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Abstract 
Nowadays, consumer issues are becoming more serious, especially those 
involving online fraud, such as scams. As a consumer, one should take 
precautions to protect oneself from encountering this problem. Consumerism 
practices are the key components that provide consumers with strong self-
protection and positive attitudes. Students of higher learning institutions, a 
large group of mainly young people, play the roles of educated agents of 
change who may champion the interests of consumers in the future. The 
objective of this study is to investigate the impact of media agents as a 
mediating variable in the relationship between consumer attitudes and values, 
self-identity, trust in the government, and consumerism practices. The Social 
Cognitive Theory and the Consumer Socialization Theory were used in this 
study to achieve a deep understanding of the concept of consumerism 
practices. This study involved eight hundred students of higher learning 
institutions in Malaysia from ten institutes selected by randomised sampling. 
A questionnaire was created and used for purposes of data collection. Data 
analysis was conducted in Structural Equation Modeling (SEM) analysis using 
the Analysis of Moment Structural (AMOS) software. The results showed that 
media agents are partial mediators in the relationship between self-identity 
and consumerism practices and between consumer attitudes and 
consumerism practices. It was also found that consumer attitudes, consumer 
values, self-identity, and trust in the government have a direct and significant 
relationship with students’ consumerism practices. This study contributes to 
the theoretical expansion of consumerism practices and serves as a guide for 
relevant ministries, institutions of higher learning, and consumer associations 
in their efforts to implement educational activities and programs on 
consumerism. 
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 Introduction 

In today’s borderless world, the issues and challenges faced by 
consumers are widely known and acknowledged. Undeniably, fierce 
competition has led to the application of various promotional and 
marketing methods by traders and marketers to leverage the sales of 
their goods and services. As a result, a growing number of unethical 
business practices aimed at attracting consumers were conducted, 
such as scratch-and-win contests, get-rich-quick schemes, and SMS 
scams (Gabungan Persatuan-Persatuan Pengguna Malaysia, 2019). 
These practices have been reported by the media and other trusted 
sources of information, such as the Malaysian Communication and 
Multimedia Commission (MCMC). According to the Malaysian 
Computer Emergency Response Team (MyCERT), cyber fraud is a 
serious cybercrime nowadays. Since 2008, statistics from MyCERT 
under Cyber Security Malaysia (CSM) have revealed that cyber fraud 
has been increasing and is related to other cybercrimes each year. 
Based on Bernama (2019), a total of 3,127 cyber fraud cases were 
reported to MyCERT between January and July 2019 and, the number 
of these cases is high and extremely alarming. Given that consumers 
are continually exposed to fraud, they need to know how to protect and 
defend their rights as consumers. 

Consumers today are expected to strive to uphold their rights 
and carry out their responsibilities as resilient consumers. McGregor 
(2016) claimed that empowered consumers must be carried out 
rigorously their responsibilities in the market. As referred to in this 
study, consumerism practices are made up of five types of consumer 
responsibility, as outlined by Consumer International (CI). These are 
solidarity, critical awareness, action and involvement, environmental 
awareness, and social concern. Therefore, consumerism practices 
mentioned in this paper refer to consumer actions taken to protect 
themselves and participate in consumerism activities. According to 
Hao, Liu, Chen, Sha, Ji, and Fun (2019), most consumers tend to 
implement consumerism practices that benefit themselves rather than 
become involved in activities that benefit the community and 
environment. As such, consumers’ problems cannot be solved 
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holistically. Previous studies have found the level of consumerism 
practices among students of higher learning institutions to be moderate 
(Norhasmah & Elistina, 2013; Nurazlina, Elistina, & Aini, 2015). 

In the absence of a specific theory to explain consumerism, this 
study adopts two social science theories, namely Social Cognitive 
Theory and Consumer Socialization Theory, which are often used in 
business, education, and economics. In this study, the focus is on three 
main factors - individual factors (self-identity, consumer attitude, 
consumer value, trust in the government), behavioural factors 
(consumerism practices), and environmental factors (media agents) – 
that serve as the mediators of the relationship between the individual 
factors and behavioural factors. Finally, as consumers spend 
considerable time on social media and obtain information from the 
mass media, the influence of these media agents becomes vital in 
improving their consumerism practices (Norazmira, Maisaroh, 
Mashitoh, & Noor Azryani, 2015). 

 Literature Review 

The Social Cognitive Theory and the Consumer Socialization 
Theory were adopted to describe the framework of the consumerism 
study by considering media agent as a mediator that bridges the 
relationship between personal factors, which include the components 
of self-identity, consumer values, consumer attitudes, trust in the 
government and consumerism practices. Referring to the study, 
Martinho, Pires, Portela, and Fonseca (2018) found that two main 
factors influence consumerism behaviour, personal and environmental 
factors. Based on their studies, personal influence consists of skills, 
attitudes, values, lifestyle, motivation, and attitude change, while 
environmental influences include parents, friends, mass media, social 
media, culture, and reference groups. 

