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Abstract

Self-protection is an important component that has been outlined under the Malaysian National Consumer Policy
(NCP). It is essential to achieve government’s vision through promoting the community of consumers who are
constantly aware and knowledgeable of their rights and responsibilities. Respondents are comprised of members
of consumer association (GPS) found in Institute of Higher Education. Therefore, this study aims to determine
the level of consumer legal literacy, values of the consumers and their consumerism practices in the marketplace.
A total of 400 respondents among the members of GPS have been selected through systematic sampling
technique and the data were collected using a survey. It was found that the respondents were more aware of their
rights rather than their responsibilities. Respondents also have poor in knowledge regarding logos and consumer
legal literacy. While the value that possessed by the respondents is focused on the environmental values and
consumerism practices are more likely to seek information. Based on profiling of the respondents, it can be
concluded that the characteristics of respondents who should have given emphasis to are the member of GPS,
aged between 18-20 years, studying at public universities, pursuing in Arts, member with less than one year of
membership and only being ordinary members in the association. Accordingly, the results of this study can be
beneficial to the government, consumer organizations and universities in the development of policy, conducting
educational activities, improves the current learning modules so that consumerism programs in the future could
be upgraded.

Keywords: consumer legal literacy, consumer value, consumerism practice, self-protection
1. Introduction

In order to increase well-being, consumers need to know their rights as well as their responsibilities in the market
or being engaged in 'self-protection’ as stated in the Malaysian National Consumer Association (NNA) (Jariah,
Sharifah, & Laily, 2013). Through the rationalization of National Consumer Policy (NCP), this policy is required
to achieve the vision of the Malaysian government in promoting both the consumers and the suppliers who are
concern and knowledgeable about their rights and responsibilities. Accordingly, Gerakan Pengguna Siswa (GPS)
is established to form a group of consumers among university students who are smart, rational and responsible in
the market. GPS is an initiative of the Malaysian government through the Ministry of Domestic Trade,
Cooperatives and Consumerism (MDTCC) to produce citizens who are knowledgeable so that they can be the
driving force in consumer education. Up until 2014, the number of GPS members has reached 25,000 people,
although it has been only established in November 2011. With this amount of members, it is hope that the
programs being organized are in line with the main goal of GPS to improve the consumerism knowledge
gradually. Moreover, the members of GPS hopefully not only become a club member but also involved as a
volunteer in any consumer association or voluntary organization after their graduation. This involvement is
consumer’s responsibility in engaging with consumer associations that would be implemented and become a role
model to society in general.
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Furthermore, being actively involved in GPS can improve consumerism especially among university students as
it is very important when they have graduated later. According to the statistics from the Department of
Insolvency (2012), the number of bankruptcy has increased by 40 percent among the youth after graduation
every five years and it is expected this number will reach as much as 100, 000 by the year 2020. This fact is very
alarming and may occur because this people are less knowledgeable about consumer rights, information
regarding the goods and services and less aware of the responsibility as a consumer to themselves, society and
the environment.

Therefore, even if the GPS is newly operated, this study attempts to explore the level of consumer legal literacy
and to identify their consumerism practices. Consequently, appropriate programs can be implemented in the
future to make this group as an example to other consumers. Thus, the objectives of this study are to identify the
level of consumer legal literacy, consumer values and consumerism practices with the aim to do the profile of
GPS members.

2. Related Previous Studies

Consumerism practice known as any activity undertaken by people to protect their rights and interests as a
consumer (Irfahani, 2009). Yet, consumerism practice in this study refers to the frequency of consumer behavior
in the execution of the five responsibilities as consumer. Five responsibilities are the awareness to criticize,
involvement and action, social responsibility, environmental and united as outlined by the Consumer
International (CI). Responsibility of the consumer is the main focus in nurturing consumerism practice.
Consumer responsibilities refer to consumer involvement in engaging consumerism activities, community,
nation and environment. Based on Huda and Zulfigar (2011), countries that have relatively stable economies
such as Japan, India and Turkey make a progress in consumerism. Now, consumerism in Malaysia has grown
throughout the country, but they are not the same level as in developed countries and the developing world.

