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Abstract:

Using quantitative and descriptive research approach, this article investigated the influence of
consumer literacy training as a tool to improve financial capability among South Africans. Data was
gathered from 10300 consumer literacy trainees from Gauteng and Mpumalanga provinces of South
Africa and purposively and conveniently sampled. The pre and post-tests questionnaire surveys with
Likert scale was considered as most critical to gathering data on cognitive gain. Data collected was
analysed using descriptive statistics and regression analysis. Robustness analysis was performed
using SPSS version 28 and STATA. The empirical findings of this research study statistically proved
that consumers improved their financial capability knowledge and skills after consumer financial
capability training. This study contributes to the current literature as it filled in the gap and contributed
sufficiently to financial capability knowledge improvement among study’s participants. The results have
potential implications for among others donors, consumers, policymakers, financial literacy educators
and finance practitioners to assist South Africans recognise consumer financial education and
specifically on consumer financial capability. The study recommends the theoretical models developed
only focused on driving forces behind consumer financial capability success, the findings also have
potential implications for academia, policymakers, banks and other key role players in the field of
consumer financial capability training or short courses within the South Africa. It has also provided
great plan for future studies on consumer protection and other pertinent and driving forces might bring

to the light low-income and unbaked to achieve their financial goals through financial institutions.
Keywords:
Consumer Financial Capability, Consumer Literacy, Credit Card

Submitted: 2025-05-14. Revised: 2025-05-21. Accepted: 2025-06-09.

Wohllebe & Ross Publishing, Germany — The Open Access Publisher.

More information and current publishing opportunities at wr-publishing.org


https://doi.org/10.51137/wrp.ijarbm.2025.jmtu.45791
https://www.wr-publishing.org/
mailto:JeanM2@dut.ac.za

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)
an Open Access journal by Wohllebe & Ross Publishing, Germany.

Volume: 06 Issue: 01 Year: 2025

https://doi.org/10.51137/wrp.ijarbm.2025.jmtu.45791

Introduction

Globally, according to a study by the Organisation for Economic Co-operation and Development (OECD)
in 2020, only 38% of adults across 26 countries reported feeling confident in their ability to understand
financial concepts and make informed decisions. Furthermore, the COVID-19 pandemic heightened the
need for financial literacy and consumer education, as consumers faced unprecedented economic
challenges and risks (Baicu et al., 2020). The need for consumer education has increased as the
complexity of the marketplace has grown, and the incidence of consumer fraud and deception has
become more prevalent (O'Brien et al., 2022; Routh, 2022; Stavins, 2017). In Indonesia, a study
conducted by Setyawan Hutabarat and Wijaya (2020) found that 60% of respondents did not have a
budget in place, while 70% reported having no financial plan for retirement. Similarly, in the European
Union, a survey conducted by Molchan (2022) found that 66% of respondents lacked confidence in their
ability to identify and avoid online scams. In South Africa, consumer education remains a critical issue
for protecting and empowering consumers. According to Chitimira and Magau (2023), there were 10,070
consumer complaints received in the 2020/21 financial year, with the majority related to issues such as
poor service delivery, poor quality products, and unfair business practices. Additionally, a 2020 survey
by the South African Savings Institute found that only 14% of respondents had a good understanding of

financial planning and investment.

A survey conducted by Chitimira and Magau (2023) found that over half of South African consumers
struggle to manage their finances, with only 47% of respondents indicating that they have a budget in
place. The same survey found that only 45% of respondents were aware of their credit profile,
highlighting the need for improved financial literacy among South African consumers. The COVID-19
pandemic has also highlighted the need for effective consumer education in South Africa, as consumers
face new risks and challenges related to online and digital commerce. According to a 2021 report by the
South African Banking Risk Information Centre, incidents of online banking fraud increased by 20% in
2020 compared to the previous year, highlighting the need for increased consumer education on online
safety and security (F. Khan et al., 2022). In South Africa, there are still significant gaps and challenges
in consumer education, which can lead to financial vulnerability and exploitation that need to be
addressed (Rodrigues et al., 2019). Rodrigues et al. (2019) further alluded that despite government
initiatives and consumer protection laws, many South African consumers are unaware of their rights and
lack the necessary knowledge to make informed decisions (Mathye et al., 2022). One of the main gaps
in consumer education in South Africa is the lack of access to information where many consumers are
unable to access information about their rights, the products or services they purchase, or the
companies that provide them (Mathye et al., 2022). This lack of information can make it difficult for

consumers to make informed decisions (Ludick, 2022). Another gap in consumer education is the lack
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of financial literacy (Kass-Hanna et al., 2022). Many South African consumers do not understand basic
financial concepts such as interest rates, credit scores, and budgeting. This lack of financial literacy can
lead to poor financial decisions and indebtness (Kass-Hanna et al., 2022). There is a lack of consumer
education in schools and at tertiary institutions such as TVETs, Private Colleges, and Universities.
Hence, young people are entering adulthood without the necessary knowledge to make informed
consumer decisions. This research study is motivated by the urgent need to determine South Africans
consumer literacy capability required to make informed financial decisions in the context of fragile market
in which they live and operate.

