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Unit 1

Introduction Concept of Consumer ,Consumer Buying Process, Post-Purchase Behavior, Factors
Affecting Voicing of Consumer Grievances, Alternatives Available to Dissatisfied Consumers:, Private
Action, Public Action, Conciliation and Intermediation for Out-of-Court Redressed, Nature of Markets:,
Liberalization, Globalization (with special reference to Indian Consumer Markets), E-Commerce with
reference to the Indian Market, Pricing Concepts in Retail and Wholesale:, Maximum Retail Price
(MRP), Fair Price, GST, Labeling and Packaging, Relevant Laws, Legal Metrology

Unit 2
Role of Industry Regulators in Consumer Protection
Banking Sector:, Reserve Bank of India (RBI),Banking Ombud e Sector:, Insurance
Regulatory and Development Authority (IRDA),Insurance Ombu lecommunication Sector:,
Telecom Regulatory Authority of India (TRAI),Food Prod ctricity Supply:, Electricity
Regulatory Commission, Real Estate:, Real Estate Regula A

Unit 3

Contemporary Issues in Consumer Affairs

Evolution of Consumer Movement in India,fFormati Consumer Organizations and Their Role in
Consumer Protection, Misleading Adverti ustainable Consumption, National Consumer
Helpline, Comparative ProducaT estin ainabple Consumption and Energy Ratings
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BBA-IIl YEAR
CONSUMER AFFAIRS AND CUSTOMER CARE
(VOCATIONAL SUBJECT)

UNIT-1

Introduction: Concept of Consumer

nd customer care. In
in shaping market dynamics
a consumer involves delving into
ith businesses.

The concept of a consumer is fundamental to the field of con
contemporary business environments, consumers play a ce
and influencing business practices. Understanding the concep
their rights, responsibilities, and the dynamics of their gelati@pshi

Who a consumer is
A person or group who buys goods or servi or personal use, not for business or entrepreneurial
pUrposes. ® v

What a consumer does S

Consumes goods or services for geﬂr%oﬁal safisfaction, or for the satisfaction of other members of
their household. -

) v
Consumer Affairs:
Consumer affairs enton%ass oad spectrum of issues related to consumers' interactions with
goods and services. anol?es ensuring that consumers are treated fairly, have access to accurate
information, are ed from unfair business practices. Regulatory bodies and consumer
protection laws areé@stablished to safeguard the rights of consumers, ensuring a balanced and ethical
marketplace.

Key aspects of consumer affairs include:

1. Consumer Rights: Consumers have the right to safety, information, choice, and redress.
Understanding these rights empowers consumers to make informed decisions and seek
resolution when faced with issues.
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2. Consumer Protection Laws: Various laws and regulations are in place to protect consumers
from deceptive practices, fraud, and substandard products or services. These laws create a
framework for fair business practices and dispute resolution.

3. Ethical Business Practices: Businesses are expected to operate ethically, providing quality
products, accurate information, and fair pricing. Violations of ethical standards can lead to
legal consequences and damage a company's reputation.

Customer Care:

ancefthe overall consumer
ing relationships with
ustomer needs, providing

Customer care is a proactive approach adopted by businesses to
experience. It goes beyond resolving complaints and focuses
customers. Effective customer care involves anticipating an
excellent service, and cultivating a positive brand ima

Key aspects of customer care include:

care. Businesses need to ensujig that glistomers have access to accurate information, and they

1. Communication: Open and transpare:t |cat|on Is essential for effective customer
should actively seek feedback to 4

théir offerings.

2. Problem Resolution: Am;gcial ect of customer care is efficiently addressing and
resolving issues. This requires a*customer-centric approach, empathy, and a commitment to

rectifying problems promptly' =

3. Building Trust andgLoyalty; Exceptional customer care contributes to building trust and
loyalty. Customets feel valued and well-treated are more likely to remain loyal to a
brand, repeat pyrchasgs,nd recommend the business to others.

Consumer Buy Process:

1. Problem Recognition:
« Consumers recognize a need or problem triggering the decision-making process.

« This can be prompted by internal factors like a desire for self-improvement or external
factors like advertising.
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2. Information Search:
« Consumers seek information about available options to fulfill their needs.

o Information can be gathered through personal experiences, word-of-mouth,
advertisements, online reviews, and other sources.

3. Evaluation of Alternatives:

« Consumers assess different options based on criteria igé; quality, brand
reputation, and features.

« The consideration set is narrowed down as cons the pros and cons of
each alternative.

4. Purchase Decision:

« After evaluating alternatives, con a decision to purchase a specific
product or service.

« Factors influencing th’purch@cglon vinclude brand loyalty, promotional offers,
and the overall perceived

5. Post-Purchase Evaluatlm}"

« After making a purchz!se ‘ﬁ)nsumers assess their satisfaction with the product or
service.

« Positivg experieqce /ei'nforce brand loyalty, while negative experiences can lead to
dissgtisyction nd potential product returns.

Post-Purchas avior:
1. Satisfaction and Dissatisfaction:

« Satisfaction results from a positive post-purchase experience, meeting or exceeding
expectations.
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« Dissatisfaction may occur if the product falls short of expectations, leading to
potential negative word-of-mouth.

. Cognitive Dissonance:

« Consumers may experience cognitive dissonance, a state of discomfort, after a
significant purchase.

« Marketers can address this by providing reassurance, warrafties, @r follow-up
communication to validate the consumer's decision.

. Word-of-Mouth and Reviews:

« Satisfied customers may engage in positive th, influencing others to
make similar purchases.
« Dissatisfied customers can share perlences impacting the brand's
reputation.
. Repeat Purchases and Loyalty: v
" _ L
« Positive post-purchase riences, contribute to customer loyalty and repeat
business.
LN

« Brands often use loyalty pfmra’ms to incentivize repeat purchases.
. Product Returns and Complai?cs:
- Dissatigfieghconsumefs may return products or file complaints.

. Efficient han ing of returns and addressing complaints positively impacts a
athation.

. Brand Adv

« Satisfied customers may become brand advocates, promoting the product or service
through testimonials or social media.

« Building a community of brand advocates contributes to long-term success.

. Feedback and Improvement:

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com


http://www.rccmindore.com/

Fenaissanc€@

college of commerce & management

+Class — B.Com/BBA Il Year Subject — CONSUMER AFFAIRS AND CUSTOMER CARE

Consumer feedback, both positive and negative, provides valuable insights for
businesses.

Companies that actively seek and address customer feedback demonstrate a
commitment to continuous improvement.

Factors Affecting Voicing of Consumer Grievances:
Perceived Severity of the Issue:

Consumers are more likely to voice grievances wheh they perceive the issue as
significant or severe.

Severity is influenced by factors such as financtahimp ealth and safety concerns,
or emotional distress.

Y

1.Personal Characteristics:
g@ics play arole in the likelihood of voicing

Individual personality traits and ch
grievances. ® < ; v
Assertive individuals ar re IJk(eJy to express their concerns, while others may

choose to remain sile
LN

1. Cultural Influgnces;

Cultural norms and value¥affect how consumers express dissatisfaction.

In some cuitu d'ét confrontation may be common, while others may prefer

indi,rect)omm!m ation.
. T the Company:

Constpers are more likely to voice grievances if they trust that the company will
address their concerns.

A history of positive customer service experiences fosters trust, while negative
experiences may hinder it.

3. Perceived Cost of Voicing Grievances:
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« Consumers evaluate the perceived cost of voicing a grievance, including time, effort,
and potential emotional stress.

« If the perceived cost is low, consumers are more likely to express their concerns.
5. Availability of Alternative Channels:

« The availability of convenient and accessible channels oicing grievances
influences consumer behavior.

« Companies with user-friendly complaint processes,ionline) forms, or dedicated
customer service lines may receive more feedba

6. Social Influence and Norms:

« Social factors, including famlly, friend communities, influence the
decision to voice grievances.

« If voicing concerns aligns wit s rms or is encouraged by social circles,
consumers may be moje incligied to sharetheir experiences.

7. Policies and Procedures: <
« The clarity and simplicity\of a company's grievance resolution policies and
procedures |mpact n umerw lingness to voice concerns.

o Complicated processes Imy deter consumers, while transparent and accessible
procedures urag(?eedback

8. Previous Experle ces:

P st exp s with voicing grievances and the outcomes achieved influence
mer behavior.

resolutions enhance confidence, while unresolved issues may lead to
frustration and reluctance to voice future concerns.

9. Legal Awareness:

o Consumers with awareness of their legal rights and consumer protection laws are
more likely to voice grievances.
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o Legal knowledge empowers consumers to seek redress for unfair or deceptive
practices.

10. Emotional Involvement:
« Emotionally involved consumers are more likely to voice grievances, especially if the

product or service is tied to personal well-being or identity.