 Social Cognitive Theory 

This theory emphasises the learning process that occurs in the 
social context of reciprocal interactions or triangular relationships 
between personal, environmental, and behavioural factors, as 
illustrated by Bandura (1978). The interaction between these factors 
implies that behaviour is shaped and controlled by individual and 
environmental influences. Based on this theory, personal factors 
include the characteristics of people’s upbringing (such as beliefs, self-
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identity, attitudes, knowledge, skills, values, goals, and intentions) that 
shape their behaviour in various fields, including education, business, 
economics, consumerism, and many more. Meanwhile, environmental 
factors are the effects of human behaviour after a person is influenced 
by parents and peers and non-human factors like mass media, social 
media, national policies and laws, social norms, and access to the 
community. Behavioural factors portray the acceptance and response 
to personal and environmental factors in performing such actions. 
Among the components of behavioural factors are practice, self-
efficacy, and self-regulation. In other words, behaviour refers to the 
treatment or action upon acceptance of the learning process. 

This theory has been applied to explain various consumerism 
issues, such as consumer literacy (Elistina & Naemah, 2010; Zuroni, 
Husniyah, & Kanmani, 2011), security (Nurul Syamimi, Elistina, & 
Syuhaily, 2015), finance (Husniyah, M. Fazilah, & Norain, 2012; Tahira, 
Mohd Fazli, & Cazilia Loibl, 2015), environment (Maria & Ahmad 
Hariza, 2014), food (Tonkin, Coveney, Webb, Wilson, & Meyer, 2018), 
information technology (Saaondo, & Igbaaka, 2018), and products and 
services (Lim et al., 2017). 

Interaction with environmental influences, such as media 
agents, has served as a prominent mediator that bridges the 
relationship between personal and behavioural factors. Based on this 
theory, in this study, personal factors refer to self-identity, consumer 
attitudes, consumer values, and trust in the government, while 
behavioural factors refer to consumerism practices. The environmental 
factor in this study is the media agents, which is specifically the 
mediator in the relationship between personal and behavioural factors. 
The interaction of environmental factors such as media agents affects 
the relationship between self-identity and consumer behaviour. In 
terms of purchasing activities, mass media and social media influence 
consumers’ self-identity in the practice of purchasing goods (Suha & 
Sharif, 2018). For example, consumers’ self-identity related to brands 
and consumer purchasing decisions help establish positive buying 
practices (or otherwise) when information is delivered through media 
agents (Johe & Bhullar, 2016). To be precise, environmental factors 
such as media agents affect, in practice, the self-identity of the 
consumer. Thus, the hypothesis below is proposed: 
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H˳1:  The media agent is not a mediator in the relationship between 
self-identity and consumerism practices among students of 
higher learning institutions.  

Applying this theory, studies conducted by Pinto, Anana, Nique, 
and Herter (2011), and Cohn and Vaccaro (2018) have all considered 
the value factors in their environmental studies. Consumer values are 
usually found in environmental studies but rarely in other research. 
Their findings show that values are the essence that often teaches 
individuals to appreciate the environment through their daily practices. 
Meanwhile, Pinto et al. (2011) pointed out that behaviour (such as the 
demand for goods and services characterised by sustainable use) is 
influenced by the values held by a person. In line with the study 
conducted by Sarwar, Aftab, and Iqbal (2014), who found that 
consumer values positively correlate with consumer buying behaviour. 
However, the relationship between values and behaviour can be 
influenced by the media. For example, Prasath and Yoganathen (2018) 
found that advertisements conveyed through the media may instil 
certain values in consumers when buying products. Such 
advertisements can induce consumers to buy non-essential items that 
they do not actually need. It can be concluded that the media agent is 
the mediating factor in the relationship between consumer values and 
consumerism practices; thus, the hypothesis below is proposed: 

H˳2:  The media agent is not a mediator in the relationship between 
consumer values and consumerism practices among students 
of higher learning institutions. 

A media channel is a certified platform that has the advantage 
of engaging in direct online business activities with consumers at a 
relatively low cost. Therefore, it significantly influences consumer 
attitudes and behaviour (Dlacic, Kadic-Maglajlic, & Mecevski, 2016). 
Besides that, consumerism practices in the financial aspect also show 
that the financial attitude had a significant and positive relationship with 
prudent financial management practices among Malaysian youth 
(Ahmad Fauzi et al., 2017; Mohd Amin et al. (2017). Therefore, it was 
proven that attitude is a predictor variable that influences consumer 
behaviour. 