The lack of consumer literacy among South Africans has also been identified as a significant concern,
with limited access to information and financial resources impacting their ability to make informed
decisions (Nanda & Banerjee, 2021). Gauteng and Mpumalanga provinces have consumer illiterate
rates among South Africans of 68.5% and 69.7% respectively (Masilo & Marx, 2016; Masingili, 2022).
This suggest that South Africans do not use financial institutions’ products and services adequately.
Nanda and Banerjee (2021) propose the need for a multi-stakeholder approach that involves
government, civil society, and the private sector to address these challenges. This paper demonstrates
the urgent need for consumer financial literacy training among South Africans in Gauteng and
Mpumalanga Provinces which can improve their financial capability and empower them to make
informed financial decisions. Therefore, this study investigated the driving forces behind consumer

financial capability success among South Africans in Gauteng and Mpumalanga Provinces.
Literature Review

Globally, research has shown that consumer literacy levels are generally low, with many consumers
lacking the knowledge and skills needed to make informed decisions about the products and services
they purchase (Klapper & Lusardi, 2020). Studies have also found that consumer literacy levels are
strongly linked to socio-economic status, with lower-income individuals and those with less education
being more likely to have lower levels of consumer literacy (Kainyu, 2023; Rodrigues et al., 2019). The
low levels of consumer literacy in South Africa has been confirmed by Hasan et al. (2022), and Chipunza
and Fanta (2022) and found that many consumers lacking the knowledge and skills needed to make
informed decisions about the financial products and services they purchase. Research has shown that
this is particularly true for persons, who face a range of limitations that impact their consumer literacy
levels. For example, a study by Boldar et al. (2022) found that many Kenyans lack access to reliable
information about consumer issues, including the usage of monetary products and services in financial
institutions and information on their rights and responsibilities as consumers. This lack of information
can make it difficult for persons to make informed decisions about the products and services they

purchase.
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Similarly, Wentzel (2019) many young people in South Africa lack the knowledge and skills needed to
manage their finances effectively, which lead to problems such as debt and financial instability. Wentzel
(2019) alluded that lack of financial literacy tremendously impact youth's ability to make informed
decisions about the financial products and services, as they do not fully understand the financial
implications of their choices. Furthermore, a study by Yap et al. (2021) highlights the significant impact
of digital technologies on consumer literacy, especially among youth. Yap et al. (2021)found that while
digital technologies offer opportunities for consumer education, the rapid pace of technological change

and the complexity of digital platforms can pose challenges for young consumers.

A systematic review on consumer education interventions conducted by Young et al. (2020) found that
financial education programs can improve financial knowledge, behavior, and attitudes, particularly
when delivered in schools or community settings. However, the Young et al. (2020) also noted that there
is a need for more rigorous and longitudinal studies to evaluate the long-term impact of consumer
education interventions. In their research conducted in several European countries on consumer literacy
by Seldal and Nyhus (2022), showed that consumer education can play an important role in promoting
financial inclusion and reducing financial vulnerability, particularly among disadvantaged groups.
However, Seldal and Nyhus (2022) noted that there is a need for more tailored approaches to consumer

education that consider cultural and linguistic differences.

A critical review of consumer education in the Asia-Pacific region was conducted by Foster and
Johansyah (2022) and found that while there have been efforts to promote consumer education, there
are still gaps in the quality and reach of these programs. Foster and Johansyah (2022) further
recommend that more attention should be paid to the design and delivery of consumer education
interventions, particularly in low- and middle-income countries. Studies on the effect of consumer
education on financial literacy by Seldal and Nyhus (2022) and Anderson (2022) have shown that
consumers who receive consumer education are more likely to understand their rights, avoid fraud and

scams, and make better financial decisions.

Despite the benefits of consumer education, other studies have shown that consumers often have
limited knowledge of financial literacy which limits their financial capability (Chan et al., 2022). Hence,
more research is needed to identify effective strategies for delivering consumer training among South
Africans in Gauteng and Mpumalanga to propose new consumer literacy training and recommend a
model that enhance long-term impacts on consumer financial capability, behaviour and well-being.
Globally, a study by Shipalana (2019) found that households with emergency funds had lower levels of
financial stress and were better able to manage financial shocks compared to those without emergency
funds. Shipalana (2019) also found that budgeting and financial education were positively associated

with emergency fund ownership.
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In South Africa, a study by Ludick (2022) found that households with emergency funds had higher levels
of financial resilience and were better able to cope with unexpected expenses or loss of income. The
study also found that financial education and planning were positively associated with emergency fund
ownership. Another study by Simatele and Maciko (2022) found that budgeting was a common strategy
used by South African households to plan for financial emergencies. Simatele and Maciko (2022) further
found that budgeting was positively associated with financial wellbeing and was effective in helping
households prioritize their expenses and save for emergencies. A study by Ahmad and Sabri (2020)
found that only 39% of Americans have enough savings to cover a $1,000 emergency expense. Ahmad
and Sabri (2020) further note that this lack of emergency savings puts households at risk of facing
financial hardship and accumulating debt in the event of an emergency. However, Fan and Zhang (2021)
found households with an emergency fund are better able to cope with financial shocks and maintain

their standard of living.

