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Abstract: Consumer rights are the rights given to a consumer to protect him from being cheated 

by unscrupulous traders and service providers. Consumer rights are designed to ensure fair trade 
competition, free flow of truthful information in the market place and may provide additional 
protections for the weak and those unable to take care of themselves. These rights are well 

defined by the Consumer Protection Act and there are agencies like the government, consumer 
courts and voluntary consumer organizations that work towards safe guarding the consumer 

rights. Even though the Consumer Protection Act has been in opera tion since 1986, yet the 
consumers are not fully aware about the various provisions of the Act particularly the rights as 
consumers. In this study an attempt is made to determine the evolution of consumer rights and 

the level of awareness of sample respondents of Dindigul district on consumer rights. The level 
of awareness about the consumer rights and the prevalence of various redressal machineries will 

be an indication of the successful performance in consumer protection movement. 
 
Key Words: Consumerism, Grievance, Safety, Rights and Protection. 

 
Introduction 

        The Consumer Protection Act was enacted in 1986 to provide protection to the consumers. 
But even after 30 years of its enactment, the Consumer Protection Act still faces certain 
problems and consumer protection still remains questionable in India. Though several steps have 

been initiated at the central and state government level, still much remains to be achieved. One of 
the lacunae is the lack of awareness about their rights. Akram in his study entitled “Consumer 

Protection in India under the Shadow of Legislations “argues that consumerism in our country 
has not yet reached the take off stage. It is because a large number of Indian consumers are poor, 
illiterate ignorant, ill- informed and unorganized. In order to check the state of affairs, it is 

important to educate the consumers about their rights and the remedies available to them. With 
the technological advancements, malpractices and unscrupulous practices against the consumers 

have increased manifold. Even the educated people are not fully aware about their rights as a 
consumer and how to protect themselves from the exploitations. Whenever there is some defect 
in goods, the traders and manufacturers blame each other but none of them provides any relief to 

the consumers. Such a scenario necessitates that education and awareness regarding the rights of 
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the consumers must be inculcated among the general public. They must know about their rights 
and how to make them meaningful. Unless the awareness reaches the whole population 

consumerism is a myth and it will not be helpful.  
Evolution of the Concept of Consumer Rights 

           Consumers had a little protection in the world market place before the1950s. On March 
15, 1962, John F .Kennedy, the then President of United States of America put forth the 
Consumer Bill of Rights to help consumers understand their rights and responsibilities. The 

rights are Right to Safety, Right to be Informed, Right to Choose and Right to be Heard. Further 
worldwide consumer movement led by Consumer International, a global federation added four 

more rights that is Right to Basic Needs, Right to Redress, Right to Consumer Education and 
Right to Healthy Environment. In 1985, eight basic consumer rights were adopted by the United 
Nations Assembly, which resulted in consumers having stronger consumer protection policies 

worldwide. On April 9, 1985, the General Assembly of the United Nations passed a resolution 
adopting a set of guidelines for consumer protection and authorized Secretary General, United 

Nations to persuade the member countries, especially the developing ones to adopt policies and 
laws for better protection of the interests of the consumers. Moreover Right to Boycott is the 
latest addition to the rights of consumers. These rights declared and recognized internationally 

added a new dimension to consumer protection. At present the consumers have all these rights 
for better protection. But in India the Consumer Protection Act 1986 recognizes only six of these 

nine rights. They are Safety, Information, Choice, Representation, Redressal and Consumer 
Education. A brief account of the aforesaid six consumer rights is presented here under. 
1. Right to Safety 

       The consumers have the right to be protected against the marketing of goods which are 
hazardous to life and property. Special and adequate instructions are required to be given to the 

consumers as to the use of the goods of complex nature. Therefore, keeping in view of the safety 
of the consumers, the Act requires that the consumers should be informed or be made aware of 
the risks involved in the use of the goods so that they may not be put into danger. 

2. Right to Information 

     The Act gives the consumer the right to be informed about the quality, quantity, potency, 

purity, standard and price of goods or services. This right enables the consumer to take rational 
and intelligent decisions at the time when he goes for purchasing of goods or hiring of any 
service. 

3. Right to Choice 

     The right of choice means the right to be assured, wherever possible, of access to a variety of 

goods at competitive prices. In other words, the consumer has a right to select and purchase the 
product of his choice out of a number of products available in terms of quality and price of 
goods. A shop keeper cannot force upon a customer to buy a particular brand.  