« Emotional engagement increases the likelihood of expressin atigfaction.

lic Action

Alternatives Available to Dissatisfied Consumers: Private

1. Private Action:

Private action refers to individual or personaldstepsytakep”by dissatisfied consumers to

address their grievances.
« Direct Communication with the Busi e:c‘
o Most consumers initiafly choé d'gect\‘y communicate with the business where

they made the purchase. o

o This may involve goﬂaqting omer service through phone, email, or in-person
visits to express concenns aigd seek resolution.

v

o Returning the Pr

h (e’ the option to return the purchased product for a refund,
air, depending on the company's return policy.

repl,acepent,
. rninJroduct is a direct and immediate way to address dissatisfaction.

« Negotiation Mediation:

« Some consumers may choose to negotiate directly with the business to find a mutually
agreeable solution.

« Mediation services, either provided by the business or through external organizations,
can assist in resolving disputes amicably.
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« Credit Card Chargebacks:

« If the purchase was made using a credit card, consumers can dispute the charge with
their credit card issuer.

« Chargebacks are initiated when there is a valid reason for dissatisfaction, and the
credit card company may reverse the transaction.

« Small Claims Court:

« In cases where the dispute involves a relatively small @mount of money, consumers
may opt to take the matter to small claims court.

« Small claims court provides a legal avenue for
extensive legal representation.

Jsputes without the need for

v

2. Public Action:
Public action involves consumers tfkirthtive or public steps to voice their

dissatisfaction and seek resoll"on.
|

« Online Reviews and Social Media: . y
« Dissatisfied consun}ﬂotten -online platforms, such as review websites, social

media, and forums, to sharggth€ir experiences.

« Publicly expressing dissatisfaction can influence others and put pressure on the
business t%

¢
»  Consumer Adyocac

. sum y join or seek assistance from consumer advocacy groups that focus
on raising awareness about specific issues and advocating for consumer rights.

« These groups may engage in public campaigns to draw attention to unfair practices.
« Government Consumer Protection Agencies:

« Reporting the issue to government consumer protection agencies is another public
action.
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« These agencies investigate complaints and can take legal action against businesses
engaged in deceptive or unfair practices.

Class-Action Lawsuits:

« In cases where many consumers are affected by similar issues, they may choose to
file a class-action lawsuit against the business.

« Class-action lawsuits allow a group of individuals to collecti seek compensation
for damages.

Boycotts and Public Shaming:

« Consumers may organize or participate in bo , refsing to support a business
until their grievances are addressed.

« Public shaming through social mediagr r platforms can also be a powerful tool
to pressure businesses into resolvir@;

e &, -
o N 4
Conciliation and Inter ation fgr Out-of-Court Redressal:

1. Conciliation: ,‘ ,
. ‘ | )
Definition: -

“
v
Conciliation is a voluntary and informal process of dispute resolution where a neutral third
party, known 3s the conciliator, assists parties in reaching a mutually agreeable resolution.

Key FSW
Volunt articipation:

« Participation in conciliation is voluntary, and both parties must agree to engage in the
process.

Neutral Third Party:

« The conciliator is an impartial and neutral mediator who facilitates communication
and negotiation between the parties.
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Informal Process:

« The process is less formal than traditional legal proceedings, creating a more relaxed
atmosphere for constructive dialogue.

Confidentiality:

« Discussions and information shared during conciliation ar Ily confidential,
fostering open communication.

Non-Binding Outcome:

« The outcome of conciliation is not legally bindi S rties voluntarily agree
to formalize the resolution through a legally biging ent.

Facilitation of Communication: .

« The conciliator helps parties co icaté\.effectively, understand each other's
perspectives, and explore potential S.
2. Intermediation: @ ’ 4

S 4

Definition:

Intermediation involves th\ inéet’venti | of a neutral third party, known as the intermediary,
to assist in resolving disputes etWeen parties.
) v

Key Featur: /
Assistance in‘Comimunigattion:
o The inte ry facilitates communication between the parties, helping them

s their concerns and understand each other.
Identificatiomof Common Ground:

« The intermediary works to identify common ground and areas of agreement between
the disputing parties.

Problem-Solving Assistance:
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« Unlike a judge or arbitrator, an intermediary does not make decisions but assists the
parties in finding their own solutions to the issues at hand.

Education and Information:

« Intermediaries may provide information to help parties better understand their rights,
obligations, and potential consequences of their actions.

Advisory Role:

« While not making binding decisions, an intermediary may offegadvice or suggestions
to guide parties toward a mutually acceptable resglutio

Preservation of Relationships:
« Intermediation often emphasizes the presérvatign ofigélationships, recognizing that
ongoing business or personal connection y be important.
Benefits of Conciliation and | er&ﬂon:
. Cost-Effective: ® & ’ 4

« Both processes are gen morescost-effective than formal legal proceedings,
making them acces;iﬁ to a wager range of individuals and businesses.
4

. Time-Efficient: L.

“

v

« Conciliation“and int?ediation often result in quicker resolutions compared to
lengthy, cowst processes.

. Preservationef Rel ionships:

. mphasis on open communication and collaborative problem-solving helps
prese elationships, which can be important for ongoing interactions.

Informality and Flexibility:

« The informal nature and flexibility of these processes allow for creative solutions
tailored to the specific needs of the parties involved.

. Confidentiality:
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« Both processes typically offer confidentiality, encouraging parties to be more open
about their concerns without fear of public disclosure.

6. Empowerment of Parties:

« By actively participating in the resolution process, parties feel more empowered and
have a greater sense of control over the outcome.

Nature of Markets: Liberalization and Globalization of Markets
Indian Consumer Markets

1. Liberalization of Markets:
Definition: X

Liberalization refers to the process of red go ent restrictions and regulations on
economic activities, allowing markets ith increased freedom.
Key Features: ® 4

|
« Removal of Trade Barriers: > v

« Liberalization invo ves reducing or eliminating barriers to international trade, such as
tariffs and quotas, to encodﬁge the free flow of goods and services.
“

« Deregulation:

. Goverrfmems maypderegulate industries, removing restrictions on entry, pricing, and
operatieﬁs to foster competition and efficiency.

o Market-Qguiented Reforms:

« Implementation of market-oriented reforms, including privatization of state-owned
enterprises, to encourage private sector participation and competition.

« Foreign Direct Investment (FDI):

« Liberalization often facilitates increased FDI by allowing foreign companies to invest
in domestic markets.
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Promotion of Competition:

« Emphasis on creating competitive markets to spur innovation, improve efficiency,
and provide consumers with more choices.

Consumer Empowerment:

« Liberalization aims to empower consumers by offering a f products and
services, improved quality, and competitive prices.

2. Globalization of Markets:
Definition:

Globalization involves the integration of economi on a global scale, leading
to increased interconnectedness and mterdepen n

Key Features:

Cross-Border Trade:
L 4

o
« Increased trade and exchang obds and services across international borders,
facilitated by advancementSiin transportation and communication.
L 9

i o
- Businesses operate as pagt of global supply chains, with components and services

sourced fro fferen/sountrles for production and distribution.

Access to Glcfoal‘/lar

Global Supply Chains:

4

-

mpani expand their reach and access new markets worldwide, leading to
sed competition and opportunities for growth.

Cultural Exchange:

« Globalization promotes cultural exchange as products, ideas, and lifestyles are shared
across borders.

Technology and Communication:
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« Advances in technology and communication, such as the internet and social media,
play a crucial role in connecting businesses and consumers globally.

o Standardization of Products:

« Some products and services become standardized to meet global demands, while
others are tailored to local preferences.

Globalization and liberalization are both economic terms that related ;ut have different
meanings:

Globalization :
The process of increasing the interconnectednessm 's economies, cultures, societies, and

governance systems. It involves the remoyal riers to international trade and capital
movements, and the development oﬁjirectecogomic apd cultural relationships between localities

and the global system.
AC -
Padt

Liberalization e

The process of removing
involves relaxing or rerg
Liberalization is oftefi asSocia

)

Spe eference to Indian Consumer Markets:

strictions afd controls on trade, investment, finance, and industry. It
baryie'rs that impede the free flow of goods, services, and capital.
ith economic reforms that promote market-oriented policies.

1. Liberalization in India:

« India initiated economic liberalization in 1991 with policy reforms to open up the
economy.
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« Reforms included trade liberalization, fiscal policy changes, and the encouragement
of foreign investment.

. Globalization Impact on Indian Consumer Markets:

« Increased access to international brands and products.

« Diversification of consumer choices with a broader range of S and services.

@o

« Integration of Indian companies into global supply chai

. Consumer Empowerment:

« Indian consumers benefit from a wider array o Improved quality.

o Increased competition among domestic inteMational brands has led to better

products and services. >

. Challenges: a,

« Uneven distribution c‘bene@/ith urban areas experiencing more significant
impacts than rural region
« Concerns about cult’uﬂho enization and the impact on traditional industries.
L
4

. Opportunities: NI Ree

« Growth of escommerce afidl online retail, providing consumers with easy access to a

variety of products.
Y OTRONGE: 7

. Opp,ortyities io ndian businesses to expand globally and attract international
investme

E-Commerce with Reference to Indian Market:
1. Definition of E-Commerce:

« E-Commerce (Electronic Commerce):
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« E-commerce refers to the buying and selling of goods and services, or the transfer of
money or data, over the internet.