A survey by Kim and Lee (2018) and Warmath and Zimmerman (2019) found that 78% of Americans
live pay check to pay check making it difficult to save for emergencies. However, Adiandari and
Sumintono (2021) found that budgeting as critical tool to help individuals and households prioritise their
expenses and identify areas where they can cut back to save money. Similarly, Linawati and Jie (2021)
found that budgeting is positively associated with financial security and emergency preparedness.
According to a study conducted by Thipe (2016), individuals who demonstrate responsible credit
behavior, such as making timely payments and avoiding excessive borrowing, are more likely to have
higher credit scores and lower delinquency rates. Additionally, Thipe (2016) found that individuals who
effectively manage their credit are more likely to access credit at lower interest rates, which can result

in significant cost savings over time.

Another study conducted by the Chipunza and Fanta (2022) at the University of Johannesburg found
that individuals who participate in financial education programs and receive guidance on how to use
credit responsibly are more likely to demonstrate positive credit behaviors and experience improved
financial outcomes. These findings are consistent with research conducted in other countries, which
suggests that responsible credit use can lead to improved financial well-being (Maluleke et al., 2021;
Umuhoza et al., 2020) . Although, several academics have widely discussed the consumer literacy, there
is paucity of literature in South Africa, Hence, this study is urgently needed to investigate how consumer
literacy training can enhance financial capability among South Africans, based on data collected from
Gauteng and Mpumalanga provinces. In respect of the above, the research therefore, address a gap in
the literature and contributes to the consumer literacy debate by providing an empirical evidence on the

drivers that influence consumer education and financial capability in the context of South Africa.
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Methods and Data

This study was based on primary data via longitudinal data gathering at a large and anonymised non-
government organisation based in South Africa of which signed the memorandum of understanding with
the University of KwaZulu-Natal. Access to the raw’s organisational primary data which was captured
into excel spreadsheet was granted on special condition of maintaining privacy and anonymity of 10300
participants who were selected randomly and participated in the pre and post survey. Hence, the need
to strictly adhere to the UKZN Research Ethics, and procedures. The research also strictly adhered to
the Protection of personal Information Act (POPI Act) in South Africa throughout. Data gathered was
double captured in Excel spreadsheet for cleaning exercise to ensure that captured data was free from

error. Subsequently data was converted and imported into SPSS version 28 and STATA.

The research instrument used to gather data was developed by the organisational master trainer in
consumer literacy and it was subdivided into two sections: Section A comprised demographic
characteristics of the respondents, Section B involved a range of questions to capture their levels of
knowledge on consumer literacy. The design the data collection instruments (questionnaires, consent
and assent forms, training manuals were adhered to POPI Act. Pre-training surveys tests were
conducted to capture initial consumer literacy knowledge (baseline). Each participant was deemed to
have been trained from March (pre-test data) to November 2022 (post-test data) to succeed in making
consumption informed decisions. Post-tests surveys were conducted in November 2022. The researcher
carefully analysed the raw data pertain to pre-post-tests in order to measure consumer literacy and skills
gained by each participant. The dataset for this research study, contains longitudinal dimensions from
September (Pre-Test Data) to November 2022 (Post Tests Data) as 10300 participants across the two
provinces, Gauteng and Mpumalanga. Pre-tests data of 5" and 6" Novermber 2022, Post data of 24t
and 25" November 2022 and external evaluation done soon after workshop on one on one basis

enabled the researcher to measure respondents’ consumer literacy knowledge and skills.

Pre-and post-tests were to measure participants knowledge gained during consumer literacy training
intervention. Pre-test was a set of questions given to participants before consumer literacy training
began in order to test the initial knowledge on consumer literacy and to determine whether participants
were knowledgeable or not and to determine their levels of consumer literacy. Upon completing
consumer literacy training content, participants were given a post-test questionnaire to answer the same
set of questions. The researcher compared the pre and post-tests survey results and scores to examine
whether participants enhanced their consumer knowledge and skills. Robustness analysis was
performed using SPSS version 28 and STATA on all 6302 (61.2%) and 3998 (38.8%) participants form
Gauteng and Mpumalanga provinces respectively. Data was also edited and checked for logical internal

