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Consumer Empowerment Profile in Rural and Urban Area

Megawati Simanjuntak*, Siti Amanah**, Herien Puspitawati***, and
Pang S. Asngari****

The purpose of this research was to analyze the profile of consumer empowerment and the influ-
ence of demographic characteristics, socio-economic status and cosmopoliteness on consumer em-
powerment in rural and urban area. The research finding indicated a low consumer empowerment 
in urban and rural area. In general, most respondents who were not categorized as empowered con-
sumer were aged >37 years old, working in rural areas, included in income category ranged  IDR 
397,874.57/capita/month both in rural and urban areas, family size of ≤ 4 persons in rural areas, 
length of education ≤9 years in rural areas and not cosmopolite in rural areas. Higher level of educa-
tion and the more cosmopolite the respondents would increase  consumer empowerment both in rural 
and urban area. One of the attempts in empowering consumers is by intensifying consumer education 
involving government, NGOs, and private sector. 

Keywords: consumer empowerment, cosmopoliteness, demographics, socio-economic 

Tujuan penelitian ini adalah menganalisis profil keberdayaan konsumen dari perspektif demografi, 
sosial ekonomi dan kekosmopolitan, serta faktor-faktor yang mempengaruhinya di wilayah perde-
saan dan perkotaan. Hasil penelitian menunjukkan rendahnya keberdayaan konsumen di perdesaan 
dan perkotaan. Secara umum, responden yang paling tidak berdaya berdasarkan perspektif demo-
grafi, sosial ekonomi dan kekosmopolitan adalah berusia > 37 tahun, bekerja di perdesaan, kategori 
pendapatan ≤ IDR 397,874.57/kapita/bulan di perdesaan dan perkotaan, besar keluarga ≤ 4 orang di 
perdesaan, lama pendidikan ≤ 9 tahun di perdesaan dan tidak kosmopolit di perdesaan. Tingkat pen-
didikan yang semakin tinggi dan responden yang semakin kosmopolit akan meningkatkan keberday-
aan konsumen.  Salah satu upaya untuk memberdayakan konsumen adalah dengan mengintensifkan 
pendidikan konsumen melibatkan pemerintah, LSM maupun swasta.

Kata Kunci: demografi, keberdayaan konsumen, kekosmopolitan, sosial ekonomi

Introduction

Nowadays, consumers are involving in an 
increasing complex market. The increasing 
changes and consumptions lead into a condi-
tion where consumers have more freedom to 
choose goods and services (Jarva, 2011). Along 
with the development of high accessibility to 
information, the unfair business practices in-
creasingly happening. Consumers easily tend 
to become a victim of marketing promotion 
by dishonest businesses that do not provide 
correct information. Board of Food and Drug 
Monitoring (BPOM, 2013) in mid-2013, found 
about 1308 damaged food, 667 items or 11188 
packages of expired food, 268 items or 119605 
packages of food without distribution permis-

sion, and 160 items or 6809 packages of food 
with label problem (Wibowo, 2013). 

Indonesia National Consumer Protection 
Board (or the Badan Perlindungan Konsumen 
Nasional /BPKN) data showed that only 38 per-
cent of Indonesian consumers aware that they 
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have rights and 11 percent of them acknowl-
edge that these rights reserved by law. It means 
that there are approximately 62 percent of In-
donesian people who do not know about con-
sumer rights (LiputanBisnis, 2013). 

Based on the above concerns, therefore it 
is necessary to have the efforts of empowering 
consumers so they have power, real choices, 
accurate information, market transparency, and 
confidence engaging from effective protection 
and solid rights (Commission of the European 
Communities, 2007). Apart from that, consum-
ers are considered to be well-off if they have a 
sustainable option for their daily needs which 
are easily identified, trusted, and understand-
able, and applicable to current lifestyle without 
making any unreasonable demands on time, ef-
fort (including decision making), and money 
(Thøgersen, 2005). The essence of consumer 
empowerment is the idea that consumers should 
have tools to ensure the best outcome for them. 

The purpose of this research are: (1) to de-
scribe the demographic, socio-economic char-
acteristics and degree of cosmopoliteness of 
respondents; (2) to analyze the profile of con-
sumer empowerment by demographic, socio-
economic and cosmopoliteness perspective; 
and (3) to analyze the effect of demographic 
characteristics, socio-economic and cosmopo-
liteness level towards consumer empowerment.