For Asian countries, consumerism in India is at a stronger level than the developing countries like Pakistan. They
are very concerned with customer satisfaction and consumer safety rights (Huda et al., 2011). More than 600
non-government organizations in India are actively protecting consumer interest and educating the consumer in
consumerism, providing education to women in consumerism, conducting seminars and published reading
materials. However, in Pakistan, they also have a lot of active consumer organizations and strong law in
protecting consumer interests. There is a court in Pakistan that has been actively involved in helping the
consumers to make a claim for compensation against the dealers. As results, improving in quality issues,
connecting industry management code and enhancing justice for consumer (Silbey, 1981). Similarly in Turkey, a
few organizations have been proven in protecting the consumer, including non-government agencies and courts.
While in Japan, there are two types of consumer organizations; the organization that control product quality and
advocacy group act as an advisor and protector for consumer rights. Japan is one of the Asian countries involved
in the consumer organization at the international level to fight for consumer rights, consumer policy globally and
policies related to the nation economy. These developments have shown awareness of consumerism in Asian
countries is getting better and being actively involved.

In Malaysia, based on the study of the consumerism conducted by Jariah, Fazli and Sharifah (2013) among the
rural consumers found that more than 70 percent of respondents regularly buy goods and inspect items before
paying. This reflects that the consumer has the awareness to criticize quality of goods in the market. Awareness
to criticize refers to the responsibility to be more alert and argue about the price and quality of goods and
services supplied. Similarly to a study conducted by Jariah et al. (2013b), which also is related to the
consumerism practices. Generally, the respondents have awareness to criticize than concerned about the price.
The researchers suggested that consumerism practices should be seen in detail through five responsibilities as
being laid down by CI which are awareness to criticize, involvement and action, social responsibility,
environmental and being united.

There are two theories utilized in this study which are Empowerment Theory and Social Cognitive Theory to
describe the consumerism practices. Consumerism practices in this study means to implement consumer actions
in five responsibilities as a consumer based on consumer legal literacy and consumer values that they have
possessed. According to the founder of Empowerment Theory, Zimmerman (1990), defines Empowerment
Theory as a combination of process and outcome of the empowerment. He explained that process is referring to
activity such as education programs, actions or specific authorization structure to endeavor, when the result is a
stage and effectiveness empowerment power given to the individual or the community. Empowerments as a
process rather than a state transition to a state unempower to empower over one's life (Zimmerman and Perkins,
1995). This theory has been used in the Basic Consumer Strategy European Unity (EU) from 2007 to 2013
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which comprised of several components which include knowledge, skills and involvement of consumer in the
market (Nardo, Loi, Rosati, & Manca, 2011). So that, two components from this theory are formed in this study
which are consumer legal literacy and consumerism practices.

Consumer legal literacy refers to knowledge of GPS members towards the eight consumer rights, five consumer
responsibilities, knowledge on consumer definition, legal framework of the law on goods and services,
compensation mechanism and the logos as outlined by Malaysian law. Consumer knowledge is very important in
any study of consumer practices (Albam & Hutchinson, 1987). Consumers play an important role in the market
because they need to communicate or express their dissatisfaction or complaints before legal action are taken
(Donoghue & De Klerk, 2009). According to Jariah et al. (2013b) the low levels of consumer knowledge in
consumer rights makes it difficult for them to act as a savvy consumer. Those rights are the right to receive
adequate and accurate information, the right to voice out, the right to get basic needs, the right to be protected
from harmful products, the right to live and the right to work in healthy and safe environment. Based on their
findings, almost half of the respondents responded all eight consumer rights correctly, but there were
respondents responded to other statements that are not consumer rights. This indicates that the level of the
consumer knowledge is still at low level.