2. Growth and Landscape of E-Commerce in India:
Rapid Growth:

« E-commerce in India has experienced significant growth, y increasing
internet penetration, smartphone usage, and digital literacy.
Diverse Marketplaces: < '
« Indian e-commerce includes a mix of large iche platforms, and

homegrown startups catering to diverse consu
Market Size:

« India's e-commerce market is one o Iobally, with a broad consumer base
spanning urban and rural areas.

3. Key Playersin theﬂldian@myneﬁ:e Industry:

Marketplaces: S

« Platforms like Fllplé’rt'Aﬁ‘nazo , and Snapdeal serve as major online marketplaces,
offering a wide range pr’&ucts

Specialized Platfo

« Niche ﬁlatBrms iké Myntra (apparel), BigBasket (groceries), and Urban Company
(services) focus on specific product categories.

Paymen teways:

« Companies like Paytm and PhonePe play a crucial role in facilitating secure online
transactions.

4. Factors Contributing to E-Commerce Growth in India:

Smartphone Penetration:
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« Increased smartphone usage, especially in rural areas, has expanded the reach of e-
commerce platforms.

Digital Payments:

« The growth of digital payment systems has made transactions more convenient and
secure, boosting e-commerce adoption.

Improved Logistics:

« Enhancements in logistics and delivery networks have<educe’ de;lvery times and

increased efficiency.
Discounts and Promotions:

« E-commerce platforms often use discountS, pfamotigns, and exclusive deals to attract
and retain customers.

5. Challenges in the Indian E-Co Sector:
Infrastructure: ® ’ v

« Infrastructure challengex%e:iilly in rural areas, can impact the delivery and
accessibility of e-copfimerce segvices.
y Cmﬁ‘ (ce e
Regulatory Compliance: -
p v

« Adherence arious pegulations, including those related to data protection and
consumer Rights, poses challenges for e-commerce companies.

Competition afd Mrket Saturation:

« Intémse competition among e-commerce players may lead to thin profit margins and
markeé@sdturation in certain segments.

6. Consumer Behavior and Trends:
Shift in Consumer Habits:
« Consumers are increasingly turning to online platforms for convenience, variety, and
competitive pricing.

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com
18


http://www.rccmindore.com/

Fenaissanc€@

college of commerce & management

+Class — B.Com/BBA Il Year Subject — CONSUMER AFFAIRS AND CUSTOMER CARE

Mobile Commerce (M-Commerce):

« The rise of mobile commerce, where consumers make purchases through
smartphones, has become a dominant trend.

Social Commerce:

« Integration of social media platforms for shopping and prod cqQvery is gaining
popularity among Indian consumers.

7. Government Initiatives:

Digital India Campaign:

« Government initiatives like Digital India ai
the adoption of online services, including’e- me

igital literacy and increase

Goods and Services Tax (GST): g
« The implementation of GSThas Streamlined tax structures for e-commerce
transactions, bringing&ifor I rgss the country.

8. Future Prospects: i
Continued Growth: £ O X
\ ‘ ‘

 E-commerce in India isgxpected to continue growing, driven by technological
advancemen expan}mg internet access, and evolving consumer preferences.

Integration of Teghno

o The mte# of technologies like artificial intelligence and augmented reality is
to enhance the e-commerce shopping experience.

Sustainability and Responsible Practices:

« There is an increasing focus on sustainability, and e-commerce players are expected
to adopt environmentally responsible practices.

Concept of Price in Retail and Wholesale:
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1. Price in Retail:
Definition:

In retail, price refers to the monetary value assigned to a product or service that a customer
must pay in exchange for ownership or usage.

Key Aspects of Price in Retail:
Markup:

« Retailers often apply a markup to the cost of goodSy representing the difference
between the purchase price from wholesalers or fa s and the selling price
to consumers.

Suggested Retail Price (SRP):

o SRP is the price recommended by turer for retailers to sell a particular
product. Retailers may chooset fo s recommendation or set their own prices.
Competitive Pricing: ® ’ 4

« Retailers consider the price§ charged by competitors when setting their own prices.
This helps in attrachusto and staying competitive in the market.

Discounts and Promotlons

o Retailers fre ntIy dlscounts sales, and promotional offers to attract customers,
clear nwelv ate a sense of urgency for purchases.

Dynamic Pricifi

ret ailers implement dynamic pricing, adjusting prices based on factors like
demangytime of day, or customer demographics to optimize revenue.

2. Price in Wholesale:
Definition:

In wholesale, price refers to the cost at which goods are sold in large quantities to retailers,
businesses, or other wholesalers for further distribution or resale.
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Key Aspects of Price in Wholesale:
Bulk Quantity Discounts:

« Wholesalers offer discounts for purchasing goods in large quantities, providing an
incentive for retailers to buy in bulk.

Manufacturer's Price:

« Wholesalers typically purchase goods directly from a t a price lower
than the retail price. This allows them to make a profitiwhen sglling to retailers.

Trade Credit and Payment Terms:

« Wholesalers may provide trade credit to retailers,
a specified period. Payment terms are negoti o]

them to pay for goods after
een wholesalers and retailers.

Negotiation: g
« Prices in wholesale are often&ast e, especially for large orders. Retailers may

negotiate for better terﬂs, dis , 9r favorable credit terms.

Consistency and Stability: >

o Wholesalers aim gb"maﬁntai consistent and stable prices to build long-term
relationships with retai’ers‘.‘l‘his stability is crucial for retailers to plan their pricing
strategies. p v

Interplay Betwegen Retail and Wholesale Prices:
. Supply ChainDynaghics:

. rice set by wholesalers influences the retail price. Retailers factor in the
whol cost, transportation, storage, and other expenses when determining the final
retail price.

. Consumer Perception:

« Retail prices are a crucial factor in consumer purchasing decisions. Retailers must
balance offering competitive prices with maintaining profitability.

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com
21


http://www.rccmindore.com/

Fenaissanc€@

college of commerce & management

+Class — B.Com/BBA Il Year Subject — CONSUMER AFFAIRS AND CUSTOMER CARE

3. Promotions and Discounts:

« Promotional strategies, such as discounts or sales, implemented by both retailers and
wholesalers can impact the final price that consumers pay.

4. Market Competition:

« Competitive forces in both the retail and wholesale se
strategies. Wholesalers strive to offer competitive prices to retailé
competitive retail prices.

influence pricing
S, whaQj in turn, aim for

Maximum Retail Price (MRP):
Definition:

« MRP is the highest price that can be charge a retafler for a product as determined
by the manufacturer or distributor. IE: cludes all taxes and additional charges.

Components of MRP:

« MRP includes the cos®of pr ion, transportation, taxes, profit margin, and any
other expenses incurred iplgetting thf product to the consumer.

Purpose: :
p /' . )

« The MRP ensures tr\ansf)aré‘m:y in pricing, protects consumers from overcharging, and
creates a stapdardized pri€ing system.

Legal Framework; %

e The Leﬁl Megtrology Act in India mandates the display of MRP on goods, and
jatio MRP are considered unfair trade practices.

Fair Price:
1. Definition:

« Fair price is a reasonable and justifiable price for a product or service, ensuring that
consumers are not exploited and producers receive a fair return.
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. Factors Influencing Fair Pricing:

« Fair pricing considers production costs, market conditions, wages, environmental
sustainability, and ethical business practices.

. Government Intervention:

« Governments may intervene to set fair prices for essentia @ modities, control
inflation, and prevent price gouging during emergencies.

. Consumer Protection:

« Ensuring fair pricing is an essential aspect of ¢ ion, preventing price
manipulation and promoting ethical business

Goods and Services Tax (GST):

each stage of the product nd distribution chain.

. Definition: g
o
o GST is a comprehensive ipdir X kvied on the supply of goods and services at
.&%

. Key Features: i~

\

« Replaced multiple mduregtaxes creating a unified tax structure.

. Structured!nt entrgPGST (CGST), State GST (SGST), and Integrated GST (IGST)
for intef-state transactions.

Impact gn Prlc

« GS to simplify taxation, eliminate tax cascading, and create a transparent tax
system; potentially impacting the pricing of goods and services.

. Compliance:

« Businesses need to comply with GST regulations, including accurate invoicing, filing
returns, and claiming input tax credits.
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Labelling and Packaging:
. Labelling:

« Labelling involves providing essential information about a product, including its
ingredients, nutritional facts, manufacturing date, expiry date @ any other relevant
details.

. Purpose:

o Labelling informs consumers, ensures produ facilitates fair trade

practices. It also helps in brand promotion an

. Packaging:
« Packaging involves the physical@aé; that holds the product, providing

protection, information, and promoti ements.
. Regulations: ® d ’ 4

« Labelling and packaging Yegulations vary by country and industry. Compliance
ensures consumer sg@ and Tair-business practices.

