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Sri Wening (Indonesia)

THE REFLECTIVE ASSESSMENT
ON THE ACQUISITION

OF LIFE VALUE IN CUSTOMER
EDUCATION AS A CHARACTER-
BUILDING DIMENSION

Abstract

Formal education plays a big role in the construction and development of students’
competence and skill. A survey on the fashion engineering education in Indonesia
found that most students had not appropriately applied the competence and skill they
learned. Many of them did not say anything despite experiencing loss, were reluctant
to ask for exchange or compensation, littered the product’s waste, and had no interest
in using do-it-yourself (DIY) skills to make their own products. Therefore, this study
is aimed at depicting the importance of learning the Consumer Education materials,
the application of living values in the Consumer Education materials, and the effective-
ness of consumer living values on students’ character-building. In this survey-based
study, the ex post facto approach was used in order to evaluate the results of Consumer
Education learning through reflective assessment sheet. The research population was
123 students of Fashion Engineering Education Study Program in higher education in-
stitutions in Yogyakarta Province who had passed the Consumer Education course in
the odd semester in Indonesia in 2017. The sample was established through the strati-
fied proportional random sampling technique, while the descriptive statistical analy-
sis was applied to the findings of reflective assessment. The results show the students
agree that learning Consumer Education course is imperative for day-to-day life and
the Consumer Education materials are found to be effective in consumers’ character-
building. This study has not internalized of the values through advice, example, discus-
sion, role playing, and participation in the activities of consumption events around
daily life. Further studies are needed for developing a relevant curriculum, training in
designing content, strategies, instruments, and evaluation of learning.

reflective assessment, curriculum achievement,
Consumer Education

Keywords

JEL Classification A23,D12

INTRODUCTION

In the practice, based on the experience that has been found from the
survey and the observation over the Fashion Engineering in Indonesia,
most of the students have not appropriately applied the skills and the
competencies that they have mastered. Most of the students in the
survey and observation reported that they should be dealing with
the following issues within the domain: 1) experience of being lost;
2) reluctance for proposing exchange or compensation; 3) waste prod-
ucts; and 4) zero interest in performing do-it-yourself (DIY) skills for
crafting their own products. These issues ultimately demand a reflec-
tive assessment on the curriculum and materials in relation to the do-
main, specifically in relation to the curriculum and materials of the
Customer Education Course. The reflective assessment itself should be
directed to the life values that play a significant role for building the
students’ characters.
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1. LITERATURE REVIEW

Education is part of fundamental needs for any
individual (Anonym, 2001; Elder, 2015). Through
education, it is expected that the overall move-
ment of an individual will be based on the divine
and moral values. In relation to the statement, the
development in the international world within the
domain of economy, politics and even social cul-
ture demands improvement on human resources
quality so that the human resources will be readi-
er, be more responsive, and be stronger in dealing
with the development. Therefore, the Department
of National Education has been pursuing numer-
ous efforts to improve the educational quality so
that the human resources quality might be im-
proved as well. The fundamental changes for the
educational quality improvement might be pur-
sued through curriculum improvement, learn-
ing quality improvement, and evaluation system
change (Widodo, 2015).

Changes and developments on the life aspects
should be responded by professional and well
qualified performance in education. Therefore, ef-
fective curriculum development should be to meet
the needs and current demands of the culture, the
society, and the expectations of the population be-
ing served (Alsubaie, 2016). The curriculum that
has been developed nowadays demands a learning
process that encourages the students to be more
active and creative. At the same time, the same
learning process emphasizes more on the process.
As a result, there should be an evaluation toward
the achievement of the curriculum that has been
implemented into the learning process.

In relation to such changes and developments,
Customer Education Course is a course that be-
longs to the domain of social science and is re-
lated to customer behaviors. Fry, Ketteridge, and
Marshall (2009) mention that normally students
are encouraged (or required, if it is a mandatory
scheme) to keep a record of their learning achieved,
both on the course and through their personal ex-
perience of work, voluntary activities, or other life
experiences. They are also encouraged to reflect
on how their learning matches the demands that
will be made on them in the future by employ-
ers. In the learning process, Customer Education
might be benefitted for developing the students’
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characteristics in relation to their daily life. The
learning materials of the course themselves con-
tain actual problems and life values within the
society that have been related to the consumption
behaviors and customer society protection. Then,
the values of customer society life in the curric-
ulum of Customer Education are classified into
three aspects, namely the aspect of knowledge and
skills in personal finance management, the aspect
of wise purchase decision making, and the aspect
of society participation. Thereby, the values in the
Customer Education Course are the ones that will
be able to deliver the society to both the individual
and the communal happiness and prosperity.

