Consumer Union, Korea YWCA,

Nation Housewives, Club, and Korea Housewives, Association,

have offered consumer education to housewives. Those

agencies emphasized buymanship as a critical objective of

consumer education.

Along with the increasing need for consumer

protection in an inequitable marketplace controlled by

producer power, governmental interest in consumer problems

was growing during the 1980s. As a part of governmental

interest in consumer problems, the Consumer Protection Law

was enacted in 1980 and amended in 1986. In July 1987, the

Korea Consumer Protection Center, which is the first public

consumer protection agency, was established to provide

proper consumer information and to cope with consumer
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problems at governmental level for the first time.

Consumer education in schools is also a recent

development. Consumer education has not been established as

a regular curriculum at any level of school. Nevertheless,

some materials are taught in the related subjects, such as

economic principles in social studies, financial management

in business education, and buying practicies in home

economics in secondary schools. At the college level,

consumer education as an elective subject is offered only to

students with specific majors such as home economics, social

studies and business education. So far, consumer education

has not been offered in teacher training programs.

However, as a result of recognizing the importance

of consumer education, a new subject "Daily Living

Economics" has been included in a curriculum at the high

school level since 1990. The trend of increasing amounts of

consumer education occurring in the public school systems

indicates the willingness of the education sector to comply

with a growing mandate.

Consumer Knowledge

Consumer knowledge is a cognitive domain of consumer

competency. Stanley (1976) defined knowledge as the

assimilation of facts, concepts, and ideas. Knowledge is

power, and knowledgeable consumers are better able to cope

with the marketplace (Swagler, 1979). Brown and Dimsdale
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(1973) insisted that knowledgeable consumers are the key to

making business more responsive to the true needs of their

existing and potential customers. According to Gordon and

Lee (1977), the primary responsibilities of consumers are to

be aware of their role and function in the economy and to

perform effectively. To do so, training and knowledge, as

well as independence of judgment and action are required.

Consumer knowledge reflects the individual's

potential ability to make the best consumer decisions in

any given situation (Jung, 1985). Thus, the dissemination

of necessary knowledge is crucial to the efficient

utilization of one's time and financial resources, and

ultimately to one's own well-being.

To function effectively as consumers, individuals

should be familiar with the various aspects of the economy,

ranging from pertinent economic concepts to useful buying

practices. Consumer knowledge is certainly much more than

product information that helps induce more satisfaction from

market transitions (Jung, 1985). It further involves the

basic understanding of the role of consumers in the economy

and the way in which that role should be filled.

In spite of the increasing need for consumer

knowledge in today's sophisticated market structure, it

becomes more and more difficult to acquire the knowledge

needed for efficient consumer decision-making. Many of the

consumer problems found in modern industrial societies stem

from the lack of information (Jung, 1985). Surrounded by
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rapidly changing technology and mass production, consumers

can hardly keep sufficient information about the wide

variety of products available to them. As a consequence,

consumers tend to rely most on producer-controlled sources

of information. To the extent that consumers make decisions

based on distorted information, they cannot make optimal

choices and subsequently their potential purchasing power

is reduced.

As a consequence of the increased interest in

consumer education in the secondary schools in the 1960s and

1970s, several studies have attempted to ascertain cognitive

changes among students and/or teachers as a result of

consumer education efforts in the United States. The

conclusions drawn have been inconsistent. Bibb (1971)

developed an instrument to measure knowledge of budgeting,

installment purchasing and the comparison of prices. No

statistically significant differences existed between the

test score of those university freshmen who received high

school instruction in the three specified areas and those

who did not.

Claar (1973) reported that prior completion of a

consumer education class did not affect the score received

by high schools on Beattie's Consumer Information Test

(1962) which Claar modified and called the Consumer

Education Test. This test covered the areas of money

management, credit, insurance, and savings and investments.

Age significantly affected performance; scores did not
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differ on the basis of sex, except in the area of savings

and investments where the males scored higher.

Stanley (1976) developed the 'Test of Consumer

Competencies'. Using this instrument, he measured the

cognitive knowledge of secondary school students in 14

areas, including the individual consumer in the marketplace,

money management, consumer credit, and categories of

consumption goods such as food and clothing. He found that

students who completed a course in consumer education scored

higher than did students who had not completed a course in

consumer education.

Langrehr (1976) studied competencies of students in

Illinois and Alabama. Langrehr's findings indicated that

courses consisting basically of principles of economics did

not improve students' consumer competencies. Consumer

competencies can be improved, however, by enrolling students

in consumer education classes.

In order for effective consumer education to become

a reality, teachers must be prepared in methodology and

content. Lofgren (1978) developed and validated an

instrument to measure teacher competency in consumer

education. The instrument was administered to teachers in

Oregon to compare the consumer education competency of

teachers from varying subject matter backgrounds (business,

home economics, social studies, mathematics). Competency was

defined as cognitive knowledge of the five major concept

areas such as employment and income, money management,
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credit, purchase of goods and services, and rights and

responsibilities in the marketplace. No significant

difference was found in the total mean scores of teachers in

the four groups. However, a significant difference between

groups was discovered in the concept area dealing with money

management. Mathematics teachers scored significantly

higher in this area than did teachers in the other three

groups. Results of this study indicated a need for improved

teacher preparation. Fewer than 8 percent of the teachers

answered 80 percent of the items correctly and none of those

surveyed answered at least 90 percent correctly.

Garman (1979) indicated that completion of consumer

education related courses resulted in a higher level of

comprehension of cognitive consumer education concepts. The

objective of Garman's study was to conduct a nationwide

assessment of the consumer education literacy of prospective

consumer education teachers using the 'Test of Consumer

Competencies,. Results of the testing produced a rate of

achievement slightly less than 60 percent. Scores did not

indicate a high level of comprehension of consumer education

concepts. However, prospective teachers majoring in social

studies, history or geography science, and home economics

scored higher than individuals in other areas, indicating a

greater degree of comprehension. As indicated previously, a

high level of comprehension was directly related to the

completion of one or more consumer education related

courses.
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Lytton, Garman and Machooca (1984) conducted

research to measure the consumer knowledge and attitudes of

college students enrolled at a representative college in

Kenya. Achievement was 67.9 percent on the Consumer

Education Test which was considered a moderate score.

Having completed a consumer education courses was one

variable associated with higher score on the test. Academic

major of the students was another significant determinant of

the test achievement. Students majoring in dairy and food

technology as well as home economics received higher mean

score on the test than students in other majors.

In 1990, with funding from TRW foundation, the

Consumer Federation of America (CFA) initiated a test of the

nation's consumer awareness. This examination was conducted

by the Educational Testing Services (ETS) with the

assistance of CFA and experts from other consumer groups,

business organizations, government agencies, and academia.

The test examined knowledge of the following subjects:

Banking (consumer credit , and checking and savings),

Insurance (automobile and life), Housing (purchase and

rental), Food (purchase and nutrition), Product Safety

(Household products and drugs), and Durable goods

(automobile purchase, automobile repair/maintainance, and

appliance repair).

The study revealed that, overall, Americans are not

knowledgeable about consumption. The average score for the

entire test was only 54 percent, and in none of the six
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general subjects did consumers score as high as 60 percent.

However, consumers are more knowledgeable in a few specific

areas such as consumption of drugs (CFA, 1990).

The greatest differences in scores among groups

reflected education, and this factor may well account for

many of the significant differences in scores among income

and ethnic groups. Neverthless, the huge gap between Whites,

on one hand, and Blacks and Hispanics, on the other, is

cause for concern. Among age groups, young adults have

significantly lower scores than those who were older. What

was unexpected was the fact that older persons did

considerably worse than those in their 30s, 40s, and 50s.

This examination demonstrates that the nation must make a

stronger commitment to educating its citizens as consumers.

In Korea, Jung (1985) conducted research to measure

consumer knowledge of secondary school students. The

findings showed that students have insufficient consumer

knowledge. On the average, they were able to answer only 53

percent of questions correctly. There were significant

differences in the level of consumer knowledge in accordance

with academic level and area of residence (urban/rural).

Lee (1986) measured consumer knowledge of secondary

school teachers. Achievement was 65 percent on the test

which was considered a moderate score. Consumer knowledge

of teachers differs significantly by major, age, education

career, and growth region. Social studies teachers received

higher score than teachers in other majors. Teachers who
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had grown up in urban areas scored higher than those in

rural areas. The level of consumer knowledge showed

a negative relationship with age and education career.

According to several previous researchers, it can be

expected that the degree of consumer knowledge of

prospective teachers is not high and that some variables

such as major, academic level, growth region (urban/rural

background) may affect the degree of consumer knowledge.

In order to improve the quality of teacher

preparation, teacher preparation programs should cover the

basic body of knowledge with which teachers need to be

familiar. Therefore, requiring consumer education for all

prospective teachers would insure that teachers have at

least basic knowledge in the field (Stokes, 1982). It could

lead to the integration of the knowledge into related areas

such as mathematics or social studies as well as support the

development of consumer education programs.

Consumer Attitudes

"Consumer attitudes" is an affective domain of

consumer competency (Udell, 1974). Fishbein (1967) defined

attitude as a "mental and neural state of readiness,

organized through experience, exerting a directive or

dynamic influence upon the individual's response to all

objects and situations with which it is related."

Attitudes reflect an individual's beliefs or
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feelings. They can influence action or predispositions to

action on the part of a person or group toward objects,

ideas, or people. Attitudes often express or epitomize a

person's value system and life style (Blum, 1977). A

person's attitudes have been developing from his/her early

days. The family, peers, neighbors, and schools are

important factors contributing to attitude formation (Blum,

1977).

Much attention is given to the measurement of

attitudes in behavioral research. One of the earliest

attempts to measure attitudes was made by Thurstone (1929),

who devised measurement of attitudes toward topics such as

war, birth control, and religion. His technique was to

present a series of statements varying in degree of

positiveness or negativeness toward a topic. Each statement

was given a score based on its position along this

continuum. The person's attitude then became a translatable

numerical item and was equal to the average score of the

weights assigned to each item.

Later, Likert (1932) used a five-point scale

(strongly agree, agree, undecided, disagree, strongly

disagree) to measure a person's attitudes toward a series of

statements.

Osgood (1957) proposed a semantic scale of attitude

measurement. Usually two words denoting opposites are

separated by a seven-space scale and the space reflecting

the person's views or attitudes is marked. It might be



26

marked in the center, which reflects neutrality, or more or

less toward either of extremes (+3 to -3), as may be seen in

the following example:

good(+3) bad(-3)
+2 +1 0 -1 -2

Several studies reported a significant change in

attitudes among students involved in a consumer education

class. Langrehr (1979) measured the change in attitudes of

university students enrolled in consumer education classes.

Attitudes expressed on the pre- and post-tests changed

dramatically and generally moved in the direction of those

attitudes held by consumer advocates.

