
VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 2255 Cities in 155 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTSCONTENTSCONTENTSCONTENTS    

Sr. 
No. TITLE & NAME OF THE AUTHOR (S) Page 

No. 

1. THE CONTRIBUTION OF FINANCIAL MANAGEMENT PRACTICES TO FINANCIAL CHALLENGES FACING LOCAL AUTHORITIES IN SERVICE DELIVERY IN 

KENYA 

JOHN NTOITI, ROSELYN W. GAKURE, DR. ANTONY WAITITU & DR. MOUNI GEKARA 

1 

2. OUTBOUND INDIAN TOURIST’S PERCEPTION OF SINGAPORE TOURISM : A LESSON FOR INDIAN TOURISM 

DR. RAVINDER VINAYEK & ARCHANA BHATIA 
14 

3. EVALUATION OF PRODUCTIVITY AND PROFITABILITY OF SELECT SCHEDULED COMMERCIAL BANKS IN INDIA 

DR. U.JERINABI & LALITHA DEVI.T 
22 

4. CHARACTERISTICS OF LAISSEZ-FAIRE LEADERSHIP STYLE: A CASE STUDY 

DR. L. JIBON KUMAR SHARMA & DR. S. KESHORJIT SINGH 

29 

5. TOTAL QUALITY MANAGEMENT AND CREATIVE THINKING IN THE HEALTH CARE INDUSTRY 

DR. CHRIS EHIOBUCHE 

32 

6. IMPACT OF CSR INITIATIVES ON CONSUMER BEHAVIOR 

PUSHKALA MURALIDHARAN, DR. C. MADHAVI & DR. SITALAKSHMI RAMANAN 

37 

7. CAPITAL STRUCTURE (DEBT-EQUITY) OF INDIAN REAL-ESTATE INDUSTRY (IREI): A STUDY 

K KISHORE KUMAR REDDY & C. SIVARAMI REDDY 

42 

8. CONSUMER BEHAVIOR, ATTITUDE & COGNITIVE DISSONANCE TOWARDS MWO: AN EMPIRICAL STUDY WITH SPECIFIC RELEVANCE TO URBAN 

MIDDLE CLASS OF KOCHI 

ANIL KUMAR.N & DR. JELSY JOSEPH 

47 

9. VENTURE CAPITAL INVESTMENTS IN INDIA 

SRINIVAS K T 

57 

10. CHILDREN’S UNDERSTANDING OF TV ADVERTISING: A STUDY OF THE CHILDREN IN DELHI AND NCR 

ZUHAIB MUSTAFA, DR. RESHMA NASREEN & DR. FAROOQ AHMAD SHAH 

61 

11. IMPACT OF CELEBRITIES ADVERTISEMENT TOWARDS COLLEGE STUDENTS 

S.JEYARADHA & DR. K. KAMALAKANNAN 
66 

12. DETERMINANTS OF PROFITABILITY OF COMMERCIAL BANKS IN INDIA 

DR. UPASNA JOSHI & NEETI KHULLAR 

71 

13. A STUDY ON ENVIRONMENT FRIENDLY MARKETING 

AVINASH PAREEK & DR. SATYAM PINCHA 

77 

14. EMERGING TRENDS OF UNIVERSAL BANKING IN INDIA 

RENU SINGLA & KALIKA JAIN 
81 

15. THE IMPACT OF THE PERCEIVED QUALITY, CUSTOMER SATISFACTION, BRAND TRUST AND CONTEXTUAL FACTORS ON BRAND LOYALTY 

MUHAMMAD RIZWAN, ALI USMAN, TAJAMUL HUSSAIN, AKASHA SHAFIQ, SANA RAUF & QURAT UL AIAN AYAZ 

83 

16. HOW TO REMOVE THE UNCERTAINTY CONCERNING THE CONTINUITY OF ENTITY: THE STRONGEST EVIDENCE FROM THE VIEW POINT OF THE 

AUDITORS IN SAUDI ARABIA 

DR. BADI SALEM ALRAWASHDEH 

90 

17. EMPIRICAL INVESTIGATION OF SERVICE QUALITY IN RETAIL BANKING: COMPARISON OF STATE BANK OF INDIA AND ICICI BANK, AHMADABAD 