In order to be successfully implemented, the cur-
riculum of the course should aim at goal achieve-
ment, as well as expectation fulfilment in the so-
ciety. To come to this aim, an assessment should
be involved. According to Trespeces (1993), as-
sessment is a process of describing, searching for,
and sharing information that has been highly im-
perative within the decision-making activities for
determining an alternative decision. Based on the
definition, the term assessment might be applied
to any process of collecting reality through a sys-
tematic manner for examining the changes on the
students’ behavior and the extent to which these
changes occur (Lile & Bran, 2014). As a result, as-
sessment nowadays does not belong to the cogni-
tive domain only, but also to the affective and the
psychomotor domain. When the statement is put
into the context of Customer Education Course,
the assessment in the course thus becomes not on-
ly dealing with the students’ cognitive aspects, but
also with the students’ affective and psychomotor
aspect. In other words, the Customer Education
Course will be dealing not only with the knowl-
edge regarding customers, but also with the rel-
evance between the knowledge and the daily life
context. Since it is deemed that situation is worth
to investigate, in the present study, the students’
view on the significance and the usefulness of
Customer Education Course in their daily life will
be presented.

The success of curriculum implementation should,
in fact, aim at the goal achievement, as well as how
it suits society expectation. In order to measure
the success of the curriculum achievement, an as-
sessment might be involved. Assessment is part
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of a process of achieving an objective. According
to Trespeces (1993), assessment is the process of
describing, searching, and sharing information,
which is highly imperative to a decision-making
process in determining an alternative decision.
The term also applies to a process of collecting
realities in a systematic manner to examine any
change in students’ behavior and to what extent
it occurs (Bloom, 2001). As assessment allows stu-
dents to evaluate a learning process (Lile & Bran,
2014), and in this study, it presents the students’
view on the significance of Consumer Education
in daily life and how it can be used as a guide
in spending money. Moreover, assessment no
longer predominantly belongs to the cognitive
domain, but affective and psychomotor ones as
well (Calendra & Tamarrow, 2015). Consumer
Education assessment evaluates not only the stu-
dents’ cognitive competence, but also their buying
behavior. This suggests that Consumer Education
is not only limited to mere knowledge, but also is
highly relevant in day-to-day life.

Specifically, as has been explained above, the suc-
cess of curriculum implementation might be mea-
sured through assessment, particularly in relation
to the students’ learning outcomes in the form
of their competences and skills. According to
Mardapi (2004), assessment has several purposes
as follows: 1) to examine students’ competence/
skill level, 2) to examine students’ development
and growth, 3) to identify students’ learning dif-
ficulties, 4) to identify learning outcomes, 5) to
identify students’ learning achievement, 6) to ex-
amine curriculum achievement, 7) to provide sup-
port for students, and 8) to motivate teachers to be
better educators.

As one may have implied from previous expla-
nations, assessment might also be understood
as a process of revisiting previous activities that
have been performed. Such process is aimed at
revealing the strengths and the weaknesses of a
program in order to improve it. The revisit itself
might also be understood as reflection. Reflection
bears similar meaning to standing in front of a
big mirror in order to one’s self. Such analogy
explains why reflexivity is incorporated into the
assessment process. Based on the process of as-
sessment and reflection, a new teaching model is
issued and the new teaching model is known as

44

reflective teaching. Reflective teaching is a meth-
od that involves reflexivity for examining the ef-
fectiveness of learning activities that have been
performed. The incorporation of reflexivity into
teaching process is important in order to develop
the students’ quality. Pollard (2002) pointed out
that reflective teaching bears several character-
istics, namely: a) reflective teaching implies an
active concern with aims and consequences, as
well as means and technical efficiency; b) reflec-
tive teaching is applied in a cyclical or spiralling
process, in which teachers monitor, evaluate and
revise their own practice continuously; c) reflec-
tive teaching requires competence in methods of
evidence-based classroom enquiry to support the
progressive development of higher standards of
teaching; and d) reflective teaching requires at-
titudes of open-mindedness, responsibility and
wholeheartedness. These characters are closely
related from one to another in progressively de-
veloping better teaching standards. Then, there
are three important things that should be consid-
ered in designing the reflective teaching activi-
ties, namely: a) aim, b) evidence and reflection,
and c¢) extension.

Bannister (1996) defined Costumer Education as
the process of gaining the knowledge and skills
to manage personal resources and to participate
in social, political and economic decisions that
affect individual well being and the public good.
Consumer Education pays close attention to the
awareness building and information transmission
for changing individual’s behaviors (McGregor,
2005). With regards to the present study, Customer
Education is defined as the process of acquiring
knowledge and skills for performing personal fi-
nance management, for taking actions on factors
that influence customer decision-making aspects,
and for being a good citizen.

The concept of Customer Education consists of
five fundamental principles and the five princi-
ples are the customers’ social responsibilities in
performing their consumption for achieving cus-
tomer protection. The five fundamental principles
are: 1) critical awareness; 2) activity involvement;
3) social concern; 4) environmental concern; and
5) solidarity (Tantri, 1995, p. 24). Based on the five
fundamental principles, it might be concluded
that Customer Education has high level of impor-
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tance for increasing the students’ awareness to-
ward customer protection. In turn, the students of
Customer Education Course will be able to moti-
vate themselves for displaying the behaviours that
are relevant to their life values and eventually for
crystallizing these life values into the part of their
characters.