Literature Review

The concept of consumer empowerment ac-
cording to Wathieuetal., (2002), is a positive 
subjective state caused by increasing control. 
Furthermore, Hunter and Garnefeld (2008) 
state that consumer empowerment is about giv-
ing power or strength to an individual or group 
for a specific purpose. Commission Staff Work-
ing Paper Brussel (2011) states that consumer 
empowerment is a function of knowledge, skill 
and assertiveness of the consumer, and also 
protection, rules, and institutions designed in 
supporting the role of consumers. 

Nardoetal., (2011) identify the following 
aspects as essential elements in defining em-
powerment: consumers must be aware of their 
decision in purchasing products (such as terms 
and conditions, price comparisons, and product 
labels); consumers must be able to obtain infor-

mation about their rights; and consumers must 
have access to advocacy and resolution mecha-
nisms. There are three dimensions to measure 
index of consumer empowerment, namely: (1) 
consumer skills; (2) consumer information lev-
el; and (3) consumer assertiveness.

The results of study by Chandrasekhar 
(2012), Agriculture and Agri-Food Canada 
(2010), Gholipour et al., (2010), Chaudhry and 
Nosheen (2009) andCollard et al., (2006) con-
cluded that the empowerment is influenced by 
income. This is in line with the study of Nardoet 
al.,(2011) who suggest that the intensity of low 
income decreases consumers’ empowerment 
in the entire European Union countries, par-
ticularly Bulgaria, Jerman, Polandia, Portugal, 
and Romania. Based on Consumer Empower-
ment Index econometric analysis,  European 
Commission (2011) demonstrated that pover-
ty level is the factor which contributes to the 
low empowerment. Kennedy et.al., (2005) and 
Grunert, Wills and Celemin (2010) concluded 
that consumer knowledge as part of empower-
ment aspect is distinctive based economic sta-
tus.

Age is inversely related to consumer em-
powerment in Europe, where the younger gen-
eration is more skilled, aware, and involved 
than the older generation (Nardo et al., 2011; 
Commission Staff Working Paper Brussels, 
2011). The tendency that consumers are more 
powerless as they progress through age is also 
in line with the findings of Lyon, Kinney, and 
Colquhoun (2002) who stated that older con-
sumers may have difficulty in the terms of ac-
cess to information, choice, ease of purchasing, 
and problem resolution. Age also can determine 
the buying patterns and consumption behavior 
(Oumlil and Williams, 2000). Furthermore, the 
findings of European Commission (2011) based 
on Consumer Empowerment Index economet-
ric and Ahmad (2002) analysis shows that indi-
viduals in young and old age were categorized 
as less empowered.

Level of education affects empowerment 
based on Gholipour et al., (2010), Chaudhry 
and Nosheen (2009), Commission Staff Work-
ing Paper Brussels (2011), Collard et al., (2006), 
Suja (2012), Vandiver, Jordan, Keopraseuth, 
and Yu (1995), Resendez, Quist, and Matshazi 
(2000), and Scheel and Rieckmann (1998). The 
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findings of European Commission (2011) based 
on Consumer Empowerment Index economet-
ric analysis shows that low education level is 
the factor which contributes to the low empow-
erment. Dasipah et al., (2010) concluded that 
consumer with higher education prefers to buy 
products with guaranteed quality. Raquib et al., 
(2010) expressed that well-educated people 
have more knowledge, mature, and skillful. 

Occupation affects women empowerment 
based on Gholipour et al., (2010) and Chaudhry 
and Nosheen (2009), Scheel and Rieckmann 
(1998), and Commission Staff Working Paper 
Brussels (2011). Nardo et al., (2011) stated that 
consumer who does not actively work is less 
powerful than to those who work.

The family size influences more on how 
skillful the consumer. The more family mem-
bers in a family, the more source of informa-
tion will be achieved. Family members can 
influence consumer’s behavior (Kotler and 
Armstrong 2008). In contrary, Resendez Quiz 
and Matshazi (2000) discovered no relation be-
tween empowerment and family size.

Geographical location influences empow-
erment according to Chanrasekhar (2012) and 
Agriculture and Agri-Food Canada (2010). 
Ekanemetal., (2006) suggests that geographical 
location of the consumers is an important vari-
able in explaining the differences of informa-
tion sources about product, in this term as part 
of consumer empowerment. 

Study of Commission Staff Working Paper 
Brussels (2011) proves that consumer empow-
erment index was highly correlated with level of 
Internet usage. In this case consumer empower-
ment index is the construct result of consumer 
skills, knowledge about consumer rights, and 
consumer engagement.  Communication expe-
rience with other people will make consumers 
have better hope to become more empowered 
(Hunter dan Garnefeld, 2008).