RASHI M. GOPLANI 
93 

18. CONSUMER LITERACY REGARDING CONSUMER PROTECTION ACT, 1986 

SUDESH KHARB 
97 

19. A STUDY ON ETHICAL ASPECTS OF ACCOUNTING PROFESSION- AN EXPLORATORY RESEARCH IN MSMEs 

CHANDRA HARIHARAN IYER & DR. G.RAVINDRAN 
105 

20. THE ROLES AND CHALLENGES OF SHARE COMPANIES IN ETHIOPIA 

NIGUS ABERA 
110 

21. CONSUMER MARKET PURCHASE DECISION: A STUDY ON DURABLE GOODS IN JAFFNA DISTRICT 

SATHANA.VAIKUNTHAVASAN 
115 

22. RELATIONSHIP BETWEEN CAPITAL STRUCTURE AND FINANCIAL PERFORMANCE: EVIDENCE FROM INDIAN STOCK MARKET 

POOJA V. MEHTA 
121 

23. AN EMPIRICAL STUDY ON FACTORS AFFECTING CONSUMER SATISFACTION 

IRSHAD AHMAD BHAT, NAFEES AHMAD RATHER & FAROOQ AHMAD MIR 
125 

24. RISKS IN HOUSING FINANCE THE COMMERCIAL BANKS EXPOSED TO – AN OVERVIEW 

RAJU D 
129 

25. THE CAPITAL STRUCTURE PUZZLE 

SHIVI KHANNA 
134 

26. FOREIGN DIRECT INVESTMENT IN INDIA: A CRITICAL ANALYSIS 

BHUSHAN AZAD 
137 

27. CONSTRAINTS IN FINANCING OF SMEs: A CONCEPTUAL PAPER IN THE PERSPECTIVE OF PAKISTAN 

AAMIR AZEEM & ASMA RAFIQUE CHUGHTAI 
143 

28. A SIMPLE PRICING MODEL FOR CALL OPTIONS TRADED IN NSE NIFTY OPTION MARKET: THEORY, MODEL  & EMPIRICAL TEST 

JAYAPALAN.C 
147 

29. AFFECT OF SALES PROMOTIONAL TOOLS ON PURCHASE INTENTIONS OF CONSUMERS 

MUHAMMAD RIZWAN, MUHAMMAD ATIF MAHAR, NOMAN SHOUKAT, RANA ZEESHAN JAVID, GULAAN KHAN, MUHAMMAD DILSHAD BHATTI & 

MUSAB MAMOON KHICHI 

156 

30. SOCIAL MEDIA MARKETING: AN IMPORTANT PHASE IN MODERN BUSINESS MANAGEMENT 

MAHESH L & DR. AMULYA.M 
162 

 REQUEST FOR FEEDBACK 
165 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity 

University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 

 
 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of 

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International 

Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational 

Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com.  

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 
Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 
d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES & TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

97

CONSUMER LITERACY REGARDING CONSUMER PROTECTION ACT, 1986 
 

SUDESH KHARB 

ASST. PROFESSOR  

GOVERNMENT COLLEGE  

BARWALA  

 

ABSTRACT 
This Paper has been written to study the general awareness among consumer for consumer protection and specially awareness of provisions of Consumer 

Protection Act. It specifically studies the level of awareness with regard to procedural formalities to be completed while filing a complaint in consumer forum. It 

also explains the important theoretical points related to protection of consumer’s interest.  For this purpose a sample of 450 respondents has been taken. Data 

has been collected through well structured questionnaire. Analysis and interpretation of data have shown very interesting, alarming and informative results and 

findings. At the end some recommendations have been given for strengthening the present setup more effective .In the good olden days the principle of ‘Caveat 

emptor’, which meant buyer beware governed the relationship between seller and the buyer. In the era of open markets buyer and seller come face to face, seller 

exhibited his goods, and buyer thoroughly examined them and then purchased them. It was assumed that he would use all care and skill while entering into 

transaction. The maxim relieved the seller of the obligation to make disclosure about the quality of the product. In addition, the personal relation between the 

buyer and the seller was one of the major factors in their relations. But with the growth of trade and its globalization the rule no more holds true. It is now 

impossible for the buyer to examine the goods before hand and most of the transactions are concluded by correspondence. Further on account of complex 