According to Putrohari (2009), competence mas-
tery refers to the mastery of knowledge, under-
standing, and skills through particular experi-
ences. Knowledge itself is defined as a particular
part of information. Then, understanding im-
plies an ability to express the knowledge in nu-
merous forms by seeing the links of particular
knowledge to the other matters and to the exist-
ing problems. Last but not least, skills are defined
as the knowledge in performing certain things.
With regards to the Customer Education Course,
the orientation of the competence mastery in the
course is: 1) students’ cognitive aspect attain-
ment in the form of understanding and moti-
vation; 2) self-reflection; and 3) students’ capac-
ity to actively contribute to the development of
mindful consumers in the community (Stanszus
et al., 2017). The mastery of these orientations
will reflect how important the application of
Customer Education into the daily life context
is, since Customer Education shapes the students’
characters for performing their consumption
more wisely.

Looking at the content of the course, a compe-
tence-based assessment might be selected in or-
der to assess the students’ competence mastery.
According to Yamin (2009), the purpose of com-
petence-based assessment is to identify whether
the basic competencies have been achieved or not
so that the students’ level of mastery might be de-
termined. As a result, the critical thinking-based
learning process that might be involved in the
course will not only be related to the assessment
of problem-solving product, but also to the as-
sessment of problem-solving process, since the
basic competence in the critical thinking-based
learning process includes the ability to identify
all kinds of problems that have been related to: 1)
the customers’ rights, responsibilities, and protec-
tion; 2) the understanding toward the background
problems; 3) the problem formulation; 4) the dis-
cussions on the cause of the problems; 5) the ac-
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tions that should be taken; 6) the identification on
the solutions for the problems; and 7) the provi-
sions of conclusions and recommendations.

School is a secondary educational institution and
a part of formal education that plays a significant
role within the construction and the development
of the students’ knowledge, skills, attitudes, and
values. The interaction between one student and
another and also between the students and their
environment involve numerous life values. These
values are deliberately institutionalized through
either formal regulations or written curricula.
Furthermore, a school might also be considered
as a place where personal values in the form of
thoughts, comments, and actions meet one an-
other. These values might emerge spontaneously
through the unique personality that each student
has in the school. With regards to the statement,
David and Frank (1997) proposed that a school
might be a strategic place for implementing the
character education due to the fact that many
children from various backgrounds are present
in the school. Moreover, the children spend most
of their times in the school and consequently the
characters of these children will be largely influ-
enced by the things that they have learned in the
school.

2. METHODS

In conducting the study, the descriptive-evalua-
tive approach was involved within the investiga-
tion on the attainment of Customer Education
Course learning objectives. In addition, the reflec-
tive self-evaluation activities were also involved in
order to uncover the perception of the students on
the importance of learning the life values through
the Customer Education Course, to identify the
extent to which these values were manifested in
their daily life, and to describe the effectiveness of
the life values teaching for building the characters
of wise customers. Then, the study consisted of
several stages, namely: a) identifying the learning
materials of Customer Education that were rele-
vant to the students’ needs; b) identifying the life
values that were relevant to the competencies in
the Customer Education; ¢) designing an instru-
ment that measured how the life values had been
practiced in the Customer Education as part of
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the dimensions within the characters building of
the customers; d) gathering the necessary data by
involving the respondents to complete the reflec-
tive practice questionnaire; and e) analyzing, in-
terpreting, and synthesizing the data along with
drawing conclusions.

Since the population in the study comprised of
several homogenous groups, the study should
involve a simple stratified proportional random
sampling technique in determining the number
of the respondents (Matthew et al., 2013). Due to
the application of the simple stratified random
sampling technique, there were 123 students from
the Fashion Design and Hospitality Department
of Yogyakarta State University who had been se-
lected as the respondents for the study. The data
from these respondents were gathered through
the distribution of open-ended questionnaire that
had been specifically design for functioning as a
reflective assessment.

The field of social occupation and welfare was
complex and full of challenges, since the decisions
that should be made in the domain were by nature
already difficult (Toros & Medar, 2015). With re-
gards to the statement, the prerequisite for better
decision-making process was the presence of the
systematic self-reflection practice (Amble, 2012).
The systematic self-reflection practice enabled in-
dividuals to examine the decisions that they had
made and the knowledge that they had involved
within the practice (Heath, 1998). Self-reflection
itself was significant part in students’ training as
the self-reflection enhanced the practice of their
personal and professional development (Chaddock
et al., 2014). Thus, self-reflection might improve
the students’ professional growth and competence
(Eng & Pai, 2014). In turn, the self-reflection might
also improve the quality of the students’ social
occupation.

With regards to self-reflection, a reflective as-
sessment sheet was assigned as part of research
instrument for gathering the students’ opinion
on the life values that had been contained in the
Customer Education Course. In addition, a re-
flection worksheet was also assigned in order to
identify to which extent the students had imple-
mented the contained life values in their daily life.
In sum, the two instruments were designed in or-
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der to investigate to which extent the students had
implemented the life values that had been taught
in the Customer Education Course. The two in-
struments relied on 4-point Likert scale and the
4-point Likert scale would be elaborated as follows:
a) 1 = zero intention to practice the life values;
b) 2 = never practice the life values; ¢) 3 = practice
the life values; and d) 4 = habituate the life values.
The validity of the instrument was assessed by the
experts’ judgment within a focus group discussion
and the data of the instrument were analyzed us-
ing the descriptive statistical analysis method.