consistency. The Cronbach’s Alpha for the scales used for this study was .720, which suggest a high
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level of internal consistency. Therefore, the overall analysis suggest that the main drivers influence
participants’ consumer literacy. Gathered data were then put into binary variable in order to easily
quantify frequency, mean and standard deviation scores into two categories. The first category “Poorly
knowledgeable” and the second category “highly knowledgeable” on consumer literacy. Longitudinal
quantitative data was analysed using descriptive statistics where percentages frequencies, means, and

standard deviation scores and regression analysis.
Results and Discussion

The table 1 below shows that 2228(21.6%) of the respondents were from Bushbuckridge municipality,
2004(19.5%) of the respondents were from City of Johannesburg, 410(4.0%) were from City of Tshwane,
98(1.0%) of the respondents were from Dr. J.S. Moroka, 2193(21.3%) of the respondents were from
Ekhurhuleni Local Municipality, 163(1.6%) of the respondents were from Emakhazeni Local Municipality,
while 566(5.5%) of the respondents were from Emfuleni Local Municipality. Table 1 further shows that
124(1.2%) of the respondents were from Midvaal Local Municipality, 538(5.2%) of the respondents were
from Lesedi Local Municipality, 111(1.1%) of the respondents were from Sedibeng Local Municipality,
282(2.7%) of the respondents were from Emalahleni Local Municipality, 680(6.6%) of the respondents
were from Nkomazi Local Municipality, 20(.2%) of the respondents were from Mbombela Local
Municipality, 503(4.9%) of the respondents were from Mashishing Local Municipality, 235(2.3%) of the
respondents were from Victor Khanyile Local Municipality, while 145(1.4%) of the respondents were
from Thaba Chweu Local Municipality, and 235(2.3%) of the respondents were from West Rand Local
Municipality. Table 1 also illustrates that 6302(61.2%) of the respondents were from Gauteng and

3998(38.8%) of the respondents were from Mpumalanga.

Table shows that, 7003(68.0%) of the respondents are women and 3297(32.0%) men. Thus, there were
more females than males. Table 1, also shows that 5054 (49.1%) of the respondents were between the
ages of 18 and 20, 2508 (24.3%) fell into the age group of 21 and 25, 783 (7.6%) of the respondents
were Between the ages of 26 and 30, 523(5.1%) of the respondents between the ages of 31 and 35,
366(3.6%) of the respondents fell into the age group of 36 and 40, 288(2.4%) of the respondents
between the ages of 41 and 45, 248(2.4%) fell into the age of 46 and 50 and 530(5.1%) of the
respondents were 51 and above , and 4(7.5%) of the respondents were above 60 Years old. Thus, the
maijority of the respondents were between 36 and 48 years old. This finding contradicts the findings of
many studies around the world that have found women to have the significantly lower financial
knowledge and ability than men (Mashizha et al., 2019; Nanziri & Leibbrandt, 2018; Shusha, 2017;
Widityani, Faturohman, Rahadi, & Yulianti, 2020).

Table 2 further illustrates that, 8(15.1%) of the respondents held Matric, 6(11.3%) a certificate, 14(26.4%)
a diploma, 21(39.6%) of the respondents held degree, 7(13.2%) held honours, 3(5.6%) a masters, and
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1(1.9%) of the respondents held a doctorate. The literature review revealed that good financial literacy

is associated with the level of education (Sabri et al., 2021).

Table reveals that, 8(15.1%) of the respondents were financial officers, 10(18.9%) were bookkeepers,
22(41.5%) of the respondents were projects managers, 7(13.2%) were chief finance officers, and
6(11.3%) were accountants. It was also crucial to gauge whether respondents had relevant working
experience and financial literacy. Table 2 above illustrates the distribution. Shusha (2017) found the high
level of financial literacy among entity managers may be explained by gender, age, level of education
and the average years of experience within an entity. Gerth et al. (2021) also concluded that there is an
association between these factors and financial literacy. These findings contrast with those of Widityani
et al. (2020), who concluded that gender, position, education and years in the business or company do

not serve as suitable predictors of an individual’s financial literacy.

Response type Questionnaire items %

Respondent’s  Local | Bushbuckridge municipality 2228(21.6%)

Municipality City of Johannesburg 2004(19.5%)
City of Tshwane 410(4.0%)
Dr. J.S. Moroka 98(1.0%)
Ekhurhuleni Local Municipality 2193(21.3%)
Emakhazeni Local Municipality 163(1.6%)
Emfuleni Local Municipality 566(5.5%)
Midvaal Local Municipality 124(1.2%)
Lesedi Local Municipality 538(5.2%)
Sedibeng Local Municipality 111(1.1%)
Emalahleni Local Municipality 282(2.7%)
Nkomazi Local Municipality 680(6.6%)
Mbombela Local Municipality 20(.2%)
Mashishing Local Municipality 503(4.9%)
Victor Khanyile Local Municipality 235(2.3%
Thaba Chweu Local Municipality 145(1.4%)
West Rand Local Municipality 235(2.3%

TOTAL 10300(100%)