4. Right to be Heard 

     This right assumes a significant place in law whenever there is a dispute against any 

individual in the society. This means the right to representation so that consumer‟s interests 
receive full and sympathetic consideration against exploitative elements in the society. Whenever 
a consumer has a complaint, he has a right to be heard and also be assured that his interest will 

receive due consideration at appropriate forum. This right to be heard and considered is 
significant because all the other rights become null and void in the absence of this. 
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5. Right to Seek Redressal 

       It is one step forward of the right to be heard. The complaints and protests are made not just 

for the sake of hearing, but for considering compensation to the affected party. The consumer has 
the right to seek redressal against unfair trade practices or unscrupulous exploitation. The 

Consumer Protection Act provides remedy to the consumers in case, the goods or services fail to 
keep up the promises made by the traders or manufacturers or service providers.  
6. Right to Consumer Education 

      Consumer education refers to educate the consumer constantly with regard to their rights. 
This right contains the provision to acquire knowledge and skills needed to make them informed, 

confident choices about goods and services, while being aware of basic consumer rights and 
responsibilities and how to act on them. Therefore the consumer should be educated about his 
rights through consumer education. Such education can be provided by educational institutions 

and institutional agencies. Consumer awareness and education would be of much help to bring 
about balanced control among buyers and sellers. 

 
Review of earlier literature is backbone for the present study. Following researches had 

conducted on consumer rights awareness.  

 Dr AK Chandra (2011)1, studied the working of Consumer Forum of Raipur district and he 

also analyzes the consumer movement and highlighted the problems being faced by the 

Consumer Forum of Raipur district. He examined the hypothesis regarding consumer knowledge 

and awareness. 

Sewanand (2012)2, have depicted in their study Consumer Awareness and Consumer Protection 

Act-A study. This study reveals that all the respondents are having general awareness in relation 

to consumer protection. They are well-versed with the term JAGO GRAHAK JAGO almost in 

all respect. Quality parameters/standards Like ISO, ISI Agmark, etc., are also not new to them. 

Dr. P.Jayasubramanian and Miss A.Vaideke (2012)3, studied the consumer awareness and 

Attitude towards consumer protection measures. Their study revealed that no significant 

association between gender and attending awareness meetings. They also studied the association 

between age and attending awareness meetings. Study also found the association between age 

and attending awareness conferences. 

Dr.N.Sundaram and C.Balaramalingam (2012)4, have portrayed the Women awareness on 

consumer rights-A Study with reference to Vellore city. The result showed that women 

consumers showed low level of awareness about consumer rights. The main reason for low 

awareness of consumer rights among women consumers is low education and low socio-

economic status.  

Dr.Horen Goowalla (2013)5, studied under A study on consumer protection: Its awareness 

among the rural people in Assam: A case study with special reference to Jorhat district of Assam. 

A survey was conducted on 400 consumers. 90% of the people surveyed have felt exploited by 

the seller at one time or the others.75% people were aware of the Consumer Protection Act, 25% 
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of the people are not. It is also found that 40% of graduate respondents were aware of the 

products and their quality while 30% Post Graduates. 

Deepika, D.Ratan Kumari (2014)6, have revealed under A Study on Awareness on Legal act of 

Consumer Protection among Students. The study was conducted to find the awareness level 

among the students towards various consumer protection legislations. Majority respondents are 

aware of the Indian Penal Code, 1860. Majority respondents are aware of various acts. Low level 

of awareness was reported towards the Hire Purchase Act and the Railway Claims and Tribunal 

Act. In the study, it was found that majority students getting awareness through newspapers, 

journals and from course syllabi. The awareness towards Consumer Protection Act is 53.3%.  

Jamuna (2014)7, searched under the title, Consumer awareness and attitudes towards Consumer 

Protection Act1986. The study was conducted to find the consumer awareness level. In the study, 

responses were taken from the respondents related with consumer responsibilities. Majority 

respondents had given first rank to get guarantee and warranty card ‟ . It was also found that 

67.14% respondents have awareness about the consumer forums and 53.21% respondents felt 

that formalities are simple. Majority respondents disagreed with the argument that Consumer 

awareness increased with Consumer Protection Act. 25% respondents felt that trade has 

increased due to Consumer Protection Act. Only 20% respondents had given the opinion that 

Consumer Protection Act created quality consciousness among the consumers.  