Among the various approaches and techniques
adopted in the strategic analysis and/or plan-
ning process, SWOT analysis was used here to
explore the importance of learning the Consumer
Education materials and the application of living
values in the Consumer Education materials. In
SWOT analysis, two critical environments (inter-
nal and external) are carefully analyzed and eval-
uated (Ololubel, Aiya, Uriah, & Ololube, 2016).

Table 1. SWOT analysis on Consumer Education
materials

Strength: Shaping the
character of students when
dealing with real consumption
activity.

Implementing character value
for consumption.

: Weakness: Need long time

i process to implementing life

i value in consumption activity
i for shaping consumption

i character.

1. Continous habituation.
1. Learning with case studies

of problems that occur in
real consumption activity.

2. Self reflection in responding :
_ real case consumption.

OPportunity: able to apply

reflective evaluation method
in other fields of expertise in
measuring character formation :

i 2. Character values are

formed after students
experience it.

Threat: the inflﬁénce

¢ of trends and relations
: between friends that cannot

be predicted to form

of students. i consumptive behavior.

1. Each field of expertise has i 1. The need to be accepted
its own character value. in relation environment.

2. Character values contained : 2. The need for self-existence
in the field of expertise can i by following the trend.
be used as the development :
of instruments to measure
character.

The findings in the study were based on the reflec-
tion that the students had performed. In general,
through the study the students shared the cus-
tomers’ life values that they had acquired from the
Customer Education Course. Then, the data anal-
ysis was based on the percentage of the life values
application in the course. The application of the
life values in the course might be represented from
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the four alternatives in the questionnaire. The four
alternative themselves are as follows: a) perform-
ing daily activities by applying the life values; b)
recognizing the life values and often applying the
life values in the daily life; ¢) recognizing the life
values, but rarely applying them in the daily life;
and (d) recognizing the life value, but never apply-
ing them in the daily life. The classification for the
customers’ life values application would be pre-
sented in Table 2.

Table 2. Classification on the score of life values
application

Class Scores Category
1 > 199-244 Very good
2 > 153-199 Good
3 > 107-153 Moderate )
4 61-107 Poor
3. RESULTS

3.1. The implementation
of life values

The importance of Customer Education Course
could not be denied, as the course delivered a lot
of life values that played a significant role in the
process of building customers’ characters. The
importance itself became highly relevant, since
hedonism and drug abuse had been common-

Problems and Perspectives in Management, Volume 17, Issue 1, 2019

ly found around the society nowadays. The rise
of hedonism and drug abuse in our society itself
might be a solid proof of the failure in our educa-
tion (including the one in the Customer Education
Course) for building the students’ characters.
Such condition indeed heightened the concerns
within the Indonesian education and became the
challenge of all parties in the education due to the
fact that the demand for achieving better compe-
tencies and more life values had been higher than
ever.

In order to eradicate the negative impacts within
the social development, such as the tight competi-
tion within the free market system and the rise of
malls and shopping centers that might lead to the
consumptive behaviors and also drug abuse, the
teaching and learning process in the Customer
Education should be directed toward developing
the aspects that might be necessary for building
the noble characters. For ensuring the effective
implementation of these values, there should be
a synergic cooperation among all stakeholders in
the education (family, school/university, and so-
ciety). Then, one of the ways for educating the so-
ciety about the importance of internalizing these
values might be teaching the Customer Education
Course in the higher education institution, spe-
cifically in the Fashion Design and Hospitality
Department. The teaching of the course was in-
deed very important, because the course con-

Table 3. Mind map of students’ perception on the importance of Customer Education based on

fundamental principles

. . . .. % of
No. Basic competencies Life values Fundamental principles importance
: Defining Customer Education : Critical awareness, activity
17 Course o Self-awareness, goal- orlentedness involvement, SOC|a| ‘concern 94.30
P ¢ Describing the principles of :Thrlftmess, metlculousness, { Critical awareness, activity 97.33
: Customer Education Course ' responsibility, awareness, social care  involvement, social concern )
Describing the benefits of Meticulousness, self-awareness,
3 taking Cusgtomer Education i demand toward informqtion, thriftiness, : Critical awareness, activity 9438
: Course : self-awareness, productiveness, i involvement ’
: ~icriticality : - -
4 :Recognizing customer rights [C\)AvSiigijsli?llé)snc(ilstsl/cglcita)i (égfr?z:ﬁ?int?)svi//ard ; Critical awareness, activity 96.00
H |nformat|oi1 falrness/ ‘involvement, social concern )
Metlculousness, respon5|b|||ty,
. self-awareness, responsibility, self-
i awareness, appreciation of money Criti -
ritical awareness, activity
5 : Understanding the obligation 1\:/;L?]ee’sgessgﬁn:\'/\%lrg?;;lf;mirjﬂiss’ involvement, social concern, 95.20
‘1o read product label fairness, responsibility, social ‘Sgiildrgr?tmental concern, and
: tolerance, social care responsibility, ! Y
environmental awareness
) _‘responsibility, care - -
6 Understanding and performing | Sensitivity, social tolerance, care : Social concern, solidarity 91.00