Based on empirical research on consumer 
empowerment presented in the previous discus-
sion, it appears that the factors which influence 
consumer empowerment include age, profes-
sion, level of education, and level of Internet 
usage. The internet usage in this research was 
leveraged into cosmopoliteness level. Cos-
mopoliteness level is the openness toward in-
formation through the other visits in obtain-

ing multiple information sources (Rogers and 
Shoemaker, 1971). This research was limited 
to an attempt in creating a profile of consumer 
empowerment which only gained from demo-
graphic characteristics (age, family size, occu-
pation, geographical location), socio-economic 
(education level, income), and cosmopoliteness 
level.
Moreover, the research hypotheses were: 
H1: There was significant influence between 

demographics and socio-economic charac-
teristics on consumer empowerment 

H2: There was significant influence between 
cosmopoliteness level on consumer em-
powerment 

Research Method
 

Types of Research 

This research used explanatory and descrip-
tive research designs with survey method and 
cross sectional approach. Location of research 
was in Bogor Regency and Bogor City con-
sidering that Bogor Regency represents rural 
geographical locations with the largest popula-
tion in West Java province, while Bogor City 
represents urban geographical location which is 
more cosmopolite than Bogor Regency. 

 
Population and Sample 

The determination of research sample was 
conducted with multistage sampling based on 
Black and Champion (1992) and Agresti dan 
Finlay (1997).In this sampling technique, com-
bination of various sampling techniques were 
used, in this case geographical location treated 
as a cluster, each cluster in rural and urban areas 
were randomized using a random function in 
Microsoft Excel. Total sample as many as 320 
families with 160 families from each location. 
The sample was housewives who were asked 
to sign informed consent as an agreement for 
participating in this research.

 
Data Types and Data Collection Techniques 

Research data include: (1) demographic 
characteristics (age, family size, occupation, 
geographical location); (2) socio-economic 
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characteristics (education, income), and (3) 
cosmopoliteness level, and (4) consumer em-
powerment (consumer skills, consumer experi-
ence of unfair business practices and consumer 
rights fulfillment, and consumer’s assertive-
ness). Data were collected through interviews 
using structured questionnaire completed with 
show-card. 

Instrument and Scale

Consumer empowerment instrument was 
developed by referring to Nardoetal’s study 
(2011), The Consumer Protection Act (Law 
Number 8 Year of 1999) , and  Law Number 
7 Year of 1996 on Food. Consumer empower-
ment was measured using three dimensions, 
namely consumer skills, experience of unfair 
business practices and consumer rights fulfill-
ment, and consumer assertiveness. 

The first dimension of consumer skills in-
cludes three sub-dimensions which are ba-
sic skills (4 items), understanding of labels (4 
items), and label reading skills (8 items). The 
second dimension, experience of unfair busi-
ness practices and consumer right fulfillment 
includes two sub-dimensions which are expe-
rience of unfair business practices (23 items) 
and consumer rights fulfillment (7 items). The 
third dimension, consumer assertiveness, in-
cludes four sub-dimensions namely the product 
comparison (6 items), comprehension of the 
law and consumer protection agency (5 items), 
tendency to talk (3 items), and complaints and 
redress (4 items). The scale used the Likert and 
Guttman scales.

Instrument Test

Instrument test was carried to ensure the 
quality of research data. Trial test on instru-
ments was conducted to 32 housewives who 
were not research samples. The test on “face 
validity” instrument was also conducted by ask-
ing suggestions from three expert practitioners 
(business practitioners and academics)  who are 
competent in the field of consumer. The Cron-
bach’s Alpha value of cosmopoliteness level 
variable was 0.825 and consumer empower-
ment was ranging from 0.543 to 0.879.

 

Data Analysis Methods 

Microsoft Excel 2010 and SPSS 18.0 for 
Windows were used for research data analysis. 
Data obtained was scored and transformed into 
a scale of 0 to 100. Statistical analysis used in 
this study was independent sample t - test and 
multiple regression analysis.  Classic assump-
tion verification is carried out by analyzing nor-
mality, multicollinearity, and heteroskedasticity 
test (Ghozali, 2009).

Results and Discussion

Demographic Characteristics, Socio-Econom-
ic and Cosmopoliteness Level

The results showed that age of respon-
dents in rural and urban areas was in the range 
of 30-39 years old (early adult). The average 
family size in rural and urban areas was four 
persons. Most of respondents in rural and ur-
ban areas were unemployed. Education level 
of the majority respondents in rural areas was 
primary school/equivalent, whereas educa-
tion level of the majority respondents in urban 
was high school graduate/equivalent. The av-
erage family income in the urban respondents 
(IDR 586,105.36/capita/month) was relatively 
higher than respondents in rural families (IDR 
428,463.54/capita/month). Urban respondents 
were more cosmopolite than rural respondents, 
meaning that rural respondents still had limited 
capability to travel outside the region, to get 
new ideas from various media, to build mutual 
relation, to use information for self change, or 
they have not used internet optimally.