Therefore, the consumer is expected to have knowledge regarding their rights, for example, complaints
procedure and appropriate action in accordance with the legislations. However, there is certain time the law is
not the best way to protect consumer rights, but depends on the consumers themselves (Sakina, Suzanna, &
Azimon, 2012). Thus, consumers must actively participate in supporting the enforcing process of their rights
against exploitation market. This is because the low level of consumerism cause difficulties in self-defense
against the cunning merchants and may cause deterioration of the consumers’ ability to carry out their rights as a
consumer and also failed to force the dealer to act accordingly (Suraiya & Nur Faridah, 2012). This problem not
only occurs in Malaysia, but in Turkey as well. According to a research by Kaynak, Kucukemiroglu and Odabasi
(1992), the number of compensation claims has increased since 1981. This indicates that Turkey consumers are
increasingly focused on their rights as a consumer. Besides consumer rights that are recognized around the world,
consumers also at the same time should fulfill their responsibility to produce balanced and responsible consumer
in the market. Past research demonstrates that consumer behavior is influenced by value, attitude and knowledge
(Laroche, Bergeron, & Barbero-Folio, 2001). Due to these aspects, especially knowledge guides consumer in
decision-making, the level of knowledge towards sustainability consumerism is vital.

Besides that, Social Cognitive Theory asserts learning concept in a social context that is, a reciprocal interaction
or triangular relationship between individual factors, environment and behavior (Wood & Bandura, 1989). There
are several components in the individual factors which are cognitive, affective, motivation, skills, and
self-efficiency. However, these studies only focus on cognitive and affective components. The cognitive
component is related to the knowledge whether they know or not about consumerism which will give the
impression to their consumerism practices. However, affective component is consumer acceptance of something
cause based on the values held by them. Two components are formed in these studies which are knowledge and
consumer values.

Consumer value which is a new element in the NCP 2010, is an important principle drives the consumer towards
a prosperous life in the market. Consumer values refer to the principles held by the consumer based on the five
basic values that should be held by the consumer accordingly; (as responsible consumers, we must ensure that
our consumption patterns and lifestyles do not contribute to the economic exploitation and oppression that
disregard human and humane values), money (consumers must ensure that for the benefit of all they should not
contribute to any loss in the value of our hard-earned income brought about by indiscriminate purchases and
wasteful spending habits), environment (the pre-condition for the life-support system to continue to function is
an ecologically balanced environment that is able to regenerate itself on an uninterrupted, continuous basis),
democracy (as members of the civil society, consumers give the mandate to members of civil society through the
process of election to govern them. Government in a democracy is the servant of the people, and citizens as
consumers have a right to government services that are responsible, transparent and accountable) and justice
value (consumers, through their role as consumers and citizens, owe a responsibility to ensure value for justice,
not only for ourselves as consumers but also for the trader, the investor and others involved in the economic and
social system) (Fazal & Bishan, 1991). These values are introduced by Bishan one of the prominent
consumerism figure in Malaysia which are capable of influencing consumer practices and decision-making.
Tabara and Giner (2004) stated that, high knowledge level accompanied by values and cultural perspective is the
main essence to educate people in the modern society. Jariah et al. (2013b) conducted a study among Malaysian
consumers regarding consumer well-being found that consumers are more focus on value of money instead of
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higher values like environment and justice value. However, consumers should appreciate of each the value so
that consumer rights and responsibilities go hand in hand, while to ensure self-protection that will be done by the
consumer is effective.

3. Methodology

The dependent variable in this study is consumerism practice refers to the frequency of behavior or consumer
action in implementing consumer responsibility based on five responsibilities outlined by the International
Organization of Consumer Union (IOCU) or now is known as the Consumer International (CI). On the other
hand, independent variables are consumer legal literacy and consumer value. Consumer legal literacy is
knowledge related to the eight consumer rights, five consumer responsibilities and basic consumerism laws
outlined under the Malaysian Consumer Protection Act (CPA) 1999, including the implied guarantees relate to
goods and compensation mechanisms. Consumer value is based on five basic values should be held by the
consumer. The value consists of value of human beings, money, environment, democracy and justice (Fazal &
Bishan, 1991).