: customer protectlon
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Table 3 (cont.). Mind map of students’ perception on the importance of Customer Education based

on fundamental principles

. . . .. % of
No. Basic competencies Life values Fundamental principles importance
- i Initiating individual consumer : Responsibility, self-awareness, social ~ : Critical awareness, activity : 84.50
........ protection movement  itolerance iinvolvement, social concern
Initiating communal customer :
8 protection movement for the :Social tolerance, care i Social concern, solidarity 84.50
........ sake of public welfare ]
i Identifying customer problems : ‘
“in sales and purchase . i Critical awareness, activity
9 i agreement ar())ng with the Meticulousness, self-awareness, care i involvement, social concern 94.30
e Solutions to the problems L S S
i Identifying customer problems : : :
¢ in compensation claim along T . i Critical awareness, social concern, :
10 i with the solutions to the Criticality, fairness, care i and solidarity - 9270
........ problems
i Identifying customer problems : ‘
“in advertisement claim along  : Meticulousness, criticality, demand i Critical awareness, activity
m N ; N . i 92.70
i with the solutions to the i toward information i involvement
i Identifying customer problems : ‘
¢ in product quality in relation to : Meticulousness, criticality, demand : Critical awareness, activity
12 h - : ) . i 96.70
i the packaging along with the i toward information i involvement
........ solutions to the problems [ i
i Identifying customer problems : :
{in product quality in relation  : Meticulousness, sensitivity, demand |, . .. o
13 i to the label along with the i toward information 3ACt'V'ty involvement, solidarity 95.00
........ solutions to the problems
¢ Identifying customer problems :
{in product quality in relation i, . e :
14 ito the suggested proportion/ i MetlcuIpusness,_sensnwny, demand i Activity involvement, solidarity 92.70
: P ) : toward information :
i serving size along with the : H
........ solutions to the problems . © i
i Identifying customer problems :
“in product quality in relation . . i
15 i to product standardization E{\(/)\\i/t;crsI%l%(s)r:;s;{i(s;nsnlwty, demand i Activity involvement, solidarity 91.90
i along with the solutions to the | :
o PrODIEMS T , : : : B T
Understanding how to file a . . . i Activity involvement, social
10 complaint T Faimess, demand toward information  concern - , S D0
17 i Managing personal finance i Thriftiness, wisdom, appreciation : Critical awareness, activity 94.30
........ wisely . e tOWard money value. . involvement
: Recognizing customer H H
i behavior theory (seeking H . . H
18 information, assessing, H QAV\?;'I,CG%ISS";Srézsrzav;g?gwérzelf' : Critical awareness, activity 97.60
‘ comparmﬁ, buying, having “information : involvement
post-purchase evaluation) in | :
........ wise buying decision making. ... : : :
19 Identifying wise food i Thriftiness, meticulousness, demand Critical awareness, activity 96.70
........ consumption ... towardinformation .. ... involvement, :
Identifying wise clothing i Meticulousness, self-awareness, i Critical awareness, activity
20 : i h . i 97.60
cnogonsumption ... demand toward information .. .involvement : e
Identifying wise beauty i Meticulousness, self-awareness, : Critical awareness; activity
21 . , : ! o ‘ 89.40
........ product consumption ... demand toward information .. .involvement; B
i Identifying wise household i Meticulousness, self-awareness, Cepi i
22 ifurniture and appliances i goal-orientedness, demand toward : Critical awareness, activity 88.60
: ; i - i involvement
Lconsumption Jinformation ; , ‘ , e
53 | ldentifying wise medicine i Meticulousness, goal-orientedness, i critical awareness, activity 9430
........ consumption  demand toward information  involvement , SR
Performing good clothing- i Meticulousness, self-awareness, E.Crmcal awareness, activity
24 : E : : P ‘involvement, social concern, 96.70
i consuming behavior i sensitivity It
e e .solidarity . OSSOSO SO
. Performing good linen- ‘ Meticulousness, self-awareness, critical awareness, activity
25 h A H Ao i involvement, social concern, 89.40
i consuming behavior i sensitivity It
OO OO OO OO S OSSO solidarity . e e
26 Performing good accessories- | Meticulousness, self-awareness, : Critical awareness, activity 87.80
........ consuming behavior  goal-orientedness  ‘involvement :
27 Performing good cosmetic- Meticulousness, self-awareness, : Critical awareness, activity 90.20
........ consuming behavior goal-orientedness  ‘involvement ,
: N - : . i Critical awareness, activity
i Performing good medicine- i Meticulousness, self-awareness, i >
28 consuming behavior i environmental awareness : involvement, environmental 93.40
OO 00O OSSO OSSOSO .concern . . e
29 : Understanding Customer : Goal-orientedness, demand toward i Critical awareness, activity 95.10
...  Education and its activities _‘information dinvolvement R
Mean 95.90
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tained many life values that had been essential for
building the characters of a wise customer. Then,
in relation to the study, the general overview on
the students’ reflective assessment with regards
to the importance of learning the Customer
Education Course.

The results of the students’ reflection implied
that the basic competences within the Customer
Education Course have been necessary in rela-
tion to their role as a customer. The necessity of
mastering these basic competencies through the
Customer Education Course has been clearly stat-
ed by the mean percentage, namely 95.90%.