4

N\ ' ‘

Relevant La
. Legal Metrolﬁgy\ct:

- o ) o .
ndateyards of weights and measures, including the display of MRP, to protect
mers from unfair trade practices.

. Consumer Protection Act:

« Empowers consumers against unfair trade practices, false advertising, and ensures
product safety. Provides for redressal through consumer forums.

. GST Act:
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« Governs the implementation of Goods and Services Tax, ensuring compliance,
standardizing taxation, and preventing tax evasion.

4. Food Safety and Standards Act:

« Regulates the manufacturing, storage, distribution, sale, and import of food products,
ensuring safety and quality standards.

Legal Metrology:

Definition: Legal Metrology is the branch of law that eals with measurement and
measurement instruments, ensuring accuracy, tran fairness in trade
transactions. It involves setting standards for weights res, regulating their use, and
establishing guidelines for packaging and labelin

Key Aspects:
1. Weights and Measures:

o Legal Metrology sets‘andaﬁr weights and measures used in trade to prevent
fraud, ensure accuracy, and m in¥niformity.
S

2. Maximum Retail Price (MRP):
LN

« Legal Metrology mandates.the display of Maximum Retail Price (MRP) on goods to
prevent overcharging andgnsure transparency in pricing.

3. Packaging and I‘ab ing:

o It re,gul)es pagkaging and labeling standards, ensuring that consumers have accurate
ormat ut the products they purchase, including ingredients, nutritional facts,
acturing and expiry dates.

4. Consumer Protection:

« Legal Metrology laws are designed to protect consumers from unfair trade practices,
misleading advertising, and substandard goods by enforcing standards and accurate
measurement practices.

5. Enforcement:
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« Government authorities, often known as Legal Metrology Departments, enforce
compliance with legal metrology laws. They conduct inspections, verify
measurements, and take action against violations.

. Global Harmonization:

« Legal Metrology aligns with international standards to facilita al trade, ensuring
that measurements and standards are compatible with those in @ther countries.

. Trade Practices:

o It sets guidelines for fair trade practices, preve e practices related to
measurements, quantities, and pricing.

Relevance:

Consumer Confidence:

correct quantity and q@lity of’goods and are not subject to unfair trade practices.

Uniformity in Trade: <
« Standardized Weigh)ﬁlcime s create uniformity in trade transactions, fostering

a level playing field for businesses and protecting both consumers and merchants.

« Legal Metrology instills confidfc umers by ensuring that they receive the

Prevention of Fraud: v

- By regulating measutements and pricing, Legal Metrology helps prevent fraud,
miS[epr‘gsenta ion; and other unfair trade practices in the marketplace.
Compliamce an ountability:
« Busi s are required to comply with Legal Metrology laws, promoting

accountability, and transparency in their operations.

Legal Metrology is crucial for maintaining the integrity of trade transactions, protecting
consumers, and fostering a fair and competitive market environment. Compliance with legal
metrology standards is essential for businesses to build trust and ensure ethical business
practices.
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UNIT-1

ROLE OF INDUSTRY REGULATORS IN CONSUMER PROTECTION

Banking: RBI and Banking Ombudsman

Reserve Bank of India (RBI):

1. Role and Functions:

2. Monetary Policy: g O

Central Banking Authority: The RBI is India's ce nstitution responsible

for formulating and implementing monetary p

Currency lIssuer: It has the sole authorit ISS rency notes and coins in the

country.

Regulator of Banks: The RBI regu%q supervises the functioning of banks and
financial institutions to mainm y and integrity in the financial system.

\ 4
BP acts as the banker, agent, and advisor to the

-~

4

Banker to the Governme
central and state govern

4

\ ‘ ‘
Inflation Controk The RBJ formulates and implements monetary policies to control

inflation an bilize prices.

Interest Ra% Management: It influences interest rates to ensure price stability and
supporbécono ic growth.

3. Banking ulations:

Licensihg and Supervision: The RBI issues licenses to banks, regulates their
operations, and supervises their performance to maintain financial stability.

Prudential Norms: It sets prudential norms and guidelines to ensure the financial
soundness of banks.

4. Currency Management:
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« Issue and Circulation: The RBI issues and manages the supply of currency notes and
coins to meet the demand in the economy.

5. Foreign Exchange Management:

« Exchange Rate Stability: It manages the country's foreign exchange reserves to
maintain exchange rate stability and facilitate international tr

6. Developmental Functions:

« Promoting Financial Inclusion: The RBI works towardsienhancing financial inclusion
and ensuring access to banking services for all segtiens ty.

« Developmental Projects: It initiates and supp
strengthen the financial infrastructure.

7. Banking Ombudsman:
« The RBI appoints Banking O bLG‘O resolve complaints and grievances of

customers against banks. < ; b

: )
Banking Ombudsman: <
Definition: /' = ,

The Banking Ombudsman is a‘seﬁﬁr official appointed by the RBI to address and resolve
customer complaints against defiiency in banking services.

Objectives: , B

. Customer Redfiessal: The primary objective is to provide a quick and cost-effective
hani resolution of customer complaints.
nking Practices: Promoting fair banking practices and ensuring customer

Jurisdiction:

« Coverage: Banking Ombudsman can investigate complaints against scheduled
commercial banks, regional rural banks, and selected financial institutions.
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« Exclusions: Certain matters such as policy-related issues, contractual obligations, and
frauds are beyond the Ombudsman's jurisdiction.

Functions:

« Complaint Resolution: The Banking Ombudsman investigates complaints related to
non-adherence to fair practices, services, and banking codes.

« Mediation: It facilitates mediation between the complainant he Bank to arrive at
a fair and mutually acceptable settlement.

Powers:

« Recommendations: The Banking Ombudsman’ can@make recommendations for
compensations, corrections, or remedial actions e bank.
« Enforcement: Banks are obligated to comiply Mith t mbudsman's decisions.

Appeals: g
o Appellate Authority: If the ap ant is dissatisfied with the Ombudsman's

decision, they can app®al to t pe‘late'Authority within 30 days.
Types of Complaints: -

« Services Covered: G\orr}praints elated to services, loans, deposits, and other banking
products. -
« Exclusions: Matters undePlitigation, frauds, credit decisions, policy-related issues,

etc., are gege ly excltided.
¢
Accessibili,ty:/

. ine Pdm: Banking Ombudsman accepts and processes complaints online,
ma the redressal process more accessible.

The Banking Ombudsman is a crucial mechanism for protecting the rights of banking
customers and ensuring a fair and transparent banking environment. It plays a significant
role in resolving disputes and fostering confidence in the banking system.

Insurance: IRDA (Insurance Regulatory and Development Authority) and Insurance
Ombudsman
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Insurance Regulatory and Development Authority (IRDA):
1. Establishment:

2. Regulatory Functions:

« Licensing and Regulation: IRDA issues licenses t

« The IRDA is the regulatory body overseeing the insurance industry in India. It was
regulates their operations to ensure compliance with |
« Policyholder Protection: It formulates policies

established in 1999 under the IRDA Act.
0 ANgur panies and
@m elines.
i to protect the interests
of policyholders.

3. Functions and Responsibilities: .
o Product Approval: IRDA appr(mrf e products, ensuring they meet

regulatory standards and cater tQ th s'of policyholders.
« Market Conduct: It rﬂ)nitoréo duct of insurance companies to prevent unfair

practices and safeguard c@hsumer rig ts.
« Promotion of Devﬂment. DA promotes the development of the insurance

industry, fostering innavatign and competition.
4. Supervision: p v

« Financial'Stabilit 'fﬁ'DA supervises the financial health of insurance companies to
maintaLrythe stabihity of the insurance sector.

plia onitoring: It monitors compliance with solvency margins, investment
jons, and other financial norms.

reg
5. Consumer Education:

« Awareness Programs: IRDA conducts awareness programs to educate consumers
about insurance products, benefits, and their rights.

6. Insurance Repository System:
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« Digital Initiatives: IRDA promotes digitalization in the insurance sector, including
the establishment of an insurance repository system for policyholders.

Insurance Ombudsman:
1. Definition:

« The Insurance Ombudsman is an independent authority i DA to resolve
grievances and complaints of policyholders against insurance gompanies.

2. Objectives:

« Grievance Resolution: The primary objective§§,to provide an accessible and

efficient mechanism for the resolution of €o ints\@nd grievances of policyholders.
« Consumer Protection: Ensuring faif treat

their rights within the insurance fra :

3. Jurisdiction: o N v

of policyholders and protection of

« Coverage: Insurance O sman ean entertain complaints related to life insurance,
general insurance, apﬁlealth ance.
4

. Exclusions: Matters un‘der“migation, frauds, and certain policy-related issues may be
excluded. p

v
4. Functions: , 7

. Complafnt R?Iressal: The Insurance Ombudsman investigates complaints related to
im set nt, premium-related issues, policy servicing, etc.