Later, Garman, McLaughlin, and Eckert (1983)

measured the change in consumer attitudes with using the

Lown Consumer Issue Attitude Inventory. University students

enrolled in a consumer education course participated in the

study. The result indicated that attitudes expressed on

13 of the 44 statements changed significantly on the

posttest measure, with 9 of the 13 moving in the direction

held by consumer advocates.

Just as students have been the subject of attitude

studies, teachers have also been the focus of consumer

attitude research, particularly those most likely to teach

consumer education related subjects such as home economics,

social studies, and business education. One of the most

frequently utilized instruments was developed by Burton

(1970) to determine whether home economics, social studies,



27

or business education teachers were more consumer oriented

and thus better suited to teach consumer education.

Burton (1970) found that social studies teachers expressed

more "consumer oriented" attitudes than either home

economics or business education teachers. Therefore,

Burton (1970) concluded that social studies teachers might

express a more consumer oriented point of view to their

students than home economics or business education teachers.

He recommended that teacher training programs for

prospective home economics and business education teachers

place more emphasis on consumer issues and attitudes.

It is commonly contended that attitudes toward

subject-matter content influence achievement in that area

and that teachers' attitudes affect pupils' attitudes and

achievement (Schofield, 1980). There is agreement in the

literature about the importance of teachers and the idea

that their attitudes toward subject-matter promote both

favorable attitudes of pupils and adequate achievement.

Several studies have identified student's attitude

toward subject-matter as an indicator of student's

achievement (Simonson, 1977). Students who possessed

favorable attitudes toward the content of an instructional

activity have been shown to achieve significantly better

grades than students with poorer attitudes.

Since several researchers revealed that teachers'

attitudes affected their students' attitudes, preservice

teachers' attitudes toward consumer education could be
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expected to affect their students' attitudes and thus

indirectly influence students' achievement. Thus, attitude

measurement is an important aspect to consider when one is

interested in investigating factors affecting consumer

education at the high school level.
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CHAPTER III

METHODOLOGY

This chapter describes the methodological procedures

used for the present study under the following headings:

Target Population and Sample Selection,

Description of the Instrument,

Data Collection Procedure,

Identification of Variables Used in the Study,

Definitions of Important Terms,

Objectives and Hypotheses, and

Statistical Analysis.

Target Population and Sample Selection

The population for the present study was defined as

currently enrolled freshmen and senior college students in

secondary teacher education preparatory programs, with

majors in home economics, social studies, and business

education, in Korea. In 1990, the number of students in the

population was reported at 2,986 in 36 colleges which have

secondary teacher education preparatory programs (Chungang

EDRI, 1990).

In general, one may expect variability of students

based on the specific college. However, in Korea only the

score on the entrance examination and the GPA in high school
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determines one's admission into the college. In addition,

most colleges have the same tuition and financial aid plan

which is primarily regulated by the government. Therefore,

a great deal of socio-demographic variability among the

students may exist within each college, but this variability

does not exist among colleges in Korea.

Because of this homogeneity, it is appropriate to

consider "cluster sampling". That is, each college is

considered as a cluster containing freshmen and seniors in

secondary education preparatory programs, with majors in

home economics, social studies, and business education. A

simple random sample of clusters of size five was drawn

using a table of random numbers. All the students who were

currently enrolled freshmen and seniors in one of the three

relevant majors comprised the sample.

After requests asking for participation, all of the

five selected colleges agreed to participate in the study.

Since all of the colleges were approximately the same sizes,

about 13.9 percent of the target population was incorporated

in this study.

Description of the Instrument

Two different instruments were employed to measure

consumer knowledge and consumer attitudes. One instrument

was the Test of Consumer Knowledge which was divided into

four main content areas: Economic principles of the
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marketplace, Money management and investment, Consumer

advocacy, and Buying practices. Each area consisted of 10

multiple choice questions with scores taken as the total

number of correct answers. Each question was developed

based on previous test items (Stanley, 1976; Stokes, 1982;

Jung, 1985; Lee, 1986). To assess the reliability of the

test, this researcher calculated Cronbach's Alpha which is

one of the most commonly used reliability coefficient

(SAS/STAT Users' Guide, 1988). Cronbach's Alpha ranges in

value from zero to one. Cronbach's Alpha for the test of

consumer knowledge was 0.743, an acceptable level of

reliability.

The other instrument was designed to measure

attitudes toward consumer education. The framework was also

developed from previous instruments (Baek, 1982; Burton,

1970; Lown, 1975). Cronbach's Alpha for this instrument was

0.754. Nineteen statements were included as

follows: One statement assessed respondent attitude

toward the subject matter, five statements dealt with

importance, five statements related to when it should be

taught, five statements inquired about who should teach it,

three statements asked about for whom it is important, and

the last statement was a generallized question about what

should be taught.

Questions about attitudes toward consumer education

were measured by a 4-point Likert scale: Strongly agree(4),

Agree(3), Disagree(2), Strongly disagree(1), and Don't know
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(0). In order to avoid response bias, the questions had

both negative and positive connotations. The negative items

were placed randomly throughout the instrument. For items

stated in negative terms the rating scale was reversed for

coding, with "strongly disagree" scored as 4 points and

"strongly agree" as 1 point. Zero point answer(=don't know)

was considered as a missing value. Therefore, zero point

answers were excluded and then points of answers of each

statement were added up. To standardize the scale for number

of questions, the sum of points of answers was divided by

number of answers which did not include zero point answers

(i.e., the sum of points of answers / (19 - number of zero

point answers)).

Since the questionnaire for this study was developed

based on previous research conducted either in the United

States or in Korea, selected questions from the English

questionnaire were translated into Korean. The

questionnaire was pre-tested on a sample of twenty college

junior students in Korea. After the pretest, needed

revisions resulting from translation were identified. The

English version of the questionnaire appears in Appendix F;

the Korean questionnaire appears in Appendix G.

Along with the above measurements, some additional

data were collected, such as academic level, academic major,

total family income, urban/rural background, and previous

coursework in consumer economics.
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Data Collection Procedure

After selecting the colleges, the researcher

contacted the head of each department and/or professors of

classes to ask permission to collect the data in their

classes. After selection of classes of professors who

voluntarily agreed to administer the survey in their

classes, 450 questionnaires were distributed to the freshmen

and senior students with the three relevant majors in the

five chosen colleges. The questionnaires were gathered

right after each class. The average length of time used

to complete the questionaires was 50 minutes.

The data collection was conducted during May, 1991.

The total number of returned questionnaires was 415 with a

rate of return of 92 percent. The final number of

questionnaires used for analysis was 388. Twenty-six

questionnaires were excluded due to insufficient data.

Identification of Variables Used in the Study

There were two dependent variables considered in

this study. One of them was the degree of consumer

knowledge of college students in secondary teacher education

preparatory programs, and the other was their attitudes

toward consumer education.

This study also contained six independent variables.

Those were academic level, academic major, sex, total family
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income, urban/rural background, and previous coursework in

consumer economics. These variables were selected based on

previous research findings both in the United States and in

Korea.

Definitions of Important Terms

1. Consumer Knowledge: The assimilation of facts,

concepts, and ideas, which an individual should know to

function effectively as a consumer.

2. Attitude: The mental state or feeling, either

expressed or unexpressed, which may be either positive or

negative regarding a given topic or situation.

3. Previous coursework: Designated to indicate

whether a student had enrolled in one or more consumer

economics or related courses.

4. Urban/rural background: Designated to indicate

a growth region where a student has lived until he/she

graduated from high school. Growth region was divided

into large cities (populations of 650,000 or more), middle

and small cities (populations of less than 650,000), and

rural area.

Objectives and Hypotheses

There were five objectives and 13 null hypotheses.

Hypotheses are written in the null form since relatively
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little research has been done in this area in Korea.

However, based on U.S. literature, some variation in the

dependent variables was expected relative to these socio-

demographic characteristics. Among the five objectives, only

objectives 2, 4, and 5 were tested statistically. While

null hypotheses 1 to 6 are related to the objective 2, null

hypotheses 7 to 12 are related to the objective 4 (Table 1

and Table 2). Null hypothesis 13 is related to the

objective 5.

Objective 1.

To measure the degree of consumer knowledge of college

students in secondary teacher education preparatory

programs in Korea.

Objective 2.

To assess the influences of socio-demographic variables

such as academic level, academic major, sex, total family

income, urban/rural background, and previous coursework

in consumer economics, on consumer knowledge.

Hypothesis 1.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by academic

level of college students in secondary teacher education

preparatory programs in Korea: H 1(a) to H 1(e).
0 0
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Hypothesis 2.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by academic

major of college students in secondary teacher education

preparatory programs in Korea: H 2(a) to H 2(e).
0 0

Hypothesis 3.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by sex

of college students in secondary teacher education

preparatory programs in Korea: H 3(a) to H 3(e).
0 0

Hypothesis 4.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by total

family income of college students in secondary teacher

education preparatory programs in Korea: H 4(a) to
0

H 4(e).
0

Hypothesis 5.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by
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Table 1

Summary Table of Null Hypotheses 1 to 6

Independent variables Dependent variable

Socio-demographic
H variables
0

Consumer knowledge

Sub-area

Total 1 2 3 4

H 1 Academic level
0

H 2 Academic major
0

H 3 Sex
0

H 4 Total family income
0

H 5 Urban/rural background
0

H 6 Previous coursework
0

Note. Total: Total consumer knowledge
Sub-area 1: Economic principles
Sub-area 2: Investment and money management
Sub-area 3: Consumer advocacy
Sub-area 4: Buying practices
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urban/rural background of college students in secondary

teacher education preparatory programs in Korea: H 5(a)
0

to H 5(e).
0

Hypothesis 6.

There is no difference in the degree of a) total consumer

knowledge and knowledge of each sub-area of b) economic

principles, c) investment and money management, d)

consumer advocacy, and e) buying practices by previous

coursework in consumer economics of college students

in secondary teacher education preparatory programs

in Korea: H 6(a) to H 6(e).
0 0

Objective 3.

To measure the attitudes toward consumer education of

college students in secondary teacher education

preparatory programs in Korea.

Objective 4.

To assess the influences of socio-demographic variables

such as academic level, academic major, sex, total family

income, urban/rural background, and previous coursework

in consumer economics, on attitudes toward consumer

education.

Hypothesis 7.

There is no difference in attitudes toward consumer

education by academic level of college students in

secondary teacher education preparatory programs in

Korea.
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Hypothesis 8.

There is no difference in attitudes toward consumer

education by academic major of college students in

secondary teacher education preparatory programs in

Korea.

Hypothesis 9.

There is no difference in attitudes toward consumer

education by sex of college students in secondary teacher

education preparatory programs in Korea.

Hypothesis 10.

There is no difference in attitudes toward consumer

education by total family income of college students in

secondary teacher education preparatory programs in

Korea.

Hypothesis 11.

There is no difference in attitudes toward consumer

education by urban/rural background of college students

in secondary teacher education preparatory programs

in Korea.

Hypothesis 12.

There is no difference in attitudes toward consumer

education by previous coursework in consumer economics

of college students in secondary teacher education

preparatory programs in Korea.

Objective 5.