structure of the modern goods, it is only the producer /seller who can assure the quality of goods. With manufacturing activity becoming more organised, the 

producers / sellers are becoming stronger and organised whereas the buyers are still weak and unorganised.  In the age of revolutionized information technology 

and with the emergence of e-commerce related innovations the consumers are further deprived to a great extent. As a result buyer is being misled, duped and 

deceived day in and day out. Mahatma Gandhi, the father of nation, attached great importance to what he described as the “poor consumer”, who according to 

him should be the principal beneficiary of the consumer movement. He said: “A Consumer is the most important visitor on our premises. He is not dependent on 

us we are on him. He is not an interruption to our work; he is the purpose of it. We are not doing a favour to a consumer by giving him an opportunity. He is doing 

us a favour by giving an opportunity to serve him.” Inspite of these views consumerism is still in its infancy in our country, thanks to the sellers’ market and the 

government monopoly in most services. Consumer awareness is low due to the apathy and lack of education among the masses. It is believed that meditation 

opens the 'third eye'.  Likewise,  consumer  education  should  help  to  open  the  'CONSUMER  EYE'  of  the  consumers.  The  consumer  eye  concept  means  that 

an informed consumer looks at a product critically and analytically , first from his own point of view  as  an  individual  consumer ,  then  with  the  interest  of  the  

community  at  large  in  mind. (Consumer Education:  A Resource Handbook, IOCU, Malaysia) Consumer must be aware of his rights, raise voice against 

exploitation and seek redressal of his grievances. Consumers’ consciousness determines the effectiveness of consumerism. It is the duty of the consumer to 

identify his rights and to protect them.  

 

KEYWORDS 
Consumer literacy, CPA 1986. 

 

WHO IS CONSUMER? 
he legal, technical or perfect definitions of the consumer have been given in the consumer protection Act. 1986. Under this Act, the term “consumer” has 

been defined into two categories:  

 

(1) CONSUMER OF GOODS:  Consumer of goods means a person who buys any goods for a consideration and includes the user of goods. Under this Act a 

consumer is one who has paid or promised to pay the consideration or partly paid and partly promised to pay or under any deferred payment system such 

as hire purchase system or installment system.  But it does not include a person who buys the goods for resale and for any commercial purpose. 

(2)  CONSUMER OF SERVICES:  Consumer of Services means a person who hires or avails of any services for a consideration which has been paid or promised 

or partly paid and partly promised or under any system of deferred payment and includes any beneficiary of such services. But it does not include a person 

who avails of such services for any commercial purposes. For the purpose of this clause 'commercial purpose' does not includes use by a  person of  goods 

bought and used by him exclusively for the purpose of earning his livelihood by means  of self-employment.  

 

CONSUMER EDUCATION 
Consumer Education is one of the most important spheres of work in consumer protection. With increased consciousness consumers will have the courage and 

the skill to take action individually and collectively to protect them effectively. Wide-spread participation will prepare consumers to be alert citizens and help 

them to drive maximum value for their money. This is where consumer education assumes significant place in educational programmes. Through consumer 

education, consumers are better protected and are ensured a value for life. 

 

CONSUMER PROTECTION ACT, 1986: SOME REFLECTIONS 
It may be mentioned at the outset that anyone interested in the task of consumer protection movement has to be well versed in various laws and not merely 

with the Consumer Protection Act, 1986. He should have knowledge of laws relating to Contract. There is no limit to subjects, which may come before a 

Consumer Forum / Commission for decision. In addition, one should also be well versed with the laws relating to unfair trade practice and restrictive trade 

practices. It is a matter of great satisfaction that we can legitimately boast that we now have in our country a statute, which provides more effective protection 

to the consumers than any corresponding legislation in force in countries, which are considered to be much more advanced and industralised. CPA has been in 

operation for about 26 years. A number of deficiencies and shortcoming in respect of its operation have come to light thereby requiring amendments thrice, still 

leaving scope for further improvements. Despite all this it is a handy weapon for consumers to ensure accountability of producers of goods and providers of 

services. In the International Conference on Consumer Protection held in Malaysia in 1997, the Indian Consumer Protection Act was described as one “which has 

set in motion a revolution in the field of consumer rights”. 