Based on the results of the students’ reflection as
well, in relation to moral, the values within the
Customer Education Course consisted of the pos-
itive ethical values and the negative ethical values.
These values are closely related to the responsibil-
ity within the society. Furthermore, the students
believed that these moral values had been able to
help shaping their characters into those of a wise
customer, since characters would help them to
shape their behaviors and their behaviors would
represent their perspective. In turn, the behaviors
that represented their actions would reflect their
true attitudes. In general, there were 16 moral
values from the Customer Education Course that
had been found from the results of the students’
reflection.

When the results of the students’ reflective analysis
had been performed thoroughly, it was found that
the Customer Education Course had contained
adequate moral values for being a wise custom-
er. Thus, the 16 moral values that had been found
would certainly be able to shape the characters of
a wise customer by the time the students had in-
ternalized these values in depth. It was important
for the students to develop these life values within
their daily life, since these life values might help
them to achieve better understanding on the im-
portance of the meaning of the values and to be
more familiar with these values in order that they
would be able to apply these values whenever they
became the customers. In addition, the students
also agreed that these life values might help devel-
oping an individual’s characters in being intelli-
gent in relation to the cognitive, affective, and psy-
chomotor aspects.
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3.2.The effectiveness of life values
implementation

The data in the study showed that the implemen-
tation of the life values for the wise customers in
building the students’ characters had fallen into
the “Good” category. The indication was the mean
value 174.97, which had been in the range of ide-
al scores with the minimum score 61.00 and the
maximum score 244.00. In relation to the data, the
findings in the study showed that the students had
believed, internalized, and even practiced the life
values in their daily life as part of reflection on their
character-building efforts. From 123 students who
had been involved, 11 students (9.00%) fell into the
“Very Good” category, 106 students (86.00%) fell
into the “Good” category, and 6 students (5.00%)
fell into the “Moderate” category; all students had
been able to practice the life values that they had
attained from the Customer Education Course. In
other words, it might be concluded that the life
values that had been internalized by the students
might be well practiced in the students’ daily life.

The pursuance of character-building efforts
through the implementation of the life values that
had been attained from the Customer Education
Course was properly conducted. The statement
was supported by the finding that 13 out of 16 life
values had been well internalized by the students
in their character-building efforts. There were
only 3 values (care, fairness, and environmen-
tal awareness) whose score had been lower than
70.00%. Furthermore, 87 students (70.73%) were
classified into the group of “Frequently Practiced
and Habituated” students, while 36 students
(29.27%) were classified into the group of “Never
and Rarely Practiced” students with regards to
the implementation of the life values. These find-
ings confirmed once again that the life values that
had been attained in the Customer Education had
been implicitly well implemented by the students,
although without a hundred percent success. As a
result, it might be concluded that the life values in
the Customer Education Course might be imple-
mented for building the students’ characters.

After having observed the aspects of the life values
as part of character-building dimension, the fre-
quency on the practice of the life values was pre-
sented in Table 4.
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Table 4. Practices of life values in Consumer
Education curriculum/materials

Life values in practice

i Consumer T

No: life ¢ Frequently : Never and rarely
i values ﬁr;la)gttlceiddano(/i rell)(':ttlcﬁddang
: i habituated, % ! abituated, %

1 i Self-awareness : 74 : 28

2 Responsbilty 91 : 9

3 Thriftiness 77 : 23

4 Wise 78 22

> :gr(i):rlw_tedness 74 26

767 Méticﬁloﬁsnéss : 84 16

_ Demand

7 i toward 79 21
¢ information

8 tsglgrilnce 97 : 3

9  Sensitivity 7 23

10 Criticality s 25

171VECVarre o 47 53

12 Faimess . 53 47

1737 Orrrdinrarirrlressr 79 21

141 Eg;gronmental ; 50 48

15 | Productiveness : 74 26

o fneel s 2

o VArvefagér 7 74 26

From the above, it was clearly shown that the
mean score for the internalization of the life
values in the Customer Education Course had
been equal to 74%. Such percentage suggested
that the life values in the Customer Education
Course had been effectively implemented by
the students as part of their character-building
dimension. In further implication, such per-
centage also suggested that the students had
believed on the capacity of these life values in
helping them to shape the characters of being a
wise customer in the context of their daily life.
Therefore, it might be concluded that the teach-
ing of these values in the Customer Education
Course might be effective for building the stu-
dents’ characters. Despite the belief, due to the
fact that the internalization of these life values
had only been equal to 74%, it might be conclud-
ed as well that the students had not been well
aware in implementing these life values within
the context of their daily life.
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4. DISCUSSION
4.1. The implementation of life values

Teaching and maintaining moral values into
children/individuals are part of the main du-
ties that all parties should perform, since these
moral values are important building blocks and
foundation for the embodiment of civilized and
prosperous society (Megawangi, 2004). The
statement is in line with the results of the stu-
dents’ evaluation on the life values that they
have mastered from the Customer Education
Course. The evaluation itself leads to the fact
that there were 16 moral values that the stu-
dents have internalized from attending the
course. According to the students’ opinions, the
16 moral values support them in being a wise
customer, especially when they are able to in-
ternalize them into the parts of their attitudes
and behaviors in the daily life, since the char-
acter and the personality of an individual are
shaped by the values that the individuals master,
internalize, and consistently implement in the
course of the daily life. Not to mention, the val-
ues that an individual has might be reflected in
his or her behaviors.

