VoLUME No. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

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 [HililICVAIIEIGHSI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4255 Cities in 176 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. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756

CONTENTS

;‘(‘) TITLE & NAME OF THE AUTHOR (S) lﬁ‘ff
1. |ASTUDY OF IMPLEMENTATION OF Bl SOLUTIONS AT SELECTED BRANCHES OF BANKS IN RAJASTHAN 1
DR. AZIMUDDIN KHAN
2. |ROLE OF WOMEN IN IT: TODAY & TOMORROW 5
DR. KIRAN ARORA
3. |POWERS LANGUAGES AND TEACHERS FORGETFULNESS 7

DR. MIGUEL ALBERTO GONZALEZ GONZALEZ

4. | AN ANALYSIS OF RURAL DEVELOPMENT THROUGH MNREGA IN DISTRICT MANDI OF HIMACHAL PRADESH 11
SANJAY KUMAR & DR. SHYAM LAL KAUSHAL

5. |A DETAILED STUDY ON INDIAN CHILD LABOUR PROBLEMS AND PROSPECTS 16
DR. ALLA.JAGADEESH BABU
6. |OCCUPATIONAL STRESS AMONG SOFTWARE EMPLOYEES: ROLE OF CORPORATE COMPANIES 22

NAGARAJ NAIK. M & DR. KODANDARAMA.

7. |PERFORMANCE OF REGIONAL RURAL BANKS: WITH SPECIAL REFERENCE TO ANDHRA PRADESH| 26
GRAMEENA VIKAS BANK, ANDHRA PRAGATHI GRAMEENA BANK AND DENA GUJARAT GRAMIN BANK
DR. S. SELVAKUMAR & S. PAVITHRA

8. |AN EMPIRICAL ANALYSIS OF HEALTHCARE SPENDING IN INDIA: EVIDENCES FROM MAHARASHTRA AND| 31
BIHAR
UPANANDA PANI & PRAVIN GANGADHAR JADHAV

9. |CUSTOMER PERCEPTION IN INDIAN RETAIL INDUSTRY 42
MANOJ KUMAR SINGH

10. | CONSUMER AWARENESS AND CONSUMER PROTECTION ACT: A CASE STUDY WITH SPECIAL REFERENCETO| 45
EAST DISTRICT OF SIKKIM

SANJAYA KUMAR SUBBA

11. |A STUDY ON JOB SATISFACTION OF EMPLOYEES OF GOVERNMENT SCHOOLS AND PRIVATE SCHOOLS IN| 49
JAGDALPUR
DR. ARUNA PILLAY

12. | IMPACT OF BRAND IMAGE ON CONSUMER BUYING BEHAVIOR OF INSTANT FOOD PRODUCTS 53
S. KALPANA & HEMAVATHY RAMASUBBIAN

13. |BPO INDUSTRY IN INDIA: TRENDS AND CHALLENGES 56
DR. SHRUTI GUPTA

14. | DECODING THE ‘STARBUCKS’ FRENZY: A COMPARATIVE STUDY WITH CAFE COFFEE DAY 59
KHUSHBOO GUPTA

15. |ASTUDY ON HEALTH, SAFETY AND WELFARE MEASURES IN SIMPSON & CO. LTD, CHENNAI 63

RAJANI KUMARI & DR.R.ALAMELU

16. |[IMPACT OF SERVICE QUALITY ON CUSTOMER SATISFACTION OF PUBLIC AND PRIVATE SECTOR BANKS| 66
BHOOMI PATEL

17. |EMPOWERING WOMEN AT PANCHAYAT LEVELS THROUGH RESERVATION & EDUCATION: A SPECIAL| 77
STUDY IN THE SAMASTIPUR DISTRICT OF BIHAR, INDIA
DR. SWETA

18. | EFFECTIVENESS OF FORENSIC ACCOUNTING IN THE DETECTION AND PREVENTION OF FRAUD IN NIGERIA 80
ABU SEINI ODUDU & YUSUF MOHAMMED ALIYU

19. |APPLICATION OF TOTAL QUALITY MANAGEMENT (TQM) TOOLS TO SOLID WASTE MANAGEMENT: THE| 86
CASE OF MOMBASA MUNICIPAL COUNCIL
RIUNGU, IRENE KARIMI