« Mediation: Facilitating mediation between the policyholder and the insurance
company to arrive at a fair and mutually acceptable settlement.

5. Powers:

o Recommendations: The Ombudsman can make recommendations for
compensations, corrections, or remedial actions to the insurance company.
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« Enforcement: Insurance companies are obligated to comply with the Ombudsman's
decisions.

6. Appeals:

o Appellate Authority: If the complainant is dissatisfied with the Ombudsman's
decision, they can appeal to the Appellate Authority within 3

7. Accessibility:

« Online Platform: Insurance Ombudsman accepts andfprocesses complaints online,
making the redressal process more accessible.

8. Types of Complaints:

« Claim Settlement: Complaints related tg(th gjection of insurance claims.
« Policy Servicing: Issues related i ayment, policy renewal, and other
policy-related services.

v
)
Telecommunication: TRAI (TMeaulatorv Authority of India)
1. Establishment and Pu»ﬁ‘ Rl X

T -

« Establishment: TRAI was established in 1997 under the Telecom Regulatory Authority of
India Act.

« Purpose: It was s! up gulate the telecommunications sector, ensure fair competition,

and protect the‘fnter?ts of consumers.
2. Regu Functions:

« Licensing and Authorization: TRAI issues licenses to telecom service providers, ensuring
compliance with regulations.

« Spectrum Management: It allocates and manages the use of radio frequencies and spectrum
to telecom operators.
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« Tariff Regulation: TRAI regulates tariffs for telecom services to prevent monopolistic
practices and ensure affordability for consumers.

« Quality of Service (QoS): Monitoring and enforcing standards for the quality of telecom
services, including call drops, network connectivity, and customer service.

3. Competition Promotion:

« TRAI promotes fair competition in the telecommunications_m prevent anti-

competitive practices and ensure a level playing field for servjcepro
4, Consumer Protection:

« Consumer Grievance Redressal: TRAI addresses ¢ plaints related to telecom
services, ensuring timely and effective resolutio

« Quality Standards: It establishes and enfo s udlit standards to protect the rights and
interests of telecom consumers.

5. Spectrum Auctions: ® v

« TRAI conducts auctions for the allocation o?spectrum determining the pricing and terms

for telecom operators to ac’qwe fre encyT)ands for their services.
4

6. Technological Advancements

« Promoting Innovation: TRAI éficourages innovation and the adoption of new technologies
in the telecommugic ions sgtfor for the benefit of consumers.

¢
1. Market,Reggarch nd Analysis:

« TRAI conducts t research and analysis to assess the state of the telecommunications
industry, i ify emerging trends, and propose regulatory interventions.

8. Recommendations to Government:

« TRAI provides recommendations to the government on policy matters, regulatory changes,
and interventions needed to address challenges and opportunities in the telecom sector.

9. Consultation Process:
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TRAI follows a consultative process involving stakeholders, industry participants, and the
public when formulating regulations, ensuring a transparent and inclusive decision-making
process.

10. Amendments and Regulations: -

TRAI regularly reviews and amends regulations to keep pace with techn ical advancements,
market dynamics, and the evolving needs of consumers.

11. Independence: -

TRAI operates independently and autonomously to maiatain lity and effectiveness

in regulating the telecommunications sector.

12. Telecom Disputes Settlement and Appe Tr (TDSAT): - TDSAT is a
quasi- judicial body that adjudicates dispute edls in the telecom sector. TRAI's

decisions can be appealed to TDSAT.

13. Future Challenges: - TRAI face Ilenges related to ensuring broadband penetration,
addressing cybersecurity c8hcern ;ostgring a conducive environment for 5G

deployment. o

Conclusion: TRAI playsﬂvotal in shaping the telecommunications landscape in
India. Its regulatory functions agg crucial for fostering a competitive, innovative, and
consumer-centric telecom industgy while ensuring fair business practices and protection of
consumer rights. /

¢

o of
Food Pr; ductsdl (Food Safety and Standards Authority of India)
1. Establishment and Mandate:
Establishment: FSSAI was established in 2006 under the Food Safety and Standards Act.

Mandate: It is the apex regulatory body governing food safety, standards, and regulations
in India.

2. Regulatory Functions:
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Standard Setting: FSSAI sets standards for food products to ensure their safety, quality,
and hygiene.

Licensing and Registration: It regulates and issues licenses to food businesses, including
manufacturers, distributors, and retailers.

Inspection and Monitoring: FSSAI conducts inspections and monit od establishments
to enforce compliance with safety standards.

3. Food Safety Standards:

Codex Alimentarius: FSSAI aligns its standards wit
those set by the Codex Alimentarius Commission.

standards, including

Harmonization: It harmonizes food standards ry to maintain consistency.

4. Licensing and Registration:
Mandatory Compliance: Food busi SSGSI obtain licenses or register with FSSAI,
depending on their scale of owratio . b

Categorization: Different cate S of‘llc‘enses are issued based on the size and nature of
the food business.

L N
5. Food Safety Surveillance and.Monitoring:

Contaminant Control: FSSAI®monitors and regulates contaminants in food products,

ensuring they corwl ith ge(missible limits.

¢
Surveillance Eyogra t conducts surveillance programs to identify and address potential
risks in the foo chain.

Packaging Regulations:

Nutritional Information: FSSAI mandates the inclusion of nutritional information on food
labels to enable consumers to make informed choices.

Allergen Declaration: Labeling requirements include clear declarations of allergens to
protect consumers with allergies.
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7. Food Recall and Enforcement:

« Recall Protocols: FSSAI establishes protocols for the recall of unsafe food products from
the market.

« Enforcement Actions: It takes enforcement actions against non-compliant food businesses,
including fines and product withdrawals.

8. Food Import and Export:

« Adherence to Standards: FSSAI ensures that imported food%omplim;ﬁ Indian standards

before they enter the market.

« Facilitation of Exports: It facilitates the export of Aqeian products by establishing
standards recognized internationally.
9. Consumer Awareness and Education:

« Public Awareness Programs: FSSAL c campaigns and programs to educate the
public about food safety, nutgition, althy eating habits.

. ) :
« Food Safety Training: It pro S treunlgg programs for food handlers to enhance their
awareness and skills.

LN
10. Emerging Challenges: -fFoad Adulteration: Addressing challenges related to food
adulteration and ensuring the intggrity of the food supply chain. - Novel Foods: Regulating
and ensuring the safety of nevel and genetically modified foods. - Digital Initiatives:
Leveraging tegchn@logysfor traceability, monitoring, and surveillance in the food sector.

11. Collaboration a?j oordination: - Stakeholder Engagement: FSSAI collaborates with
I , Iincluding industry, scientific bodies, and consumer groups. - State
ies: It coordinates with state food authorities to implement food safety

12. Challenges and Opportunities: -

Challenges: FSSAI faces challenges related to resource constraints, ensuring compliance,
and addressing the diverse food landscape in India. Opportunities: There are opportunities
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to enhance international collaboration, leverage technology for efficient regulation, and
strengthen food safety systems.

FSSAI's role is pivotal in safeguarding public health by ensuring the safety and quality of
food products in India. It continues to evolve to meet the challenges posed by the dynamic
food industry while striving to create a robust and transparent regulatory framework.

Electricity Supply: Electricity Requlatory Commission

1. Establishment and Purpose:

« Establishment: Electricity Regulatory Commi S s) are established by
governments to regulate the electricity sector.

« Purpose: ERCs play a crucial role in ensuriag transparency, efficiency, and fairness in the
generation, transmission, and distribution @{ICI
2. Regulatory Functions: g v

o Tariff Setting: ERCs determin ctrlc‘lty‘tarlffs, considering various factors such as cost
of generation, transmission, gdistribttion, and reasonable return on investment.
LN

« Market Oversight: They overseg,the functioning of electricity markets, ensuring fair
competition, preventingsmarket abuse, and promoting efficient market operation.

o Quality of Service:

Cs s;(standards for the quality and reliability of electricity supply,
addressing issties like i

uptions, voltage fluctuations, and system reliability.

3. Licensing an lation:

transmission, distribution, and trading.

o Regulatory Compliance: They monitor and enforce compliance with regulatory
requirements, ensuring that license holders adhere to prescribed norms and standards.

4. Grid Management:
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Grid Code: ERCs establish grid codes, outlining the technical and operational requirements
for the planning and operation of electricity grids.

Interconnection: They regulate the interconnection of various electricity networks and
ensure seamless power exchange between regions.

5. Renewable Energy Promotion:

Feed-in Tariffs: ERCs may set feed-in tariffs to encourage the i ratign of renewable
energy sources into the grid.

Renewable Purchase Obligations (RPO): They implement hanisms, requiring
utilities to procure a certain percentage of their energ@va le sources.