Consumer Empowerment

In this research, consumer empowerment 
can be seen from the aspect of the consumer’s 
skill, the experience of unfair business practices 
and consumer right fulfillment, and consumer’s 
assertiveness. The significant difference was 
found between the level respondent’s empow-
erment in urban and rural areas, with the av-
erage of higher consumer empowerment were 
demonstrated by urban respondents. This indi-
cated that the level of respondents’ empower-
ment in urban areas in playing their role as ur-
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ban consumers tends to be higher than the ones 
in rurals.

Most of respondents were categorized as un-
derpowered both in rural areas (90%) and urbans 
(78.1%) and significant difference (p=0.000) 
discovered between the level of respondents’ 
empowerment, with the higher average value of 
consumer empowerment belonged to the urban 
consumers (rural: mean=35.59; SD=10.22  and 
urban: mean=41.66; SD=8.98) (Table 1).

Profile of Consumer Empowerment 

Demographic and Socio-economic Per-
spective. Consumer empowerment includes 
three dimensions which are consumer skills, 
experience of unfair business practices and 
consumer rights fulfillment, and consumer as-
sertiveness. Consumer skills describes the con-
sumer accuracy before purchasing packaged 

foods by examining label. Experience of unfair 
business practices reflects the consumer sensi-
tivity in dealing with the deemed trade prac-
tices phenomenon  which can be disadvantag-
ing  consumers. Experience of unfair business 
practice and consumer rights fulfillment influ-
enced by the length of education and cosmop-
oliteness’ level. The next aspect is consumer 
assertiveness which describes the attitude of 
consumers in criticizing the trade practices they 
have been dealing with and the courage in tell-
ing experience ofconsuming products they have 
been purchased.

The findings of this research indicated that 
in all dimensions of consumer empowerment, 
the most powerless group and different from 
other groups are those who have income in the 
range of ≤IDR397,874.57/capita/month, age in 
the range of ≤9years old, and those who were 
not cosmopolite. In general, there was no sig-

Table 1. Descriptive analysis and differential test of consumer empowerment and it’s 
dimensions

Variables
Rural Urban Independent samples 

t-test (sig)Mean SD Mean SD
1. Respondents' skills 42.92 17.23 54.83 14.21 0.000**
2. Experience of unfair business practices and consumer right fulfillment 39.65 11.51 45.36 12.39 0.000**
3. Consumer’s assertiveness 21.89 13.93 26.67 13.26 0.002**
Index of Consumer empowerment 35.59 10.22 41.66 8.98 0.000**

Note: ** significant at p<0.01

Table 2. The Average Score and Differential Test of Consumer Empowerment by 
Demographic, Socio-Economic,and Cosmopoliteness Perspectives

Demographic, 
Socio-Economic,  
Cosmopoliteness

Categories

Consumer 
Skills

Experience of Unfair 
Business Practices 

and Consumer Rights 
Fulfilment

Consumer 
Assertiveness

Consumer 
Empowerment 

Index

Age
≤ 37 years old 51.45(a) 41.78(a) 25.04(a) 38.57(a)

> 37 years old 46.06(b) 43.30(a) 23.45(a) 38.68(a)

Employment Status
Unemployed 50.25(a) 43.19(a) 24.13(a) 39.17(a)

Employed 43.78(b) 39.98(a) 24.82(a) 36.61(a)

Income
≤  IDR 397,874.57 45.35(a) 41.42(a) 22.65(a) 37.18(a)

> IDR 397,874.57 55.98(b) 44.69(b) 27.56(b) 41.54(b)

Family Size
> 4 persons 49.68(a) 42.64(a) 23.79(a) 38.66(a)

≤ 4 persons 48.45(a) 42.43(a) 24.53(a) 38.60(a)

Length of Education
≤ 9 years 42.53(a) 40.22(a) 21.67(a) 35.88(a)

> 9 years 61.15(b) 46.93(b) 29.34(b) 43.94(b)

Cosmopoliteness’ level  
Not Cosmopolite 44.15(a) 38.62(a) 19.54(a) 34.45(a)

Cosmopolite 54.09(b) 46.80(b) 29.51(b) 43.24(b)

Note: The different letter in parentheses (a)and(b)in column showedsignificantdifference, as for the same latter in parentheses(a) and(a)in 
column showednot significantdifference on consumer empowerment and it’s dimensions between inter demographic group, socio-
economic, and cosmopoliteness.
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nificant difference for all dimensions of con-
sumer empowerment based on categories of 
age, employment status, and family size, except 
for consumer skill, which  was significantly dif-
ferent in the case of inter age groups(the lowest 
score of age group is  >37 years old and the 
lowest score of employment status was working 
group). This finding is demonstrated in Table 2.  