Provinces Gauteng 6302(61.2%)
Mpumalanga 3998(38.8%)
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TOTAL 10300(100%)

Age Between 14-20 5054(49.1%)
Between 21-25 2508(24.3%)
Between 26-30 783(7.6%)
Between 31-35 523(5.1%)
Between 36-40 366(3.6%)
Between 41-45 288(2.4%)
Between 46-50 248(2.4%)
51 and above 530(5.1%)

TOTAL 10300(100%)

Gender Female 7003(68.0%)
Male 3297(32.0%)

TOTAL 10300(100%)

Ethnic Group Black 10218(99.2%)
Coloured 80(.8%)
White 2(.0%)

TOTAL 10300(100%)

Respondents with | Yes 7162(69.5%)

bank account No 3138(30.5%)

TOTAL 10300(100%)

Monthly Income Between RO - R20883 10231(99.3%)
Between R20884 and More 69(.7%)

TOTAL

10300(100%)

Level of Consumer Literacy and the Use of Credit Wisely Knowledge Before and

After Training

Table 2 provides a snapshot of the descriptive and longitudinal analysis for a comparison between pre-
test and post-tests surveys in all study’s variables that were identified. Overall, the descriptive and
longitudinal analysis conducted on whether consumer literacy training can enhance financial capability

among south Africans found that number of participants poorly scored during pre-tests were significantly

Table 1: Demographic data (Source: SPSS output)

decreased comparing to those who were excellently scored during pre-tests were increased.

Wohllebe & Ross Publishing, Germany — The Open Access Publisher.

More information and current publishing opportunities at wr-publishing.org



https://doi.org/10.51137/wrp.ijarbm.2025.jmtu.45791
https://www.wr-publishing.org/

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)

an Open Access journal by Wohllebe & Ross Publishing, Germany.

Volume: 06 Issue: 01 Year: 2025

https://doi.org/10.51137/wrp.ijarbom.2025.jmtu.45791

Variables Pre-Training Post-Training Interpretation
Survey Results | Survey Results
Frequency Frequency
Respondents with the score of 38% 947(9.2%) 0(0%) Great knowledge
improvement
Respondents with the score of 44% 855(8.3%) 0(0%) Great knowledge
improvement
Respondents with the score of 50% 1331(12.9%) 0(0%) Great knowledge
improvement
Respondents with the score of 56% 1709(16.6%) 87(.8%) Substantial  knowledge
improvement
Respondents with the score of 63% 1815(17.6%) 81(.8%) Substantial  knowledge
improvement
Respondents with the score of 69% 1617(15.7%) 178(1.7%) Substantial  knowledge
improvement
Respondents with the score of 75% 1117(10.8%) 308(3.0%) Substantial improvement
Respondents with the score of 81% 624(6.1%) 547(5.3%) Substantial  knowledge
improvement
Respondents with the score of 88% 218(2.1%) 1176(11.4%) Great knowledge
improvement
Respondents with the score of 94% 48(.5%) 2627(25.5%) Great knowledge
improvement
Respondents with the score of 100% 19(.2%) 5296(51.4%) Great knowledge
improvement
TOTAL 10300(100%) 10300(100%)

Table 2: Level of Consumer literacy and the use credit card wisely knowledge before and after Training
(Source: Compiled by the researcher via SPSS)

Based upon the results of descriptive and longitudinal analysis in the aforementioned table, the

researcher can therefore, draw a valid conclusion that there is statistically significant financial literacy

knowledge improvement after the completion of consumer literacy training since the variance between

pre and post-tests scores variance were positive from 19(.2%) to 5296(51.4%) who scored 100%.

Pre and Post Assessment Scores Analysis

Table 3 provides the levels of consumer literacy among study’s participants with high consumer literacy,

knowledge and skills. Descriptive results from pre-training Surveys shows that “Pre-Assessment Score”

with the weighted mean of 5.42 and Standard Deviation of 2.639. it followed by item on “Post-

Assessment Score” with the weighted mean of 8.92 and Standard Deviation which has the interpretation

of highly knowledgeable on consumer literacy. The overall descriptive and across sectional survey
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conducted on consumer literacy shows that respondents substantially improved consumer literacy
knowledge and skills. Based upon this finding, it can be inferred that consumer literacy training
significantly improved knowledge in the skills of participants on consumer literacy. The following table

provides a snapshot of the means and standard deviations:

Variables Mean Standard Deviation
Pre-Assessment Score 5.42 2.639
Post-Assessment Score 8.92 1.684

Table 3: Pre and Post Test Scores (Source: SPSS output)
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Variables Pre-tests Post- tests N Mean | Mean St. St. Dev | P-value
Dev