To examine the relationship between the degree of

consumer knowledge and attitudes toward consumer
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Table 2

Summary Table of Null Hypotheses 7 to 12

Independent variables Dependent variable

Socio-demographic
H variables Attitudes
0

H 7 Academic level
0

H 8 Academic major
0

H 9 Sex
0

H 10 Total family income
0

H 11 Urban/rural background
0

H 12 Previous coursework
0
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education when other socio-demographic variables are

controlled.

Hypothesis 13.

There is no association between the degree of consumer

knowledge and attitudes toward consumer education.

Statistical Analysis

Collected data were coded and analyzed using the SAS

software package. Frequency distributions, percentages, and

summary statistics including means, standard deviations, and

ranges were used to provide descriptive information. A t-

test, one-way analysis of variance, Pearson's correlation,

Duncan's multiple range test and stepwise multiple

regression were used to analyze the data and test the

hypotheses. A .05 significance level was selected as the

criterion for rejection of the null hypotheses.

To study the influence of a set of socio-demographic

variables on consumer knowledge, stepwise multiple

regression was employed to identify the most suitable model.

In the stepwise multiple regression procedure, independent

variables were added to the model only if they met the

statistical criterion. The order of inclusion was

determined by the respective contribution of each variable

to the explained variance. The variable that explained

the greatest amount of variance in the dependent variable,

among the variables which had not been included in the model
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yet, was entered. The F-statistic for a variable to be added

must be significant at the .15 level. After a variable was

added in the model, the stepwise procedure reviewed all the

variables already included in the model and deleted any

variable that did not produce an F-statistic significant at

the .15 level. Only after this check was made, and the

necessary deletions accomplished, could another variable be

added to the model.

The stepwise procedure terminated when none of the

variables outside of the model had an F-statistic

significant at the .15 level and every variable in the

model was significant at the .15 level, or when the

variable to be added to the model was the one just deleted

from it (SAS/STAT User's Guide, 1988). The stepwise

multiple regression analysis was also used to identify a

set of socio-demographic variables which influences

consumer attitude.

Consumer knowledge was used as an explanatory

variable, along with socio-demographic variables, to

examine the relationship between the degree of consumer

knowledge and attitudes toward consumer education. The

stepwise multiple regression analysis was employed to attain

information on the relationship between the degree of

consumer knowledge and attitudes toward consumer education

when other socio-demographic variables were controlled.
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CHAPTER IV

RESULTS

In the present study, prospective teachers, consumer

knowledge and their attitudes toward consumer education and

factors related to these were explored. The findings of the

study are presented under the following headings:

Description of Sample and Variables Under Study,

Consumer Knowledge,

Attitudes Toward Consumer Education, and

Relationship between Consumer Knowledge and

Attitudes Toward Consumer Education.

Description of Sample and Variables Under Study

The test of consumer knowledge and test of

attitudes toward consumer education were completed by

388 students in secondary teacher education preparatory

programs at five chosen colleges in Korea.

The six independent variables included in the data

were academic level, academic major, sex, total family

income, urban/rural background, and previous coursework in

consumer economics. A summary of those variables is shown

in Table 3.

Academic level: In the sample tested , there was a

total of 202 (52.1 percent) freshmen and 186 (47.9 percent)



44

Table 3

Sample Characteristics

Socio-demographic variables n proportion

Academic
level

Academic
major

Sex

Monthly
total
family
income

in

(U.S. $)

Urban/
rural
background

Previous
coursework
in consumer
economics

Freshmen 202 52.06%

Seniors 186 47.94%

Home economics 131 33.76%

Social studies 124 31.96%

Business education 133 34.28%

Male 84 21.65%

Female 304 78.35%

Under $429 14 3.16%

$429 - under $857 51 13.14%

$857 - under $1286 107 27.58%

$1286 - under $1714 101 26.03%

$1714 - under $2143 61 15.72%

Over $2143 54 13.92%

Large cities 221 56.96%

Middle & small cities 123 31.70%

Rural area 44 11.34%

Yes 125 32.22%

No 263 67.78%
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senior students, for a total sample of 388 students.

Academic major: There were 131 (33.8 percent) home

economics majors, 124 (32 percent) social studies majors,

and 133 (34.3 percent) business education majors.

Sex: Table 3 indicates that 84 (21.6 percent) of

the students included in the study were male and 304 (78.4

percent) were female. It may be assumed that there are two

reasons for the small proportion of male students. One

reason is that there are all female students in home

economics. Another reason may be a reflection of the

tendency of female students to prefer teaching as a job

relatively more often than male students in Korea.

Total family income: The mean monthly income of wage

earner households in cities was 1,008,012 won ($1440) in

1989. The mean monthly income (receipts) of farm household

was 677,467 won ($968) in 1989 (Korea statistical year book,

1990).

Students in the sample reported that their family

income was in one of the six groups as follows; 1) income

less than $429 (less than 300,000 won), 2) income between

$429 and under $857 (300,000 won to under 600,000 won), 3)

income between $857 and under $1286 (600,000 won to under

900,000 won), 4) income between $1286 and under $1714

(900,000 won to under 1,200,000 won), 5) income between

$1714 and under $2143 (1,200,000 won to under 1,500,000 won),

and 6) income of $2143 and more (1,500,000 won and more).

The researcher assigned the mid-value of each of the
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first five intervals to each respondent so that all the

respondents in the same income group are represented with

that value. Since those first five groups had the same

interval, the researcher assumed that the last group also

had the same interval and assigned the mid-value of that

interval to represent the respondents in that income group.

There were 14 (3.61 percent) students in the first

income group ($215 mid-value), 51 (13.14 percent) students

in the second group ($643 mid-value), 107 (27.58 percent)

students in the third group ($1072 mid-value), 101 (26.03

percent) students in the forth group ($1500 mid-value), 61

(15.72 percent) students in the fifth group ($1929 mid-

value), and 54 (13.92 percent) students in the last group

($2358 mid-value). (Table 3).

Urban/rural background: Data presented in Table 3

indicate the growth region of the students. Two hundred

twenty one (57 percent) students grew up in large cities

(population of 650,000 or more) until they graduated from

high school. One hundred twenty three (31.7 percent)

students have lived in middle and small cities (population

of less than 650,000) and 44 (11.43 percent) students came

from rural areas. The reasons for a small proportion of

students from rural areas are that a relatively small

population resides in rural areas and also a relatively

smaller proportion of rural students go on to study in

colleges.

Previous coursework in consumer economics: The
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information provided in Table 3 indicates the number of

students who had and who had not taken a consumer economics

or a related course. Out of the 388 students tested, 125

(32.2 percent) had taken one or more consumer economics

courses. Two hundred sixty three (67.8 percent) students had

not taken a consumer economics course.

Consumer Knowledge

In this section, the degree of consumer knowledge

and the influences of socio-demographic variables on

consumer knowledge are discussed.

The Degree of Consumer Knowledge

An objective of the present study was to measure the

extent of consumer knowledge of college students in

secondary teacher education preparatory programs in Korea.

For this objective, 40 multiple choice questions were used

to measure consumer knowledge with a possible score range

of zero through 40.

As shown in Table 4, the mean score of total

consumer knowledge was 30.18 which represents 75.4 percent

correct. For each sub-area of consumer knowledge, the

scores were highest in the area of economic principles,

followed by investment and money management, and consumer

advocacy. The lowest score was obtained in the area of

buying practices.
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The data presented in Table 5 indicate the

distribution of correct responses of students. Even though

the mean score of consumer knowledge was quite moderate,

fewer than eight percent of students answered 80 percent of

the questions correctly, and none of the respondents

answered 90 percent or more of the questions correctly.

Ten percent of respondents answered fewer than 60 percent of

questions correctly. In a national assessment of the

consumer education literacy of prospective teachers in the

United States, Garman (1979) also concluded that prospective

teachers did not exhibit H... a high level of comprehension

of cognitive consumer education concepts."

Since home economics, social studies and business

education have been the areas in which consumer education

is often taught, it appears that many prospective teachers

may be required to teach a subject for which they do not

possess a high level of cognitive understanding, and for

which they do not have much academic preparation. Those

results presented in Table 4 and 5 indicate that students

in secondary teacher education preparatory programs may need

to upgrade their consumer knowledge.

Table 6 indicates the correlation among the sub-

areas of consumer knowledge. Since the sub-areas of

consumer knowledge were highly correlated among one another,

it might be expected that one who is knowledgeable in one

area is likely to be knowledgeable in another area.
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Table 4

Mean Scores of Consumer Knowledge

Area of consumer
knowledge N Mean

Proportion of
correct answers S.D

Total consumer
knowledge 388 30.18 75.4% 4.24

Economic
principles 388 7.92 79.2% 1.47

Investment and
money management 388 7.55 75.5% 1.45

Consumer
advocacy 388 7.41 74.1% 1.66

Buying
practices 388 7.29 72.9% 1.74

Note. Maximum total score = 40
Maximum each sub-score = 10
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Table 5

Distribution of Correct Responses of Consumer Knowledge

Percent Correct
Responses

Number of
Students Proportion

90 - 100 % 0 0.00 %

80 - 89 % 31 7.99 %

70 - 79 % 170 43.81 %

60 - 69 % 145 37.37 %

50 - 59 % 21 5.41 %

40 - 49 % 14 3.61 %

30 - 39 % 2 0.52 %

20 - 29 % 5 1.39 %

10 - 19 % 0 0.00 %

0 - 9 % 0 0.00 %
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Table 6

Correlation Among the Sub-Areas of Consumer Knowledge

Y1 Y2 Y3 Y4 Total

Economic
principles(Y1) 1.000

***
0.266 0.281

***
0.098 0.588

***

Investment
and money
management(Y2) 1.000 0.286

***
0.181

**
0.620

***

Consumer
advocacy(Y3) 1.000 0.453

***
0.773

***

Buying
Practices(Y4) 1.000 0.684

***

Total consumer
knowledge score 1.000

Note. *2<.05; **2<.01; ***2<.001



52

The Influences of Socio-Demographic Variables on Total

Consumer Knowledge and/or Sub-Areas of Consumer Knowledge

An objective of the present study was to examine the

influence of socio-demographic variables on consumer

knowledge. To determine whether the differences in the

degree of total consumer knowledge and/or sub-areas of

consumer knowledge by socio-demographic variables were

statistically significant, all hypotheses were tested using

a one-way analysis of variance.

The effect of academic level on consumer knowledge.

Null Hypothesis 1.

There is no difference in the degree of a) total

consumer knowledge and knowledge of each sub-area

of b) economic principles, c) investment and money

management, d) consumer advocacy, and e) buying

practices by academic level of college students

in secondary teacher education preparatory

programs in Korea : H 1(a) to H 1(e).
0 0

Table 7 shows that the mean degree of total consumer

knowledge is significantly different by academic level at

2<.05. The mean score was 30.65 for the seniors and 29.74

for the freshmen. The data indicated that the students with

higher academic level scored significantly higher. This may

imply that considerable consumer knowledge appears to be

acquired through the formal education program. Null
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Hypothesis 1(a) was rejected at the .05 significance level.