However, studies involving consumer attitudes have not 
extensively examined the aspect of consumerism practices involving 
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the influence of media agents. The theoretical contributions of the 
studies conducted by Wang, Chunling, and Yujie (2012), as well as 
Abzari, Ghassemi, and Vosta (2014), found that the socialisation 
process between consumers and media agent is highly relevant when 
examining consumer issues as it significantly affects the attitude 
consumers have to a product. Studies conducted by Jennifer (2012) 
and Raktham, Chaipoopirutana, and Combs (2017) found that media 
agents influenced consumers' attitudes to product reviews. Those who 
always use the media tend to have a more positive attitude to the 
information available there, compared to those who rarely or never use 
this platform as a place to obtain information (Raktham et al., 2017). It 
showed that the media could positively influence consumer behaviour 
in product selection. It can be concluded that media agents are the 
mediating factor in terms of the relationship between consumer 
attitudes and consumerism practices; thus, the related hypothesis is 
proposed: 

H˳3:  The media agent is not a mediator in the relationship between 
consumer attitudes and consumerism practices among students 
of higher learning institutions.  

According to Christine, Rohit, and Gerald (1993), trust often 
influences a process to reflect one’s beliefs through behaviour. The 
more an individual believes the government, the better the individual's 
attitude tends to be to certain products or items. Based on the study by 
Elistina et al. (2018), trust in government agencies and ministries, such 
as Jabatan Kemajuan Islam Malaysia (JAKIM) and the Ministry of 
Health, has positively correlated to consumer behaviour toward halal 
personal care and cosmetic products. The results show that the level 
of trust in the government is high when it comes to halal products, 
meaning the purchased products are believed to be safe to use and of 
good quality. This trust, in turn, influences consumer behaviour toward 
these halal products. However, safety issues within the food industry 
may cause a decrease in the level of consumers' trust in the 
government, especially in the government bodies responsible for food 
control in this industry (Papadopoulos et al., 2012). Therefore, 
government policy often aims to reduce consumers' concerns over food 
safety issues and regain consumers’ trust in them in this respect 
(Nocella, Romano, & Stefani, 2014). Certain studies carried out, for 
example, by de Jonge et al. (2007) and Tonkin et al. (2018), found that 
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trust in the government is one of the main factors that significantly 
influence the level of consumer confidence in food safety and supply. 
They also proved that media agents influence consumer confidence in 
product safety. The results indicated that respondents who had 
accessed the message in the media regarding food safety issues were 
found to be constantly alarmed. Therefore, the following hypothesis is 
proposed: 

H˳4:  The media agent is not a mediator in the relationship between 
trust in the government and consumerism practices among the 
students of higher learning institutions.  

The Social Cognitive Theory was adopted to describe the 
framework of the consumerism study by considering individual factors, 
which include the components of self-identity, consumer values, 
consumer attitude, and trust in the government influencing behavioural 
factors that focus on consumerism practices. The media agent 
(environmental) performs its duty as a mediator to bridge the 
relationship between self-identity, consumer attitudes, consumer 
values, trust in the government (personal), and consumerism practices 
(behavioural). 

 Consumer Socialization Theory 

Consumer socialisation theory is among the theories that 
explain how the learning process takes place as a result of the 
influence of socialisation agents, which comprises parents, peers, 
mass media, social media, and institutions (Moschis and Churchill, 
1978). This research applied the theory of consumer socialisation to 
study how environmental factors (media agents, including mass media 
and social media) in social cognitive theory reinforce the influence of 
personal factors (self-identity, values, attitudes, trust in the 
government) and behavioural factors (consumerism practice), as a 
result of the socialisation process. 

In the context of marketing, consumer socialisation is a process 
whereby individuals acquire skills, knowledge, and attitudes about their 
role as consumers in the market; these attributes are obtained from 
their environment (Ward, 1974). Social media is primarily one of the 
numerous social sites that provide space for consumers to 
communicate with each other on the Internet, as the global network has 
become an important consumer socialisation agent for adults today 
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(Kohler, Andrea, Ko, & Martin, 2011; Lim et al., 2017; Gunduz, 2017). 
Through social media channels, consumers can communicate with 
each other virtually to share ideas and obtain feedback on products 
and services from other consumers (Markethub, 2016; Prasath and 
Yoganathen, 2018). In general, social media brings three advantages 
to consumers in terms of socialisation. First, it is a convenient and 
appropriate way to gain new knowledge and skills through interaction 
with social media partners. Second, it has the capacity to increase the 
number of visits to social sites due to the consumers’ ability to obtain 
information about products before purchasing. Third, social media 
facilitates the wide dissemination of information to other consumers. 