 Dr.S.Mohan and V.Suganthi (2013)8, have studied in their research work entitled the Rural 

Consumers‟ Awareness about Consumers‟ Rights. The study conducted to know the awareness 

level of rural consumers about the consumers‟  rights. The study revealed that there is a 

significant association between age, educational qualification, marital status and monthly income 

of rural consumers and their awareness about consumer rights. And there is no significant 

association between gender, type of family, occupation and monthly income of rural consumers 

and their level of consumer rights awareness. 

Objectives of the study 

   The study is undertaken for the following objects 
 To study about the various consumer rights enacted under the consumer protection act 

 To measure the level of awareness on consumer rights among the respondents 
 To offer valuable suggestions to improve the awareness level based on the findings of the 

study 

Methodology 

      Survey method has been adopted for the present study. Both primary data and secondary data 

were used extensively. The primary data were collected from the general consumers through a 
well structured interview schedule and the secondary data were collected from various published 
sources. 

Sample design 

        600 sample respondents were selected for this study. Of them 200 each from urban, rural 

and semi urban areas located in 3 selected blocks of Dindigul district. The multi-stage random 
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sampling method was adopted with the selection of district, blocks and villages, followed by 
simple random selection of ultimate respondent consumers. 

Statistical tools 

F test and simple percentage analysis have been applied to analyze the awareness level of the 

respondent consumers towards consumer rights.    
Analysis and interpretation 

I) Awareness on consumer rights 

      Now a day, most of the respondent consumers watching television, listening to radio, reading 
dailies and periodicals and browsing internets can get awareness on consumer rights and other 

related matters. The researcher has developed five statements regarding the sources of awareness 
on consumer rights with five point scale. Their opinions are grouped, the mean score and 
„F‟statistics are calculated and the results of which are presented in Table 1.1 

                                                                     
Table 1.1 

                                           Sources of awareness on consumer rights   

    Source: Primary data.             
                Table 1.1 shows that the most important source of information regarding awareness 

about consumer rights for the urban respondent is „friends and relatives‟ followed by „print 
media‟ since they had a higher mean score of 3.9800 and 2.4800 respectively. Among the rural 

respondents, these two were „friends and relatives‟ and „electronic media‟ since their respective 
mean scores are 3.5600 and 2.5000. The semi urban respondent consumers opined that they got 
awareness through „print media‟ and information from „friends and relatives‟, since their mean 

scores are 3.6600 and 3.1400 respectively. In general, the respondent consumers have given 
higher priority to „friends and relatives‟ since their overall mean score is 3.5600. Regarding the 

perception on various sources of awareness the significant difference among the urban, rural and 
semi urban respondent consumers has been identified in case of print media, while shopping, 
friends and relatives and just by looking around since their respective „F‟ statistics are significant 

at one per cent level 
II) Awareness on right to safety 

           Many consumers may not be aware of the safe use of the products. They also lack 
technical knowledge to assess the safety aspects of products and services. Hence product safety 
from the consumers‟ point of view is a matter of utmost importance. Therefore the sources of 

awareness of the respondent consumers about the safety measures are presented in Table 1.2 
                                                                   

  

Sl 
no 

Source Mean score F 
statistics 

Urban Rural Semi 

urban 

Overall 

1 Print media 2.4800 2.4200 3.6600 2.8533 43.195** 

2 Electronic media 2.3333 2.5000 2.0000 2.3333 0.553NS 

3 While shopping 1.8000 1.8200 2.3200 1.9800 36.877** 

4 Friends and relatives 3.9800 3.5600 3.1400 3.5600 18.851** 

5 Just by looking around 1.8293 2.1481 2.1724 2.0206 5.054** 
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      Table 1.2 

                                         Sources of awareness about safety measures 

       Source - primary data 
          It is observed from Table 1.2 that most of the respondent consumers came to know about 

the safety measures only through „the sellers‟ with mean scores of 3.2133 followed by „talk with 
the users‟ with mean scores of 3.1667.The least important source among all the respondent 
consumers is „refer the internet‟ with mean score of 2.1667. Regarding the sources of awareness 

about safety measures, the significant difference among the urban, rural and semi urban 
respondent consumers has been identified in four variables since their respective „F‟ statistics are 

significant at one per cent level. 
III) Awareness on Right to Be Informed 

           The respondent consumers were asked as to what details they have referred while buying 

the product. The opinions of the respondent consumers were computed with the help of six 
variables which are measured at five point scale and he results are presented in Table 1.3 