20. | STUDY ON TURMERIC PRODUCTION AND GROWTH IN ERODE DISTRICT 94
M.ANAND SHANKAR RAJA & SHENBAGAM KANNAPPAN
REQUEST FOR FEEDBACK & DISCLAIMER 98

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

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

http://ijrcm.org.in/




VOLUME No. 5 (2015), | ssue No. 06 (JUNE) | SSN 2231-5756

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

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

FORMER .CO-ORDINATOR,
DR. S. GARG

Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS
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., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,
PROF. R. K. SHARMA

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

CO-EDITOR,
DR. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi
DR. SAMBHAVNA
Faculty, I.I.T.M., Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

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

http://ijrcm.org.in/




VOLUME No. 5 (2015), | ssue No. 06 (JUNE) | SSN 2231-5756

DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE 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. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
PROF. V. SELVAM
SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad
SURJEET SINGH
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.

FORMER TECHNICAL ADVISOR,
AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula

NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking;
Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science;
Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; 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; Rural Economics; Co-operation;
Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public
Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax
Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics;
Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour 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; International Relations; Human Rights & Duties; Public
Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic
Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers &
Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks;
Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal
Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ ' for possible publication in
one of your journals.

| 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.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their
inclusion of names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality :

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT v

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript.
pdf. version is liable to be rejected without any consideration.

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

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/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 expected to be below 1000 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 within twenty four hours 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 a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and
email/alternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and
explain the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

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 stop at the end. All words of the keywords, including the first one should be in small
letters, except special words e.g. name of the Countries, abbreviations.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at
www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES
HYPOTHESIS (ES)
RESEARCH METHODOLOGY
RESULTS & DISCUSSION
FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS
LIMITATIONS
SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably range from 2000 to 5000 WORDS.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vi

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756

12. 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. /t should be ensured that the tables/figures
are referred to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae
number placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other
equation editor is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that
does not have the editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. 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. Also check to make sure
that everything that you are including in the reference section is duly cited in the paper. 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 parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders after the 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, 19-23

UNPUBLISHED DISSERTATIONS

n

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vii

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

http://ijrcm.org.in/




VoLUME No. 5 (2015), I ssue No. 06 (JUNE) | SSN 2231-5756
CONSUMER AWARENESS AND CONSUMER PROTECTION ACT: A CASE STUDY WITH SPECIAL REFERENCE
TO EAST DISTRICT OF SIKKIM

SANJAYA KUMAR SUBBA
ASST. PROFESSOR
SIKKIM GOVERNMENT COLLEGE
EAST SIKKIM

The Paper has been written to study the general awareness among consumer for consumer protection and specially awareness of provisions of Consumer
Protection Act. The Consumer Protection Act, 1986 was enacted to provide a quicker and simpler access to redressal of consumer grievances. The consumers are
the largest economic group in India, effecting and affected by almost every public and private economic decision. But they are also the only important group who
are not effectively organized; suffer the biggest injustices due to unlimited delay in disposal of complaints by the consumer courts operating in the country and
also whose views are not heard: More than 80 percent of the population is not aware about the various aspects of consumer protection. Complexity of the
products due to globalization and lethargic attitude of the consumers, appropriate education and lack of effective, hesitancy aspect, etc are main problems of
consumer. An attempt has been made to study the problems encountered by the consumers their attitude of the informative agencies particularly towards the
poor classes of the society. A pilot study has been made to highlights the drawbacks and lacuna and also offers remedial measures to overcome the problems
faced by the consumer.

KEYWORDS

consumer protection act, consumer protection.

INTRODUCTION

ndia is a vast country where a majority of consumer is poor, disorganized and helpless . Further the market in India is generally a seller’s market and it is

very easy to deceive to the innocent consumers who seem to be neither knowledgeable nor well informed. The consumer needs support and protection

from the unscrupulous seller. A common consumer is not in a position to approach a civil court for acquiring and an affordable speedy justice against his
complaints. In order to tackle this, the government has lent its hands in a different way. The Central Government enacted a law in the year 1986 for the
protection and welfare of consumers. Consumer’s Protection Council is a social movement which seeks to protect and augment the rights of the consumer
relation to the product and service. India, a large percentage of the population belongs to the illiterate class with concentrated efforts of voluntary consumer
associations and activities, which can transform this movement as people’s movement. The objective can be achieved only if there is co-ordination between the
various consumer organizations at the local, state, national, as well as the international level. The Consumer Protection Act provides an opportunity to the
consumer to approach court if there is any lapse in the quality product or services. So the Act provides a different level of Consumer’s Forum at the district level
is called District Consumer Forum. While at the State Level it is called State Commission and all India forum is known as National Commission for consumer
welfare.