> > > >

A E': < B o < Pre- | Post- Pre- Post-

c 9 cow c 9 ox test test test test

s 0 =0 ) 5.2

n < nao n < naoo
It is hard to stick to my spending plan when | 2010 8290 8400 1900 10300 1.61 3.92 490 988 | <.001***
unexpected expenses arise. (20%) (80%) (82%) (18%)
It is hard to stick to my spending plan when | 8926 1374 5800 4500 10300 1.61 3.78 491 943 | <.001***
unexpected expenses arise. (87%) (13%) (56%) (44%)
Following a budget every time | spend 2940 7360 6207 4093 10300 1.58 4.20 497 1.114 | <.001***

(29%) (71%) (60%) (40%)
| control my finances and stick to the budget 1800 8500 8687 1613 10300 1.57 4.47 497 723 | <.001***
(17%) (83%) (84%) (17%)

When unexpected expenses occur, | usually have | 8110 2190 9008 1292 10300 1.61 3.78 490 980 | <.001***
to use credit (79%) 21%) | (87%) | (13%)
When you don’t have the things you want, you don’t | 9760 540 10100 200 10300 1.60 412 492 798 | <.001***
have ‘quality of life’, your standards of living are
compromised — so always buy the things you want (95%) (5%) (98%) (2%)
and desire.
Whenever you see a sale — buy something! This | 7420 2880 9900 400 10300 1.60 4.29 494 761 | <.001***
will help you save money over the long run (72%) (28%) (96%) (4%)
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To help you save money, make a shopping list of | 5350 4950 8560 1740 10300 1.58 4.29 497 J77 | <.001***
o o e s omade ™ [ @2 w0 @0 | orw

Qoing from shop to shop compar_ing prices wastes | 6250 4050 8640 1660 10300 1.61 2.20 491 1.115 | <.001***
it e ooy e e | €% |60 @30 |7

Having a monthly budget is just a theory — the most | 1280 9020 9100 1200 10300 1.58 212 496 1.060 | <.001***
ooyt s e | 02| | (2%

It's difficult to save money monthly when you only | 8322 1978 7400 2900 10300 1.61 2.28 491 1.065 | <.001***
era(;/r:at; small amount like R20 left at the end of the (81%) (19%) (72%) (28%)

It is important to pay all your accounts on time, | 5375 4925 6748 3552 10300 1.58 3.44 496 2.054 | <.001***
zﬁg?tp(t)fvr\;hoenne}}./ou can see that you are running (52%) (48%) (66%) (34%)

It is not necessary for you to know what your credit | 2224 8076 9003 1297 10300 1.58 4.39 497 766 | <.001***
report says about you. (22%) (78%) (87%) (13%)

If you have accounts and you have skipped some | 1017 9283 7151 3149 10300 1.57 3.77 497 1.818 | <.001***
e s s T o) @0 | @) | @1

It is useful to have access to credit in times of | 2901 7399 8930 1370 10300 1.61 3.92 490 961 | <.001***
itljlr::(a)srzs;? emergencies, family crisis, unexpected (28%) (72%) (87%) (13%)

If you are using credit, it is absolutely critical that | 2144 8156% 9421 987 10300 1.60 3.87 492 999 | <.001***
you pay the due amount in full each month. (21%) (79%) (91%) (9%)
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F)redit products allow us the benefit of having large | 3325 6975 8280 2020 10300 1.60 3.47 493 1.104 | <.001***

(o e S omes, cars SO TGS ) o) | @) | 0w

them.

You _QOn’t _ need to _understand the terms and | 3028 7272 7233 3067 10300 1.58 3.51 497 1.125 | <.001***

Rully understand your responabitios, - | %) | 71%) | @0%) | (30%)

The _ National C_redit Act ensures that all crgdit 3970 6330 7962 2338 10300 1.61 4.35 491 .860 | <.001***

o orosone om0 @0 || o

borrowing more than they can repay.

Is good to use credit to buy things that you want | 4085 5495 8384 1926 10300 1.59 1.97 495 902 | <.001***

when you don’t have enough cash to afford it. (47%) (53%) (81%) (19%)

| will budget so that | can see what | can afford to | 5800 4500 7867 2433 10300 1.61 1.33 491 493 | <.001***

do with my money. 56% 44%, (76%) (24%)

| think a bank account will help me keep my money | 2315 7985 8204 2096 10300 1.59 3.05 495 784 | <.001***

safe. (24%) (76%) (80%) (20%)

I will avoid buying things on account just because | | 2593 7707 9200 1100 10300 1.58 4.80 497 512 | <.001***

can (25%) (75%) (89%) (11%)

| will make sure that | really need something before | 1600 8700 8352 1948 10300 1.61 4.59 491 901 | <.001***

| buy it (16%) (84%) | (81%) | (19%)

| will open a bank account and learn how to use it. | 8264 2036 10082 218 10300 1.59 3.95 495 1.158 | <.001***
(80%) (20%) (88%) (2%)
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I will work towards achieving my goals by | 5418 4882 8420 1880 10300 1.61 2.69 491 1.103 | <.001***

controlling the way | spend my money. (53%) (47%) (82%) (18%)

| will save money every month, even if it is just a | 3729 6571 9918 382 10300 1.58 4.61 496 921 | <.001**

little for a brighter future. (936%) (64%) (96%) (4%)

| will pay all my bills, on time, every month. 4012 6288 7280 3020 10300 1.58 4.66 497 903 | <.001***
(39%) (61%) (71%) (29%)

| will ask for my free credit report every year. 3424 6876 7899 2401 10300 1.57 4.62 497 .898 | <.001***
(33%) (66%) (77%) (23%)