Within the study, the students have perceived
the main life values that might assist them in
dealing with the highly influential information.
These life values should be understood and be
appreciated and should also be internalized and
be practiced in the context of their daily life,
since these life values might be a driving force
or a guiding principle in their life. Therefore,
the students should seriously understand the
life values that the schools and the society have
held and the values that they have learned might
be a significant advantage the character devel-
opment within the individual or the society.

Then, the more important thing is that the val-
ues in the Customer Education Course that the
students have internalized might bring about
certain contributions to the students’ character
development so that the students might be wise
customers. Perry and Morris (2005) described
that individuals with better rate of customer
education are more inclined to save their in-
come and to set certain budget as part of their
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future financial planning. In other words, an
individual with better rate of customer educa-
tion will take more effective actions not only in
the simple financial calculations in relation to
the budget, but also in his or her consideration
on the purchase of more sophisticated product
(Lantara & Kartini, 2014). The statement is in
line with the opinion by Lusardi and Mitchell
(2011) who stated that there is a positive asso-
ciation between financial literacy and person-
al financial management. Thereby, Customer
Education should provide a positive imprint on
an individual’s customer behaviors in order that
the individual will be wise, smart, and finan-
cially literate in relation to his or her purchase
decision. In relation to the objective, the life
values in the Customer Education Course will
certainly be useful within the context of an in-
dividual’s daily life.

The students also state that the life values in
the Customer Education Course have been so
important that every individual should abide
to these values, since every individual around
the globe should have master the principles of
being a wise customer. Their opinion has been
100% confirmed by the fact that it is very impor-
tant to learn and to master the life values in the
Customer Education Course. Even other studies
that have been relevant to the present study also
conclude that the education of life values is im-
portant to be early performed in both the family
and the school environment so that the students
will be equipped with the high value awareness;
in turn, these values will continuously motivate
the children to behave wisely.

Financial courses in the educational programs
of many universities might help the students to
handle their financial matters better and to im-
prove their financial welfare (Ergiin, 2017). Ali
et al. (2004) explained that Customer Education
programs might help young people with the
skills that they have been equipped with in or-
der to make their financial decisions. According
to Choudhary and Kamboj (2017), the impor-
tance of financial education is globally acknowl-
edged as a key element to the financial welfare
of an individual, as well as the financial stabil-
ity of a country. Several findings from previous
researchers’ supports that Customer Education
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should be taught in the curriculum of higher
education institutions, since such course might
help students to be a wise customer. Thus, the
learning process on the mastery of the life val-
ues within the Customer Education Course
might be habituated by the students in order to
attain high value awareness and to perform wise
behaviors in accordance to the humanity values.

Furthermore, Ryan and Lickona (1992) urged
that it is no coincidence that the moral power of
society is involved in actions that bring about
destruction. The characters of a society might
be observed from the prevailing characters that
the young generation of the society displays. In
relation to the statement, it is clear that building
a moral society becomes the responsibility of all
parties.

Children will turn into honorable individuals
if they live in a good environment. In order to
ensure that, there should be common efforts
toward the goal. Therefore, it might be im-
plied that human beings do not automatically
turn into wise individuals with good moral-
ity as they enter their adulthood. The growth
of the children into such honorable individu-
als is a result of lifelong efforts that have been
pursued both by the individuals and the soci-
ety (Aristotle, 1987). Providing the assurance
toward the achievement of the goal is such a
great challenge and consequently there should
be awareness from all parties who live around
the young people to inform that character edu-
cation, or values education, is highly important
to perform. Fraczek (2013) concluded that co-
operation between government and university
should enable the transfer of knowledge, norms,
and verified solutions from one to another.
With regards to the situation, the Customer
Education should be performed explicitly in a
planned procedure through a focused and com-
prehensive project so that a society with full of
honorable individuals might be created. In ad-
dition, Chichowicz and Nowak (2017) empha-
sized that Customer Education should be per-
formed in order to not only limit the possibil-
ity of losing awareness, but also to expand the
awareness so that students will be capable to
make more conscious decisions whenever they
have such information.
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4.2.The effectiveness
of life values
implementation

Customer Education takes the very first step in
the participation for improving the education-
al quality under the efforts of developing indi-
viduals’ characters. Despite the idealistic state-
ment, drug abuse has been rampant nowadays
and, at the same time, consumptive behaviors
have been penetrating the young generation. In
relation to such situation, Customer Education
has a significant role in preventing the perfor-
mance of inappropriate behaviors. Yoshino et al.
(2015) stated that the importance of performing
Customer Education comes principally from
better decisions with regards to financial alloca-
tion. Meanwhile, Agarwalla et al. (2012) in their
study concluded that the elevation on the finan-
cial knowledge among the students with regards
to their financial-handling manner might im-
prove the quality of the schooling education it-
self. The presence of Customer Education in the
curriculum therefore might impact not only the
students, but also the quality of the higher edu-
cation quality.