                                                                  Table 1.3 

                                            Awareness towards right to be informed 

  
               Source: Primary data 
        From the above six statements pertaining to the level of awareness towards right to be 

informed, all the categories of respondent consumers were aware highly of the statements 
„maximum retail price‟, „manufactured date and expiry „and „ quantity‟ with high mean scores of 

4.0748, 3.2804 and 3.2467 respectively. The less awareness among all the three categories of 
consumers is „directions for use‟. It is also inferred from the above table that the significant 
difference among the three groups of respondent consumers relating to the statements involved 

in awareness towards right to be informed are identified in case of quantity, directions for use, 
warning on label and manufactured date and expiry since their respective F statistics are 

significant at one percent and five percent level..  

Sl 
no 

 
Source 

Mean score F 
statistics Urban Rural Semi 

urban 
overall 

1 Enquire the sellers 3.0000 3.1000 3.5400 3.2133 7.184** 

2 Refer the internet 2.3333 2.0000 2.0000 2.1667 0.375NS  

3 Talk with the users 3.3333 2.0000 5.0000 3.1667 24.281** 

4 Read  user manual 2.4783 2.1500 3.3500 2.6508 21.691** 

5 See the  product labels 1.9130 3.4500 3.5000 2.9048 29.636** 

Sl.no Detail Mean score F 

statistics Urban Rural Semi 

urban 

overall 

1 Product name 2.8200 2.6200 2.5400 2.6600 2.802NS  

2 Quantity 2.7800 3.4200 3.5400 3.2467 14.270** 

3 MRP 4.1515 4.0625 4.0238 4.0748 0.507NS  

4 Direction for use 1.4800 1.7600 1.9400 1.7267 15.660** 

5 Warning on label 2.7600 2.6000 3.0400 2.8000 5.503** 

6 Manufactured date and 

expiry 

3.2121 3.0313 3.5238 3.2804 4.662* 
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IV) Awareness on right to choose 

        The consumers have every right to choose and buy the product of their choice. The market 

provides with variety of goods giving an option to the consumers to choose. The awareness of 
the respondent consumers in choosing different features of a product is analyzed with the help of 

one way analysis of variance. The resulted mean score and the respective „F‟ statistics are 
presented in Table 1.4.                                 Table 1.4 
                                                   Awareness towards right to choose 

      

 Source:  Primary data 

           From Table 1.4 one could infer that all the categories of consumers were highly aware of 
two statements namely „refer the prices of different brands‟ and „refer the quality of different 

brands‟ while exercising their right to choose, since their respective mean scores are 4.2400 and 
3.4200 in case of urban respondents, 4.1400 and 3.1400 in case of rural respondents, 4.3800 and 
3.8200 in case of semi urban respondents. All the respondent consumers are highly aware of the 

statement „refer the prices of different brands‟ with over all mean score of 4.2533.The significant 
difference among the three categories of respondent consumers is identified in case of „refer the 

quality of different brands‟ refer the quantity of different brands and refer the „attractiveness of 
different brands‟ since their respective „F‟ statistics is significant at one per cent and five percent 
level.  

V) Awareness towards Right to Be Heard 

        Various platforms have been created for hearing consumer related issues. Some of them are 

adjudicatory bodies and others are advisory bodies. The awareness level on different redressal 
machineries of the respondent consumers where they get redressal in times of need are presented 
in Table 1.5 

                                                              Table 1.5 

Awareness towards redressal machineries 

 

Sl 

no 

Authority Mean score F 

statistics Urban Rural Semi 
urban 

overall 

1 Consumer protection council 2.8600 2.5600 2.9600 2.7933 5.475** 

2 Consumer disputes  redressal forums 3.6829 3.6667 3.6897 3.6804 0.011NS  

3 Voluntary consumer organization 2.9756 3.4815 2.2759 3.2062 5.622** 

4 Legal experts 2.6600 2.5400 2.8400 2.6800 2.574NS  

5 Consumer protection department 

officials 

1.5854 2.3704 2.4828 2.0722 23.469** 

 

Source: Primary data. 