If I am unable to pay my bills, | will immediately | 2029 8271 9188 1112 10300 1.58 4.16 497 .883 | <.001***

speak to my creditors. 20% 80% (89%) 1%

| find it useful to have access to credit in times of | 1230 9070 9938 362 10300 1.61 3.34 491 534 | <.001***

unforeseen emergencies like a family crisis. (12%) (88%) (96%) (4%)

| pay the amount due on my credit in full each | 3094 7206 9101 1199 10300 1.59 4.55 495 500 | <.001***

month. (30%) (70%) 88% (12%)

| get large items like appliances immediately, even | 2150 8150 10001 299 10300 1.61 4.93 490 426 | <.001***

though | am still paying for them via credit. (21%) (79%) (97%) (3%)

| don’t need to understand my responsibilities that | 4058 6242 8986 1314 10300 1.58 413 496 334 | <.001™***

are listed in a credit agreement. (39%) (61%) (87%) (3%)

| am protected by the_NationaI Credit Act and it | 4424 5876 9217 1083 10300 1.58 3.94 497 1.251 | <.001***

?ee;p;?. me from borrowing more than what | can (43%) (57%) (89%) (11%)
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| reading my bank statement regularly 4217 6088 8973 1237 10300 1.59 4.69 495 1.709 | <.001***
(41%) (59%) (87%) (13%)

My debit/credit card been declined for insufficient | 4350 5950 9788 512 10300 1.58 4.80 497 512 | <.001***

funds (42%) (58%) | (95%) | (5%)

| will use credit wisely. 4424 5876 7444 2856 10300 1.57 4.59 497 901 | <.001***
(43%) (57%) (72%) (28%)

A Likert Scale of 1 =Strongly Disagree, and 2=Strongly Agree *All correlations significant at P-value <.001***

Table 4: Level of financial literacy practices and using credit wisely
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This section provides data analysis of the findings based upon research questions that participants
answered during pre and post surveys. All questionnaire items intended to measure the level of financial
consumer literacy and improvement after being trained. Standard Deviations quantify variation of
dataset, in this research study low standard deviations were observed which means that the data points
are closest to the means in the dataset (Weir et al., 2018). Table 4 further indicates that p-value of
<.001*** was statistically significant throughout which has the interpretation of good financial literacy
and respondent’s knowledge improvement after being trained. Hence, the statistical significance
between dependent and independence variables was found. This result is in line with the prior literature
that states that low level of financial literacy is associated with negative credit behaviours, poor mortgage
choice, mortgage delinquency and home foreclosure and debt accumulation on high cost borrowings
(Baulkaran, 2022; Fitri et al., 2022; Xiao & Porto, 2022). The results from post training (post-tests)
indicate that the participants who were not financially knowledgeable during pre-training significantly
decreased. Based upon this result, it can be inferred that consumer literacy training enhanced the
knowledge of participants robustly. These results support the findings of other studies that found that
found that personal financial education is crucial in reducing personal bankruptcy as well consumer
credit delinquency rates (Baulkaran, 2022; Gupta & Prusty, 2023). However, our study’s findings
significantly differ from those of Cheryl and Ng (2022) who’s study on protecting the unprotected
consumer data in the internet of things (loT) concluded that majority of consumers expressed concern

about their personal data risks due to the loT usage.
Regression Analysis on Post Assessment Scores

Table 5 presents the regression results on the impact of consumer literacy training in enhancing financial
capability among south Africans. In the regression of the on the impact of consumer literacy training
among South Africans on the independent variables, the findings revealed that the constant all have
positive and significant relationships with financial capability among South Africans. This result suggests
that, on average, an increase in these variables would result in an increase in financial literacy, albeit

insignificantly. Thus, all variables positively influence and enhance financial capability of South Africans.

Post Assessment Score Coefficient Std. Err. |t P>t [95% conf.

It is hard to stick to my spending plan when

' .0668 .0344 1.94 .052 .0006
unexpected expenses arise.

When unexpected expenses occur, | usually 0080

have to use credit .0455 18 .646 1.6245

Following a budget every time | spend .0094 .0339 .28 .781 .0570
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| control my finances and stick to the budget 0432 0376 115 707 1 8528

When you don’t have the things you want,
you don't have ‘quality of life’, your
standards of living are compromised — so
always buy the things you want and desire.