This result accords with the reseach findings of Stanley

(1976) in the United States, and Jung (1985) in Korea.

However, there were no significant differences in knowledge

of sub-areas by academic level (Table 7). Hence, the null

hypotheses 1(b), 1(c), 1(d), and 1(e) were not rejected at

the .05 significance level.

The effect of academic major on consumer knowledge.

Null Hypothesis 2.

There is no difference in the degree of a) total

consumer knowledge and knowledge of sub-areas of b)

economic principles, c) investment and money

management, d) consumer advocacy, and e) buying

practices by academic major of college students in

secondary teacher education preparatory programs

in Korea: H 2(a) to H 2(e).
0 0

The data presented in Table 8 indicate that there

was a significant difference in the degree of total consumer

knowledge by academic major at 2<.05. Students majoring in

social studies, with a mean score of 31.00, obtained the

highest mean score. Students majoring in home economics,

with a mean score of 30.10, obtained the second highest mean

score. The lowest mean score 29.49 was obtained by students

majoring in business education. According to Duncan's

multiple range test, students majoring in social studies



54

Table 7

The Effect of Academic Level on Consumer Knowledge: Summary

Results of Testing Null Hypothesis 1

Academic level

Dependent
variables

Mean

Freshmen Seniors

Total consumer
knowledge (40) 29.74 30.65 4.42*

Economic
principles (10) 7.84 8.01 1.28

Investment and
money management(10) 7.70 7.42 3.85

Consumer
advocacy (10) 7.30 7.53 1.78

Buying
practices (10) 7.18 7.40 1.55

Note. *2<.05



55

Table 8

The Effect of Academic Major on Consumer Knowledge: Summary

Results of Testing Null Hypothesis 2

Academic major

Mean

Dependent
variables

Home
economics

Social
studies

Business
education

Total consumer
knowledge (40) 30.10 31.00 29.49 4.17*

Economic
principles (10) 7.41 8.53 7.87 20.80***

Investment & money
management(10) 7.46 7.54 7.66 0.66

Consumer
advocacy (10) 7.56 7.58 7.11 3.44*

Buying
practices (10) 7.67 7.35 6.86 7.56***

Note. *2<.05; ***p<.001
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obtained mean scores significantly higher than business

education majors (Table D.1). Null hypothesis 2(a) was

rejected at the .05 significance level. This result accords

with the research findings of Garman (1979) in the United

States and Lee (1986) in Korea.

The data presented in Table 8 also indicate that

there were significant differences in knowledge of each

sub-area of economic principles (H 2(b), p<.001), consumer
0

advocacy (H 2(d) ,p<.001), and buying practices (H 2(e),
0 0

p<.05) by academic major. Hence, null hypotheses 2(b),

2(d), and 2(e) were rejected at the .05 significance level.

Null hypothesis 2(c) was not rejected at the .05

significance level.

The relationship of consumer knowledge and academic

major varied depending on the specific sub-area. Students

majoring in social studies showed relative strength in the

area of economic principles (Table D.2). Students majoring

in social studies and majoring in home economics showed

no differences in the area of consumer advocacy and buying

practices from one another but have significantly higher

score than those majoring in business education (Table D.3,

Table D.4). Students majoring in business education showed

highest scores in the area of investment and money

management, though this difference is not statistically

significant. These results may be related to the content

covered primarily in each related major, such as economic

principles in social studies, financial management in
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business education, and buying practices in home economics.

This may indicate the importance of school education as a

major source of consumer knowledge, as well as the benefits

of a team approach to teaching consumer education.

The effect of sex on consumer knowledge.

Null Hypothesis 3.

There is no difference in the degree of a) total

consumer knowledge and knowledge of each sub-area

of b) economic principles, c) investment and money

management, d) consumer advocacy, and e) buying

practices by sex of college students in secondary

teacher education preparatory programs in Korea:

H 3(a) to H 3(e).
0 0

There was no significant difference in the degree of

consumer knowledge by sex (Table 9). Null hypothesis 3(a)

was not rejected at the .05 significance level. This result

is contrary to the research findings of Garman (1979) and

Lytton and Garman (1983) who found that consumer knowledge

of male students was significantly higher than that of

females.

As a result of testing hypothesis 3(b) to 3(e),

significant difference by sex was found only in knowledge of

the sub-area of buying practices (H 3(e), p<.001). Female
0

students scored higher (M=7.46) in the buying practices area

than male students (M=6.68). Null hypothesis 3(e) was
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Table 9

The Effect of Sex on Consumer Knowledge: Summary Results

of Testing Null Hypothesis 3

Sex

Mean
Dependent
variables Male Female

Total consumer
knowledge (40) 29.48 30.37 2.92

Economic
principles (10) 8.11 7.87 1.69

Investment and
money management(10) 7.52 7.56 0.05

Consumer
advocacy (10) 7.17 7.48 2.30

Buying
practices (10) 6.68 7.46 13.62***

Note. ***2<.001
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Table 10

The Effect of Total Family Income on Consumer Knowledge:

Summary Results of Testing Null Hypothesis 4

Total family income

Mean

$215 $643 $1072 $1500 $1929 $2358
group group group group group group

Total consumer
knowledge (40) 28.66 30.51 29.97 29.91 30.62 30.59 0.70

Economic
principles(10) 7.50 7.94 7.93 7.89 7.98 8.00 0.29

Investment & money
management(10) 7.50 7.86 7.36 7.47 7.66 7.72 1.15

Consumer
advocacy(10) 6.93 7.43 7.31 7.28 7.64 7.70 1.01

Buying
practices(10) 6.93 7.28 7.38 7.28 7.34 7.17 0.25
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rejected at the .05 significance level and null hypotheses

3(b), 3(c), and 3(d) were not rejected at the .05

significance level (Table 9).

One reason for this result may be that since buying

practices is a major subject taught in home economics,

female students are more knowledgeable about buying

practices area than male students. Another reason can be

assumed that, generally, females may spend more time

for shopping and taking responsibility for household

purchases than males.

The effect of total family income on consumer

knowledge.

Null Hypothesis 4.

There is no difference in the degree of a) total

consumer knowledge and knowledge of each sub-area

of b) economic principles, c) investment and money

management, d) consumer advocacy, and e) buying

practices by total family income of college students

in secondary teacher education preparatory programs

in Korea: H 4(a) to H 4(e).
0 0

After testing null hypotheses, no significant

differences by total family income were found in the degree

of total consumer knowledge and/or sub-areas of consumer

knowledge at 2<.05. Therefore, all null hypotheses were

not rejected at the .05 significance level (Table 10).
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The effect of urban/rural background on consumer

knowledge.

Null Hypothesis 5.

There is no difference in the degree of a) total

consumer knowledge and knowledge of each sub-area

of b) economic principles, c) investment and money

management, c) consumer advocacy, and d) buying

practices by urban/rural background of college

students in secondary teacher education preparatory

programs in Korea: H 5(a) to H 5(e).
0 0

As shown in Table 11, there was a significant

difference in the degree of total consumer knowledge by

urban/rural background at 2<.05. The students from large

cities obtained the highest mean score of 30.89. The

students from middle and small cities showed the second

highest mean score of 29.99. The lowest score for students

from rural areas was 29.27. According to Duncan's multiple

range test, students from large cities obtained mean score

significantly higher than those from rural areas (Table

E.1). Null hypothesis 5(a) was rejected at the .05

significance level. This result accords with reseach

findings of Jung (1985) and Lee (1986) in Korea.

As a resulting of testing null hypotheses 5(b) to

5(e), there was a significant difference in knowledge of

sub-area of economic principles by urban/rural background



62

Table 11

The Effect of Urban/Rural Background on Consumer Knowledge:

Summary Results of Testing Null Hypothesis 5

Dependent
variables

Urban/rural background

Large
cities

Mean

Mid & small
cities

Rural
area

Total consumer
knowledge (40) 30.89 29.99 29.27 4.17*

Economic
principles(10) 8.18 7.86 7.49 9.06***

Investment and
money management(10) 7.58 7.52 7.50 0.11

Consumer
advocacy(10) 7.54 7.25 7.24 1.54

Buying
practices(10) 7.59 7.36 7.05 2.03

Note. *p<.05; ***2<.001
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Table 12

The Effect of Previous Coursework in Consumer Economics

on Consumer Knowledge: Summary Results of Testing Null

Hypothesis 6

Dependent
variables

Previous coursework
in consumer economics

Yes

Mean

No

Total consumer
knowledge (40) 30.53 29.99 1.11

Economic
principles(10) 8.08 7.85 2.11

Investment and
money management(10) 7.56 7.55 0.00

Consumer
advocacy(10) 7.59 7.32 2.22

Buying
practices(10) 7.30 7.27 0.02
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at p<.001 (Table 11). Students from large cities showed

significantly higher scores than those from rural areas

(Table E.2). Null hypothesis 5(b) was rejected at the .05

significance level and null hypotheses 5(c), 5(d), and 5(e)

were not rejected at the .05 significance level. Students

from urban areas uniformly showed a higher mean score of

consumer knowledge and each sub-area of consumer knowledge,

even though some of the differences were not statistically

significant. This may be due to the higher quality of

education as a whole and the more abundant source of

information in urban areas, and opportunity for shopping.

The effect of previous coursework in consumer

economics on consumer knowledge.

Null Hypothesis 6.

There is no difference in the degree of a) total

consumer knowledge and knowledge of each sub-area of

b) economic principles, c) investment and money

management, d) consumer advocacy, and e) buying

practices by previous coursework in consumer

economics of college students in secondary teacher

education preparatory programs in Korea: H 6(a) to
0

H 6(e)
0

After testing null hypothesis 6(a), there was no

significant difference in the degree of total consumer

knowledge by previous coursework in consumer economics at

p<.05 (Table 12). Null hypothesis 6(a) was not rejected at
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the .05 significance level.

As a result of testing null hypotheses 6(b) to 6(e),

no significant differences by previous consumer economics

coursework were found in any sub-areas of consumer knowledge

at the .05 significance level.

In contrast to generally held expectations, there

was no significant difference in mean score of total

consumer knowledge and any of the sub-areas of

knowledge by previous consumer economics co

However, even though the differences are so small

statistically insignificant, students who had taken

economics coursework uniformly showed a higher mean

total consumer knowledge and each sub-area of

knowledge than their counterparts who had not taken

economics coursework.

Regression Model Building of Consumer Knowledge

consumer

ursework.

as to be

consumer

score of

consumer

consumer

Multiple regression was used as a general

statistical technique through which an analysis was made of

the relationship between a dependent or criterion variable

and a set of independent variables.

In an attempt to further define the predictors that

made a significant difference in the degree of consumer

knowledge, stepwise multiple regression analysis was used.

Model to be developed was as follows:
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Model of total consumer knowledge.