3.1 Sampling

Data were collected through a survey using questionnaire at few of Institute of Higher Learning (IHL) in the
Northern, Western, Eastern and Southern zone of Peninsular Malaysia and Sabah and Sarawak. There are ten
institutions being selected among GPS in the list issued by Ministry of Domestic Trade, Cooperatives and
Consumerism (MDTCC) using simple random sampling. After that, a total of 400 respondents among the
members of the GPS in ten institutions were selected by systematic sampling technique. Data collected were
self-administered and questionnaires were filled out by respondents themselves. The data were collected from
30™ September and ends on 28™ November 2013.

3.2 Measurement

The instrument consists of four parts, namely Section A, the background of the respondents, Section B,
consumer legal literacy, Section C, and Section D are consumer value and consumerism practice respectively. In
Section B, consumer legal literacy (consumer rights, consumer responsibility, knowledge on consumer definition
and legal framework, knowledge on the laws regarding goods and services, knowledge on redress mechanism,
Halal and safety logo). The question is a closed-ended question with "right" and "wrong" responses and fill in
the blanks for open-ended questions, while Section C, questions are in Likert scale of 5, "1 = strongly disagree"
to "5 = strongly agree". In Section D, a 4 Likert scale response were asked from "1 = never" to "4 = always".
Questions were adopted from previous study which are Naemabh, Elistina and Azimon (2012) based on consumer
law under the CPA 1999. While questions about the consumer value is modified based on the five basic
consumer proposed by Fazal et al. (1991) which are human, money, environment, democracy and justice value.

The questions in consumerism practices were based on the five responsibilities listed by CI. Consumerism
practices portion comprised of 17 items practice has been analyzed using factor analysis. According to factor
analysis, there are five dimensions being produced which are the practices of expression, information seeking,
sensitivity before purchasing, concern towards consumerism issues and involvement in consumerism activities.
Expression dimension refers to the practice of voicing out opinion, dissatisfaction, share their views and made
complaints. Whereas, seeking information is about the practices in comparing prices and obtains products
information before purchasing. Practices such as reading labels, utility bills and the terms and conditions of the
agreement before the purchasing can be referred to dimension of sensitivity before purchasing.

Reliability testing was performed using Cronbanch's Alpha Reliability Test. This test was conducted twice after
the pre-test and the second time after the completion of actual data collection. Both results find the instrument
reliability is reliable with alpha value of 0.937 for consumer value, while consumerism practices of 0.917.

A pilot test was conducted on 20 respondents. The Cronbanch alpha showed satisfactory internal consistency
score ranged from 0.91 to 0.93 (Table 1).

Table 1. Reliability score

Construct Cronbach Alpha (Pilot) Cronbach Alpha (Post)
Consumer’ values 0.937 0.795
Consumerism practices 0.917 0.840

3.3 Analysis

Data were analyzed using the Statistical Package for Social Science (SPSS) and discussed in descriptive analysis
in order to explain the background of the respondents. Chi Square test (Pearson Chi-Square) was used in this
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study to carry out the profiling of respondents in consumer legal literacy, consumer value and consumerism
practice among GPS.

4. Results
4.1 Background of Respondents

Based on Table 2, a total of 34.8 percent of the respondents were male and 65.3 percent were female, with the

largest age percentage was between 18-20 years with 52.3 percent. Most of the respondents were Malay, (79.5 %)
followed by 13.8 percent were Chinese. Total number of ethnicity revealed that majority of the members in GPS

was Malay which consistent with the population in Malaysia because most of the population is Malay. The

respondents were comprised of 77.8 percent of public university students with 81.0 percent of them pursuing a

bachelor degree. Three quarter of them were studying in Arts stream (76.5%) whereby 42.8 percent of them were

in Year 1. From the total population of respondents, duration as a club member was mostly between 1 and 2

years (40.5%). The majority, more than three quarter of the respondents (87.8%) only became an ordinary

member of the consumer club (GPS).