Sl 
no 

features Mean score F 
statistics Urban Rural Semi 

urban 
overall 

1 Refer the prices of different brands 4.2400 4.1400 4.3800 4.2533 2.321NS  

2 Refer the quality of different brands 3.4200 3.1400 3.8200 3.4600 12.838** 

3 Refer the quantity of different  brands 2.4800 2.8400 2.5600 2.6267 4.453* 

4 Refer the discount rate of different brands 3.0732 2.7778 3.1034 3.0000 2.060NS  

5 Refer the attractiveness of different brands 2.3600 2.9000 3.1200 2.7933 18.022** 
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            It could be inferred from Table 1.5 that both urban and respondent consumers were 
highly aware of the redressal machinery Consumer disputes redressal forums followed by 

„voluntary consumer organization‟ with high mean scores. More over the semi urban respondent 
consumers were also highly aware of „consumer disputes redressal forums followed by consumer 

protection council‟ with high mean scores. In overall, most of the respondent consumers are 
aware about consumer disputes redressal forums with high mean score of 3.6804. In respect of 
awareness towards redressal machineries, the significant difference among the respondent 

consumers in urban, rural and semi urban has-been identified in case of „consumer protection 
council‟, „voluntary consumer organization‟ and „consumer protection department officials‟ 

since the „F‟ statistics is significant at one per cent level.                                                          

    

VI) Awareness towards Right to Seek Redressal 

       The awareness of the respondent consumers towards the situations where he could get 
redressal is analyzed with the help of one way analysis of variance. The resulted mean score and 

the respective „F‟ statistics are presented in Table 1.6 
                                                                       Table 1.6 

                                          Awareness towards right to seek redressal 

   

 Source: Primary data                                                  
        The urban respondent consumers were highly aware of the situations „compensation for 
deficiency in service‟ followed by „refund by returning the goods‟ since their respective mean 

scores are 4.1212 and 2.6667. The rural respondent consumers were highly aware of the 
situations „compensation for deficiency in service‟ and „replace the goods‟ with high mean 

scores of 3.5313 and 2.6563 respectively. Among the semi urban respondent consumers these 
situations are „refund by returning the goods‟ followed by „compensation fo r deficiency in 
service‟ since their respective mean scores are 4.5120 and 4.0476. In overall, all the respondent 

consumers are highly aware of the situation „compensation for deficiency in service‟ and replace 
the goods with high mean score of 3.9159 and 2.7383 respectively. Regarding the awareness on 

various situations, the significant difference among urban, rural and semi urban respondent 
consumers are noticed in case of „remove the defects in the goods „refund by returning the 
goods‟, „compensation for loss suffered by usage of goods‟, „compensation for deficiency in 

service‟ and „stop unfair trade practices‟ since their respective „F‟ statistics are significant at one 
per cent level. 

 

Sl. 
no 

Situation Mean score F 
statistics 

  Urban Rural Semi urban overall 

1 Remove the defects in goods 2.3333 1.9375 2.5714 2.3084 10.146** 

2 Replace the goods 2.6061 2.6563 2.9048 2.7383 1.632NS  

3 Refund by returning the goods 2.6667 1.5000 4.5120 2.6667 9.355** 

4 Compensation for loss suffered 

by usage of goods 

1.6600 1.9600 2.2200 1.9467 13.341** 

5 Compensation for deficiency in 
service 

4.1212 3.5313 4.0476 3.9159 8.211** 

6 Stop unfair trade practices 1.7200 1.6800 2.1200 1.8400 13.363** 
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VII) Awareness towards Right to Consumer Education 

                                                  

Table 1.7 
Awareness towards right to consumer education 

 

Sl. 
no 

Area Mean score F 
statistics Urban Rural Semi 

urban 
overall 

1 Knowledge on consumer  disputes 

redressal agencies 

4.3333 3.5000 3.0000 3.8333 5.526* 

2 Knowledge on consumer legislations 3.3333 3.0000 2.0000 3.0000 1.105NS  

3 Knowledge on consumer rights 2.6087 3.3000 3.5000 3.1111 7.215** 

4 Knowledge on deficiency in service 2.8261 3.2000 4.0500 3.3333 22.042** 

5 Knowledge on unfair trade practices 4.5000 3.7200 3.9000 4.0400 25.264** 

Source: Primary data. 
 