Demographic and Socio-Economic Per-
spective by Geographic Location. Cross tabu-
lation was used to identify the profile of con-
sumer empowerment in rural and urban areas, 
as presented in Table 2. In general, the average 
score in urban areas was higher than rural areas, 
except on the dimensions of consumer skills 
and consumer assertiveness by income catego-
ry, the average score is higher and significant 
in rural areas than in urban (except in consum-
er assertiveness by income category of > IDR 
397,874.57/capita/month, there was no signifi-
cant difference between the two locations). The 
other different findings was in consumer asser-
tiveness dimension by length of education of 
over 9 years, the average score was higher in ru-
ral areas, although statistically it was not signif-

icantly. Based on age group, respondents’aged 
≤37 years old and living in rural areas were the 
most powerless to experience unfair business 
practice and consumer rights fulfillment dimen-
sion and consumer empowerment index dimen-
sion. In contrast to the dimension of consumer 
skills and consumer assertiveness, respondents 
in the age group of >37 years old and living in 
rural areas were the most powerless.

Profile of consumer empowerment by em-
ployment status, indicated that respondents 
who work and live in rural areas were the most 
powerless in the three dimensions of consumer 
empowerment and consumer empowerment in-
dex. Moreover, in the income categories, vari-
ous trends were found that in terms of experi-
ence of unfair business practices and fulfillment 
of consumer rights dimension, respondents 
within  income category of ≤ IDR 397,874.57/
capita/month and living in rural areas were the 
most powerless. For the dimensions of consum-
er skills and consumer assertiveness, the most 
powerless respondents were in income category 
of ≤ IDR397,874.57/capita/month and living in 
urban areas.

Table 3. The Average Score of Consumer Empowerment by Socio-economic Demographics 
Perspective and Differential Test of Inter Geographical Location

Demographic, 
Socio-Economic,  
Cosmopoliteness

Categories

Consumer
Skills

Experience of
Unfair Business

Practices and
Consumer Rights

Fulfilments

Consumer
Assertiveness

Consumer
Empowerment

Index

R* U** R* U** R* U** R* U**

Age
≤ 37 years old 45.49(a) 58.58(b) 38.88(a) 45.25(b) 22.22(a) 28.42(b) 35.40(a) 42.36(b)

> 37 years old 39.52(a) 51.44(b) 40.66(a) 45.47(b) 21.46(a) 25.09(a) 35.83(a) 41.02(b)

Employment Status
Unemployed 44.25(a) 55.62(b) 40.39(a) 45.68(b) 22.19(a) 25.87(b) 36.28(a) 41.75(b)

Employed 39.05(a) 50.95(b) 37.47(a) 43.79(b) 21.02(a) 30.59(b) 33.58(a) 41.22(b)

Income
≤  IDR 397,874.57 40.36(a) 38.80(b) 20.35(a) 34.42(b) 51.60(a) 44.70(b) 25.54(a) 40.64(b)

> IDR 397,874.57 50.33(a) 42.09(b) 26.37(a) 39.00(a) 59.54(a) 46.33(a) 28.31(a) 43.15(b)

Family Size
> 4 persons 44.35(a) 53.29(b) 42.26(a) 42.90(a) 21.37(a) 25.43(a) 37.32(a) 39.58(a)

≤ 4 persons 42.37(a) 55.88(b) 38.65(a) 47.05(b) 22.09(a) 27.52(b) 34.93(a) 43.08(b)

Length of Education
≤ 9 years 38.19(a) 48.60(b) 37.96(a) 43.38(b) 19.21(a) 25.11(b) 33.37(a) 39.38(b)

> 9 years 58.64(a) 62.44(a) 45.26(a) 47.79(a) 30.82(a) 28.57(a) 42.96(a) 44.44(a)

Cosmopoliteness’ level  
Not Cosmopolite 39.61(a) 52.32(b) 36.17(a) 43.02(b) 18.41(a) 21.59(a) 32.13(a) 38.63(b)

Cosmopolite 49.78(a) 56.34(b) 46.85(a) 46.77(a) 29.13(a) 29.72(a) 42.77(a) 43.48(a)