Table 2. Background of Respondents

Characteristics Frequency Percent (%)
Gender:
Male 139 34.8
Female 261 65.3
Age:
18-20 209 523
21-24 180 45.0
25-27 11 2.8
Ethnicity:
Malay / Bumiputera 318 79.5
Chinese 55 13.8
Indian 16 4.0
Others 11 2.8
Institute of Higher Education:
Public University 311 77.8
Private University 89 223
Education Level :
Diploma/Certaficate/STPM 71 17.8
Bachelor 324 81.0
Master/PhD 5 1.3
Field of Study:
Sciences 94 23.5
Arts 306 76.5
Year of Study:
Year 1 171 42.8
Year 2 137 343
Year 3 65 16.3
Year 4 27 6.8
Membership:
<1 year 149 37.3
1-2 year 162 40.5
>2 year 81 21.0
Club Role:
Committee member 46 11.5
Member 351 87.8

4.2 Consumer Legal Literacy

Consumer legal literacy can be divided into six parts; consumer rights, consumer responsibility, definition and
legal framework, law on goods and services, compensation mechanism and logos.

Based on Table 3, the results show that the highest mean is on the consumer rights, which is 0.78. Nevertheless,
the lowest mean is knowledge towards Halal logo and safety with 0.32.
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Table 3. Mean knowledge of consumer legal literacy

Dimension Mean SD
Consumer rights 0.78 0.14
Consumer responsibility 0.67 0.15
Knowledge on consumer definition and legal framework 0.58 0.23
Knowledge on the laws regarding goods and services 0.52 0.17
Knowledge on redress mechanism 0.62 0.13
Knowledge on Halal and safety logo 0.32 0.19

4.3 Consumer Value

Consumer value is one of the variables studied in this research. There are five basic values proposed by Fazal &
Bishan (1991), which are the value of human, money, environment, democracy and justice. Based on Table 4,
most of the consumer value possessed by the respondents is environmental value with the mean of 4.59, while
the value of money is the lowest value with the mean of 3.86.

Table 4. Mean of consumer value

Dimension Mean SD
Money value 3.86 0.86
Human value 4.08 0.81

Democracy value 4.36 0.67
Justice value 4.38 0.66
Environmental value 4.59 0.56

4.4 Consumerism Practice

Based on Table 5, the results show the mean of consumerism practice according to five dimensions. Results
signified that the mean of seeking information dimension is the highest which is at 3.34, followed by sensitivity
before purchasing at 3.17. The lowest mean were dimension of expression and participation in consumerism
activities with 2.58 respectively. Responses were also low in expressing opinion on certain things associated
with consumerism.

Table 5. Mean of consumerism practices

Dimension Mean SD
Expression 2.58 0.74
Seeking information 3.34 0.64
Sensitivity before purchasing 3.17 0.72
Concern over consumerism issue 2.84 0.65
Involving in consumerism activities 2.58 0.63

4.5 Summary of Respondents Profile on Consumer Legal Literacy, Consumer Values and Consumerism Practice

Based on Table 6, a summary profile of the respondents on consumer legal literacy, consumer values and
consumerism practices have been produced. Profile has been set up just for people who need more exposure in
consumer education which are for those with low level of knowledge, negative consumer value and negative
consumerism practice. Each level is determined by adding all the scores for each item and then divided into
several groups based on percentile, i.e. 25%, 50% and 75%. Socio-demographics studied were gender, age,
ethnicity, Institute of Higher Learning, education level, year of study, field of study, club membership and club
role position by using Chi Square test (Pearson Chi-Square). For the low level of knowledge, only age, year of
study, club membership and club role has a significant differences regarding consumer legal literacy. Based on
Chi Square test (,2 = 3.233) represents that there is a significant differences in the age regarding consumer legal
literacy (p = .000). The study found that the respondents between 18 to 20 years were at the lowest level with
52.2 percent. This shows that for those aged 18 to 20 years who were at matriculation and diploma level or can
be known as A-level, still has less exposure related to legal literacy since they were newly involved in GPS.
Therefore, they need to be addressed in terms of consumer legal literacy so that they can obtain the same level of
knowledge with the older age groups through a variety of programs that will be organized in the future.
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Next, for the year of study, test of Chi Square (,2 = 16,894) denotes that there is significant differences with the
level of consumer legal literacy (p = .000). This study found, students in Year 1 and 2 are located on the lower
level of knowledge with a total of 46.1. These results indicate that students in Year 1 to 2 are still new to
consumerism and thus low in consumer legal literacy.

