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Empowering Consumers: The Impact of Awareness  
on Skill Development and Assertiveness in Market Engagement

ABSTRACT

Consumer empowerment focuses on the knowledge, attitudes, skills, and advocacy that enable 
consumers to recognize and defend their rights and responsibilities. This study aims to explore the 
relationship between consumer awareness, skills, and assertiveness, highlighting the role of consumer 
empowerment in defending their rights. The study involves 2,600 respondents, consisting of 1,400 
individuals from urban areas and 1,200 individuals from rural areas, analysed using Structural Equation 
Modelling (SEM). The findings reveal that consumer awareness significantly enhances both skills and 
assertiveness. Additionally, consumer skills serve as a mediator linking awareness and assertiveness. This 
research emphasizes that higher awareness among consumers can strengthen their competencies in 
defending their rights and improve assertiveness in making consumption-related decisions. Therefore, 
this study makes a significant contribution to the literature on consumer empowerment and provides 
deeper insights into the importance of awareness in supporting greater empowerment for consumers. 
The findings can also be used to design more effective policies in the future to enhance consumer 
awareness and skills.

JEL classification: D91
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1. INTRODUCTION

Indonesian consumers today are navigating an increasingly complex marketplace characterized 
by a vast array of products and services. This complexity has intensified the challenges associated with 
consumer protection, as evidenced by numerous business violations of consumer rights. Contributing 
factors to these violations include an ineffective consumer protection system, irresponsible business 
practices, and a significant lack of consumer knowledge and awareness (Girard et al., 2016; Matnuh, 
2021; Hardigaluh & Pulungan, 2022). 
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Research indicates that a substantial volume of consumer complaints arises from an insufficient 
understanding of rights and obligations, coupled with business actors exploiting this ignorance (Safari & 
Simanjuntak, 2020; Azzara et al., 2023). The Indonesian Consumer Protection Act Number 8 of 1999 aims 
to provide legal certainty and safeguard consumer rights; however, enforcement remains a significant 
challenge (Hardigaluh & Pulungan, 2022).

Consumers are becoming increasingly tech-savvy in the digital era, particularly concerning 
electronic systems such as mobile banking (Van Deventer, 2024). Nevertheless, the rapid advancement 
of technology necessitates ongoing education for consumers regarding new products and services 
(Pratiwi & Krisnawati, 2021). Generally, lack awareness on the part of consumers is caused by a lack of 
knowledge of related products (Kos Skubic et al., 2019). Consumers’ knowledge of a product affects their 
attitudes and intentions to purchase it (Latip et al., 2021). Researchers emphasize that awareness of the 
consequences of a purchasing decision is crucial because it relates to consumer discretion (Buerke 
et al., 2017). Indonesian consumers need the knowledge and skills upon which they can continue to 
build consumer knowledge throughout their lives (Makanyeza, 2015). Consumer skills and knowledge 
are essential external constructs that reduce perceptions of online purchase risk. Extraordinary skills 
build confidence in buying products and services online (Lee et al., 2012). Competencies comprising 
knowledge, skills, and attitudes can positively influence a consumer’s commitment (Martini et al., 2020). 
Previous research findings show that consumers fail to adequately and effectively understand and 
engage in financial services. This phenomenon shows that some consumers do not have the knowledge 
and skills to understand financial products and their features and fail to make appropriate financial 
choices (Zokaityte, 2017). Skills refer to two sets of activities: information gathering and record-keeping, 
and financial planning (savings, spending, and budgeting) (Kim & Xiao, 2021). Therefore, interventions 
are needed to develop consumers’ financial capabilities by building financial management skills 
or increasing their capacity for solid financial management behaviour through the acquisition and 
development of skills (Birkenmaier et al., 2022). Financial counselling and financial coaching, for 
example, can be an effective way of combining financial skills education with psychological support 
(Peeters et al., 2018).