Studies conducted by Dotson and Hyatt (2005), and Sarwar, 
Aftab, Iqbal (2014) found that television is a powerful consumer 
socialisation agent that influences adult consumers to be loyal to a 
particular brand. According to Enikolopov and Petrova (2017), mass 
media such as newspapers and magazines are the most widely used 
forms of reference when buying electrical items, followed by billboards 
and the radio. 

Based on previous studies, most researchers have used the 
theory of consumer socialisation as the basis for reviewing the role of 
consumer socialisation agents, which consist of environmental factors 
(parents, peers, and the media), in stimulating and influencing 
individuals’ psycho-sociology on consumer buying and consumption 
behaviour. Therefore, the environmental factors of this study, namely 
social media and mass media, are important due to their capacity to 
contribute to a new consumerism perspective through a combination of 
social cognitive theory and consumer socialisation theory. Moreover, 
they also help the researcher understand the role of socialisation 
agents in influencing consumerism practices among students of higher 
learning institutions. 

By applying these two theories, the personal factors (self-
identity, consumer values, consumer attitudes, and trust in the 
government) can determine good consumerism practices (consumer 
behaviour), and they are also influenced by media agents (environment 
factors), which act as a mediating factor. 

 Methodology 

Data Collection - This study is a cross-sectional study aimed to 
explore the influence of media agents as a mediator in terms of the 
relationship between consumer values, consumer attitudes, self-
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identity, trust in the government, and consumerism practices. The 
survey was conducted by distributing the questionnaires to the targeted 
survey respondents. 

Participants and Sampling - A total of eight hundred 
respondents, comprising students of higher learning institutions, were 
successfully recruited to participate in this study. Multistage random 
sampling was applied to select the respondents from ten public and 
private higher learning institutions in Malaysia. Stratified random 
sampling was performed, starting with random sampling at selected 
institutions, based on an exhaustive state-based list obtained from the 
Ministry of Higher Education Malaysia website. The states were 
segregated by zone, namely the northern zone (Kedah, Perlis, and 
Penang), the western zone (Perak, Selangor, and Kuala Lumpur), the 
eastern zone (Kelantan, Terengganu, and Pahang), the southern zone 
(Johor, Malacca, and Negeri Sembilan), and the zone of Sabah, 
Sarawak, and the Federal Territory of Labuan. Then, one state in each 
zone was chosen at random, and two institutions in each chosen state 
were selected at random. Next, researchers selected the respondents 
using systematic random sampling, choosing one out of every five 
students who entered the institution library. Therefore, the study was 
coordinated to allow the data collection to take place in the library, and 
the researchers could benefit from asking respondents from various 
backgrounds and different faculties and educational levels. Altogether, 
a total of eight hundred respondents from ten higher learning 
institutions participated in the study. 

Measurement - This instrument contains items related to the 
variables in this study, namely consumer values, consumer attitudes, 
self-identity, trust in the government, media agents, and consumerism 
practices. Consumer value items were formed based on the 
instruments developed by Nurazlina, Elistina, and Aini (2015). Out of 
thirty-one items, eleven consumer values items were used in this study 
and originally tested to study its effects on consumer practices. A total 
of 20 items were dropped from the Confirmatory Factor Analysis (CFA) 
procedure since the factor loading score was less than 0.30 and the fit 
model value was not achieved. Respondents were asked to determine 
the level of importance they attached to each statement, based on a 
scale of 1 to 9 and ranging from 'Not Important' to 'Very Important', as 
used in the studies of Kahle and Kennedy (2007). ‘Consumer values’ 
in this study refers to the principles held by the students, as measured 
by the level of importance they allocated to the consumer values listed. 
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The five consumer values were moderation and stability, concern, 
justice, efficiency, and self-esteem. 

Next, four items on self-identity out of the six items were adapted 
from Werff, Steg, and Keizer (2013). Two items of self-identity had to 
be dropped from the CFA procedure due to the low factor loading 
values of 0.30 and failure to reach the fit model values. Respondents 
were asked to determine how far they agreed with each statement, 
referring to their self-identity on activity and consumer issues. This was 
based on a Likert scale of 1 to 5, ranging from 'Strongly Disagree' to 
'Strongly Agree'. In this study, the variable ‘self-identity’ refers to the 
way high school students described themselves in terms of 
information-seeking, their involvement in consumer activities, and their 
concerns about consumer issues. 