1.5249 .7433 2.05 .040 .06786

Whenever you see a sale — buy something!
This will help you save money over the long (1.3498 7974 1.69 .091 .2133
run

Going from shop to shop comparing prices
wastes time and creates the risk that the
items you wanted to buy will be sold out by
the time you return.

.0410 .0406 1.01 0.497 |.5850

Having a monthly budget is just a theory —
the most important thing that will help you
work wisely with your money is to know what
you want to buy.

.2615 1733 1.51 131 .0782

It's difficult to save money monthly when you
only have a small amount like R20 left at the |.0604 .0898 .67 .501 1157
end of the month.

It is important to pay all your accounts on
time, except when you can see that you are |.0410 .0379 1.08 134 2.6116
running short of money.

If you have accounts and you have skipped
some payments, it is not important to
contact your creditors and arrange to catch

up.

.0218 .0344 0.63 .526 .0456

It is useful to have access to credit in times
of unforeseen emergencies, family crisis, |.2814 .7932 0.35 723 1.2734
unexpected iliness etc.

If you are using credit, it is absolutely critical
that you pay the due amount in full each |.0261 .0380 0.69 .076 2.7607
month.

Credit products allow us the benefit of
having large items such as homes, cars,

) . : .0667 .0312 2.14 .358 2.4084
and appliances immediately, even though
we are still paying for them.
You don’t need to understand the terms and
conditions in the credit agreement so that 3595 6286 056 575 8796

you can fully understand your
responsibilities.
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The National Credit Act ensures that all
credit providers lend in a responsible way,

protecting consumers and preventing .4966 3597 1.38 167 .2085
consumers from borrowing more than they
can repay.

is good to use credit to buy things that you
want when you don’t have enough cash to [.1558 9136 0.17 .865 1.6350
afford it.

| will budget so that | can see what | can

afford to do with my money. .0568 1199 0.47 .636 .17835
| think a bank account will help me keep my 0010 0057 0.18 736 17180
money safe.

I will avoid buying things on account just 0071 01918 037 438 10916
because | can

L;v(;llitopen a bank account and learn how to 0007 0428 0.02 670 -2 6652
I will wprk towards achieving my goals by 10028 10040 072 533 3347
controlling the way | spend my money.

! will save money every month, even if it is 8591 9657 0.89 374 1.0338
just a little for a brighter future.

| will ask for my free credit report every year. .0015 .0171 0.09 0.869 |3.6008
If | am unable to pay my bills, I will|;,,q 0117 005 809  1.3207
immediately speak to my creditors.

| find it useful to have access to credit in

times of unforeseen emergencies like a|.0012 .0016 0.77 442 5790
family crisis.

| pay the amount due on my credit in full 0015 0171 0.09 734 2912

each month.

| get large items like appliances
immediately, even though | am still paying |.0581 1144 0.51 .612 .1662
for them via credit.

My debit/credit card been declined for

insufficient funds .0086 .0750 0.12 .908 .1383

| am protected by the National Credit Act
and it helps me from borrowing more than |.2048 .5967 0.34 731 .9649
what | can repay.

_cons 8.7985 1354 64.98 |.000 8.5331

Table 5: Regression analysis
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Based upon the regression analysis results from on the impact of consumer literacy training in enhancing
financial capability among south Africans, the researcher can therefore, draw a valid conclusion on the
critical role of consumer literacy training as an effective instrument in elevating financial knowledge
among South Africans. This implies the increase in the consumer literacy training is positively associated
with an increase in their skills and knowledge financially. This finding is also overwhelmingly supported
in the literature (Xiao, 2016; Xiao & Bialowolski, 2023; Xiao et al., 2014; Xiao et al., 2015).

Conclusion

Evidence showed gaps and issues regarding consumer financial capability, both globally and in South
Africa. The focus of this study has been on the urgent need for consumer financial literacy training on
prerequisites and outcomes of consumer financial capability among South Africans in Gauteng and
Mpumalanga Provinces. Regression analysis, correlation analysis and descriptive statistics among
10300 participants after training intervention completion show a statistically significant relationship
among all the study variables. Overall descriptive statistics, regression and correlation analysis on
financial literacy study’s participants show a statistically significant relationship among all the study
variables. This study suggests that consumers should continuously update their financial knowledge
and skills through consumer financial capability training. Further, advocacy on teaching and training the
South Africans consumer policy should be done to empower consumers with respect to their financial
capability. This study has provided practical and theoretical contributions in the field of consumer
financial capability. The study’s results will enhance the level of consumer financial capability of South
Africans as well as lead towards their financial health. Empirical rresults of this study have potential
implications for policymakers, financial literacy educators and finance practitioners to assist south
Africans recognise consumer financial education and specifically on consumer financial capability. This
study will shed new light on leading factors of consumer financial capability in order for South Africans
to make the right and sound financial decisions. Developing consumer financial capability index can be
an interesting research proposition. Future research could investigate consumer financial capability

across South Africa. Future research could be conducted using mixed method.
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