Consumer assertiveness is a term denoting consumer attitudes about expressing criticism of 
sellers or merchants from whom they have purchased products and/or services, and their willingness 
(or courage) to share their experience of purchasing a given product or service (Simanjuntak et al., 
2014). Consumers are firm in the belief that the aforementioned interactions are to the advantage 
of  both parties. Therefore, when consumers with this strong attitude experience dissatisfaction, 
they aggressively express their complaints and opinions (Arindita et al., 2021). Consumers feel it 
is imperative  that they be assertive in the defence of their rights. Consumers who are able to give 
clear and firm expression to their opinions either in spoken or in writing can achieve goals without 
need of being abrupt or to argue, and above all, to maintain an atmosphere of mutual respect  
(Polyorat et al., 2013). 

Being an effective, consumer is more firmly associated with extroverts, who tend to be more 
talkative, dominant, and pro-active (Aichholzer & Willmann, 2020). Consumer assertiveness is no longer 
regarded as one-way communication; it is an integral part of extensive, large-scale multilateral dialogue, 
including, for example, the manufacturer’s response to buyer reviews (Fulgoni, 2016). Businesses are 
compelled to provide fast and efficient services, because assertive, self-confident consumers will not 
hesitate to complain about products. However, many less assertive consumers hesitate to voice their 
complaints even though they are unsatisfied (Tosun et al., 2022).

Given these challenges, this study seeks to address the following research questions: (1) How does 
consumer awareness affect their skill development? (2) To what extent do consumer skills contribute 
to assertiveness in market engagement? (3) Does consumer awareness directly affect consumer 
assertiveness? (4) Do consumer skills mediate the relationship between awareness and assertiveness? 
By answering these questions, this study aims to understand the factors that drive consumer 
empowerment in Indonesia.

This research explores the interplay between consumer awareness, skill development, and 
assertiveness within the Indonesian context. The theoretical framework integrates affect-based 
theories, which emphasize emotional engagement in shaping consumer skills, and cognition-based 
theories, which highlight consumer awareness in decision-making (McAllister, 1995; Kim, 2008). 
This study establishes a clear connection between these theories and their hypotheses. Consumer 
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awareness (cognition-based) is a foundation for developing consumer skills (affect-based), which 
influences consumer assertiveness.

While existing literature has established foundational concepts regarding consumer empower-
ment, there remains a significant gap in understanding how these factors, specifically, influence con-
sumer behaviour in Indonesia. This study aims to provide a comprehensive model that enhances 
consumer empowerment in the Indonesian marketplace by investigating the relationships among con-
sumer awareness, skills, and assertiveness. The findings will contribute to the academic discourse on 
consumer behaviour and offer practical insights for policymakers and consumer advocacy groups 
seeking to improve consumer protection and empowerment strategies in Indonesia.

The remainder of this article is structured as follows: Section 2 reviews the relevant literature and 
hypotheses development. Section 3 outlines the research methodology, including data collection 
and analysis techniques. Sections 4 and 5 present the findings and discuss their implications. Finally, 
Section 6 presents the study’s conclusions and its limitations, and offers recommendations for future 
research.

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

Multiple factors influence consumer decision-making. Prior research has examined these elements 
in different contexts, including financial markets, digital platforms, and retail environments. 

2.1. Relationship Between Consumer Awareness and Consumer Skill

The interpretation of the existence of a product requires literacy and literacy skills, with the 
functional ability of literacy and numeracy as the initial foundation for consistently reinforcing positive 
behaviour (Sonnenberg et al., 2013). Education and training can control consumer capabilities to raise 
awareness about a product, such as financial products. Relevant special education can shape consumer 
behaviour patterns, augment rationality, and make the consumer experience more profitable for 
consumers (Taujanskaite et al., 2016). Consumer awareness campaigns can increase knowledge and 
act on a phenomenon (Soma & Maclaren, 2020), including in the case of digital payments (Malik et al., 
2017). Greater awareness of consumer rights and how to apply them will improve consumer well-being 
and increase their willingness to take responsibility for purchases (Gazzola et al., 2017). Consumer 
responsibility requires critical awareness, action, environmental awareness, social care, and solidarity 
(Makanyeza, 2015). However, in Indonesia, the well-informed, assertive, conscientious consumer is 
relatively rare due to inadequate education and limited exposure to technology (Rawal, 2021).