Third, seven items on consumer attitudes were adapted from the 
twenty-four items from the studies of Bharadwaj, Thirunarayana, and 
Varadarajan (1991; 1994) and Varadarajan, Bharadwaj, and 
Thirunarayana (2008), and similarly used a Likert scale of 1 to 5. A total 
of 17 items from consumer attitude had to be dropped from the CFA 
procedure due to the low factor loading value of 0.30, and the fit model 
value had not been achieved. ‘Consumer attitudes’ in this study refers 
to the level of consumer agreement in terms of their attitudes to 
marketers and consumers. 

Fourth, trust in the government only utilised five items out of six 
items adapted from Frewer (1996) and de Jonge et al. (2007), and also 
used a Likert scale of 1 to 5, ranging from 'Strongly Disagree' to 
'Strongly Agree'. One item from the variable ‘trust in the government’ 
had to be dropped due to the low factor loading value of 0.30, and the 
fit model value had not been achieved. In this study, the term ‘trust in 
the government’ refers to consumer confidence in the government's 
role as an expert organisation and how far the government is seen as 
being qualified, open, honest, and caring about consumer issues in the 
country. 

Fifth, media agents consisted of four out of six items, entirely 
adapted from Oswald and Higby (1993) and Wang, Yu, and Wei (2012). 
The two consumer socialisation agents were mass media and social 
media. A total of four items from media agents needed to be dropped 
due to the low factor loading value of 0.30 and, the fit model value had 
not been achieved. Respondents were asked to determine their level 
of agreement with each statement on a Likert scale of 1 to 5, ranging 
from 'Strongly Disagree' to 'Strongly Agree'. The term ‘consumer 
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socialisation’ in this study refers to the environmental factors (media 
agents), which are influencing higher education students as part of 
making someone undertake consumerism practices. As explained 
previously, the term ‘media agent’ refers to mass media and social 
media. 

Lastly, thirteen out of seventeen items of consumerism practices 
were adapted from Nurazlina, Elistina, and Aini (2015). Four items from 
consumerism practice had to be dropped due to the low factor loading 
value of 0.30, and the fit model values had not been achieved. 
Statements of consumerism were based on the five responsibilities 
listed by Consumer International (CI), solidarity, critical awareness, 
action and involvement, environmental awareness, and social concern. 
The term ‘consumerism practices’ in this study refers to the students’ 
actions as consumers in seeking information, their concerns about 
consumer issues, and their involvement in consumer activities that run 
parallel with the five consumer responsibilities outlined by the CI. The 
respondents were asked to choose a number reflecting the frequency 
of their consumerism practices, using a Likert scale between 1 to 5, 
ranging from 'Never' to 'Always'. 

Analysis - The Analysis of Moment Structural (AMOS) 4.0 
software was used to conduct Structural Equation Modeling (SEM) 
analysis and test all four hypotheses of the study. Before the actual 
data was analysed, a validity test was performed. Convergent validity 
is achieved when all the items in a measurement model are significant 
and validated through the Average Variance Extracts (AVE). The value 
of AVE must be greater than or equal to 0.50 (Hair, Hult, Ringle, & 
Sarstedt, 2016). However, according to Fornell and Larcker (1981), the 
Convergent Validity per construct is still acceptable even if the value of 
AVE is less than 0.50, as long as the Composite Reliability (CR) value 
provided is greater than 0.60. The results can be seen in Table 1. 
According to Hair, Anderson, Rabin, and Black (2010), construct 
validity is achieved when the fitness index reaches the Goodness-of-
Fit Index (GFI) requirement of 0.90 or higher, a Confirmatory Fit Index 
(CFI) of 0.90 or higher, a Root Mean Square Error of Approximation 
(RMSEA) of 0.08 or less, and a Chisq / df ratio of less than 5.00. 
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Table 1 : Result of Average Variance Extractes (AVE) 
Constructs Total Items AVE CR 
Self Identity  4 0.446 0.777 
Consumer Attitude  7 0.401 0.781 
Consumer Values  11 0.593 0.852 
Trust in Goverment  5 0.716 0.976 
Media Agent  4 0.432 0.772 
Consumerism Practices  13 0.413 0.793 

The results of the modification of the model were obtained 
through the CFA procedure. Overall, the model fit the value of the better 
model structure, with the Chi-square/df at 2.978, P-value at 0.000, 
RMSEA equal to 0.050, GFI at 0.888, CFI at 0.917, and TLI equal to 
0.910. Finally, discriminant validity is achieved when the free 
measurement model of the item overlaps through the Modification 
Indices (MI). The procedure used was to drop one item or reshape the 
model. Table 2 shows that the correlation between the exogenous 
constructs did not exceed 0.85 (Zainudin, 2015). Based on the validity 
test results, the structure model procedure could be performed on the 
data to test and evaluate all the hypotheses. 