Chi Square (,2 = 20.885) result also stated that the duration of membership variables has significant differences
with the level of consumer legal literacy (p = .000). The study found, for those acquired membership less than 1
year has the lowest level of knowledge at 45.8. Logically, the level of involvement affects their knowledge about
consumerism and it is proven in this study. Those become a member less than one year has a low level of
knowledge than those who have long been involved in the consumer club. This may be due to the adoption from
various source of knowledge through consumer education programs. Anyhow, it needs to be improved so that
they are totally well-versed in consumer legal literacy and then practice it in their daily life. Thus, GPS member
can act as an example to friends and family members as well as the consumers in general.

Table 6. Summary profile of consumer towards consumer legal literacy, consumer values and consumerism
practice

. . Low level of consumer law ~ Negative value of consumer Negative consumerism
Socio-demographic

knowledge (n=166) value (n=202) practice (n=210)
Gender
Male 56(40.3) 81(60.0) 77(55.4)
Female 110(42.1) 128 (49.0) 133(51.0)
Sig. (p) 0.278 0.015* 0.397
7 2.557 5914 0.716
Age
18-20 109(52.2) 109(52.9) 115(55.0)
21-27 37(45.1) 93(50.0) 95 (49.7)
Sig. (p) 0.000%** 0.564 0.290
2 3.233 0.332 1.118
Ethnicity
Malay 129(40.6) 161(51.8) 171(53.8)
Non Malay 37(45.1) 41(50.6) 39 (47.6)
Sig. (p) 0.199 0.853 0.315
2 3.233 0.034 1.009
Institute of Higher Learning
Public university 131(42.1) 159(52.3) 168(54.0)
Private university 35(39.3) 43 (48.9) 42 (47.2)
Sig. (p) 0.863 0.570 0.255
2 0.294 0.323 1.294
Education Level
Diploma 35 (49.3) 43(61.4) 35 (49.3)
Bachelor/ Master/PhD 131(39.8) 159 (49.4) 175(16.7)
Sig. (p) 0.328 0.068 0.551
2 2.231 3.343 0.355
Year of Study
Year 1-2 142(46.1) 156(51.8) 169(54.9)
Year 3-4 46(50.5) 46(50.5) 41 (44.6)
Sig. (p) 0.0007%* 0.831 0.082
2 16.894 0.046 3.017
Field of Study
Sciences 43(45.7) 51(54.8) 46 (53.6)
Sastera 123(40.2) 151(50.5) 164(54.2)
Sig. (p) 0.617 0.465 0.429
7 0.967 0.534 0.626
Membership
<1 year 142(45.8) 161(53.1) 168(54.2)
>1 year 24 (26.7) 41 (46.1) 42 (46.7)
Sig. (p) 0.000%** 0.241 0.208
2 20.885 1.376 1.585
Club Role
Committee 14 (30.4) 18 (39.1) 19 (41.3)
Member 151(43.0) 184(53.6) 190(54.1)
Sig. (p) 0.029* 0.064 0.101
2 7.057 3.423 2.684

*Significant (two-tailed) at p < .05; **Significant (two-tailed) at p < .01

195



www.ccsenet.org/ass Asian Social Science Vol. 11, No. 12; 2015

Lastly, Chi Square (,2 = 7.057) results magnify that there is significant differences between club role variable
and the level of consumer legal literacy (p = .029). The study found that being as an ordinary member was at low
level of knowledge (43.0%). Thus, the ordinary members should be given priority in order to increase consumer
legal knowledge compared to committee members. However, other socio-demographic characteristics such as
gender, ethnicity, Institute of Higher Learning, level of education and field of study did not show a significant
difference, consequently an equal exposure should be given to all.

For the profile of the respondents associated with negative consumer value, only gender has the significant result
in respect of consumer value. Based on the results Chi Square (,2 = 5.914) test showed that there is significant
differences in the variables of gender on consumer value (p = .015). The study also found that, the score of
consumer value among male at the negative value score of 60 percent. Therefore, male should be emphasized in
inculcating good consumer value in the future where as other socio-demographic characteristics should be given
equal emphasis.