The low levels of information and communication technology in financial development results 
from a lack of awareness of new technologies (Alshubiri et al., 2019). The probability of using financial 
technologies such as digital payment methods increased as consumers’ financial literacy increased 
(Seldal & Nyhus, 2022). Consumers with high self-awareness strive to improve their skills by comparing 
seller offers and searching for the least expensive products, looking for sales and promotions, 
communicating with sellers or customer service, exploring customers’ online reviews and accounts of 
other consumers’ purchase experiences, and conducting cost-benefit analysis before buying products 
online (Gazzola et al., 2017).

H1:  Consumer awareness has a positive effect on consumer skill

2.2. Relationship Between Consumer Awareness and Consumer Assertiveness

Consumers who use the Internet for empowerment activities (such as information search / 
knowledge gathering) have higher skill, awareness, and engagement scores (Simanjuntak, 2015). 
Although awareness of consumer rights is a critical requirement for consumer empowerment and 
protection, it does not ensure consumer assertiveness. Consumers tend to have a low awareness of 
consumer rights, complaint procedures, and responsible institutions, all of which are foundational 
to consumer assertiveness (Mwakatumbula et al., 2016). The more a consumer is aware of his or her 
rights, the more likely he or she is to assert them (Usman et al., 2015). Greater awareness leading to 
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greater assertiveness is a form of action, because consumers know what laws and regulations must be 
followed. For example, when experiencing service disappointment, a confident, assertive customer who 
is aware that he has grounds for complain, will confront the service, whereas a disappointed customer 
who stands on uncertain ground will avoid confrontation (Arindita et al., 2021).

Consumers who file complaints directly with a company have a more assertive personality than 
consumers who do no more than tell friends about disappointment or keep their complaints private 
(Badghish et al., 2015). Consumers who take decisive action are highly involved in their transaction 
(Tajurahim et al., 2020), whereas many consumers fail to realize the importance of complaining, and 
some contend that complaining cannot solve a problem (Simanjuntak & Putri, 2018). Previous research 
has reported that ability without action is insufficient, and that an assertive and proactive approach is 
necessary, especially with respect to financial products. Financial education focuses on the financial 
well-being of individuals, which can be improved especially when combined with confidence and 
a proactive attitude (McGregor, 2018).

H2:  Consumer awareness has a positive effect on consumer assertiveness

2.3. Relationship Between Consumer Skill and Consumer Assertiveness

An essential element that helps the consumer to make confident and efficient decisions is the 
individual’s ability to search for and find consumer information and the relevant educational material 
provided by manufacturers/sellers and or consumer protection agencies. For example, in the event 
that financial products are needed, the appropriate agencies and organizations can provide tools 
for individuals to learn about the products and familiarize themselves quickly (Rodrigues et  al., 
2019). To attain success with the product, the consumers must be able to make effective use of 
the information. Emphasis needs to be placed on improving consumers’ ability to recognize and act 
on information. Consumer education increases consumer awareness and skills as a bridge to decisive 
action (Cartwright, 2015). Assertiveness is a positive social skill applied in certain situations, including in 
the defence of consumer rights (Batista et al., 2022).

Financial knowledge, skills, and attitudes are required to form good financial behaviour, which 
is influenced by socialization and learning related to formal education regarding finance. To realize 
this, knowledge and skills require decisive action from consumers (Li et al., 2019). An essential aspect 
of the skill or ability to express opinions is to understand the appropriate way to express anger and 
to thereby ensure good communication with others, which in turn requires knowledge, prudence, 
negotiation skills, and flexibility (Butt & Zahid, 2015). The more knowledgeable the consumer, the 
greater the likelihood that the consumer expresses thoughts and opinions firmly and straightforwardly 
as opposed to exhibiting hesitancy or equivocation when relating to peers who possess similar skills, 
thus expanding the learning element (Maciel & Wallendorf, 2017).