Table 2 : Result of Discriminant Validity 

 Self 
Identity 

Trust in 
Goverment 

Consumer 
Attitude 

Consumer 
Values 

Media Consumerism 
Practices 

Self identity 0.446      
Trust in 
Goverment 

0.075 0.715     

Consumer 
Attitude 

0.224 0.287 0.401    

Consumer 
Values 

0.084 0.004 0.018 0.553   

Media 
Agent  

0.376 0.124 0.253 0.029 0.432  

Practices  0.544 0.228 0.527 0.101 0.463 0.443 
 

 Findings 

The majority of the respondents were female (78.6%) and aged 
between 18 and 22 (67.0%). This age group dominated the age 
distribution across higher institutions and consisted of diploma and 
bachelor’s degree students. The study also shows that most 
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respondents were Malays (79.4%), and an even larger percentage of 
them were single (95.5%). A total of 87.3% came from public 
universities, with 60.7% then attending bachelor's degree courses. Out 
of these, 66.8% were in their first, second, third, or fourth semesters. 
In terms of their fields of study, students from social sciences and 
sciences formed 57.9% and 42.1% of the respondents, respectively. A 
total of 55.8% of them came from urban areas. Regarding their 
membership of consumer organisations, 92.5% of the respondents 
were non-members. The information regarding respondents’ 
backgrounds is shown in Table 3 below. 

Table 3 : Respondent Background 

No.  Details  Frequency (n) Percent (%) 
1. Gender:   
 Male  170 21.4 
 Female  626 78.6 
2. Age:   
 18-22 533 67.0 
 23-40 263 33.0 
3. Ethnic:    
 Malay 632 79.4 
 Chinese 93 11.7 
 Indian  40 5.0 
 Others  31 3.9 
4. Marital Status :   
 Single  760 95.5 
 Marriage  36 4.5 
 Widow / Widow / Widower - - 
5. Institute of Higher Learning:   
 Public University  695 87.3 
 Public Institution of Higher 

Learning 
58 7.3 

 Private Institutions of Higher 
Learning  

43 5.4 

6. Level of Education:   
 Diploma 223 28.0 
 Bachelor's Degree 483 60.7 
 Master/PhD 90 11.3 
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No.  Details  Frequency (n) Percent (%) 
7. Semester of Study:   
 Semester 1-4 532 66.8 
 Semester 5-9 264 33.2 
8. Field of Study:   
 Sciences  335 42.1 
 Social Sciences  461 57.9 
9. From:   
 City  444 55.8 
 Rural  352 44.2 
10. Membership Status:   
 Member  60 7.5 
 Not a Member  736 92.5 
11. Membership Period:   
 1-3 years  43 5.4 
 4-9 years  9 1.1 

A structure model was employed to investigate the multiple 
indirect effects of media agents between consumer values, consumer 
attitudes, self-identity, trust in the government, and consumerism 
practices. Based on Table 4, two hypotheses were not supported (H˳1 
and H˳3), and the remaining two hypotheses were supported (H˳2 and 
H˳4). The full mediation model of media agents as mediators can be 
seen in Figure 1 below.  

 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 27, 2021 

 234 

 
Figure 1 : Full Mediation Model of Media Agent as a Mediator 

According to CFA procedures, the model exhibited a good fit to 
the data (Chi-square/df = 2.695, P-value = 0.000, RMSEA = 0.046, GFI 
= 0.908, CFI = 0.937, TLI = 0.931). The results of the mediator test on 
the constructs of consumer values, consumer attitudes, self-identity, 
and trust in the goverment through the media agent can be seen in 
Table 4.   

Table 4 : Result of Mediator Test on Self Identity, Consumer Value, Consumer 
Attitude, Trust in Government Construct Through Media Agent 
Construct Media Agent Estimate S.E C.R p Result 
Self Identity      
Direct Model:      
Consumer Self Identiy             
Consumerism Practices 

0.106 0.065 4.050 *** Partial 
Mediator 

Mediation Model:       
Consumer Self Identity            
Consumerism Practices 

0.095 0.051 5.736 ***  

Consumer Self Identity              
Media Agent 

-0.014 0.060 7.822 ***  

Media Agent       
Consumerism Practices 

0.120 0.050 2.372 0.018  

Consumer Values      
Direct Model:      
Consumer Values                   
Consumerism Practices 

0.106 0.023 3.403 *** No Mediator 
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Construct Media Agent Estimate S.E C.R p Result 
Mediation Model:       
Consumer Values                  
Consumerism Practices 