With regards to the urgency of performing
Customer Education, the students have various
reasons about the idea. Several students state
that they have been concerned with the cur-
rent condition of the young generation since,
along with the rapid development of science
and technology, the influence of fast-moving
information might erode the moral values and
the characters that the children should internal-
ize. Then, other students state that many chil-
dren have not understood the customer values
nowadays and consequently they are inclined to
be consumptive. Based on these statements, the
internalization of life values through Customer
Education might guide the customers in teach-
ing the children to be more critical, thrifty, me-
ticulous, thorough, economical, and responsive
to social problems, as well as to be caring to-
ward others. Albeedy and Gharleghi (2015) al-
so proposed that students should be educated at
one point of their life on how to obtain at a later
stage of life and where else to educate them if
not in college. By delivering substantial life val-
ues in every lecture and every role model within
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the home, the school, and the society, it might
be expected that students will understand and
implement the values that they have internal-
ized from the three environments. These find-
ings are supported by the findings from a study
by Carr (1993), which concluded that the values
of an individual will be influenced, both con-
sciously and unconsciously, by the examples
that have been internalized through his or her
teacher within the students’ teaching-learning
process, behaviors, and relationships.

The character-building efforts of the students in
the study might be considered good enough, since
the study seeks to internalize the life values that
might have been integrated into the curriculum or
the materials of the Customer Education Course.
As a result, the provision of role model and the
internalization of life values for developing the
students’ characters should be maintained and
even should be improved. The provision and the
internalization even have higher level of impor-
tance, since not all of these values are frequently
implemented by the students. For example, there
are 3 life values that have earned low scores in the
study. Therefore, the continuous provision and
internalization on the life values will assist the
students in shaping themselves into wise custom-
ers within the context of their daily life.

The internalization of life values among the stu-
dents has not been given significant attention
under the students’ character-building efforts.
The statement has been confirmed by students’
habit in implementing the life values into the
context of their daily life. With regards to the
situation, 76% instead of 80% of the students
indicated they have been increasingly aware to
the implementation of the life values that they
have mastered. Based on the finding, it might
be concluded that the character-building efforts
should not only be determined by the conduct
of character education through the delivery of
positive messages, but also by the teaching of
life values through reflective and meaningful
learning process. The combination of the two
methods through a harmonious manner will
provide competitive advantage for the efforts of
nurturing positive characters. In other words,
the students’ characters will be well developed
if the learning process always involves the stu-
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dents into reflective activities. The statement
implies that every learning materials should al-
ways be delivered through reflective and mean-
ingful method and the message of each learning
material should be interpreted in depth with re-
gards to the positive values so that the students
might help themselves to develop the characters
of being wise customers.

Last but not least, the results of the study al-
so uncover the reasons why the students do
not implement the values that they have inter-
nalized from the Customer Education Course.
According to these students, these life values are
complicated and thus trying to implement these
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values is a waste of time; not to mention, these
students have also been burdened by so many
assignments. Based on their reasons, it might be
concluded that there should be continuous ef-
forts toward helping the students to internalize
the life values through various learning meth-
ods. Within the learning process, the students
should be invited to identify numerous prob-
lems within the society and the problems them-
selves might be related to the loss that custom-
ers might experience. Through the discussion
over the cause of loss and profit, it is expected
that the students might find the appropriate
solutions and the customers’ rights, as well as
the obligations that they should perform.

CONCLUSION

The findings in the study show that on average 95.90% students regard the curriculum or the learning
materials of Customer Education Course as an important and necessary aspect in their life. Then, the
students also consider that there might be 16 life values that serve as the part of the character-building
dimension. In terms of life values implementation, the mean score that the students have attained is
equal to 174.97 and such mean score belongs to the “Ideal” category with the maximum score 244.00
and the minimum score 61.00. Furthermore, with regards to life values implementation 11 students
(9.00%) fall into “Very Good” category, 106 students (86.00%) fall into “Good” category, and 6 students
(5.00%) fall into “Fair” category.

The learning materials in the Customer Education Course, which consists of 16 life values, have not been
able to effectively develop the characters of a wise customers. 76% of the students only earned “B” grade
(71-75) within the course. The result is still below the standard, since the requirement to pass the course
is that at least there should be 80% of the total students who attain “B” Grade. Therefore, it might be
concluded that the use of life values within the Customer Education Course have not been effective for
building the characters of a wise customer.

In order to improve the quality of the character-building efforts through the teaching of the life
values in relation to the customer life, several efforts might be suggested. First, there should be
improvement on the teachers’ or the lecturers’ self-awareness so that the teachers or the lectur-
ers will always be willing to continuously internalize the life values through a structured manner
without having to be instructed by the leadership of the schools or the university. Second, the
Customer Education should be integrated into the schools” or the universities’ curriculum so that
the Customer Education does not have to be performed through formal courses. In addition, the
Customer Education might be performed by providing deliberate interventions such as reflective
activities and specially designed tasks so that the students will be assisted in internalizing the life
values outside their class. Third, there should be increasing opportunities for the teachers’ or the
lecturers’ creative development, especially in designing the learning materials, the learning strat-
egies, and the learning scenarios of the value education. By doing so, the value education might
be well integrated into the course materials so that an effective and meaningful learning process
might be created. Fourth, or the last one, there should be a design for the learning process of the
value education by relying on the collaborative learning strategies in order to assist the students in
effectively internalizing the life values.
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