H3:  Consumer skill has a positive effect on consumer assertiveness 

2.4. �Relationship Between Consumer Awareness and Consumer Assertiveness Through 
Consumer Skill

Through self-awareness mechanisms, consumers can actively advocate for and protect their rights 
from the effects of unjust behaviour. To defend themselves, consumers must be aware of their rights. 
Businesses are less likely to mistreat customers who are informed of their rights. When customers are 
aware of their rights, they can avoid being taken advantage of by companies and make wise selections 
in the marketplace (Makanyeza et al., 2021). Legal awareness and knowledge/skills are the primary 
bases of rational consumer action, making it possible for consumers to deal with problems between 
consumers and merchants (Tajurahim et al., 2020). In the digital era, to function as an active, secure, and 
assertive consumer, there is a need to adjust skills and knowledge, such as awareness of smartphone 
technology literacy (Brečko et al., 2016). Consumer digital skills are required through educational and 
awareness programs to provide consumers with relevant knowledge and skills to access and use digital 
technologies to participate proactively (OECD, 2016).
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After consumer awareness, several factors support the need for consumers to improve their skills 
before acting on financial products. The first is the ability to make sound financial decisions through 
financial literacy, which is related to improving financial well-being and participation in economic 
life. For example, financial literacy can facilitate saving for retirement, aid in financial planning for 
the future, and help minimize financial risk. The second is researching the different types of financial 
products and ensuring an understanding of them. Third, skills are needed to develop the confidence, 
knowledge, and capacity to manage financial products and services (Ali et al., 2014). Therefore, 
individuals must possess the necessary skills in order to become consumers who can act decisively  
and with confidence.

H4: � Consumer skills partially mediate the relationship between consumer awareness and consumer 
assertiveness.

Figure 1
Research Framework
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Table	
  1	
  
Respondent	
  characteristics	
  based	
  on	
  socio-­‐demographics	
  

Respondents’	
  Characteristics	
   Number	
  of	
  respondents	
  (n)	
   Percentage	
  	
  
(%)	
  

Location	
   	
   	
  
Rural	
  Area	
   1200	
   46.2	
  
Urban	
  Area	
   1400	
   53.8	
  

Gender	
   	
   	
  
Female	
   1642	
   63.2	
  
Male	
   958	
   36.8	
  

Age	
   	
   	
  
17–19	
  	
   360	
   13.8	
  
20–30	
  	
   1186	
   45.6	
  
31–40	
  	
   582	
   22.4	
  
41–50	
  	
   382	
   14.7	
  
>	
  50	
  	
   90	
   3.5	
  

Education	
  level	
   	
   	
  
Elementary	
  School	
  or	
  less	
   473	
   18.2	
  
Junior	
  High	
  School	
   58	
   2.2	
  

3. METHODS

3.1. Setting and Sample

Data were collected using structured questionnaires. Fifteen provinces became the location of 
research: Aceh, West Nusa Tenggara, South Sumatra, East Nusa Tenggara, DKI Jakarta, North Sulawesi, 
Banten, South Sulawesi, East Java, Maluku, West Sumatra, West Java, Central Java, Yogyakarta, and Bali. 
Household samples were determined randomly and systematically so that each household had the same 
opportunity to be chosen. Furthermore, the Kish Grid technique randomly determined respondents in 
households aged 17 to 60 years. The sample consisted of 2600 people, consisting of 2000 respondents 
obtained through face-to-face interviews and 600 from an online survey. The research was conducted 
by means of online survey as well as in-person interview (face-to-face) to ensure a wider range of 
participants and increase the validity of the data collected.