 

IMPORTANT FEATURES OF THE C.P. ACT 
Important features may be summed up as under: 

• The Act applies to all goods and services unless specifically exempted by the Central Government. 

• It covers all the sectors – private, public and cooperative. 

• The provisions of the Act are compensatory in nature. 

• It provides adjudicatory authorities, which are simple, speedy and less expensive. 

• It also provides for Consumer Protection Councils at the National, State and District levels. 

T
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• The provisions of this Act are in addition to and not in derogation of the provisions of any other law for the time being in force. 

 

CONSUMER RIGHTS UNDER THE ACT 
The Act enshrines the following rights: 

• The right to be protected against the marketing of goods which are hazardous to life and Property; 

• The right to be informed about the quality, quantity, potency, purity, standard and price of goods so as to protect the consumer against unfair trade 

practices; 

• The right to be assured, wherever possible access to variety of goods at competitive prices; 

• The right to be heard; 

• The right to seek redressal against unfair trade practices or unscrupulous exploitation of consumer and 

• The right to consumer education. 

 

OTHER IMPORTANT ASPECTS OF C.P. ACT 
WHO IS A COMPLAINANT? 

Complainant means: 

• a Consumer; 

• any Voluntary Consumer Association; 

• the Central Government; 

• the State Governments or Union Territory Administration; 

• one or more consumers , where there are numerous consumers having the same interest and 

• in case of death of a consumer, his legal heir or representative. 

 

WHAT CONSTITUTES A COMPLAINT? 
An allegation made in writing by the complainant that 

• Any unfair trade practice or restrictive trade practice has been adopted by any trader. 

• The goods bought or agreed to be bought suffer from one or more defects. 

• Services hired /availed or agreed to be hired /availed suffer from deficiencies in any respect. 

• That a trader has charged for the goods or services mentioned in the complaint, a price in excess of the stipulated price: 

(i) fixed by or under any law for the time being in force; or 

(ii) displayed on goods; or 

(iii) displayed on any package containing such goods 

• That goods or services which are hazardous to life and safety of the public are being offered to the public. 

 

RELIEFS AVAILABLE TO CONSUMERS 

Following reliefs are available to the Consumers under the Act: 

• Removal of defects from the goods; 

• Replacement of the goods; 

• Refund of the price paid; 

• Award of compensation for the loss or injury suffered; 

• Discontinue and not to repeat unfair trade practice or restrictive trade practice; 

• not to offer hazardous goods for sale; 

• to withdraw hazardous goods from sale; 

• to cease manufacture of hazardous goods and desist from offering services which are hazardous in nature; 

• if the loss or injury has been suffered by a large number of consumers who are not identifiable conveniently, to pay such sum (not less than 5% of the value 

of such defective goods or services provided) which shall be determined by Forum; 

• to issue corrective advertisement to neutralise the effect of misleading advertisement; 

• to provide adequate costs to parties. 

 

OBJECTIVES OF THE STUDY 
Important objectives of the present study are: 

1. To understand the concept of consumer and its problems, to have a glimpse on the concept of consumer protection and on methods of consumer 

protection. 

2. To study the general awareness among consumers regarding consumer protection measures. 

3. To specifically study the awareness among consumers regarding the various important procedural formalities for filling complaints under Consumer 

Protection Act 1986. 

4. To draw some conclusions and give some recommendations for strengthening the consumer awareness programme to make it more effective. 

 

RESEARCH METHODOLOGY 
Following research methods were adopted for this study:  

1. SAMPLING DESIGN 

The sampling technique selected for the study was simple random sampling. The respondents have been randomly selected from total population. 

2. SAMPLE SIZE 

The sampling size was 450. The questionnaire was systematically prepared and distributed to the consumer respondents. The respondents varied from a 

wide cross section of various economic and demographic characteristics. 

3. SOURCE OF DATA 

The data for this study has been collected from primary and secondary sources. 

Primary data: Primary data are those, which are collected a fresh and for the time and thus happen to be original in character. In this study the 

questionnaire were used for the primary data collections. 

Secondary data: Secondary data are those which have already been collected by some other context and which have been already processed through the 

statistical process. Secondary data was collected through journals, books, websites, and published data. 