Note: *R= Rural, ** U= Urban; the different letter in parentheses (a) and (b)in columns showed unsignificant difference on the consumer 
empowerment and it’s dimensionsbetween demographical group and socio-economic of each rural areas (D) and urban areas (U); the 
different letter in parentheses (a) and(b)in rows showedsignificant difference, as for the same letter in parentheses (a) and(a)in rows 
showed unsignificant difference on consumer empowerment and it’s dimensions in one demographical group and socio-economic 
based on the difference between rural areas (D) and urban areas (U).
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Based on family size, respondents who 
have family size of ≤ 4 persons and live in ru-
ral areas are the most powerless by consumer 
skill dimensions, experience of unfair business 
practices and consumer rights fulfillment, and 
consumer empowerment index. On the other 
hand, for consumer assertiveness dimension, 
respondents who had family size of >4 persons 
and live in rural areas were the most powerless. 
Based on the length of education, respondents 
who pursue education ≤9 years and live in ru-
ral areas were the most powerless group by the 
three dimensions of consumer empowerment 
and consumer empowerment index. The same 
condition was found in the consumer empower-
ment by cosmopoliteness’ level indicating that 
respondents who were not cosmopolite and not 
living in rural areas were the most powerless 
to all three dimensions of consumer empower-
ment and consumer empowerment index. 

Thus, generally it can be concluded that the 
most powerless respondents by demography, 
socio-economic, and cosmopoliteness’ level 
perspective were aged < 37 years in rural ar-
eas, working in rural areas, included in income 
category of ≤ IDR397,874.57/capita/month in 
rural and urban areas, included in family size 
of≤4 persons in rural areas, included in length 
of education ≤9 years in rural areas,and not cos-
mopolite.

Factors Influence Consumer Empowerment 

Multiple linier regression analysis was used 
to discover the influence of characteristic of de-
mographic, socio-economic, and cosmopolite-
ness toward consumer empowerment. Classic 
assumption of the multiple linear regression 
had been fulfilled from the aspect of normal-
ity, homoskedasticity, non multicollinierity, and 
non autocorrelation. The result of classic analy-
sis assumptions were as follows: (1) test results 
of Kolmogorov Smirnov related to normality of 
data shows error distribution due to Sig value. 
(2-tailed) larger than 0.05, this means the nor-
mality assumption was fulfilled; (2) scatterplot 
resulting from the regression analysis indicated 
that error distribution spreads at zero, therefore, 
it was concluded that the homoskedaticity  was 
fulfilled; (3) results of assumption test of non 
multicollinearity indicates value VIF under 5 

which means the model that has been fulfilled 
the assumption of non multicollinearity; and (4)
Durbin Watson value approaches 2 showed that 
autocorrelation has free model (Table 4). 

Simultaneously, independent variables had 
significant influence towards consumer em-
powerment with the level of confident of 99 
percent or p<0.01. Regression analysis toward 
consumer empowerment result value of adjust-
ed R squareas 0.352, this means 35.2 percent 
of consumer empowerment was explained by 
variables of this research, as for the rest was in-
fluenced by variables outside of the research. 
Another variables that can affect consumer em-
powerment was trust and self efficacy (Mac-
donald and Uncles 2007). Partially, consumer 
empowerment was significantly and positively 
influenced by the level of education (β=0.369, 
p<0.01) and cosmopoliteness’ level (β=0.261, 
p<0.01). Another researched variables as geo-
graphical location, age, family size, occupation 
status, and income did not influence consumer 
empowerment (Table 4).

Discussion 

This research appeals a discussion on con-
sumer empowerment profile which influenced 
by demographic and socio-economic character-
istics as well as cosmopoliteness’ level. Theory 
or concept used in this research is empower-
ment. According to Hunter et al.,(2006) and 
Iyengar and Mark (2000), consumer empower-
ment is about skills, competencies, rights and 
the ability of consumers, and with more easily 
making choice out of a wide range of alterna-
tive and to be more satisfied with the decision 
which has been made. 

The result showed that respondents in urban 
areas were more empowered than in rural areas 
with better education, income, and cosmopo-
liteness’ level. Consumer empowerment profile 
by demographic and socio-economic perspec-
tive concluded that generally the most power-
less respondents were those aged >37 years old, 
working in rural areas, in income category of 
≤ IDR 397,874.57/capita/month, family size of 
≤ 4 persons in rural areas, length of education 
≤9 years in rural areas, and not cosmopolite in 
rural areas. 