The respondent distribution reflects a relatively balanced demographic representation. Urban areas 
accounted for 53.8% (1400 people), while rural areas comprised the remaining 46.2% (1200 people). In 
terms of gender, 63.2% of the respondents were female. Furthermore, based on the respondents’ age, 
most respondents were 20–30 (45.6%), followed by ages 31–40 (22.4%). Based on the level of education, 
more than half of the respondents (57.4%) were Senior High School graduates. However, 18.2% of the 
respondents had only an elementary school education or less, but 22.2% of the respondents were in 
higher education (Table 1).
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Table 1
Respondent characteristics based on socio-demographics

Respondents’ Characteristics Number  
of respondents (n)

Percentage 
(%)

Location

Rural Area 1200 46.2

Urban Area 1400 53.8

Gender

Female 1642 63.2

Male 958 36.8

Age

17–19 360 13.8

20–30 1186 45.6

31–40 582 22.4

41–50 382 14.7

> 50 90 3.5

Education level

Elementary School or less 473 18.2

Junior High School 58 2.2

Senior High School 1492 57.4

Diploma/Undergraduates/Post-Graduate 577 22.2

Total Respondents 2600 100.0

3.2. Data Collection

Data were collected using two approaches: face-to-face and online. Data collection, both face-
to-face and online, was conducted using a structured questionnaire. For example, researchers used 
showcards in the face-to-face interview process, which made it easy for respondents to understand 
questions based on images. In addition, researchers used a Google form for online data collection, 
which was shared through various social media, such as WhatsApp, Line, and Facebook.

3.3. Measurement

The instrument refers to the ASEAN Consumer Empowerment Index (ACEI). It aims to gauge the 
level of consumer awareness and knowledge using the following three variables: 
1)	 Consumer awareness and knowledge. This variable, measuring consumer awareness or knowledge, 

comprises eight indicators (with eight related questions). This variable describes the actual 
knowledge of consumers of fundamental consumer rights, consumer responsibilities, legislation 
protecting the interests of consumers (including the consumer protection law and other relevant 
statutes/regulations), institutions protecting the interests of consumers (including consumer 
protection agencies and consumer organizations or associations), and redress mechanisms; 

2)	 Consumer skills. This variable, measuring consumer skills or competencies, comprises nine 
indicators (with 12 corresponding scoring questions). It aims to measure the ability to perform basic 
arithmetic operations deemed necessary for consumers to make informed purchase decisions, such 
as calculating prices and costs, calculating interests, and consumers’ ability to interpret packaging 
information (nutritional or ‘best-before’/expiry dates). In addition, the correct identification and 
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interpretation of various commonly used logos related to consumer information and protection 
were also included in this variable. Similarly, questions were designed to test consumers’ ability to 
understand risks, recognize fraud and scams, pursue claims, and seek redress; 

3)	 Consumer Behaviours/Assertiveness. This variable comprises of nine (09) indicators (with ten 
corresponding scoring questions). It is the most heterogeneous because it refers to many 
aspects of consumer behaviour, i.e., assertiveness. For example, questions were included to 
determine whether consumers have the habit of reading terms and conditions, disclaimers, 
and other relevant consumer information, whether they are willing to share information with 
others, report unsafe/defective products and unfair commercial practices, whether they tend 
to seek information, complain and seek redress, and proactively participate in activities related 
to consumer protection.  The questionnaire uses a 1–3–5 scale to assess consumers’ knowledge, 
skills, and assertiveness. The scoring system is designed to assess the level of empowerment 
based on responses and behaviours. A score of 5 indicates a fully correct answer or behaviour that 
demonstrates a high level of empowerment. A score of 1 represents an incorrect answer, inaction, 
or an inability to respond, reflecting a lack of empowerment. Meanwhile, a score of 3 is given for 
answers that are not entirely correct or behaviours that suggest a moderate level of empowerment.

3.4. Data Analysis

Data analysis in this study was conducted using Structural Equation Modelling (SEM) through 
LISREL software. SEM is used to test the relationship between variables that have been determined in 
the research model, including the direct and indirect effects between consumer awareness, consumer 
skills, and consumer assertiveness. LISREL analysed complex models more effectively, allowing 
researchers to check the fit of the model and test the proposed hypotheses.