4. STATISTICAL TOOLS 

Various types of statistical tools were used to analyse the research work like Anova, F-test and Chi-Square. 
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REVIEW OF LITERATURE 
S.K.vimla concluded that the Indian Government is committed to ensure and protect the welfare and rights of the consumers in the country so that easy 

availability of commodities is made accessible to them and they are protected from any exploitation. Shashi Khurana revealed in her study that the consumers 

are well-versed with the term 'Jago Grahak Jago' almost in all respect. Quality parameters/standards like ISI, ISO, Agmarks etc. are also not new for them. But in 

contrast to these the procedural awareness or practical implication are showing some different result. Only 20% of the respondents are well-equipped in all 

respect. 20% to 30%are having incomplete idea for these whereas 50% of the respondent showed totally unawareness in this regard. All the respondents have 

to face the situation of consumer exploitation in one way or other. Study shows that only 10% have approached to the consumer forum for justice. 

 

PROFILE OF THE CUSTOMERS 
As stated above the study has been confined to the sample size of 450 customers. The age group is 15-60 years, because all are consumers and affect the buying 

behavior of the family members. Respondents belong to urban, semi urban and rural areas. On the basis of qualification we categorise them as Matriculates, 

Graduates and Post Graduates. 

 

DATA ANALYSIS & INTERPRETATION 
KNOWLEDGE OF THE CPA 

1. The Consumer Protection Act was enacted in 1986 to better protect the consumers. It provides for a three-tier redressal mechanism at the district, 

state and the National levels to address the complaints of the consumers. Consumers can make use of this mechanism only if they are aware of its existence. In 

spite of wide publicity being given by the government, not all the consumers are aware of this Act as depicted in table no. 1. Of all the respondents, 67% 

matriculates, 67%graduates and 65% postgraduates are aware about CPA. 

 

TABLE NO. 1 

Knowledge of CPA Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

No 28 77 45 150 .139 .933ns 

32.6% 32.9% 34.6% 33.3% 

Yes 58 157 85 300 

67.4% 67.1% 65.4% 66.7% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

PLACE OF COMPLAINING  

2. Table No. 3 shows that only 12.4% of the respondents are not aware of the fact that where to file a suit against a consumer dispute. F value is not 

statistically significant at 5% level of significance, which shows that all consumers are having knowledge of filing a consumer case in consumer courts. 

2.1 It is clearly stated u/s 3 of CPA that the provisions of this act shall be in addition to and not in derogation of the provisions of any other law for the 

time being in force. Even the highly qualified people do not know that against consumer dispute one can go to any other related courts.  In Table No. 4, Study 

reveals that however matriculates think that sometimes they can file a consumer complaint in any other courts also, while 84.2% graduates and 87.7% 

postgraduates think that they can never go for consumer complaints in any other court. F value is statistically significant at 5% level of significance, which shows 

that consumers behave differently regarding filing a consumer case in other than consumer courts. 

 

TABLE NO. 2 

Place of complaining Parameters N Mean Std. Deviation f-value Sig. 

 Consumer Courts Matriculate 86 4.26 1.129 .500 .607ns 

Graduate 234 4.12 1.392 

post graduate 130 4.07 1.432 

 Any other courts Matriculate 86 2.59 1.375 57.665 .000** 

 Graduate 234 1.35 .871 

 post graduate 130 1.30 .850 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  

 

TABLE NO. 3 

  Consumer Court Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 5 32 19 56 

9.238 

 

.161ns 

 

5.8% 13.7% 14.6% 12.4% 

Occasionally 16 21 14 51 

18.6% 9.0% 10.8% 11.3% 

Sometime 12 35 17 64 

14.0% 15.0% 13.1% 14.2% 

Most of time 53 146 80 279 

61.6% 62.4% 61.5% 62.0% 

Always 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

Total 5 32 19 56 

5.8% 13.7% 14.6% 12.4% 
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TABLE NO. 4 

Any Other Court Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 32 197 114 343 105.633 .000** 

37.2% 84.2% 87.7% 76.2% 

Occasionally 0 6 1 7 

.0% 2.6% .8% 1.6% 

Sometime 34 23 9 66 

39.5% 9.8% 6.9% 14.7% 

Most of time 11 3 4 18 

12.8% 1.3% 3.1% 4.0% 

Always 9 5 2 16 

10.5% 2.1% 1.5% 3.6% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 
 

WHO IS CONSUMER? 
3.  Table shows that 60.5% matriculates are of the view that consumer is a person who consumes the product under CPA. Only 42.7% graduates and 

49.2% postgraduates think that that one who consumes will always be a consumer under CPA. 36% respondents do not know that one who consumes will be a 

consumer under CPA, 1986. F value is statistically significant at 5% level of significance. It shows a highly significant difference between the groups. 