To find out the areas where the consumers need consumer education, five variables are taken into 
account. To analyze the level of awareness of the respondent consumers on the above said 

variables related to consumer education, one way analysis of variance has been used.  
The resulted mean score and the respective „F‟ statistics are presented in Table 1.7 
          Of the five variables pertaining to the areas where consumers need consumer education, all 

the categories of respondent consumers are highly aware on the statements „knowledge o n unfair 
trade practices‟,  „knowledge on consumer disputes redressal agencies‟ „and „knowledge on 
deficiency in service‟ with high mean scores of 4.0400, 3.8333 and 3.3333 respectively. 

Regarding the variables relating to the areas where consumer education is needed, the significant 
differences between the respondent consumers in urban, rural and semi urban have been 

identified in the case of four variables since their respective „F‟ statistics are significant at one 
per cent and five percent level.  
       So far we have analyzed the awareness of the respondent consumers‟ o n consumer rights 

separately for six consumer rights. The next step is to find out the overall awareness level on 
consumer rights based on the total scores, the respondent consumers were classified into three 

categories namely high, medium and low level. Arithmetic mean score and standard deviation 
scores for all the 600 respondent consumers were computed. Accordingly, 14 percent of 
respondent consumers had high level of awareness, 69 per cent medium level and 17 per cent 

had low level of awareness towards the overall awareness on different consumer rights. 
 

Findings of the study 

 From the foregoing discussions, it is clear that „friends and relatives‟ play a vital role in 
creating awareness on consumer rights among the three categories of respondent 

consumers followed by „print media‟. Other sources played a moderate role.  
 As far as the sources of information about safety measures are concerned, majority of the 

respondent consumers in all the categories opined that „sellers explanation was the main 
source followed by „talk with the users‟. 

 In the case of right to be informed „maximum retail price‟ and „manufactured date and 

expiry‟ top the list followed by other details in all the three categories of respondent 
consumers. 

International Journal of Pure and Applied Mathematics Special Issue

1537



 Regarding the right to choose the products all the respondent consumers have more 
awareness on „refer the prices of different brands‟ followed by „refer the quality of 

different brands‟ than other statements. 
 Analysis of the respondent consumers‟ awareness on different forums reveals that 

majority of the respondent consumers in all the three categories were aware of the 
„consumer disputes redressal forums‟ followed by „voluntary consumer organizations‟ 
and „consumer protection councils‟. 

 An analysis regarding the awareness on mode of redressal reveals that „compensation for 
deficiency in service‟ and „replace the goods‟ constitutes the prime situations.  

 With regard to the awareness of variables which signify the importance of consumer 
education reveals that it is more important to provide „knowledge on unfair trade 
practices‟, followed by „knowledge on consumer disputes redressal agencies‟. 

 Out of the 600 sample respondent consumers, 84 (14 %) respondent consumers had high 
level awareness, 414(69 %) medium level and 102 (17 %) low level awareness towards 

the overall awareness on different consumer rights. 
Suggestions 

Based on the aforesaid findings and the observations made by the researcher during the survey, 

the following suggestions are made 
 Awareness on consumer rights at different levels may be made extensively, repeatedly 

and effectively by using all means of communication like print and electronic media. 
 Government of India may instruct through necessary legislation, all the television 

channels in India, to reserve a primetime slot to run advertisements or messages or 

programmes on consumer welfare and protection. 
 March 15th

 of every year is observed as a „consumer‟s day‟. Appropriate programmes may 

be conducted by the consumers, traders and by the government to create and reinforce 
awareness on consumer rights among all.  

 Like the national awards for the best consumer organizations, the state government may 

give awards to all those who have contributed or worked for the cause of consumer 
protection or welfare on this day. 

 No movement can be successful unless youths are involved in it and consumer movement 
is no exception to it. Effective steps should be taken to encourage youth to take part in the 
activities of spreading consumer rights among the people especially in rural sector.  

Conclusion 

       The study reveals only fourteen percent of respondent consumers have high level of 

awareness on recognized six consumer rights and the awareness level on  remaining eighty six 
percent is not much impressive. The best interest of consumers can only be protected through 
effective cooperation among consumers, businessmen and government. The Government must 

take concrete steps in increasing consumer awareness; encourage consumer education, training 
and research. The success of consumerism‟ is possible only when all the consumers are fully 

aware of their rights. Merely conferring rights upon the consumers will not serve the real purpose 
unless these rights are enforced in their true letter and spirit. 
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