CONSUMER PROTECTION ACT, 1986

The central government enacted a law in the year 1986 for the protection of consumers known as ‘The Consumer Protection act, 1986.The Consumer Protection

Act, 1986 was enacted to provide a simpler and quicker access to redressal of consumer grievances. The Act for the first time introduced the concept of

‘consumer’ and conferred express additional rights on him. It is interesting to note that the act doesn’t seek to protect every consumer within the literal

meaning of the term. The protection is meant for the person who fits in the definition of ‘consumer’ given by the Act. Now we understood that the Consumer

Protection Act provides means to protect consumers from getting cheated or harassed by suppliers. The question arises how a consumer will seek protection?

The answer is the act has provided machinery whereby consumers can file their complaints which will be entertained by the Consumer Forums with special

powers so that action can be taken against erring suppliers and the possible compensation may be awarded to consumer for the hardships he has undergone.

No court fee is required to be paid to these forums and there is no need to engage a lawyer to present the case.

According to this act following three-tier system has been provided under the Act to deal with consumer complaints;

a)  District Forum- It operates at the district level and deals with consumer complaints pertaining to the value of goods or services and compensation not
exceeding Rs. 20 lac.

b)  State Commission- It operates at the state level and deals with complaints of the value exceeding Rs. 20 lac but not exceeding Rs. 100 lac. It also hears
appeals against the orders of the District Forum.

c)  National Commission- It functions at the national level for the complaints of the value exceeding Rs. 100 lac and hears appeals against the orders of the
State Commission.

SOME IMPORTANT PROVISIONS OF THE ACT

WHO CAN FILE COMPLAINT

The followings can file a complaint under the act: (1) A consumer. (2) Any consumer organization (3) The central Government. (4) The state Government. (5)

One or more consumers on behalf of numerous consumers who are having the same interests.

WHAT CONSTITUTE A COMPLAINT?

Under the Act 'Complaint' means any allegation in writing made by complainant in regard to one or more of the following: (1) Any unfair trade practice or a

restrictive trade practices adopted by any trader. (2) The goods bought by him or agreed to be bought by him suffer from one or more defects. (3) The services

hired or availed of or agreed to be hired or availed of by him suffer from deficiency in any respect.

WHERE TO FILE A COMPLAINT?

A written complaint as amended by consumer Amendment Act, 2002 can be filed:

(A) If the cost of the goods or services and compensation asked for is up to Rs. 20 lakh, then the complaint can be filed in District Forum which has been
notified by the state Government for the district where the cause of action has arisen or where the opposite party resides. A complaint can also be filed at
a place where the branch office of the opposite party is located.

(B) If the cost of goods or services and compensation asked for is more than Rs. 20 lakh, but less than Rs. 1 crore, then the complaint can be filed before the
state commission notified by the state commission or UT concerned.

(C) If the cost of goods or service and compensation asked for exceed Rs. 1 crore then the complaint can be filed before the National Commission at New
Delhi.
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HOW TO FILE A COMPLAINT?

Procedure for filing complaints and seeking redressal are simple. There is no prescribed Performa for the submission of complaint. However it must be written. It
may be submitted directly or by post. A nominal amount of fees is also required to be deposited for making complaints before District Forum. A complaint
should contain the following information:

(1) Name and address of the complainant.

(2) Name and address of the opposite party or parties.

(3) Description of the fact of the complaint.

(4) Documentary evidence collaborating the complaint.

RELIEF EXPECTED AS REDRESSED OF COMPLAINT

The complaint can be filed within two years from the date on which cause of action has arisen. Complainant can plead his case/complaint on his own; this means
that he is not under compulsion to hire the services of lawyer.

RELIEF AVAILABLE TO THE CONSUMER

If after the proceedings conducted under section 13, the District Forum is satisfied that the goods complained against suffer from any of the defect specified in
the complaint or that any of the allegation contained about the services are proved, it may give orders for one or more of the following reliefs :

(1) Removal of defects from the goods.