0.095 0.023 3.119 0.002  

Consumer Values                  Media 
Agent 

-0.014 0.028 -0.371 0.711  

Media Agent                         
Consumerism Practices 

0.120 0.050 2.372 0.018  

Direct Model:      
Consumer Attitude         
Consumerism Practices  

0.271 0.057 5.324 *** Partial 
Mediator 

Mediation Model:      
ConsumerAttitude                  
Consumerism Practices 

0.329 0.063 6.268 ***  

Consumer Attitude                       
Media Agent 

0.347 0.074 5.742 ***  

Agen Media                    
Consumerism Practices 

0.120 0.050 2.372 0.018  

Trust in Government      
Direct Model:      
Trust in Goverment         
Consumerism Practices 

0.077 0.030 2.068 0.039 No Mediator 

Mediation Model:      
Trust in Government              
Consumerism Practices  

0.051 0.029 1.392 0.164  

Trust in Goverment                       
Media Agent 

0.043 0.037 0.939 0.348  

Media Agent                   
Consumerism Practices  

0.120 0.050 2.372 0.018  

 
H˳1:  The media agent is not a mediator in the relationship between 

self-identity and consumerism practices among students of 
higher learning institutions.  

Based on the guidelines by Baron and Kenny (1986), the results 
of the H˳1 hypothesis rejected the statement that media agent is not a 
mediator in the relationship between self-identity and consumerism 
practices among students of higher learning institutions in Malaysia, 
with the direct effect results being β = 0.250, p = 0.000 and the indirect 
effect results being β = 0.295, p = 0.000. The results show that the 
media agent partially acts as a mediator in the relationship between 
self-identity and consumerism practices. According to previous 
literature, self-identity plays an important role in purchasing luxury 
goods (Mannetti, Pierro, & Livi, 2002; Salem & Salem, 2018). This 
result suggests that self-identity sometimes leads to positive behaviour, 
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and the opposite is also true. According to Johe and Bhullar (2016), the 
influence of the media greatly facilitates consumers’ identification with 
particular brands of products and their buying decisions, as they obtain 
may information through social media platforms such as Facebook, 
Instagram, and Twitter. Similarly, individuals whose self-identity can 
identify with or support recycling activities tend to recycle (Werff, Steg, 
& Keizer, 2013). Additionally, consumers' use of non-plastic bags when 
they shop is also influenced by their self-identity, which positively 
relates to environmentally friendly practices (Werff, Steg, & Keizer, 
2013). Therefore, based on the results of this study, it was found that 
the media agent acts as a mediator in the relationship between self-
identity and consumerism practices. This finding is consistent with 
those of previous studies. 

H˳2:  The media agent is not a mediator in the relationship between 
consumer values and consumerism practices among students 
of higher learning institutions.  

Based on the guidelines by Baron and Kenny (1986), the results 
of this study show that the media agent is not a mediator in the 
relationship between consumer values and consumerism practices, 
with the direct effect results of β = 0.106, p = 0.000 and the indirect 
effect results being β = 0.095, p = 0.002. This outcome is consistent 
with Pinto et al. (2011) and Cohn and Vaccaro (2018), who found that 
positive environmental values directly affect the sustainable practices 
applied by consumers without the influence of intermediaries such as 
the media agent. In addition, consumer values in consumerism remains 
an under-researched area of study, and only a few studies have sought 
to investigate the topic of consumer values. Among these are the 
studies conducted by Jariah et al. (2013) and Nurazlina et al. (2015). 
The findings of both these studies are consistent with the results of the 
present study in showing how consumer values often influence 
consumer practices. However, most previous studies did not test the 
mediator's effects on affective relationships and did direct testing 
instead.  

H˳3:  The media agent is not a mediator in the relationship between 
consumers’ attitudes and the consumerism practices among 
students of higher learning institutions.  
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This hypothesis was rejected. Based on the guidelines by Baron 
and Kenny (1986), the results of H˳3 indicate that the media agent is a 
partial mediator in the relationship between consumer attitudes and 
consumerism practices among students of higher learning institutions, 
with the direct effect results being β = 0.271, p = 0.000 and the indirect 
effect results being β = 0.329, p = 0.000. The studies conducted by 
Wang et al. (2012) and Abzari et al. (2014) found that the socialisation 
process between the consumers and the media affects consumerism 
issues and significantly influences consumer attitudes to particular 
products. According to studies conducted by Jennifer (2012) and 
Raktham et al. (2017), media agents influence consumers’ attitudes on 
the surveys of products available through the media. Frequent media 
users tend to be more positive in their attitudes to the information 
available there, compared to those who rarely or never use this medium 
as a source to obtain information.  

In terms of the environment, consumers’ attitudes tended to 
affect environmental practices positively. This finding is consistent with 
the results obtained by Singh and Pandey (2018), who found that 
consumers are willing to reuse items such as water bottles and clothing 
and would not buy products contributed to environmental pollution. 