6. Consumer Protection:

Complaint Handling: ERCs address con aints related to billing, quality of
service, and other issues. &,

Consumer Rights: They es@blish nforce,standards to protect consumer rights and

ensure fair treatment by electricity s pfoviders.
b

dit

7. Regulatory Reviews an

LN
Performance Evaluation: ERGs conduct periodic reviews and audits of utilities'
performance to assess their comgliance with regulations and standards.

Tariff Revision: Th reviey( and, if necessary, revise electricity tariffs to reflect changes
in costs and nfark! conditrons.

oo/ »
8. Market Desi Competition:

ture: ERCs contribute to the design and evolution of electricity markets,
petition and efficiency.

Market Monitoring: They monitor market behavior, ensuring that participants operate
fairly and do not engage in anti-competitive practices.

9. Long-Term Planning:
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Resource Planning: ERCs participate in long-term energy planning, taking into account
factors such as future demand, resource availability, and environmental considerations.

Infrastructure Development: They support the planning and development of electricity
infrastructure to meet the growing demand for power.

Regulatory Independence: - Autonomy: ERCs operate independen political influence
to ensure impartial decision-making and regulatory stability. Acco bility: While being
autonomous, ERCs are accountable to the public and stakeh S, g transparency

and responsiveness.

10. Challenges and Future Directions: - Technol
integration of new technologies, such as smart grids

ion: Adapting to the
metering systems.

Energy Transition: Navigating the challengesgos ransition to a more sustainable

and decentralized energy system.
Electricity Regulatory Commissions Iguda role in balancing the interests of

consumers, utilities, and oth%stake@ws to egsure a reliable, affordable, and sustainable
electricity supply. They contribute he® overall development and regulation of the
electricity sector in a country or‘région.~ =

~

4

N\ ‘ )
Real Estate Requlatory Authog’ty (RERA):
1. Introduction: 7

¢ 9
Establishmen‘t) RET a regulatory body established to oversee and regulate the real

estate sector in ountries, including India.

Purpose: imary purpose of RERA is to protect the interests of homebuyers, promote
transparency,Jand ensure accountability in the real estate industry.

2. Regulatory Functions:

Mandatory Registration: RERA mandates that real estate projects and real estate agents
register with the authority before marketing or selling properties.
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« Regulation of Transactions: It regulates transactions in the real estate market to prevent
unfair practices and ensure ethical conduct.

3. Consumer Protection:

« Project Delays: RERA addresses issues related to project delays and ensures that developers
adhere to project completion timelines mentioned in the agreement.

« Quality of Construction: It monitors the quality of construction an@¢ensurgs that builders
deliver properties in accordance with promised specifications

4. Transparency and Accountability:

« Project Disclosure: Developers are required to p
including project plans, approvals, and financial i

« Accountability: RERA holds developers acgou
details and ensures that consumers have a@;’n
5. Adjudication of Disputesig, v
: : aa N :
« Dispute Resolution: RERA hasszuvtriorlty to adjudicate disputes between developers and
lin

d project information,
e RERA website.

le Tor any misrepresentation of project
ation.

homebuyers, providing a str and efficient dispute resolution mechanism.

LN
« Appellate Tribunal: In case df digsatisfaction with RERA's decisions, an appellate tribunal
provides an avenue for further agpeal.

6. E A t:
scrow c;:oug 7

« Project Fundy\/lan ent: RERA mandates that developers maintain a separate escrow
account for eac)d?:t, ensuring that funds collected from homebuyers are utilized for that
specific prgject.

« Financial Trvansparency: This measure enhances financial transparency and prevents
diversion of funds for purposes other than the project's development.

7. Real Estate Agents Regulation:

« Agent Registration: Real estate agents are required to register with RERA, ensuring that
only qualified and registered agents operate in the market.
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« Code of Conduct: RERA establishes a code of conduct for real estate agents, promoting
ethical practices and fair dealing.

8. Impact on Developers:

« Project Compliance: Developers must comply with RERA regulations to gain and maintain
the trust of homebuyers and avoid legal repercussions.

« Financial Discipline: RERA encourages financial discipline by ensukihg that developers use
funds judiciously and as per the project's requirements.

9. State-wise Implementation:

« State Authorities: In countries like India, RERA is i t the state level, with each
state having its own regulatory authority.

« Uniform Standards: While RERA is a nationa o slatlon state authorities may have
specific rules and regulations tailored to lacal ditions.

10. Challenges and Evolying @scape, - Enforcement: Ensuring consistent
enforcement of RERA prowsm dréssing challenges related to non-compliance. -
Market Dynamics: Adapting t Iving market dynamics and addressing emerging issues
in the real estate sector. <

'4
11. Future Directions: -xl'eghnabgy Integration: Exploring technology integration for
enhanced transpargncy, inforfiation dissemination, and efficiency. - Stakeholder
Collaboration: pdwnh stakeholders, including developers, homebuyers, and
financial instituti olistic approach to real estate regulation.

Real Estate Reg Authorities, by ensuring transparency and accountability, contribute
to the development of a fair and stable real estate market that instills confidence among
fosters sustainable growth in the sector.
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UNIT-111
CONTEMPORARY ISSUES IN CONSUMER AFFAIRS

Evolution of Consumer Movement in India:
1. Early Years:

« Pre-Independence Era: Before independence, consumer-related is wefie not prominent
due to various socio-economic challenges.

o Post-Independence Period: The initial focus was on nation-buplding, and consumer
concerns were secondary.

2. Emergence of Consumer Activism:

o Late 1960s and Early 1970s: The emergencegef r activism was marked by the
efforts of individuals like H.D. Shourie a har hanwantri.

« Public Interest Litigations (PILs): beCame a tool for raising consumer issues in the
courts. ® v ¢

3. Formation of Consumer Or@anizations:

o 1970s: Consumer organi \tion§, suchi as the Consumer Education and Research Centre
(CERC), were established to a&dré& consumer grievances and advocate for consumer rights.

« Voice for Consu
consumers and premoti

4. The Role of\iedi

« Aware through Media: Print and electronic media played a significant role in
highlighting@@risumer issues, creating awareness, and building public support.

v
S: Th?e organizations played a crucial role in giving a voice to
areness about their rights.

5. Consumer Protection Act, 1986:

« Milestone Legislation: The Consumer Protection Act, 1986, was a landmark legislation that
empowered consumers and established consumer forums at various levels.
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« Consumer Rights: The Act recognized basic consumer rights, including the right to
information, right to choose, right to seek redressal, and right to education.

6. Strengthening Consumer Forums:

« District Forums, State Commissions, and National Commission: The establishment of
these forums provided consumers with accessible platforms for grie redressal.

« Empowerment: Consumers were empowered to seek compensatiomyfor faulty products or
deficient services.

7. Consumer Awareness Programs:

« Government Initiatives: Various awareness prog
conducted by the government and consumer o
rights. )

« School and College Curriculum: Integr@‘co mer education in school and college
curricula contributed to creating a mg ed consumer base.

o o
8. Globalization and Impact on,Co ers:
. Increased Choices: Globalization\led to an influx of international products, providing
consumers with a wider rafge of choices.
\ ‘ ‘
« Challenges: It also brought challenges related to product quality, safety, and unfair trade
practices, necessitatimg vigilant consumer activism.

rs, and campaigns were
to educate people about their

v

9. Amendmefits RCO er Protection Laws:

« Recent Amen - Amendments to the Consumer Protection Act in 2019 aimed at
strengthe consumer rights and streamlining dispute resolution mechanisms.

« Digital Platfarms: The amended Act addresses emerging issues in the era of e-commerce
and online transactions.

10. Consumer Movement in the Digital Age: - Online Advocacy: Consumer movements
have embraced digital platforms for advocacy, awareness campaigns, and addressing
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consumer grievances. - Social Media Impact: Social media plays a crucial role in
mobilizing public opinion and holding businesses accountable for unfair practices.

11. Challenges and Future Directions: - Product Quality and Safety: Ensuring the quality
and safety of products in a globalized market. - Digital Consumer Rights: Addressing
challenges related to digital transactions, data privacy, and protection of consumer rights in
the online space. - Collaboration: Collaborative efforts between r organizations,
government agencies, and businesses for effective consumer protectign.

12. International Cooperation: - Collaboration with Gl@bal Cansumer Movements:
Joining hands with international consumer movement 0ss-border consumer
Issues and share best practices.

The evolution of the consumer movement in | efl gradual shift from a passive
consumer base to an active and informed comiu egislative frameworks, awareness
campaigns, and the advent of digital platf ha | contributed to the empowerment of
consumers and the protection of their rightsg volving market landscape.
¢ Gr
)

Formation of Consumer Organizatiors and Their Role in Consumer Protection:

1. Emergence of Consumi\é?'?rganiz tions:
»

- Late 1960s and Early 1970s: The need for organized efforts to protect consumer rights led
to the emergence of'€onsumer,organizations.

« Pioneers: Indfvid‘als .D. Shourie and Acharya Dhanwantri played pivotal roles in
promoting'consﬁmer ctivism.

2. Objectiges of Consumer Organizations:
« Advocacy: ocating for the rights and interests of consumers in various forums.