(2) Replacement of the goods.

(3) Refund of price to the complainant.

(4) Award appropriate compensation for the loss or injury suffered.

(5) Removal of deficiencies from service.

THE SIX CONSUMER RIGHTS

The Act enriches six rights to the consumers which are:

(1) Right to Safety.

(2) Right of Choice.

(3) Right to be informed.

(4) Rights to be heard.

(5) Right to seek redressed.

(6) Right to consumer education. All that a consumer is required to acquire and use these rights is to have knowledge of these rights.

SIKKIM

Sikkim is the 22™ Indian state located in Eastern Himalayan region, is the bordered by Nepal to the west, China to the north, Bhutan to the east and the Indian
state of West Bengal form the south. It has four districts namely-1.East district 2.South district 3.West District & 4.North District. East District has been chosen
for the study purposefully.

STATEMENT OF THE PROBLEM
More than 80 percent of the population is not aware about the various aspects of consumer protection. The problems are lack of effective and appropriate
education, hesitancy aspect, complexity of the products due to globalization and lethargic attitude of the consumers etc.

OBIJECTIVE OF THE STUDY

1.  Tostudy the problems encountered by the consumers.

2. To study the attitude of the informative agencies particularly towards the poor classes of the society.
3. To offer remedial measures to overcome the problems faced by the consumer.

METHODOLOGY

The data needed for the study is collected through both primary as well as secondary sources. Primary data collected through survey method. A survey was
conducted among the consumers of east district of Sikkim, belonging to various strata of society through structure questionnaire. Secondary data were collected
through various journals, articles, books and websites to reach at conclusion.

STATISTICAL TECHNIQUES USED

The collected data was exposed to different statistical technique like techniques like Percentage, Tabulation, Classification, etc. Thus, the data was analyzed and
interpreted with the help of these statistical techniques and conclusions were drawn.

SIZE OF SAMPLE

500 numbers respondents have been selected on a purposive stratified sample basis from the study areas of east district of Sikkim.

MANNER OF SELECTING SAMPLE UNIT

The samples have been selected deliberately keeping in mind the targeted group which will consist of School teachers, working Ladies, Businessmen, House
wives etc.

DISCUSSION
TABLE 1.1: EXPLOITED THE SELLER

SI. No | Factors | No of Respondents | Percentage
1 yes 400 80

2 No 100 20

3 Total 500 100

Source: Field Study.
Itis inferred from the table 1.1 that 80 percent of the respondents expressed that the consumers were exploited by the seller while 20 percent of them disclosed
that they were not exploited because they were literate and aware about the consumers’ protection. Hence, it is analyzed that majority of the consumers were
exploited as they did not have awareness about the consumers protections.

TABLE 1.2: AWARENESS ABOUT THE CONSUMER ACT

Sl. No | Factors No of Respondents | Percentage
1 Aware 325 65

2 Do not aware | 175 35

3 Total 500 100

Source: Field Study.
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It is analyzed from the table 1.2 that 65 percent of the respondents were aware about the consumer Act as they were literate people, conscious and aware
about the product while 35 percent of them did not have awareness as they were not conscious about the product and were not fully literate. Hence, majority of
the respondents were aware about the consumers Act.

TABLE 1.3: AWARENESS AMONG THE LITERATE PEOPLE

Sl. No | Factors No of Respondents | Percentage
1 High School 50 10

2 Senior secondary school | 100 20

3 Graduate 300 40

4 Post Graduate 50 30

5 Total 500 100

Source: Field Study.
Itis reflected from the table 1.3 that 40 percent graduate respondents were aware about the products and its quality while 30 percent post graduate, 20 percent
senior Secondary and 10 percent High School Leaving certificate consumers were aware about the products and the consumer Act. Hence, it is analyzed that
graduate respondents were the major part who aware about the products and services and consumers Act.