Y = f(YEAR, MAJOR1, MAJOR2, GEND, INCOME, AREA1, AREA2,

COURSE)

Y = Total consumer knowledge

YEAR = Academic level

O if freshmen

1 if others

MAJOR1 = Academic major

O if social studies major

1 if others

MAJOR2 = Academic major

0 if home economics majors

1 if others

GEND = Sex of students

O if male

1 if others

INCOME = Total family income

mid-value of six categorical interval:

$215; $643; $1072; $1500; $1929; $2358

AREA1 = Urban/rural background (growth region)

O if rural area

1 if others

AREA2 = Urban/rural background (growth region)

O if large cities

1 if others
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COURSE = Previous coursework in consumer economics

0 if students had taken coursework

1 if others

The results of the stepwise regression are shown in

Table 13. The variables were entered into the model in the

following order: YEAR (Freshmen: 0 vs. Seniors:1), MAJOR1

(Social studies : 0 vs. Home economics and Business

education : 1), AREA1 (Rural area : 0 vs. Large, middle and

small cities : 1), and GEND (Male : 0 vs. Female : 1). Each

variable was found to explain 2.1 percent, 1.4 percent, 0.8

percent, and 0.6 percent of the variation in the dependent

variable in each step, respectively. These four independent

variables together explained 5 percent of the variation in

the dependent variable (total consumer knowledge).

As shown in Table 13, the regression equation would

be: Y = 28.6644 + 0.8306*(YEAR) - 1.0772*(MAJOR1) +

0.7640*(GEND) + 1.0107*(AREA1). The data indicated that

this equation would be the best predictor for the degree of

total consumer knowledge. Stepwise regression procedures

are shown in Appendix A.

The results of regression were the same as those of

one-way ANOVA. That is, social studies majors, students

from urban areas, senior students, and female students

showed higher score of total consumer knowledge than their

counterparts.
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Table 13

Stepwise Regression Model: Consumer Knowledge

Independent
Variable Coefficient F 2

Partial
R-square

Cumulative
R-square

YEAR 0.8306 4.03 .05 .0206 .0206

MAJOR1 -1.0772 5.94 .02 .0147 .0353

GEND 0.7640 2.32 .13 .0082 .0435

AREA1 1.0107 5.20 .02 .0058 .0493

2
F = 4.96 df = (4, 383) 2<.001 R = 0.0493
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Attitudes Toward Consumer Education

In this section the attitudes respondents have

toward consumer education and the influence of socio-

demographic variables on attitudes toward consumer

education are discussed.

Description of Attitudes Toward Consumer Education

An objective of the present study was to evaluate

the attitudes toward consumer education of college students

in secondary teacher education preparatory programs in

Korea. To evaluate the attitudes toward consumer education,

respondents were asked to indicate the extent to which they

agree with each of 19 statements.

The answers were measured on a 4-point Likert Scale:

4=strongly agree, 3=agree, 2=disagree, 1=strongly disagree,

0=don't know. For items stated in negative terms the rating

scale was reversed for coding, with strongly disagree scored

as 4 points and strongly agree as 1 point.

As shown in Table 14, the mean score for attitudes

toward consumer education was 2.941. Students tended to be

slightly favorable toward consumer education. Table 14 also

shows mean scores for individual questions measuring

respondents' attitudes toward consumer education.

The data presented in Table 14 show that all

students gave an average rating of at least flagreeu for

eight statements (Statement 2, 3, 4, 9, 12, 13, 14, 17, 19).
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Students showed the least favorable attitudes, with a mean

score of 2.026 on statement 15. Importantly, over 80 percent

of students thought that they didn't have sufficient

consumer knowledge to teach consumer education (Table 15).

Table 14

Mean Scores of Attitudes Toward Consumer Education

Statement Mean

1.Consumer education is not an interesting
subject to me.

2.Consumer education will
consumption behavior of

3.Consumer education will
buying skills.

4.Consumer education should be taught within 3.0457
elementary school curriculum.

5.Consumer education should be taught within 2.7946
middle school curriculum.

not affect rational
students.

not improve students'

a
2.8997

b
3.3684

c
3.3500

6.Consumer education should be taught within 2.7154
high school curriculum.

7.Consumer education should be a required course 2.7843
for every student in secondary teacher education
preparatory programs at college level.

8.Consumer education should be a part of the 2.7451
general studies requirement for all college
students.

9.Consumer education should be taught in the home. 3.2005

10.Consumer education
consumer agencies.

11.Consumer education
mass media.

should be taught by 2.6076

should be taught by 2.9443
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Table 14 continued

Statement

12.Consumer education should be taught in school.

13.All teachers need to be knowledgeable in
the area of consumer economics, consumer
behavior, and consumer protection.

14.Consumer education is especially important
for teachers in home economics, business
education, and social studies.

15.My knowledge in consumer economics, consumer
behavior, and consumer protection is sufficient
to teach them.

16.Consumer education will not reduce the need
for government regulation.

17.Consumer education should teach people to
actively demand their rights in the market
place.

18.Consumer education has the potential to reduce
the influence of business in the marketplace
by increasing consumer power.

Mean

3.0367

3.1085

3.3342

2.0260

d
2.8307

3.2526

2.6105

19.The best way to protect consumers from the fraud 3.2160
and deception is through consumer education.

TOTAL 2.9410

Note. a - d ; reversed score
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Table 15

Distribution of Attitudes on 19 Statements

Statement DK SD

Proportion

D

(%)

A SA

1 12.62 1.03 21.65 49.74 14.95

2 2.06 0.51 5.67 48.97 42.78

3 2.06 0.25 3.16 55.67 38.40

4 4.12 2.84 17.27 48.45 27.32

5 4.64 3.35 25.52 53.87 12.63

6 3.09 5.67 28.09 51.29 11.86

7 7.99 3.87 29.38 41.49 17.27

8 7.99 4,90 30.67 39.43 17.01

9 4.90 2.84 4.64 58.25 29.38

10 5.41 4.90 35.31 46.39 7.99

11 2.84 1.80 16.49 64.18 14.69

12 1.80 0.26 10.57 72.68 14.69

13 2.58 0.77 12.89 58.76 25.00

14 2.06 1.29 3.35 54.64 38.66

15 10.82 9.28 70.88 6.44 2.58

16 17.78 2.58 19.07 50.26 10.31

17 2.06 0.77 5.15 60.57 31.44

18 6.70 6.96 29.90 48.97 7.47

19 3.35 2.32 6.44 55.93 31.96

Note. DR =Don't Know; SD=Strongly Disagree; D=Disagree;
A=Agree; SA=Strongly Agree
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The Influences of Socio-Demographic Variables on Attitudes

Toward Consumer Education

To determine whether the differences in attitudes

toward consumer education by socio-demographic variables

were statistically significant, null hypotheses 7 to 12 were

tested using a one-way analysis of variance (ANOVA).

The effect of academic level on attitudes toward

consumer education.

Null Hypothesis 7.

There is no difference in attitudes toward consumer

education by academic level of college students

in secondary teacher education preparatory programs

in Korea.

As shown in Table 16, there was no significant

difference at p<.05 in attitudes toward consumer education

by academic level. Null hypothesis 7 was not rejected at

the .05 significance level.

The effect of academic major on attitudes toward

consumer education.

Null Hypothesis 8.

There is no difference in attitudes toward consumer

education by academic major of college students

in secondary teacher education preparatory programs

in Korea.

Table 16 indicates that there was no significant
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difference in attitudes toward consumer education by

academic major at 2<.05. Null hypothesis 8 was not rejected

at the .05 significance level.

The effect of sex on attitudes toward consumer

education.

Null Hypothesis 9.

There is no difference in attitudes toward consumer

education by sex of college students in secondary

teacher education preparatory programs in Korea.

As shown in Table 16, there was no significant

difference in attitudes toward consumer education by sex at

2<.05. Hence, null hypothesis 9 was not rejected at the .05

significance level.

The effect of total family income on attitudes toward

consumer education.

Null Hypothesis 10.

There is no difference in attitudes toward consumer

education by total family income of college students

in secondary teacher education preparatory programs

in Korea.

Table 16 shows there was no significant difference

at 2<.05 in attitudes toward consumer education by total

family income. Null hypothesis 10 was not rejected at

the .05 significance level.
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The effect of urban/rural background on attitudes

toward consumer education.

Null Hypothesis 11.

There is no difference in attitudes toward consumer

education by urban/rural background of college

students in secondary teacher education preparatory

programs in Korea.

The data presented in Table 16 indicate that there

was no significant difference in attitudes toward

consumer education by urban/rural background at

p<.05. Null hypothesis 11 was not rejected at the .05

significance level.

The effect of previous coursework in consumer

economics on attitudes toward consumer education.

Null Hypothesis 12.

There is no difference in attitudes toward consumer

education by previous coursework in consumer

economics of college students in secondary teacher

education preparatory programs in Korea.

The data presented in Table 16 indicate that there

was a significant difference in attitude toward consumer

education by previous coursework in consumer economics at

p<.01. Null hypothesis 12 was rejected at the .05

significance level.

Students who had taken coursework in consumer

economics tended to be more favorable toward consumer
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Table 16

The Effects of Socio-Demographic Variables on Attitudes

Toward Consumer Education: Summary Results of Testing

Null Hypotheses 7 to 12

Dependent variable

Socio-demographic variables

Attitude

mean

Academic Freshman 2.93
level 1.65

Senior 2.97

Academic
major

Home economics 2.98

Socail studies 2.92 1.53

Business Education 2.93

Sex Male 2.96
0.18

Female 2.94

$ 215 2.92

Total
family
income

$ 643

$ 1072

2.92

2.95
1.23

$ 1500 2.93

$ 1929 2.92

$ 2358 3.04

Large cities 2.96
Urban/
rural Mid $ small cities 2.91 0.95
Background

Rural 2.94

Yes 3.01 **
Previous 9.22
Coursework No 2.91
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education than students who had not taken. As shown in

Table 16, the mean score for students who had taken a

consumer economics coursework was 57.27 and 55.38 for

students who had not taken a consumer economics course.

The result may imply that one or more courses in

consumer economics at the college level is likely to be

sufficient to bring about the requisite attitudinal change.

The result supports the need for offering consumer economics

courses in college for prospective teachers.

Regression Model Building of Attitudes toward Consumer

Education

To find further information about the relationship

between attitudes toward consumer education and a set of

independent variables, stepwise multiple regression analysis

was used. The regression model to be developed is as

follows:

Model of Attitudes Toward Consumer Education

Y = f{YEAR, MAJOR1, MAJOR2, GEND, INCOME, AREA1, AREA2,

COURSE}

Y = Attitudes toward consumer education

(Variables are same as described in the consumer

knowledge model)
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Table 17

Stepwise Regression Model: Attitudes Toward Consumer

Education

Independent
Variable Coefficient F 2

Partial
R-square

Cumulative
R-square

MAJOR2 -0.0560 3.01 .083 .0233 .0233

COURSE -0.0996 9.29 .003 .0076 .0309

2
F = 6.14 df = (2, 385) 2<.0025 R = 0.0309
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The results of regression analysis are shown in

Table 17. The variables were entered in the model in the

following order: COURSE (students who had taken coursework:

0 vs. students who had not: 1) and MAJOR2 (home economics

majors: 0 vs. social studies and business education majors:

1). Each variable explained some variation in the dependent

variable, 2.3 percent and 0.7 percent, respectively. These

two variables together explained 3.1 percent of the

variation in the dependent variable (attitudes toward

consumer education). The regression equation would be: Y =

3.0513 - 0.0560*(MAJOR2) - 0.0996*(COURSE). The procedures

for stepwise regression appear in Appendix B.