« Education: Creating awareness and educating consumers about their rights, responsibilities,
and the market.

o Grievance Redressal: Assisting consumers in addressing grievances and seeking
compensation for unfair practices.
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o Policy Influence: Contributing to the formulation of consumer-friendly policies and
legislation.

3. Consumer Organizations in India:

« Consumer Education and Research Centre (CERC): Established in the 1970s, it has been
actively involved in consumer advocacy, research, and legal interve :
« Common Cause: Focused on issues related to consumer rights{ public health, and

environmental protection.
« Voluntary Organizations in the Interest of Consum OICE): Works on

consumer education, policy advocacy, and redressal er grievances.
4. Role of Consumer Organizations:
a. Advocacy and Campaigns: ‘b
« Raising Awareness: Conducting ca educate consumers about their rights,
responsibilities, and potentiauisks. b

« Policy Advocacy: Lobbying for, sumer;frlendly policies and legislation at the national
and international levels.
LN

4

b. Legal Interventions: * { .o

itigations (PILs): Filing PILs to address systemic issues, promote
seekf€gal remedies.

e Public Interest
consumer interes%

« Class Action ywsu
by a common is

ursuing legal action on behalf of a group of consumers affected

c. Consu ucation:

« School and College Programs: Integrating consumer education into school and college
curricula to instill awareness from an early age.

« Workshops and Seminars: Conducting workshops and seminars to educate consumers on
various aspects of product safety, fair trade practices, and legal rights.
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d. Grievance Redressal:

« Assisting Consumers: Helping consumers in filing complaints and seeking redressal
through consumer forums.

« Consumer Helplines: Operating helplines to provide guidance and support to consumers
facing issues.

e. Research and Publications:

« Market Studies: Conducting research on market trends, péduct iua:ny, and consumer

preferences.
« Consumer Guides: Publishing guides and booklets for sumers about the quality,
safety, and legal aspects of various products.
f. Monitoring and Evaluation: ‘b ‘
G’lo assess their quality and safety.

« Product Testing: Independently testing p
o Surveillance: Monitoring mdfkets féair’trama practices and deceptive advertising.

g. International Collaboration:

« Global Forums: Collabor: ting with international consumer organizations and participating

. \ g
in global forums to address cr ss-Border consumer issues.

\
A
5. Impact of Consumer Or?nizations:

« Policy Changﬁs:!ucce | advocacy often leads to changes in policies and legislation that
favor consumer’s righ

« Marke ountability: Consumer organizations hold businesses accountable for fair trade
practices an duct quality.

o Legal Precedents: Legal interventions by consumer organizations set precedents for
protecting consumer rights.

6. Challenges and Future Directions:
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« Resource Constraints: Limited resources and funding may hinder the scope and impact of
consumer organizations.

« Digital Challenges: Adapting to the challenges posed by the digital environment, including
online frauds and data privacy concerns.

« Globalization: Addressing consumer protection challenges in the ¢ of a globalized

market.

Consumer organizations play a crucial role in empowering gonsum uring fair trade
practices, and holding businesses accountable. Their multifacetedAapproach, combining
advocacy, education, legal interventions, and collabora f ntributes significantly

to the protection and enhancement of consumer rights:

Y

Misleading Advertisements and SustainMCo ption:

1. Misleading Advertisements: c -

o
. . - e | . . .
« False or Deceptive ClaimsgMisleading advertisements involve false or deceptive claims,
representations, or omissi\ ns that have the potential to influence consumers' purchasing

. 4
a. Definition:

decisions. e
p v
b. Common Tactic
. Exaggerated'CI!ms: king exaggerated or unverified claims about a product's
performance orbenefits.
« Hidden Withholding information about additional costs, fees, or conditions associated
with a prod service.

c. Impact on Consumers:

« Financial Loss: Consumers may suffer financial losses due to purchasing products or
services that do not meet the advertised standards.
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« Health and Safety Risks: Misleading claims, especially in areas like healthcare, can pose
health and safety risks to consumers.

2. Regulatory Measures:
a. Consumer Protection Laws:

« Consumer Protection Act: Many countries have laws that prohibi ading advertising
and provide mechanisms for consumers to seek redressal.

« Advertising Standards Authority (ASA): Regulatory bOdI like ASA In the UK monitor
and regulate advertising content to ensure compliance

b. Enforcement and Penalties:

« Legal Consequences: Advertisers found guilty ofjmislea@ing consumers may face legal
consequences, including fines and restrictio: on fyture advertising.

« Consumer Complaints: Regulatory autheni often rely on consumer complaints to
identify and take action againgt misl@ advertisements.
)

3. Sustainable Consumption: -

a. Definition: /'

« Balancing Economic and én\monmental Considerations: Sustainable consumption
involves making choices that ffinimize the environmental impact while meeting present
needs and ensurirgt Wellﬁéing of future generations.

b. Key Aspect

o Reduci Resd Consumption: Opting for products and services that use fewer
resources have lower ecological footprints.

« Supporting Ethical Practices: Choosing products from companies that adhere to ethical
and sustainable business practices.

« Waste Reduction: Minimizing waste generation and promoting recycling and reuse.
c. Importance:
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« Environmental Conservation: Sustainable consumption is crucial for conserving natural
resources, protecting biodiversity, and mitigating climate change.

« Social Responsibility: It reflects a sense of social responsibility, considering the impact of
consumption choices on communities and future generations.

4. Role of Advertising:
a. Promoting Sustainable Products:

« Educational Campaigns: Advertisements can play a role infeducating consumers about
sustainable products and encouraging their adoption.

« Certification Labels: Promoting products with reco d sustainability certifications.
b. Ethical Marketing Practices:

Y

« Transparency: Ethical advertising involv, ns t communication about a product's
sustainability features, sourcing, and prodtieti ethods.

« Greenwashing Prevention: @dver should avoid greenwashing — making false or
exaggerated claims about the en nmqnta‘l benefits of a product.

c. Consumer Awareness: f : .

4
« Informing Choices: Adve\rtisgme‘ms can inform consumers about the environmental impact
of different products, enabling tf€m to make informed and sustainable choices.

« Promoting Rgspansi Coéumption: Encouraging consumers to consider the long-term
consequenges‘o} their!p chasing decisions.

5. Challenges a commendations:
a. GreenwaSshwrig Challenges:

« Greenwashing Practices: Some companies engage in greenwashing to present a false image
of sustainability.

« Need for Stringent Regulations: Regulators need to establish and enforce stringent
guidelines to prevent greenwashing.
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b. Consumer Empowerment:

« Media Literacy: Empowering consumers with media literacy to discern between genuine
sustainability efforts and misleading claims.

« Consumer Advocacy: Consumer organizations can advocate for accurate and transparent
information in advertisements.

c. Corporate Responsibility:

« Corporate Accountability: Companies should take responsi@ility f t;e accuracy of their
advertisements and commit to sustainable business practiees.

« Third-Party Audits: External audits and certificatio n provige independent verification
of a company's sustainability claims.

6. Conclusion:

Misleading advertisements undermine cog‘trust and can contribute to unsustainable
consumption patterns. Promo&ng sugtainable cogsumption through accurate and transparent
advertising is essential for addressi ifonmental challenges and fostering responsible
consumer behavior. Regulatory measures, eonsumer awareness, and corporate responsibility

play integral roles in achﬂuga ce between advertising practices and sustainable
consumption. L Yo - 1
p v

National Consurmer ﬁ{
1. Introductior

| Consumer Helpline (NCH) is a government-initiated platform designed to
assist consu in addressing their grievances, queries, and seeking information related to
consumer rights and protection.

2. Establishment:

« The National Consumer Helpline was launched on 19th December 2005 by the Department
of Consumer Affairs, Government of India.
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3. Objectives:

« Consumer Assistance: Providing assistance to consumers in resolving their complaints and
grievances against products or services.

« Information Dissemination: Disseminating information about consumer rights,
responsibilities, and relevant laws.

« Education and Awareness: Conducting campaigns and awareneSg proggams to educate
consumers about their rights and the avenues for redressal.

« Data Compilation: Compiling data on consumer comp
systemic issues, and contribute to policy formulation.

fy patterns, address

4. Features and Services:

v

a. Toll-Free Helpline:
« The helpline operates on a toll-free nu beG'hg it easily accessible to consumers across
the country. ® < ;
)

b. Multilingual Support: a
« The helpline offers serviceﬂmulti fanguages, ensuring that consumers from diverse

linguistic backgrounds can segk assistance.

. N
c. Grievance Redrgssal: v

« Consumers capn réegist the'/c:)mplaints and grievances related to products or services, and
the helpline as‘s}sts inthefr resolution.

d. Info tion uidance:

« Providing i ation and guidance on consumer rights, legal procedures, and the
appropriate forums for complaint registration.

e. Collaboration with Consumer Forums:

« Collaborating with consumer forums, regulatory bodies, and consumer organizations to
facilitate the resolution of complaints.
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f. Trend Analysis:

« Analyzing complaint data to identify trends, systemic issues, and areas where consumer
protection measures need enhancement.