TABLE 1.4: AWARENESS AMONG MALE AND FEMALE

Sl. No | Factors | No of Respondents | Percentage
1 Male 300 60

2 Female | 200 40

3 Total 500 100

Source: Field Study.
It is seen from the table 1.4 that 60 percent male respondents were aware about the products and services while 40 percent of female respondents were not
aware about the consumer protection and its products and services act. Hence, it is concluded that majority of the male respondents were aware much higher
than females respondents.
TABLE 1.5: AWARENESS ABOUT THE CONTENT OF THE ACT

SI. No | Factors No of Respondents | Percentage
1 Aware 150 30
2 Do not aware | 350 70

Total 500 100

Source: Filed study
It is examined from the table 1.5 that 30 percent respondents were aware about the content of the Act while 70 percent of them did not have awareness about
the content of the act. Hence it is concluded that majority of the respondents did not have much knowledge about the content of the act.

TABLE 1.6: KNOWLEDGE ABOUT THE INFORMATION OF THE ACT

SI. No | Factors No of Respondents | Percentage
1 Little Knowledge | 300 60
2 Full Knowledge 100 20
3 No knowledge 100 20
Total 400 100

Source: Filed study
It is analyzed from the table 1.6 that the percentage of the respondent having little knowledge was 60 percent while 20 percent of them having full knowledge
about the information of the act and 20 percent of them having no knowledge about the information of the act. Hence, it is concluded that majority of the
respondents having little knowledge about the information of the act.

TABLE 1.7: AWARENESS AMONG DIFFERENT OCCUPATION

Sl. No | Factors No of Respondents | Percentage
1 Service Personnel | 200 40
2 Business man 300 60

Total 500 100

It is revealed from the table that 60 percent of the respondents’ belongings from business back ground. They were aware about the consumer protection Act,
information and products etc while 40 percent of them did not have awareness about the consumer act, information and products etc. Hence, it is concluded
that as far as occupation is concerned, a distinct trend was observed regarding degree of awareness among persons belonging to different occupations though
business classes were more aware in compare to service personnel.

MAIJOR FINDINGS

A survey was conducted of 500 consumers, belongings to various strata of the society through structure questionnaire. The major findings of the study were:

1. 90 percent of the people surveyed have felt exploited by the seller at one time or the others.

2. Regarding awareness about Consumer Protection Act, out of 500, 325 respondents, i.e. 65 percent people were aware of the Act and 35 percent were not
aware of the Act.

40 percent graduate respondents were aware about the products and its quality while 30 percent post graduate.

60 percent male respondents were aware about the products and services.

70 percent of the respondents did not have awareness about the content of the Act.

The percentage of the respondent having little knowledge was 60% while 20 percent of them having full knowledge about the information of the act.

60 percent of the respondents’ belongings from business back ground. They were aware about the consumer protection Act, information and products.

Nowuhkw

SUGGESTIONS

1.  Understanding should be made among consumers through, televisions, newspapers, pamphlets and hoarding at different places in the city. Effective
advertisement on TV creating awareness among consumers that filing complaints does not involve any complication and convincing them that they will get
justice. The information regarding the functioning and process should be made clearer to them.

2. The topic of consumer awareness should be included in the curriculum of schools, colleges for students of all streams.

Frequent seminars and workshops should be conducted in educational institutions.

4. It would be better if mandatory rule is made for all the shops to display a copy of the Consumer Protection Act on a notice board.
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5.  Most of the respondents had recommended the role of electronic media is very important. Television channels should show programmes on the
experiences of various consumers who have got justice through various talk shows etc so that public believes in the authenticity of the Consumer Act. Lack
of faith leads to lack of awareness. Faith in the system should be created and consumer should be ensured that in case of any complaint he should not be
dragged into useless legal system.

6.  Forming committees at the grass root levels should provide consumer awareness and there should be proper channel available to the consumer vis-a-vis
their rights and remedies.

RECOMMENDATION

The govt. should consider the various suggestions made by NGO’s and experts.Moreover govt. should declare at least one full year” Consumer awareness year”.
Last but not the least, strong and effective consumer protection is the need of the hour. Consumer awareness should be created at any cost. Most innovative
programme named “Jago Grahak Jago” was introduced by DD National , other channels should also take initiative to launch like programmes.

CONCLUSION

All the government, agencies, consumer rights protecting laws, consumer forums can be brought to benefit us only when realize so, the consumers must
educate himself/herself about his rights and availability of redressal mechanisms. Moreover Consumer Association should also come forward to work more and
more to aware the consumers to raise voice against exploitation.
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