3.1.  According the definition of consumer under CPA 1986 the person who purchases can be a consumer. But 59% graduates and 57.7% postgraduates do 

not agree with the point. In whole 52.2% respondents do not know that purchaser can be a consumer. 

3.2.  Consumer Protection Act 1986 says that people who are beneficiary of the goods and services can be a consumer but 66% graduates and 69.2% 

postgraduates do not agree with this point however 51.2% matriculates agree with the statement. F value is statistically significant at 5% level of significance. 

There is a highly significant difference between the groups. 

3.3.  Table shows that matriculates think that sometime who purchase for resale will also be a consumer under CPA, while graduates and postgraduates 

are with the strong opinion with more than 80% that a reseller cannot be a consumer under CPA. It shows a highly significant difference of opinion between the 

groups. 

TABLE NO. 5 

Consumer Parameters N Mean Std. Deviation f-value Sig. 

Who Consumes Matriculate 86 4.01 1.522 8.307 .000** 

Graduate 234 3.08 1.884 

post graduate 130 3.32 1.848 

Who Purchases Matriculate 86 2.80 1.555 3.048 .048* 

Graduate 234 2.28 1.675 

post graduate 130 2.42 1.738 

Beneficiary of the goods Matriculate 86 3.80 1.600 44.396 .000** 

Graduate 234 2.05 1.581 

post graduate 130 1.97 1.565 

Reseller Matriculate 86 2.76 1.579 37.156 .000** 

Graduate 234 1.52 1.184 

post graduate 130 1.43 1.041 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  
 

TABLE NO. 6 

Who Consumes Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 15 101 46 162 23.975 .002** 

17.4% 43.2% 35.4% 36.0% 

Occasionally 2 2 4 8 

2.3% .9% 3.1% 1.8% 

Sometime 2 8 6 16 

2.3% 3.4% 4.6% 3.6% 

Most of time 15 23 10 48 

17.4% 9.8% 7.7% 10.7% 

Always 52 100 64 216 

60.5% 42.7% 49.2% 48.0% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 
 

TABLE NO. 7 

Who Purchases Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 22 138 75 235 81.670 

 

.000** 

 25.6% 59.0% 57.7% 52.2% 

Occasionally 27 11 1 39 

31.4% 4.7% .8% 8.7% 

Sometime 3 12 8 23 

3.5% 5.1% 6.2% 5.1% 

Most of time 14 27 17 58 

16.3% 11.5% 13.1% 12.9% 

Always 20 46 29 95 

23.3% 19.7% 22.3% 21.1% 

Total 22 138 75 235 

25.6% 59.0% 57.7% 52.2% 
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TABLE NO. 8 

Beneficiary of the goods Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 19 155 90 264 92.581 .000** 

22.1% 66.2% 69.2% 58.7% 

Occasionally 1 5 2 8 

1.2% 2.1% 1.5% 1.8% 

Sometime 2 21 12 35 

2.3% 9.0% 9.2% 7.8% 

Most of time 20 14 4 38 

23.3% 6.0% 3.1% 8.4% 

Always 44 39 22 105 

51.2% 16.7% 16.9% 23.3% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

 

TABLE NO. 9 

Reseller Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

Matriculate graduate post graduate 

Never 32 189 107 328 109.283 .000** 

37.2% 80.8% 82.3% 72.9% 

Occasionally 1 8 6 15 

1.2% 3.4% 4.6% 3.3% 

Sometime 31 17 6 54 

36.0% 7.3% 4.6% 12.0% 

Most of time 0 1 6 7 

.0% .4% 4.6% 1.6% 

Always 22 19 5 46 

25.6% 8.1% 3.8% 10.2% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

The Consumer Protection Act, 1986 provides for a three-tier mechanism at the district, state and the National levels to redress the grievances of the consumers. 