ASEAN MARKETING JOURNAL
June 2014 - Vol.VI - No. 144



According to the findings of research, re-
spondents who were less powerful was in rural 
areas, this case is in line with the study of Chan-
drasekhar (2012) in India that rural consumers 
still tend to have communication problems and 
low literacy so that they were not familiar with 
advertisement as well as able to understand the 
advertisement fully. In addition, consumers in 
rural areas prefer to buy cheaper products and 
they were easily influenced by retailers/sellers 
compared to urban consumers. Based on Agri-
culture and Agri-Food Canada (2010) presenting 
research results on urban consumers in China, 
product availabilities in urban areas were more 
diverse and urban consumers were more easy in 
accessing information so that these conditions 
allow consumers to consume more varied food 
both domestic and international products. Yet 
the research of Makela and Peters (2004) us-
ing student respondents was somewhat differ-
ent from the findings of this research, In their 
study, there were more rural students who were 
correct in identifying consumer rights and less 
rural students who were correct in identifying 
consumer responsibilities compared to urban 
students. Furthermore, the study of Nardo et 
al., (2011) shows that consumer who were not 
actively working is less powerful than to those 
who work.

This research finding answered hypothesis 
1 (H1), there was significant influence of de-
mographics and socio-economic characteristics 
on consumer empowerment.  But there was one 
socio-economic variable namely the level of 
education which influences consumer empow-

erment. Demographics variable and income did 
not give significant influence on consumer em-
powerment. Higher education as one of the im-
portant key to improve empowerment (Raquib 
et al., 2010; Gholipour et al.,2010, Collard et 
al., 2006; Suja, 2012;  Chaudhry and Nosheen, 
2009; Commission Staff Working Paper Brus-
sels, 2011; European Commission, 2011; Van-
diver, Jordan, Keopraseuth, and Yu (1995), Re-
sendez, Quist, and Matshazi (2000), and  Scheel 
and Rieckmann (1998). 

This research finding answered hypoth-
esis 2 (H2), there was significant influence of 
cosmopoliteness’ level variable on consumer 
empowerment. Respondents that succeeded to 
accomplish higher level of education will be 
more open-minded and has more knowledge on 
consumer’s concerns. In addition,  respondents 
who were used to travel to regions outside their 
residence and make wider relationship with 
other people will have more potency of having 
the experience from the encounter with unfair 
business practices. Thus, the more cosmopolite 
the consumers,  the more positive enhancement 
to consumer empowerment in both rural and 
urban areas. Suja (2012) reveals that mobil-
ity is one of the aspects which represent em-
powerment. The finding of Nardo et al., (2011) 
showed that consumer empowerment index is 
highly correlated to the level of internet usage 
which appealed to be one of the indicator of 
consumer cosmopoliteness. Consumer’s knowl-
edge is increasingly broader as more informa-
tion received. Information on consumer issues 
which they received is not only derived from 

Table 4. Analysis result of factors influenced consumer empowerment
Independent 

Variables

Unstandardized 
Coefficients

Standardized 
Coefficients   

Collinearity 
Statistics  

B Beta t Sig. Tolerance VIF
(Constant) 13.242 3.342 0.001
Geographical location (0=rural; 1=urban) 2.412 0.088 1.738 0.083 0.800 1.250
Age (year) -0.076 -0.060 -1.251 0.212 0.889 1.125
Family size (people) 0.688 0.057 1.209 0.227 0.903 1.107
Occupation status (0=unemployed; 1=employed) -2.068 -0.061 -1.295 0.196 0.903 1.108
Length of education (years) 1.501 0.369 6.108 0.000** 0.558 1.793
Income (IDR/capita/month) -4.34E-07 -0.010 -0.188 0.851 0.691 1.447
Cosmopoliteness (score) 0.133 0.261 4.857 0.000** 0.705 1.419
Kolmogorov-Smirnov Z (sig) 0.435
F (sig) 25.807 (0.000)
Durbin-Watson 1.273
Adjusted R Square 0.352
Homoskedasticity Distribution of error spreads and around zero 

Note: **significant at p<0.01
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formal education, but also from other people in 
the nearby neighborhood. Experience of com-
municating with others would make consumers 
to have a better hope to become more empow-
ered (Garnefeld and Hunter, 2008). Similarly, 
the finding of Chaudhry and Nosheen (2009) 
showed that access to media affects empower-
ment. 