4. RESULTS

4.1. Overall Model Fit Results

The overall fit of the model is seen from the RMSEA, GFI, AGFI, NFI, CFI, RFI, and IFI values. The 
overall values of the model fit test, based on the suitability criteria, are listed in Table 2. The results 
obtained indicate that the overall fit of the model can be accepted with good information.

Each goodness-of-fit group, namely, absolute fit indices, incremental fit indices, and parsimonious 
fit, is considered sufficient to assess the appropriateness of the model. The Root Mean Square Error of 
Approximation (RMSEA) is a part of absolute fit indices. The RMSEA value smaller than or equal to 0.08 
is a condition for accepting the model (Benitez et al., 2020). Based on the analysis, the RMSEA value is 
0.059, which means that it is included in the goodness-of-fit criteria, and the model is acceptable.

Table 2
Test the overall fit of the model before and after elimination

GOF Value Cut-Off Conclusions

The Goodness of Fit Index (GFI) 0.93 0 < GFI < 1; GFI ≥ 0.9 Good Fit

Adjusted Goodness of Fit Index (AGFI) 0.91 0 < AGFI < 1; AGFI ≥ 0.9 Good Fit

Comparative Fit Index (CFI) 0.95 0 < CFI < 1; CFI ≥ 0.9 Good Fit

Root Mean Square Error of 
Approximation (RMSEA) 

0.059 ≤ 0.08 Good Fit

Normed Fit Index (NFI) 0.95 0 < NFI < 1; NFI ≥ 0.9 Good Fit

Incremental Fit Index (IFI) 0.95 0 < IFI < 1; RFI ≥ 0.9 Good Fit

Relative Fit Index (RFI) 0.94 0 < RFI < 1; RFI ≥ 0.9 Good Fit
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Goodness of Fit Index (GFI) is a non-statistical measure with a range of values between 0 (poor fit) 
and 1 (perfect fit). Based on the calculation results, the GFI value was 0.93. This value is considered to be 
good because it is close to 1; therefore, the model is still acceptable. Furthermore, the Adjusted Goodness 
of Fit Index (AGFI) values are in the same range as the GFI. Based on the calculation results, the AGFI 
value was 0.91, therefore, the model is still acceptable. The recommended CFI value is more than equal 
to 0.9, with a good fit criterion. Based on the study results, the CFI value was 0.95; thus, the model was 
accepted. Meanwhile, the conclusion of several goodness-of-fit criteria shows that the model can be 
accepted, which in turn permits hypothesis testing to be conducted.

4.2. Structural Model Validation

Based on the empirical model proposed in this study, further hypothesis testing can be carried 
out by testing the path coefficients and t-values of the structural equation model. Some indicators 
must be removed to obtain a valid model, because the loading factor value is less than 0.5. Six out 
of the 30 questions in this study were removed because their factor loading values were less than 0.5. In 
the consumer skill variable, the removed indicators are X9, X10, X11, X16, X18, and X19. Meanwhile, 
in the consumer assertiveness variable, the removed indicator is X25. No indicators were removed from 
the consumer awareness variable. The factor loading values for each question can be seen in Figure 2.

Figure 2
Factor Loading Analysis in the Structural Model
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Table 3 
The results of the estimation of the direct effect on the SEM model 

Path Path 
Coeff. |t-value| p-value Standard 

errors Conclusions 

Consumer awareness  consumer skill (H1) 0.26* 9.18 0.00 0.028 Accept H1 

Consumer awareness  consumer assertiveness (H2) 0.12* 5.21 0.00 0.023 Accept H2 

Consumer skill  consumer assertiveness (H3) 0.56* 12.63 0.00 0.044 Accept H3 

Consumer awareness  consumer skill  consumer 
assertiveness (H4) 