In terms of socio-demographic, study by Dutton, Salleh and Ahmad (2011), found that most female respondents
in Bandar Baru Bangi and Kajang have make a claim directly to the consumer tribunal compared to male
respondents. This may due to female respondents are more concerned or fussy and more sensitive when they
experience dissatisfaction while shopping. Similarly, a study conducted by Curt and Gross (2003) found that
demographic factors such as gender affect consumer knowledge. It seems that only male and young consumers
who are prone to protect their consumer rights.

The profile of consumerism practice showed that no significant results. Hence, all the features in the
socio-demographic characteristics as specified in the table should be emphasized equally in order to improve
their practices in consumerism evenly without any exception. While related to sustainable practices, Farhan and
Mumtazah study (2010), found that student’s background factors, such as where the respondent was raised and
ethnicity affects the sustainable practices of the respondents and found that rural respondents contribute the most
in reducing and recycling when scored high in positive statements in contrast to the respondents living in the
city.

5. Discussions

Referring to the descriptive analysis of consumer legal literacy, most respondents knew about consumer rights.
On the contrary, the results conducted by Jariah et al. (2013b) study found that less than one third of respondents
knew about all the eight consumer rights that have been long introduced. In the same study, they found that
without knowing the consumer rights, consumers certainly do not know about their responsibilities as a
consumer and will not be able to fulfill the government's efforts to enhance their self-protection. The lowest
mean score shows that most of the respondents have less knowledge about Halal logo and safety. For example,
there were still many respondents who were unable to compare the Halal logo issued by Department of Islamic
Development Malaysia (JAKIM) and could not identify 'EU Standards logo' (CE) perfectly. This study also
found that respondents were more likely to hold environmental value, when most of the respondents agreed that
the practice of recycling is necessary to ensure their well-being. Overall, respondent’s value of consumer
indicated that they held onto more environment value rather than money, humanity, democracy and justice.

Meanwhile, the results of this study also contradict with the findings of Amim and Sharifah (2006) which
disclosed that the level of consumer knowledge on the Halal logo is high in which 233 respondents (75.4%) can
recognize the logo. They knew the logo issued by the relevant authorities, whether from within the country or
abroad, and only a total of 76 respondents (24.6%) did not know the Halal logo issued by the authorities.
According to Mohd Ali and Nor Aini (2010), among the consumerism issues are consumer confused with
various forms of Halal logo used in the market as one of the causes of consumer less knowledgeable about Halal
logo issued by the authorities. Consumers often fail to identify the genuine Halal logo. Diversity of Halal logo
has affected the buyer's decision to purchase Halal products (Sanep, Hairunizam & Surtahman, 2007). Overall,
this study showed that respondent knowledge is very basic which solely focus on the eight consumer rights
against other knowledge. Therefore, it is about time for the government and consumer associations to change the
direction of implementing consumer education program to the next level with wider consumerism knowledge
and not only focus on the eight rights alone.

Based on the result of consumer value, the respondents have a good value in all the five values that are important
to consumer. Yet, respondents were more focused on the environmental value and less towards the value of
money. These values should be balanced with each other, especially the value of money since it is related to the
right to get basic consumer needs. This can be achieved if the consumer themselves carry responsibility through
their usage of money. These results are in contrast to Jariah et al. (2013b) findings; the consumers generally put
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high importance in spending wisely, non materialistic and ensure that the money they spend is worth it. Thus, the
consumers need to ensure that the money spent does not contribute to any loss of their overall income value.
Appreciation of the value of money can help in reducing the occurrence of bankruptcy, especially to young
people. Accordingly, respondents still need to hold consumerism values equally and it is hoped that through
educational programs in universities and consumerism activities organized by the ministry and consumer
associations, it can inculcate good value to all GPS students.