The research showed the weakness of con-
sumer empowerment, thus consumers were 
demanded to make the best choice in the free 
market by understanding the available choices. 
Apart from that, it was worthwhile to make 
consumers know their rights,  as well as to 
make them aware of practices that might lead 
to consumer’s loss,  make them informed about 
the available efforts to complain and demand 
redress if they were deprived. Consumers need 
better expertise and knowledge than the previ-
ous experience to support their understanding 
on the trade practice of business doers. Next, 
consumers in rural areas were the powerless 
groups, therefore, the government, NGOs or 
private enterprises need to give priority on the 
activity of consumer empowerment. One of 
the efforts that can be carried out to empower 
consumers is by intensifying consumer’s edu-
cation.

The limitation of this research was that some 
variables depended on recall, thus allowing the 
information given to be less valid due to reli-
ance on respondent’s memory. Another weak-
ness was that the new research instrument 
seemed to have more necessity to be further de-
veloped and tested in order to become valid in-
strument that can measure consumer empower-
ment.

Research on consumer empowerment was 
rarely conducted based on empirical study of 
the researcher, especially in Indonesia, meaning 
this research can become baseline data for fur-
ther research.  The previous research by Nardo 
et al (2011) only identified consumer’s empow-
erment which was linked to some respondents’ 
characteristics. Meanwhile, this research stud-
ied the influence of cosmopoliteness that indi-
cates how consumers are informed from outside 
information. Second contribution is the more 
comprehensive and complete instrument of 
consumer empowerment compared to previous 
instrument developed by Nardo et al., (2011). 

The consumer empowerment instrument in 
this research was developed by combining the 
instrument of consumer empowerment devel-
oped in Nardo et al’s study (2011), Law No 8 
year 1999 (Consumer Protection Act), and Law 
No. 7 year 1996 (Food Act). Based on the ref-
erence search conducted by the researcher, de-
velopment of instrument to measure consumer 
empowerment in Indonesia has never been con-
ducted.
The implications of this research findings to 
managers/practitioners are :
1. The necessity of extending access towards 

consumer education in order to increase 
consumer empowerment. Consumer’s pro-
tection Institution and government are en-
couraged to improve intensity of education 
for consumers in several locations and use 
supporting media.

2. The necessity of having National Action 
Plan with the theme “The Movement of In-
donesian Smart Consumers”  that involves 
business doers, NGO, universities, schools, 
and the general public.  This activity will be 
under the charge of Indonesia Ministry of 
Trade. This will be carried out thoroughly 
starts from macro level, mezzo to micro for 
sounding the importance of smart consum-
ers

3. Enforcement of consumer protection func-
tion

4. The improvement of business doers’ role in 
protecting consumers

5. The enforcement of family instrumental 
function in realizing consumer’s indepen-
dence in protecting themselves and their 
families.

Conclusions

This study finds that respondents in urban 
areas were relatively more empowered than 
in rural area. In addition, urban  respondents 
seemed to demonstrate better education, in-
come, and cosmopoliteness’ level, although the 
average of consumer empowerment in both lo-
cations is actually still very low. In general,the 
most powerless respondents by demographic 
socio-economic, and cosmopoliteness’ level 
perspective were aged > 37 years old, working 
in rural areas, in income category of  less than 
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IDR 397,874.57/capita/month in rural and ur-
ban areas, having family size of  less than four 
persons in rural areas, length of education less 
than nine years, and not cosmopolite. The high-
er level of education and the more cosmopolite 
the consumers, the more positive enhancement 
of consumer empowerment both in rural and ur-
ban areas. 

The research finding indicated a low con-
sumer empowerment so that consumers are 
increasingly required to make the best choice 
in the free market by understanding the options 
offered. Besides, it is the time that consumers 
acknowledge their rights, identify reasonable 
business practices, engage complaints when 
they are aggrieved, and demand compensation 
as possible. Consumers need better expertise 
and more knowledge than before to bridge their 
understanding of proper trade practices. Fur-
thermore, consumers in rural areas were the 
powerless group so that the relevant stakehold-
ers including government, NGOs, and private 
sector need to give major priority on consumer 
empowerment. One of the attempts in empow-

ering consumers is intensify consumer educa-
tion. 

The results of research that shows the level 
education and cosmopoliteness influence to-
wards consumer empowerment indicates the 
necessity for the government to encourage the 
people to have higher formal education, as well 
as the people intensively have the efforts to find 
information from outside source both through 
internet and other media.

The next research is expected to test the in-
strument of consumer empowerment that was 
developed in this study in order to get valid in-
strument. More research on consumer empow-
erment needs to be carried out either by focus-
ing on one product/service or by extending the 
product class.

Future research also need to focus on the 
role of self concept, self efficacy, personality, 
lifestyle, or motivation in affecting consumer 
empowerment. Moreover, further research ef-
fort need to study consumer empowerment on 
the variety of consumer groups such as school-
age children, teenagers, or college students.
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