Consumers can file a complaint which is to be disposed of within a specified time framework. The procedure is based on summary trial and principles of natural 

justice. Some respondents did not know about the redressal mechanism. Even those who knew about the Act were to a large extent unaware about the main 

provisions and procedures of the Act. 

 

WHO CAN FILE A COMPLAINT? 
4. Table no. 10 & 11 shows that most of the people are of the opinion that a consumer can himself file a complaint under CPA. Though there is a 

difference of opinion between Matriculates, Graduates and Post graduates. 12.8% matriculates, 29.9% Graduates and 23.8% Post graduates do not know the 

procedure of filing a complaint. 

4.1.  Table no. 12 shows that Matriculates think that sometimes registered consumer organisations can file a complaint on behalf of consumers while 

65.8% graduates and 68.5% postgraduates disagree with the statement. There is highly significant difference between the groups.  

4.2. Table no. 13 shows that matriculates think that sometime central or state government can also file a complaint under CPA while 81.6% graduates and 

82.3% postgraduates disagree with the statement. F value shows a highly significant difference of opinion between the groups. 

4.3. Table no. 14 shows that most of the time matriculates agree that one or more consumer having the same interest can file a complaint while 69.2% 

graduates and 66.9% postgraduates disagree with the statement. F value is statistically significant at 5% level of significance. It shows a highly significant 

difference of opinion between the groups. 

TABLE NO. 10 

Complainant under CPA Parameters N Mean Std. Deviation f-value Sig. 

Consumers Matriculate 86 4.34 1.394 5.599 .004** 

Graduate 234 3.62 1.793 

post graduate 130 3.80 1.714 

Cos Matriculate 86 3.29 1.700 20.468 .000** 

Graduate 234 2.10 1.624 

post graduate 130 1.98 1.558 

Central/State Govt. Matriculate 86 3.29 1.533 87.173 .000** 

Graduate 234 1.45 1.056 

post graduate 130 1.45 1.064 

Consumers Collectively Matriculate 86 3.19 1.427 25.303 .000** 

Graduate 234 1.91 1.494 

post graduate 130 1.95 1.506 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO. 4 (2013), ISSUE NO. 03 (MARCH)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

102

TABLE NO. 11 

Consumers Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Never 11 70 31 112 17.431 .026* 

12.8% 29.9% 23.8% 24.9% 

Occasionally 2 2 4 8 

2.3% .9% 3.1% 1.8% 

Sometime 1 10 7 18 

1.2% 4.3% 5.4% 4.0% 

Most of time 5 17 6 28 

5.8% 7.3% 4.6% 6.2% 

Always 67 135 82 284 

77.9% 57.7% 63.1% 63.1% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

 

TABLE NO. 12 

Consumer Organisations Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Never 27 154 89 270 44.869 .000** 

31.4% 65.8% 68.5% 60.0% 

Occasionally 3 5 5 13 

3.5% 2.1% 3.8% 2.9% 

Sometime 4 14 5 23 

4.7% 6.0% 3.8% 5.1% 

Most of time 22 20 12 54 

25.6% 8.5% 9.2% 12.0% 

Always 30 41 19 90 

34.9% 17.5% 14.6% 20.0% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

 

TABLE NO. 13 

Central/State Govt. Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Never 23 191 107 321 172.417 

 

.000** 

 26.7% 81.6% 82.3% 71.3% 

Occasionally 3 9 3 15 

3.5% 3.8% 2.3% 3.3% 

Sometime 5 17 12 34 

5.8% 7.3% 9.2% 7.6% 

Most of time 36 6 1 43 

41.9% 2.6% .8% 9.6% 

Always 19 11 7 37 

22.1% 4.7% 5.4% 8.2% 

Total 23 191 107 321 

26.7% 81.6% 82.3% 71.3% 

 

TABLE NO. 14 

Consumers Collectively Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Never 24 162 87 273 144.580 .000** 

27.9% 69.2% 66.9% 60.7% 

Occasionally 1 11 7 19 

1.2% 4.7% 5.4% 4.2% 

Sometime 3 13 11 27 

3.5% 5.6% 8.5% 6.0% 

Most of time 51 17 6 74 

59.3% 7.3% 4.6% 16.4% 

Always 7 31 19 57 

8.1% 13.2% 14.6% 12.7% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

DISPUTES WHICH WILL BE TREATED AS CONSUMER DISPUTES 

5. Table no. 16 shows that 65.1% matriculates think that against unfair trade practices one can file a complaint in consumer courts while 48.3% 

graduates and 40% postgraduates disagree with the statement. It shows a highly significant difference of opinion between the groups. 
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TABLE NO. 15 

Unfair Trade Practice Parameters N Mean Std. Deviation f-value Sig. 