Next, respondents were more towards seeking information dimension for consumerism practice and followed by
sensitivity before purchasing, concerns over consumerism issue, expression and involvement in consumerism
activities. This study was supported by Jariah et al. (2013) research that related to the basic practices of
consumerism in the rural consumer which found that more than 70 percent of respondents regularly buy goods
with high quality standards and inspects the items before purchasing. This shows that the consumers have the
awareness to criticize in the market. Awareness towards criticism refers to the responsibility to be more aware
and curious about the price and quality of goods and services being used. A responsible consumer should not be
silent, but to voice out for the good quality of goods and services at reasonable price. Thus, consumerism
practice is becoming steadily important to consumers themselves, society, nation and environment. If observed
in detail, the results show that consumerism practice pattern among the respondents was more prone to activities
involving themselves compared to activities involving consumers and society at large.

Last but not least, as a results from the respondents profiling, characteristics of respondents should be
emphasized to all demographic characteristics regarding consumer legal literacy except, for those by the age
between 18-20 years, between 1% and 2™ year of study, membership less than one year and as an ordinary
member without any role in the club. Meanwhile, efforts to increase consumer value and consumerism practice
should be emphasized equally to all demographic characteristics, except for female in consumer value.

6. Conclusion

This study is important because it provides some implications to the GPS members itself, government, consumer
associations and universities. Among all, findings of this study can be used as a guide to the government,
especially MDTCC to drive GPS in Malaysia in terms of more active education programs, especially efforts to
increase consumer legal literacy among GPS members so that they understand better regarding consumer legal
literacy especially in reading the Halal and safety logo. Government should formulate and organize programs
related to knowledge on labeling especially on food packaging or other items. This is because these skills are
very important for the consumers themselves in evaluating each item particularly on Halal and safety issues,
such as electrical and electronic appliances. Knowledge in labeling is vital in food choice even if those actions
seem simple, but the contribution towards assisting in making healthy food choices or better product are very
important (Cowburn & Stockly, 2004). In addition, it also helps in making comparisons with other items.
However, knowledge acquired by the respondents hopefully will be applied and shared with other university
students and the community in general.

Additionally, the value hold by each consumer is important. Based on the results of this study clearly shows that
the respondents’ value of consumer are focused more on environmental value and less on value for money. This
indicates that respondents are less focused on financial management so they would suffer a loss because of their
poor financial planning. However, as we all know, it is not easy to change the value of a person and it requires
careful planning and ongoing program for inculcating a balanced consumer value. Among the programs to be
implemented are related to the preparation of expenditure, financial management, balancing between income and
expenses and so on. Failure in good financial management is likely to lead more young people involved in
bankruptcy.

The findings can also be used by the consumer associations in Malaysia because they are also active members in
consumerism. Consumer associations are also seen as an organization that can play a role to make improvements
by providing training and information to GPS members in their activities. These improvements can be focusing
on the content of the program. In addition, consumer associations can also adopt the GPS members so that they
can be actively involved in the association even after graduation and thus be able to contribute ideas and energy
to the association in the future.

Finally, the results from the analysis of consumerism practices displayed the lacking of GPS members to
participate in consumerism activities. This is something that should be taken seriously because of the level of
measurement is measured subjectively, which indicates that respondents personally felt that they were less
involved in consumerism activities. Workshops and seminars as well as a special course focusing on the
consumerism practices through their role or responsibilities as consumers should be frequently conducted. The
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government also is proposed to intensify efforts in educating the consumer about the importance of these
consumerism practices, as well as promoting their practices through the mass media. This study will also be
beneficial to the university, particularly club advisor in organizing activities that are more appropriate and
beneficial to the members of the club. For example, conducting educational activities, in line with the learning
modules and programs related to consumerism (workshops, seminars, lectures by consumerism experts,
brochures publication, newsletters) in the future. Similarly, it is also suggested that primary and secondary
school curriculum need to be revised to include knowledge of consumer education, consumer value and
consumerism practice in their education systems. Education at this early stage is very important to impart
knowledge and inculcate value of students who are also consumers when they grow up. In this aspect, the
teacher plays an important role in guiding and encouraging the younger generation to be prepared in terms of
knowledge on consumerism while at the same time practices consumerism actively and consistently.
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