The results are that students majoring in home

economics and students who had taken a consumer economics

course have more favorable attitudes toward consumer

education.

The Relationship Between Total Consumer Knowledge and

Attitudes Toward Consumer Education

An objective of the present study was to examine the

relationship between total consumer knowledge and attitudes

toward consumer education. Null hypothesis 13 was used to

test for that objective.

Stepwise multiple regression analysis was used to

examine the relationship between total consumer knowledge

and attitudes toward consumer education when other socio-
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demographic variables were controlled. Attitude toward

consumer education was used as a dependent variable.

Consumer knowledge was used as an explanatory variable,

along with other explanatory variables, to attain

information on the relationship between the degree of total

consumer knowledge and attitudes toward consumer education.

The model to be developed is as follows:

Model of Relationship Between Consumer Knowledge and

Attitudes Toward Consumer Education

Y = f {SCORE, YEAR, MAJOR1, MAJOR2, GEND, INCOME, AREA1,

AREA2, COURSE}

Y = Attitudes toward consumer education

SCORE = Total consumer knowledge

(other variables are same as described in the

consumer knowledge model)

Null Hypothesis 13

There is no association between the degree of total

consumer knowledge and attitudes toward consumer

education when other socio-demographic variables are

controlled.

The results of the stepwise multiple regression are

shown in Table 18. The variables were entered into the model

in the following order: COURSE (students had taken a

consumer economics coursework: 0 vs. students had not: 1),

SCORE, MAJOR2 (home economics major: 0 vs. social studies
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and business education majors: 1), GEND (male: 0 vs.

female: 1). Each variables was found to explain 2.3 percent,

1.5 percent, 0.8 percent, and 0.6 percent of the variance in

the dependent variable in each step, respectively. These

variables all together explained 5.3 percent of the variance

in the dependent variable.

Consumer knowledge made a significant contribution

(2<.009) to the explained variance in attitudes toward

consumer education. Null hypothesis 13 was rejected at

the .05 significance level. The regression equation would

be: Y = 2.825 - 0.079(MAJOR2) + 0.063(GEND) - 0.098(COURSE)

+ 0.01(SCORE). The procedure for stepwise regression appears

in Appendix C.

This finding indicates that students who had taken

consumer economics coursework, have higher consumer

knowledge, major in home economics, and are female have

more favorable attitudes toward consumer education.
2

Since the amount of explained variance (R ) is

small, other variables which may cause variance need to be

assessed. Grade point averages of respondents, father's

occupation, parent's education, mental ability, allowance,

and shopping experience are factors which could be

incorporated in future study.
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Table 18

The Relationship Between Total Consumer Knowledge and

Attitudes Toward Consumer Education: Summary Results of

Testing Null Hypothesis 13

Independent Partial Cumulative
Variables Coefficient F 2 R-squared R-squared

COURSE -0.0975 9.01 .003 .0233 .0233

SCORE 0.0098 6.90 .009 .0148 .0381

MAJOR2 -0.0791 5.22 .023 .0082 .0464

GEND 0.0630 2.50 .115 .0062 .0525

F = 5.31 df = (4,383) 2<.0004 R-squared = 0.0530
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CHAPTER V

SUMMARY, IMPLICATIONS, AND SUGGESTIONS

Summary

Summary of Procedure

The purpose of the present study was to assess the

degree of consumer knowledge and attitudes toward consumer

education of college students in secondary teacher education

preparatory programs in Korea. That would provide a basis

and/or evidence of need for creating consumer-related

courses in a curriculum for prospective teachers.

The rationale was that teacher education

preparatory programs should be developing a solid background

of consumer knowledge and attitudes in its students.

Prospective teachers with a high level of consumer knowledge

would then be able to implement consumer education within

their curricula in the future. Also, favorable attitudes of

prospective teachers toward consumer education could be

expected to influence positively their pupils' learning and

behavior.

The data for the present study were collected in

Korea, during May, 1991. Four hundred fifty questionnaires

were distributed to the freshmen and senior students with

majors in home economics, social studies, and business
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education, in five randomly selected colleges. The

questionnaire return rate was 92 percent (N=415), and 388

(86 percent of the total) questionnaires were usable for

analysis. Collected data were coded and analyzed using the

SAS software package. The data were analyzed using t-

test, one-way analysis of variance (ANOVA), Pearson's

correlation, Duncan's multiple range test and stepwise

multiple regression. A .05 significance level was chosen as

the criterion for rejection of the null hypotheses.

Summary of Findings and Implications

1. The mean score on the 40 knowledge questions was

30.18 which represented 75.4 percent correct. Students

obtained the highest score in the area of economic

principles and the lowest score in the area of buying

practices. Additionally, the scores in sub-areas of consumer

knowledge were highly and positively correlated.

2. The relationships of consumer knowledge and

socio-demographic variables were investigated using a one-

way analysis of variance (ANOVA). As shown in Table 19,

academic level, academic major, sex, and urban/rural

background had an effect on the degree of total consumer

knowledge and/or the sub-areas of consumer knowledge.

Senior students received a higher mean score than

freshmen. This result may imply that consumer knowledge

appears to be acquired through the formal education program.
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Table 19

Summary Results of Testing Null Hypotheses 1 to 6

H
0

Independent variables Dependent variable

Socio-demographic
variables

Consumer knowledge

Sub-area

Total 1 2 3 4

H 1 Academic level F* n.s n.s n.s n.s
0

H 2 Academic major F* F*** n.s F* F***
0

H 3 Sex n.s n.s n.s n.s F***
0

H 4 Total famliy income n.s n.s n.s n.s n.s
0

H 5 Urban/rural background F* F*** n.s n.s n.s
0

H 6 Previous coursework n.s n.s n.s n.s n.s
0

Note. Total: Total consumer knowledge
Sub-area 1: Economic principles
Sub-area 2: Investment and money management
Sub-area 3: Consumer advocacy
Sub-area 4: Buying practices

*p<.05 ; **2<.01 ; ***p<.001

n.s: not significant
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Students majoring in social studies showed highest

scores in the area of economic principles. Also, students

majoring in home economics and majoring in social studies

showed relative strength in the area of consumer advocacy

and buying practices. These results may be related to the

content covered primarily in each related major, such as

economic principles in social studies, financial management

in business education, and buying practices in home

economics. This indicates the importance of school

education as a major source of consumer knowledge and

broadening the curriculum in each of the areas may be an

appropriate solution to improve consumer knowledge.

Female students scored higher than male students in

the buying practices area. This may imply that since

buying practices is a major subject which is taught in home

economics, the curriculum, again, has contributed to the

knowledge score. Another reason can be posited. Generally,

females take more responsibility for household purchases,

and spend more time for shopping than males. Life

experiences in the marketplace may improve consumer

knowledge.

Students from urban areas uniformly showed higher

mean scores of consumer knowledge and each sub-area of

consumer knowledge than those from rural areas, even though

some of the differences were not statistically significant.

This may be due to higher quality education and more

abundant sources of information in urban areas.
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3. In an attempt to define the best predictors for

the degree of total consumer knowledge within the variables

used in the study, a stepwise multiple regression analysis

was used. Analysis of the regression indicated that the

equation would be: Y = 28.6644 + 0.8306*(YEAR) -

1.0772*(MAJOR1) + 0.7046*(GEND) + 1.0107*(AREA1). The

results show that students who are seniors, majoring in

social studies, are female, and come from urban areas

obtained a higher mean score of total consumer knowledge

than any of their counterparts.

4. Students tended to be slightly favorable toward

consumer education, with mean score of 2.941 from a range of

1 to 4. The relationships of attitudes toward consumer

education and socio-demographic variables were examined

using a one-way analysis of variance. There was no

significant difference in attitudes toward consumer

education at the .05 significance level by socio-

demographic variables except for previous coursework in

consumer economics (Table 20). Students who had taken

consumer economics coursework tended to have more favorable

attitudes toward consumer education than those who had not.

This result may imply that one or more consumer economics

courses at the college level is likely to bring an

attitudinal change. Hence, the result supports the need for

offering consumer economics courses in college for

prospective teachers.
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Table 20

Summary Results of Testing Null Hypotheses 7 to 12

H
0

Independent variables

Socio-demographic
variables

Dependent variables

Attitudes

H 7 Academic level n.s
0

H 8 Academic major n.s
0

H 9 Sex n.s
0

H 10 Total family income n.s
0

H 11 Urban/rural background n.s
0

H 12 Previous coursework F**
0

Notes. *2<.05 ; **2<.01 ; ***2<.001

n.s: not significant
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5. To find further information about the

relationship between attitudes toward consumer education and

a set of independent variables, a stepwise multiple

regression analysis was used. The regression equation would

be: Y = 3.0531 - 0.0560*(MAJOR2) - 0.0996*(COURSE). Those

were the best predictors for attitudes toward consumer

education. The result showed that students with a major in

home economics and students who had taken consumer economics

coursework have more favorable attitudes toward consumer

education.

6. To examine the relationship between total

consumer knowledge and attitudes toward consumer education

when other socio-demographic variables are controlled, a

stepwise multiple regression analysis was used. There was a

significant positive relation between consumer knowledge and

attitudes toward consumer education at p<.001. That is to

say, the more consumer knowledge one has, the more favorable

are the attitudes toward consumer education. The regression

equation would be: Y = 2.825 - 0.079*(MAJOR2) + 0.063*(GEND)

- 0.098*(COURSE) + 0.01*(SCORE). The result indicated that

students who major in home economics, are female, have

taken consumer economics coursework, and have more

consumer knowledge have more favorable attitudes toward

consumer education.

Since the amount of explained variance is small,

other variables which may cause variance need to be

assessed. Grade point averages of respondents, father's
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occupation, parents' education, mental ability, allowance,

and experience in shopping are factors which could be

incorporated in future study.

Suggestions for Future Studies

1. A longitudinal study could be undertaken to

retest the senior students in secondary teacher education

preparatory programs a few years later when they will be in-

service teachers. The intent would be to determine

retention of consumer knowledge. Also, when they are

in-service teachers, will they continue to hold their prior

attitudes toward consumer education? If there is a decrease

in their consumer knowledge and/or attitude changes, that

would demonstrate the need for consumer education retraining

for in-service teachers.

2. A study needs to be conducted to evaluate

attitudes and receptiveness toward consumer education of

faculties, school administrators, and/or policy makers who

would directly affect and implement curriculum.