0.15* 4.87 0.00 0.031 Accept H4 

Note: * Significant at p-value <0.05 
 
5. Discussion 

The results of the influence test show that the path coefficient value of consumer awareness of consumer 
skills is 0.26 with a t-value of 9.18, which is more than 1.96. This explains that the consumer awareness variable 
positively and significantly affects consumer skills (H1 accepted). This finding is supported by previous 
research by Frank and Stanszus (2019), which found that consumer awareness can positively affect consumer 
skills. This is in line with other research conducted by Yener Secer and Ghazalian (2023), which states that 

4.3. Hypothesis Test

The results of hypothesis testing explain that the relationship between variables has a significant 
direct influence on all hypotheses: consumer awareness significantly influences consumer skill (H1), 
consumer awareness significantly influences consumer assertiveness (H2), consumer skill significantly 
influences consumer assertiveness (H3), and consumer awareness significantly influences consumer 
assertiveness through consumer skill (H4).

The results of the SEM analysis indicate that from the four hypotheses tested, either directly or 
indirectly, consumer awareness has a significant and positive effect on consumer assertiveness 
(β = 0.12; t-value = 5.21). The three hypotheses that measure direct effects are hypotheses 1, 2, and 3. 
Consumers with higher awareness encourage higher consumer skills and assertiveness (β  =  0.26; 
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t-value = 9.18). Consumers with higher skills or competencies increase consumer assertiveness (β = 0.56; 
t-value  =  12.63). Furthermore, consumer awareness indirectly increased consumer assertiveness by 
mediating consumer skill (β = 0.15; t-value = 4.87) (Table 3).

Table 3
The results of the estimation of the direct effect on the SEM model

Path Path 
Coeff. |t-value| p-value Standard 

errors Conclusions

Consumer awareness à consumer skill (H1) 0.26*   9.18 0.00 0.028 Accept H1

Consumer awareness à consumer assertiveness (H2) 0.12*   5.21 0.00 0.023 Accept H2

Consumer skill à consumer assertiveness (H3) 0.56* 12.63 0.00 0.044 Accept H3

Consumer awareness à consumer skill à consumer 
assertiveness (H4)

0.15*   4.87 0.00 0.031 Accept H4

Note: * Significant at p-value < 0.05

5. DISCUSSION

The results of the influence test show that the path coefficient value of consumer awareness of 
consumer skills is 0.26 with a t-value of 9.18, which is more than 1.96. This explains that the consumer 
awareness variable positively and significantly affects consumer skills (H1 accepted). This finding is 
supported by previous research by Frank and Stanszus (2019), which found that consumer awareness 
can positively affect consumer skills. This is in line with other research conducted by Yener Secer and 
Ghazalian (2023), which states that increasing consumer awareness will make consumers seek more 
information and have the skills to choose products more carefully.

Furthermore, the results show the path coefficient value of consumer awareness on consumer 
assertiveness (factor loading = 0.12; t-value = 5.21). This explains that consumer awareness variable 
positively and significantly influences consumer assertiveness. Consumer assertiveness, especially 
in filing complaints, is influenced by consumer awareness (H2 accepted). This is in accordance with 
research by Sharma (2018), which stated that low consumer awareness and information makes 
consumers reluctant to file complaints. In line with other research conducted by Surender (2020), 
assertive consumers are consumers who can defend their rights and the rights of others, including 
in making complaints without being aggressive. This can only happen when consumers are aware of 
their rights and obligations.

The results also show the path coefficient value of consumer skills on consumer assertiveness (factor 
loading = 0.56; t-value = 12.63). This explains that the consumer skills variable has a positive and significant 
influence on consumer assertiveness (H3 accepted). This finding is supported by research conducted 
by Fernandes et al. (2018), which states that consumer skills greatly influence consumer attitudes and 
behaviour, especially in reporting problems that occur between consumers and companies. Customers 
who are least likely to take action in the face of dissatisfaction tend to be passive and lack effective 
communication and information search skills (Elmastas & Candan, 2018).