Matriculate 86 3.88 1.662 14.001 .000** 

Graduate 234 2.71 1.799 

post graduate 130 2.93 1.779 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  

 

TABLE NO. 16 

Unfair Trade Practice Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Never 17 113 52 182 38.800 .000** 

19.8% 48.3% 40.0% 40.4% 

Occasionally 6 10 9 25 

7.0% 4.3% 6.9% 5.6% 

Sometime 3 15 9 27 

3.5% 6.4% 6.9% 6.0% 

Most of time 4 24 16 44 

4.7% 10.3% 12.3% 9.8% 

Always 56 72 44 172 

65.1% 30.8% 33.8% 38.2% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

SERVICES OF AN ADVOCATE 

6.  Table no. 18 shows that 41% matriculates, 60% graduates and 51% post graduates believe that services of an advocate are compulsory for filing a 

case before consumer courts while 59.3% matriculates, 39.7% Graduates and 48.5% Post Graduates think that most of the time services of an Advocate are 

compulsory but sometimes not. 

TABLE NO. 17 

Mandatory Advocate Services Parameters N Mean Std. Deviation f-value Sig. 

Matriculate 86 4.41 .494 

5.148 .006** Graduate 234 4.60 .490 

post graduate 130 4.52 .502 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  

 

TABLE NO. 18 

Mandatory Advocate Services Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

Most of time 51 93 63 207 10.131 .006** 

59.3% 39.7% 48.5% 46.0% 

Always 35 141 67 243 

40.7% 60.3% 51.5% 54.0% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

KNOWLEDGE OF LIMITATION PERIOD FOR FILLING A COMPLAINT  

7.  Most of the people like 56% matriculates, 67.5% graduates and 58% post graduates think that one can file a case within 1 year from the date on 

which cause of action has arisen. 34.9% matriculates, 14.5% Graduates and 24.6% post graduates know that the limit is for 2 years. The calculated F value is not 

statistically significant at 5% value of significant and it may be concluded that matriculates, graduates and post graduates have a very little knowledge about 

limitation period for filing a complaint in consumer courts that is restricted up to 2 years from the date of cause of action has arisen. 

 

TABLE NO. 19 

Knowledge of limitation period Parameters N Mean Std. Deviation f-value Sig. 

Matriculate 86 4.47 .663 .667 .514ns 

Graduate 234 4.50 .782 

post graduate 130 4.40 .774 

**significance at 1 percent level, * significance at 5 percent level, ns not significant  

 

TABLE NO. 20 

Limitation period for filing a case Qualification Total Pearson Chi-Square Asymp. Sig. (2-sided) 

matriculate graduate post graduate 

More than 2 years 8 42 23 73 18.319 .001** 

9.3% 17.9% 17.7% 16.2% 

2 years 30 34 32 96 

34.9% 14.5% 24.6% 21.3% 

1 years 48 158 75 281 

55.8% 67.5% 57.7% 62.4% 

Total 86 234 130 450 

100.0% 100.0% 100.0% 100.0% 

 

CONCLUSION 
From the facts and figures as stated above it is very much clear that inspite of being well educated, people are not aware of the provisions of the CPA. Most of 

the people believe that they are very much aware about the CPA but this study clearly shows that they hardly know anything about CPA except the existence of 

the CPA. Neither they know who can be a complainant nor do they know about the manner in which complaint can be filed. These are very basic things and 

everybody should be aware of these definitions in order to take benefit of the CPA. As people are not aware of these basic things about CPA that’s the reason 

people engage advocates for pursuing cases in Consumers fora. Had they been literate about the basic provisions of CPA then they could have protected 
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themselves in a better way by exercising their rights available under the Act. Thus we can safely conclude that people need to be more aware and literate with 

respect to the Consumer Protection Act and the Government also need to focus more on this aspect to make the people more literate so that they can protect 

themselves from exploitation and the objective of enacting this Act can be achieved. 
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