3. A study needs to be conducted to determine

content of the present consumer education courses offered at

the college level. Such a study would further define

consumer education for curriculum implementation at the

college level, and also eliminate the ambiguity resulting

from the lack of uniformity of course titles and

instructional contents. One result could be a comprehensive

guide for consumer education at various level.
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APPENDIX A

Stepwise Regression Procedure: Consumer Knowledge

Step 1

Stepwise Procedure for Dependent Variable SCORE

Variable MAJOR1 Entered R-square = 0.02056743

Regression
Error
Total

Variable

DF Sum of Squares

1

386
387

Parameter
Estimate

INTERCEP 30.47580645
MAJOR1 -1.25989736

133.92579058
6377.62060117
6511.54639175

Mean Square

133.92579058
16.52233316

Standard Type II
Error Sum of Squares

96

C(p) = 7.29184639

F Prob >!

8.11 0.0046

F Prob>F

0.36502688 115168.07258065 6970.45 0.0001
0.44252595 133.92579058

Bounds on condition number: 1, 1

8.11 0.0046

Step 2 Variable AREA1 Entered R-square = 0.03529915 C(p) = 3.40639539

Regression
Error
Total

Variable

INTERCEP
MAJOR1
AREA1

DF Sum of Squares

2
385
387

229.85207647
6281.69431528
6511.54639175

Mean Square

114.92603824
16.31608913

Parameter Standard Type II
Estimate Error Sum of Squares

29.65092438
-1.12833722
1.07668818

Bounds on condition number:

0.49730844
0.44308990
0.44404723

58001.72144215
105.80597618
95.92628589

1.015223, 4.060893

F Prob>F

7.04 0.0010

F Prob>F

3554.88 0.0001
6.48 0.0113
5.88 0.0158

Step 3 Variable YEAR Entered R-square

Regression
Error
Total

Variable

INTERCEP
YEAR
MAJOR1
AREA1

DF Sum of Squares

3

384
387

Parameter
Estimate

29.33121574
0.74485853

-1.12204446
1.01571451

283.25396531
6228.29242645
6511.54639175

Standard
Error

0.52620971
0.41050114
0.44179020
0.44400450

Bounds on condition number: 1.021072,

= 0.04350026

Mean Square

94.41798844
16.21951153

Type II
Sum of Squares

50394.15721927
53.40188883

104.62265495
84.88018795

9.12725

C(p) = 2.12998167

F Prob>F

5.82 0.0007

F Prob>F

3107.01 0.0001
3.29 0.0704
6.45 0.0115
5.23 0.0227



Step 4 Variable GEND Entered R-square 0.04926527

Regression
Error
Total

Variable

INTERCEP
YEAR
MAJOR1
GEND
AREA1

DF

4

383
387

Parameter
Estimate

28.66444838
0.83060281

-1.07719849
0.76393919
1.01073508

Bounds on condition number:

Sum of Squares

320.79307934
6190.75331241
6511.54639175

Standard
Error

0.68364909
0.41364063
0.44201212
0.50129012
0.44325399

1.025025,

Mean Square

80.19826983
16.16384677

Type II
Sum of Squares

28416.16197622
65.17561347
95.99924883
37,53911403
84.04542935

16.35658

97

C(p) - 1.82681091

F Prob>F

4.96 0.0007

F Prob>F

1758.01 0.0001
4.03 0.0453
5.94 0.0153
2.32 0.1283
5.20 0.0231

-All variables in the model are significant at the 0.1500 level.
No other variable met the 0.1500 significance level for entry into the model.

Summary of Stepwise Procedure for Dependent Variable SCORE

Variable Number Partial
Step Entered Removed In R**2

Model
R**2 C(p) F Prob>F

1 MAJOR1 1 0.0206 0.0206 7.2918 8.1057 0.00462 AREA1 2 0.0147 0.0353 3.4064 5.8792 0.01583 YEAR 3 0.0082 0.0435 2.1300 3.2924 0.07044 GEND 4 0.0058 0.0493 1.8268 2.3224 0.1283
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APPENDIX B

Stepwise Regression Procedure: Attitudes Toward Consumer
Education

Step 1

Stepwise Procedure for Dependent Variable ANS

Variable COURSE Entered R-square = 0.02332408 C(p) = 4.34585041

DF Sum of Squares Mean Square F Prob>F

Regression 1

Error 386
Total 387

Variable

INTERCEP
COURSE

Parameter
Estimate

3.01410169
-0.09945183

Bounds on condition number:

0.83803003
35.09178507
35.92981510

0.83803003
0.09091136

Standard Type II
Error Sum of Squares

9.22 0.0026

F Prob>F

0.02696833 1135.60112260 12491.3 0.0001
0.03275609 0.83803003 9.22 0.0026

1, 1

Step 2 Variable MAJOR2 Entered R-square

Regression
Error
Total

Variable

INTERCEP
MAJOR2
COURSE

DF Sum of Squares

2

385
387

Parameter
Estimate

3.05128664
-0.05600143
-0.09958640

1.11015508
34.81966002
35.92981510

Standard
Error

0.03439582
0.03228470
0.03267128

Bounds on condition number: 1.000006,

0.03089788

Mean Square

0.55507754
0.09044068

Type II
Sum of Squares

711.73541214
0.27212505
0.84029480

4.000023

C(p) = 3.33435834

F Prob>F

6.14 0.0024

F Prob>F

7869.64 0.0u01
3.01 0.0836
9.29 0.0075

All variables in the model are significant at the 0.1500 level.

Nc other variatle met the 0.1500 significance lever for entry into the

Summary of Stepwise Procedure for Dependent Variable ANS

Variable Number
Step Entered Removed In

Partial
R *2

Model
R*t2 C(p) F Prob >0

1 COURSE 1 0.0233 0.0233 4.3459 9.2181 0.0026
2 MAJOR2 2 0.0076 0.0309 3.3344 3.0089 0.0836
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APPENDIX C

Stepwise Regression Procedure: Relationship Between Consumer
Knowledge and Attitudes Toward Consumer Education.

Stepwise Procedure for Dependent Variable ANS

Step 1 Variable COURSE Entered R-square = 0.02332408 C(p) = 9.61911134

Regression
Error
Total

Variable

INTERCEP
COURSE

DF Sum of Squares

1

386
387

Parameter
Estimate

3.01410169
-0.09945183

0.83803003
35.09178507
35.92981510

Standard
Error

0.02696833
0.03275609

Bounds on condition number: 1,

Mean Square

0.83803003
0.09091136

Type II
Sum of Squares

F Prob>F

9.22 0.0026

F Prob >F

1135.60112260 12491.3 0.0001
0.83803003 9.22

1

0.0026

Step 2 Variable SCORE Entered R-square = 0.03814560 C(p) = 5.64575733

Regression
Error
Total

Variable

INTERCEP
COURSE
SCORE

DF

2
385
387

Parameter
Estimate

2.74252497
-0.09467431
0.00905980

Bounds on condition number:

Sum of Squares Mean Square

1.37056427
34.55925083
35.92981510

0.68528214
0.08976429

Standard Type II
Error Sum of Squares

0.11467396
0.03260783
0.00371961

51.34227879
0.75670059
0.53253424

1.003632, 4.014526

F Prob>F

7.63 0.0006

F Prob>F

571.97 0.0001
8.43 0.003';
5.93 0.0153

Step 3 Variable MAJOR2 Entered R -squa re = 0.04635822 C(p) = 4.33591314

DF Sum of Squares Mean Square F Prob>F

Regression 3 1.66564228 0.55521409 6.22 0.0004
Error 384 34.26417282 0.08922962
Total 387 35.92981510

Parameter Standard Type II
Variable Estimate Error Sum of Squares F Prob>F

INTERCEP 2.77535354 0.11574836 51.29983013 574.92 0.0001
MAJOR2 -0.05834031 0.03208151 0.29507800 3.31 0.0698
COURSE -0.09471055 0.03251058 0.75727969 8.49 0.0038
SCORE 0.00925694 0.00371010 0.55548720 6.23 0.0130

Bounds on condition number: 1.004489, 9.026944
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Step 4 Variable GEND Entered R-square 0.05253834 C(p) 3.84520648
DF Sum of Squares Mean Square F Prob>F

Regression 4 1.88769283 0.47192321 5.31 0.00C4Error 383 34.04212227 0.08888283Total 387 35.92981510

Parameter Standard Type IIVariable Estimate Error Sum of Squares F Prob>F

INTERCEP 2.82538808 0.11978189 49.45289630 556.38 0.0001MAJOR2 -0.07907022 0.03460110 0.46415593 5.22 0.0228GEND -0.06301099 0.03986569 0.22205056 2.50 0.1148COURSE -0.09751460 0.03249581 0.80039157 9.01 0.0029SCORE 0.00976225 0.00371665 0.61321597 6.90 0.0090

Bounds on condition number: 1.176798, 17.45677

All variables in the model are significant at the 0.1500 level.
No other variable met the 0.1500 significance level for entry into the model.

Summary of Stepwise Procedure for Dependent Variable ANS

Variable Number Partial
Step Entered Removed In R**2

Model
R**2 C(p) F Prob>F

1 COURSE 1 0.0233 0.0233 9.6191 9.2181 0.00262 SCORE 2 0.0148 0.0381 5.6458 5.9326 0.01533 MAJOR2 3 0.0082 0.0464 4.3359 3.3070 0.06984 GEND 4 0.0062 0.0525 3.8452 2.4982 0.1148



101

APPENDIX D

Analsis of Variance Procedure for Academic Major

Table D.1

Duncan's Multiple Range Test for variable: Total Knowledge

Duncan grouping Mean N Major

A 31.00 124 Social studies

B A 30.10 131 Home economics

B 29.49 133 Business education

Note. Means with the same letter are not significantly
different

Table D.2

Duncan's Multiple Range Test for Variable: Economic

Principles

Duncan grouping Mean N Major

A 8.53 124 Social stidies

B 7.87 133 Business education

C 7.41 131 Home economics

Note. Means with the same letter are not significantly
different.
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Table D.3

Duncan's Multiple Range Test for Variable: Consumer Advocacy

Duncan grouping Mean N Major

A 7.58 124 Social studies

A 7.56 131 Home economics

B 7.11 133 Business education

Note. Means with the same letters are not significantly
different.

Table D.4

Duncan's Multiple Range Test for Variable: Buying Practices

Duncan grouping Mean N Major

A 7.67 131 Home economics

A 7.34 124 Social studies

B 6.86 133 Business education

Note. Means with the same letters are not significantly
different.
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APPENDIX E

Analysis of Variance Procedure for Urban/Rural Background

Table E.1

Duncan's Multiple Range Test for Variable: Total Knowledge

Duncan grouping Mean N Urban/rural background

A 30.89 221 Large cities

B A 29.99 123 Middle & small cities

B 29.27 44 Rural areas

Note. Means with the same letter are not significantly
different

Table E.2

Duncan's Multiple Range Test for Variable: Economic

Principles

Duncan grouping Mean N Urban/rural Background

A 8.18 221 Large cities

B A 7.86 123 Middle & small cities

B 7.49 44 Rural areas

Note. Means with the same letters are not significantly
different.
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APPENDIX F

Questionnaire: English Version

The following information is extremely important to compile
a meaningful statistical analysis. No one will be
identified in this study.