H˳4:  The media agent is not a mediator in the relationship between 
trust in the government and consumerism practices among 
students of higher learning institutions. 

This hypothesis was accepted, as the direct effect results were 
β = 0.077, p = 0.039 and the indirect effect results were β = 0.051, p = 
0.164. This result shows that the media agent is not a mediator in the 
relationship between trust in the government and consumerism 
practices. According to de Jonge et al. (2007) and Tonkin et al. (2018), 
trust in the government and media attention are the factors that 
influence consumer confidence in food safety. This finding may be 
attributed to consumers' perception of the government as primarily 
responsible for food safety (Papadopoulos et al. 2012; Tonkin et al. 
2018). Other than the food industry, this issue has also been studied 
from the perspective of the personal care and cosmetics industries by 
Elistina et al. (2018). Studies have found that Muslim consumers trust 
the authorities in ensuring the reliability and trustworthiness of halal 
products. The findings showed that media agents do not influence 
consumers' trust in the government when engaging in consumer 
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behaviour. Instead, consumers retained their trust in the government 
and perceived it as experienced, qualified, open, honest, and 
concerned about consumer issues (Tonkin et al., 2018). 

Therefore, the specific indirect effect indicates that the media 
agent mediates the relationship between self-identity and consumerism 
practices (β =0.295, p-value=0.000). Additionally, as noted above, the 
media agent is found to mediate the relationship between consumer 
attitudes and consumerism practices (β =0.329, p-value=0.000). 
Hence, H˳1 and H˳3 are significant (the null hypothesis was rejected). 

Finally, the model measurement analysis using AMOS shows 
that the model fits, seen through the Goodness-of-Fit value in Figure 1, 
with Chi-square = 1212.633, Chi-square / df = 2.695, df = 450, RMSEA 
= 0.046, P-value = 0.000, GFI = 0.908, NFI = 0.904, and TLI = 0.931. 
Based on the model structure shown in Figure 1, 44% of the variance 
of consumerism practices is explained by five independent variables 
(self-identity, consumers’ attitudes, consumer values, trust in the 
government, and media agents) in the structural model.  

 Conclusion and Recommendations 

This study has proven that consumerism can be explained by 
adopting the Social Cognitive Theory and Consumer Socialization 
Theory as there is no specific theory or model in the field of 
consumerism. The results of the study clearly show that individual 
factors (self-identity, consumer attitudes, consumer values, and trust in 
the government), as well as environmental factors (social media and 
mass media agents) influence good behavioural factors (consumerism 
practices) among students of higher learning institutions. Furthermore, 
the media agent has been proven to be the mediator in both the 
relationship between self-identity and consumerism practices and 
consumer attitudes and consumerism practices. It was proven that 
these theories could explain the studies carried out by scholars in 
business, education, and economics, but they can also be applied in 
social science, especially in the area of consumerism. 

Given that the factors of self-identity, consumer attitudes, 
consumer values, and trust in the government contribute to the creation 
of good consumerism practices, education programs that emphasise 
these factors can be implemented by various stakeholders. For 
example, in higher education institutions or schools, initiatives can be 
established to improve students’ self-identity and develop their 
attitudes regarding consumerism with the aid of media agents such as 
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brochures, campaigns on major student websites, large screen adverts 
on institutional routes, and scientific materials published in school 
magazines. Government agencies and consumer associations should 
also conduct numerous beneficial programs to improve consumers’ 
attitudes, values, self-identity, trust in the government, and 
consumerism practices. By allowing media agents to inculcate better 
consumer practices, efforts to improve the effectiveness of the existing 
media functions are of paramount importance. Therefore, both old and 
new forms of media agents (such as the radio, television, magazines, 
newspapers, Facebook, Instagram, Twitter, and YouTube) must 
provide diverse information on consumer issues and become 
accessible and informative. 

From the perspective of consumers, the findings of this study 
could serve as both a reference and guide for students of higher 
learning institutions to be more generally aware of their responsibilities 
as consumers. Having a positive self-identity and a good attitude, 
upholding good values as consumers, and the roles of media agents 
are all important in establishing good consumerism practices among 
consumers. In addition, consumers can examine the values that they 
hold when making decisions in the market while also evaluating their 
self-identity, attitude to consumerism, the extent of their trust in the 
government, and their level of consumerism practices. The findings of 
this study might also be useful to help consumers become more 
resilient when transacting in the market and understand to act and 
exercise their rights as consumers. Indirectly, this can help consumers 
increase their knowledge of consumerism and protect themselves 
when dealing with traders. 
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