Finally, the indirect effect test results show the path coefficient value of consumer awareness on 
consumer assertiveness through consumer skills (factor loading = 0.15; t-value = 4.87). This explains that 
the consumer awareness variable positively and significantly influences consumer assertiveness through 
consumer skills (H4 accepted). Awareness of consumer rights and obligations helps make consumers 
more courageous when thinking of complaining to a company (Igirisa et al., 2022). Knowledgeable 
consumers can seek information correctly (Costa Filho et al., 2023). This suggests that consumer 
awareness affects assertiveness through the reinforcement of consumer skills and competencies.

This study makes significant theoretical contributions to the literature devoted to consumer 
awareness, skills, and assertiveness. First, it proposes a comprehensive model that integrates various 
factors from previous research to analyse consumer assertiveness holistically. Unlike prior studies that 
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often focused on specific products or services, this research adopts a broader perspective by measuring 
general consumer knowledge, skills, and assertiveness. By employing the framework of consumer 
empowerment, the study emphasizes that consumers can engage intelligently with businesses 
throughout the transaction process – before, during, and after the purchase.

A key finding of this research is the mediating role of consumer skills in the relationship between 
consumer awareness and assertiveness. This aspect is particularly interesting, as it investigates whether 
the indirect effect of consumer awareness on assertiveness through skills is stronger than the direct 
effect of awareness alone. Previous studies have primarily examined the direct influence of consumer 
awareness on skills without considering the mediating effects on assertiveness (Frank & Stanszus, 2019; 
Yener et al., 2023). In contrast, this study employs an affect-based conceptual approach that relates to 
consumer skills/competencies and a cognition-based approach that pertains to consumer awareness 
(McAllister, 1995; Kim, 2008).

5.1. Managerial Implications

The results of this study provide important insights for the government and businesses in improving 
consumer assertiveness in Indonesia. The government must make extensive efforts to raise consumer 
awareness and develop the necessary skills through education campaigns about consumer rights 
and obligations. Social media can be utilized to disseminate educational content related to consumer 
protection.

Better coordination between consumer protection agencies is needed to improve the effectiveness 
of consumer protection programs by prioritizing an integrated approach. The research also highlights 
the need for education in areas with low consumer awareness, which should be prioritized in future 
consumer protection strategies.

Education efforts should be tailored to consumer demographics, using various media to convey 
factual and transparent information. The government and businesses should work together to develop 
policies that balance the interests of consumers and businesses and introduce consumer protection 
institutions such as BPKN and BPSK.

Finally, to enhance consumer empowerment, it is important to promote grievance procedures and 
provide mediation assistance in disputes while encouraging businesses to provide easily accessible 
grievance channels.

6. LIMITATIONS AND RECOMMENDATIONS

One key limitation of this study is the potential methodological bias introduced by the data 
collection approach, which combined face-to-face interviews and online surveys. Face-to-face interviews 
may have been influenced by interviewer bias and social desirability effects, leading respondents 
to provide answers they perceive as more socially acceptable. Conversely, online surveys may have 
introduced selection bias, as participants were limited to those with internet access and sufficient 
digital literacy, potentially underrepresenting certain consumer groups. These potential biases should 
be acknowledged, and future research should explore methods to mitigate them, such as employing 
hybrid data collection strategies with standardized response formats or statistical adjustments to 
control for variations across survey methods.  
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APPENDIX 1
ACEI Indicators

No Indicators

Consumer Awareness

1 Business obligations 

2 Other organizations 

3 Consumer rights 

4 Primary institutions 

5 Consumer responsibilities 

6 Legislations 

7 Consumer programs 

8 Redress channels 

Consumer Skills

1 Sustainable consumption 

2 Seek redress 

3 Numerical skills 

4 Gather information 

5 Understand usage 

6 Financial skills 

7 Understand labels 

8 Assess risks 

9 Detect scams 

Consumer Assertiveness

1 Contribute to policy-making 

2 Make a comparison 

3 Report issue 

4 Seek redress 

5 Compliance 

6 Reading terms and conditions 

7 Seeking information 

8 Participate in a consumer group 

9 Sharing information 