PLEASE CHECK THE APPROPRIATE BLANK.

1. Indicate your academic level:

1) Freshman
2) Senior

2. Indicate your academic major:

1) Home Economics
2) Social Studies
3) Business Education

3. Indicate your sex:

1) Male
2) Female

4. Check the category of your total family income per month:
(700 Won = 1 Dollar)

1) Under 300,000 Won (Under $429)
2) 300,000 Won - under 600,000 Won
3) 600,000 Won - under 900,000 Won
4) 900,000 Won - under 1200,000 Won
5) 1200,000 Won -under 1500,000 Won
6) Over 1500,000 Won (Over $2143)

($429 - under $857)
($857 - under $1286)
($1286 - under $1714)
($1714 - under $2143)

5. Indicate your growth region where you have lived until
graduated from high school:

1) Large City (Seoul, Pusan, Incheon, Daejon, Kwangju,
Taeku)

2) Middle and small city
3) Rural

6. Indicate that whether you have taken a corse in the
consumer economics or related courses (whether or not a
course title includeds the word 'consumer'):

1) Yes
2) No
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*This section is about consumer knowledge.

1. Which of the following is not a basic component of
nation's economy?

1) Household 2) Business 3) Retailer 4) Government

2. What is GNP?

1) The sum of total consumption and expenditures by all
sectors of economy during one year.

2) The sum of the value of final goods and intermediate
goods.

3) The total market value of all final goods and services
produced in the economy during a given period of time.

4) The sum of the total income earned by each individual
during one year.

3. During periods of normal economic growth, a large
increase in the price of a product would most likely be
created by a decrease in:

1) personal income 2) product demand
3) product supply 4) corporate tax rate

4. Which of the following statements is accurate in
describing inflation?

1) A sustained upward movement in the general level of
price.

2) A sustained downward movement in the general level of
price.

3) A sustained upward movement in income level.
4) A sustained downward movement in income level.

5. If the amount of currency decreases, the interest rate
will:

1) rise because the quantity of money demand will be
increased.

2) decrease because the quantity of money demand will be
decreased.

3) remain same because there is no change of the quantity
of money demand.

4) remain same even if the quantity of money demand will
be increased.
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6. The central economic problem in the marketplace is that
of satisfying:

1) labor union demands.
2) unlimited wants and limited resources.
3) unlimited advertising budgets.
4) overuse of consumer credit.

7. The rule of rational choice is always to select that
alternative:

1) where benefits exceed costs.
2) where costs are lowest.
3) which will be valuable for the longest period of time.
4) which brings the fastest returns.

8. Which of the following is not the function of money?

1) A medium of exchange 2) A standard unit of account
3) A store of value 4) A unit of produce

9. Of the following, which one is the most effective to
decrease income inequality and to redistribute income?

1) A property tax 2) An indirect tax
3) A progressive direct tax 4) A direct regressive tax

10. During a period of high unemployment and sluggish
economic growth, a good policy for the government
to pursue might be to:

1) begin an extensive road building programs.
2) increase corporate income taxes.
3) increase foreign imports.
4) increase personal income taxes.

11. The purpose of a budget is to:

1) keep an accurate record of what has been spent.
2) limit savings to a controlled level.
3) plan for spending, based on anticipated income

and goals.
4) arrange for a comparative shopping program.

12. The ease and speed with which you are able to obtain
the money you have placed in an investment is which
characteristic?

1) Safety 2) Steady returns
3) Liquidity 4) Risk
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13. Which of the following is the first step in decision
making about savings?

1) Gather information about the type of savings.
2) Compare the advantages and disadvantages of

each type of savings.
3) Establish a goal for saving.
4) Consider credit tranactions.

14. Which of the following will probably be the result
if the savings of individuals are being invested in
new manufacturing plants and equipment?

1) An increse in the price of food.
2) Increased economic growth.
3) Increase in bankruptcies.
4) A decline in money supply.

15. Which of the following is not a benefit of recording
of expenditure?

1) Increase of income.
2) Basis for budgeting.
3) Expecting future expenditure.
4) Reviewing past expenditure patterns for

rational consumption.

16. Which of the following is a type of 'time and savings
deposit?

1) An ordinary account 2) A fixed deposit
3) A mutual savings account 4) A checking account

17. Which of the following statements about credit is
not true?

1) It is convenient system for a person
who has limited salary.

2) It can be a way for producers to increase a sale.
3) It encourages one to spend more money than he should.
4) It helps one never exceed his budget.

18. When a person buys any form of life insurance,
he does so in an attempt to:

1) control his premiums.
2) share the risk of losses.
3) reduce the effects of inflation.
4) transfer the individual losses to the government.
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19. A family used installment credit to buy a new car.
This means:

1) they have taken on a fixed money obligation for a
period of time.

2) they will now have more money to spend in the future.
3) their savings account has been increased by the

amount of borrowed.
4) the purchase will not affect their budget.

20. Which of the following is a form of life insurance?

1) Fire insurance 2) Marine insurance
3) Auto insurance 4) Endowment insurance

21. What are the two roles the individual must furfill in
properly contributing to the economy?

1) Spender and saver 2) Producer and consumer
3) Wholesaler and retailer 4) Marketer and producer

22. Which of the following statements is not a consumer
right ?

1) Consumer must be protected against hazardous goods.
2) Consumer must be given the facts needed to make

informed choices.
3) Consumer must be assured access to a variety of

products and services at competitive prices.
4) Consumer must effectively use and save resources.

23. Which of the following is not directly related to
consumer protection?

1) Food Sanitation Laws 2) Consumer Protection Law
3) Labor Union Law 4) Anti-Trust Law

24. Which of the following is a main function of private
consumer agencies (e.g. Korean Consumer Protection
Union,Korean YWCA, Korean Consumer Association)?

1) Mediate disputes between merchants and customers.
2) Interest consumers in forming their own organizations.
3) Provide useful information about consumer products.
4) Control prices of consumer products.

25. The most fundamental and greatest source of help for
consumer is:

1) information and awareness
2) government regulation
3) business trade booklets
4) consumer protection agencies
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26. The right to safety in a product carries with it the
responsibility to:

1) seek information 2) register complaints
3) honor obligations 4) use the product properly

27. The most effective way the consumer can influence the
sales price of the products in the marketplace is to:

1) require government chartering of corporations.
2) establish legally enforced grade labelling of products.
3) buy only when well-established price ceilings for

products exist.
4) make informed choices based on price and quality

comparison.

28. Which of the following is not the agency for consumer
complaint?

1) The Korea Chamber of Commerce and Industry
2) The Korea Consumer Association
3) New life center
4) Korea YWCA

29. A major purpose of Antitrust laws is to:

1) eliminate inefficient producers.
2) standardize products.
3) promote competetion.
4) stabilize prices.

30. Which of the following statements about a concept of
'consumers, is not true?

1) Consumer is a person who buys and uses goods and
services.

2) Organizations such as business, household, school
and government are also consumer.

3) Consumers must stand against business.
4) Consumers have not only rights but also

responsibilities for rational consumption.

31. The very first step in an organized approach to
purchase item is to:

1) estimate the amount of money you have to spend.
2) identify your need for the items.
3) determine a store.
4) determine a proper time to buy.
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32. Usually the least costly way for a consumer to obtain
clothing would be to buy:

1) standardized items. 2) from specialty shops.
3) second or flawed items. 4) out of season specials.

33. Which information is not required on the labels of
all food products?

1) The ingredients 2) Net weight
3) The product name 4) The date of manufacture

34. The largest single factor which determines the quantity
and quality of clothing a family buys is:

1) age of parents. 2) educational background.
3) level of income. 4) climate.

35. An easy way to avoid impulse buying is:

1) checking labels.
2) shopping at discount stores.
3) using a shopping list.
4) buying a standardized item.

36. Furniture and appliance tags should provide the consumer
with information on:

1) product features.
3) installation.

37. When you buy canned
not a right way?

1) Check the stamp of a warranty of the quality.
2) Check the label on food products.
3) Select the can which is little bit swollen.
4) Check a wrapping condition.

2) available financing.
4) delivery costs.

food, which of the following is

38. Which of the following is not a social cost of increased
automobile travel?

1) traffic congestion
2) environmental pollution
3) the shortage of parking lots
4) more luxury automobile produced
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39. Which statement about rental housing is true?

1) A landlord may always enter the premises of a tenant.
2) Normal repairs are the responsibility of tenant

unless an agreement is made with the landlord.
3) Any improvement of rental property can be removed by

the tenants.
4) If a lease is not for a specified period of time, the

tenant is required to give a notice when he moves.

40. The major reason most people do not buy a house is the:

1) rising costs of household maintenance.
2) low costs of rental housing.
3) lack of access to financing.
4) high taxes for buying a house.

* The next set of questions are about attitudes toward
consumer education.

DR - Don't Know SD - Strongly Disagree D - Disagree

A - Agree

O 1 2 3 4

SA - Strongly Agree

DK-SD-D-A-SA 1. Consumer education is not an interesting
subject to me.

DK-SD-D-A-SA

DK-SD-D-A-SA

DK-SD-D-A-SA

DK-SD-D-A-SA

DK-SD-D-A-SA

DK-SD-D-A-SA

2. Consumer education will not affect rational
consumption behavior of students.

3. Consumer education will not improve
students' buying skills.

4. Consumer education should be taught within
elementary school curriculum.

5. Consumer education should be taught within
middle school curriculum.

6. Consumer education should be taught within
high school curriculum.

7. Consumer education should be required
course for every student in secondary
teacher education preparatory programs
at the college level.
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0 1 2 3 4

DR-SD-D-A-SA 8. Consumer education should be a part of the
general studies requirement for all college
students.

DR-SD-D-A-SA 9. Consumer education should be taught in the
home.

DR-SD-D-A-8A 10. Consumer education should be taught by
consumer agencies.

DK-SD-D-A-SA 11. Consumer education should be taught by
mass media.

DR-SD-D-A-SA 12. Consumer education should be taught in
schools.

DK-SD-D-A-SA 13. All teachers need to be knowledgeable in
the area of consumer economics, consumer
behavior, and consumer protection.

DK-SD-D-A-SA 14. Consumer education is important especially
for teachers in home economics, business
education and social studies.

DK-SD-D-A-SA 15. My knowledge in consumer economics,
consumer behavior, and consumer protection
is sufficient to teach them.

DK-SD-D-A-SA 16. Consumer education will not reduce the
need for government regulation.

DK-SD-D-A-SA 17. Consumer education should teach people to
actively demand their rights in the market
place.

DK-SD-D-A-SA 18. Consumer education has the potential to
reduce the influence of business in the
marketplace by increasing consumer power.

DK-SD-D-A-SA 19. The best way to protect consumers from
fraud and deception is through consumer
education.
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