5. Process Flow:
a. Complaint Registration:

« Consumers can register their complaints by calling the toll-fre mitting online
complaints through the NCH portal.

b. Case Documentation:

« The details of the complaint are documented, includingthe nattife of the grievance, product

or service details, and any supporting documents. X
c. Assistance and Resolution:

« The NCH provides assistance to con rsin navigating the complaint resolution process
and facilitates communicatio®betw nsyme‘fs and businesses.

d. Feedback and Follow-up: >

« Obtaining feedback from o{rﬁimers about the resolution process and following up to ensure
that the resolution has been impleffiented.

6. Challenges: 4
a. Volume ofColeai

« Handlin a' Iargwe of consumer complaints requires efficient systems and resources.
b. Timely Resolution:

o Ensuring timely resolution of complaints is a challenge, especially when dealing with
complex issues or when involving multiple stakeholders.

c. Awareness:
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The level of awareness about the National Consumer Helpline among consumers needs to
be continually enhanced to maximize its impact.

7. Impact and Success Stories:

The NCH has played a significant role in resolving consumer complaints, ensuring justice,
and contributing to the improvement of products and services.

Success stories and positive outcomes showcase the effectivenesS of ghe helpline in
protecting consumer rights and promoting fair business practices.

8. Future Directions:

Digital Integration: Leveraging technology for onlin gistration and resolution.
Enhanced Outreach: Increasing awareness al media, partnerships, and
community engagement.

Data Analytics: Utilizing data analyt S|ghts into consumer trends and issues.

9. Conclusion: ® ’ 4

The National Consumer Helplin ves-as-a crucial resource for consumers, providing them
with a platform to voice ftheir, co s and seek redressal. Continuous improvement,

technological integration,. and igeréased outreach will further strengthen its role in
safeguarding consumer sights and promoting fair business practices in the country.

¢ ¥ 7

Comparative Produngest'

1. Definition:

Comparativ duct testing involves evaluating and comparing multiple products within a
specific category to determine their performance, quality, safety, and other relevant
attributes. This type of testing aims to provide consumers with information to make informed
decisions about product choices.

2. Objectives:
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a. Consumer Empowerment:

« Informed Decision-Making: Comparative testing empowers consumers by providing them
with objective and unbiased information to make informed choices.

« Product Differentiation: It helps consumers differentiate between products based on their
features, performance, and value for money.

b. Quality Assurance:

« Benchmarking: Manufacturers can use comparative testing © benchmark their products
against competitors and identify areas for improvement,

o Quality Control: Ensures that products meet s led ards and comply with
regulations.

Y

consumer preferences, emerg'@g trends, and areas where innovation is needed.
» . ) : _
« Competitive Analysis: Compa use cgmparatlve testing to analyze the strengths and
weaknesses of their produc;tj‘elati to competitors.
L N

c. Market Research:
« Trendsand Preferences: Comparativi tegwtributes to market research by identifying

3. Methodology: S R

a. Standardized Protocols; A 4

é{ecific criteria for evaluation, considering factors such as
ility, and user satisfaction.

performance, ggf ty, iur
o Testin oce > Establish standardized procedures to ensure consistency and fairness
in testing.

« Testing Critgriagp Define

b. Sample Selection:

« Representative Samples: Select a representative sample of products from the market to
ensure the findings are applicable to a broader range of similar products.

« Randomization: The samples should be selected randomly to avoid bias.
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¢. Performance Metrics:

« Quantifiable Metrics: Use quantifiable metrics to measure performance objectively, such
as speed, efficiency, durability, and safety.

« Scoring System: Employ a scoring system or rating scale to provide a numerical
representation of the comparative performance.

4. Testing Categories:
a. Consumer Electronics:

« Smartphones, Laptops, TVs: Comparative testing res like performance,
display quality, battery life, and user experience.

b. Appliances and Home Goods:

« Washing Machines, Refrigerators, Klt@ces Assessing energy efficiency,

durability, and functlonallty
c. Automotive:

« Cars, Bikes: Comparative test mclﬂdee aspects like fuel efficiency, safety features,
performance, and comfort./' R

d. Healthcare and Beauty ProdGctsQ. -

4

v
« Skincare, Cosmeti Pharpaceuticals: Evaluating safety, effectiveness, and potential side
effects. ¢ 9

5. Challenges: - 4 '
a. Standardiz X

« Diverse Criteria: Standardizing testing criteria across different product categories can be
challenging due to their diverse nature.

« Changing Technologies: Emerging technologies may require continuous updates to testing
protocols.

b. Sample Representativeness:
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« Market Dynamics: Ensuring that the selected samples accurately represent the dynamic and
evolving market.

c. Bias and Independence:

« Manufacturer Influence: Guarding against biases introduced by manufacturers or industry
stakeholders.

« Independence: Ensuring independence in testing to maintain credi :

6. Importance in Consumer Protection:

claims and practices,

« Fraud Prevention: Comparative testing helps identif;
protecting consumers from deceptive marketing.
« Product Safety: Ensures that products meet saféty standards; preventing potential harm to

consumers.
7. Consumer Reports and Ratings: a‘
o Organizations like Consumer.eepor ide cdmparative product testing results, ratings,
and reviews to assist consumers aking‘informed choices.
8. Regulatory Impact: /' < ,

4
« Consumer Protection LaWs:'Comparative testing findings can lead to regulatory actions
against products that fail to mee®safety or quality standards.

« Labeling Regulations;_In fﬂ;nce regulations related to accurate product labeling and

advertising. o
9. Future Trends: J
« Digital Int tion: Use of technology for testing and reporting, including virtual

simulations and online platforms for consumer reviews.

« Sustainability Testing: Integration of environmental and sustainability criteria into
comparative testing methodologies.

10. Conclusion:
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« Comparative product testing plays a vital role in promoting consumer welfare, supporting
fair competition, and driving product innovation. As technologies and markets evolve,
ongoing efforts are necessary to refine testing methodologies and ensure that consumers have
access to accurate and relevant information for their purchasing decisions.

Sustainable Consumption and Energy Ratings:

1. Sustainable Consumption:

a. Definition:

the environmental impact,
sent and future generations.

« Sustainable consumption involves making choices t
promote social responsibility, and ensure the we ing

environmental impacts, incluging redlced energy use and resource consumption.

b. Key Aspects:
« Reducing Environmental Footprinf': g‘for products and services with lower
: : _ ) : : :
« Ethical Sourcing: Choosing prq%:i)m‘compames that adhere to ethical and sustainable
LN

business practices.

« Waste Reduction: Minimizing waste generation through recycling, reusing, and responsible
disposal. N v

c. Importance: 7
A

. Environm,entg}Con ervation: Sustainable consumption is crucial for conserving natural
resources, reduci llution, and mitigating climate change.

« Social Res
consumption

sibility: Reflects a sense of social responsibility, considering the impact of
oices on communities and future generations.

2. Energy Ratings:

a. Definition:
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« Energy ratings provide consumers with information about the energy efficiency of products
and appliances, helping them make choices that reduce energy consumption and
environmental impact.

b. Common Energy Ratings:

« Energy Star: A widely recognized rating for energy-efficie ducts, especially
electronics and appliances.

« EnerGuide: Used in Canada to indicate the energy efficiency, pli and vehicles.

« EU Energy Label: Used in the European Union ormation on energy

consumption and efficiency.

c. Categories Covered:

« Appliances: Refrigerators, washing machin %rs and other household appliances.
« Lighting: Energy-efficient bulbs and li h&h
« Electronics: Televisions, corﬂ)uterséoﬂ;er glectronic devices.

3. Role of Energy Ratings in Sustain Consumption:

a. Consumer Awareness: ‘\ ' >

o Informed Decision-Making: Energy ratings empower consumers to make informed
decisions about the wronryntal impact of the products they purchase.

« Product leférerhatl atings help consumers differentiate between products based on

their energy eﬁfmen’.

b. Environmentahl mpact:

« Reduced Energy Consumption: Energy-efficient products contribute to reduced overall
energy consumption, lowering greenhouse gas emissions.

« Resource Conservation: Lower energy use reduces the demand for fossil fuels and other
non-renewable resources.

c. Cost Savings:
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Lower Utility Bills: Energy-efficient products typically result in lower utility bills for
consumers, providing a financial incentive for sustainable choices.

Long-Term Savings: Although energy-efficient products may have a higher upfront cost,
the long-term savings often outweigh the initial investment.

4. Challenges:

a. Lack of Uniform Standards:

Global Variation: Different countries and regions may have(varied &nergy rating systems,
making it challenging for consumers to compare produc scale.

Product-Specific Criteria: Developing standardized*efiteria iverse product categories
can be complex.

Y

b. Consumer Awareness:

c. Evolving Technologies: N

Limited Understanding: Some cons mG? not fully understand the significance of
energy ratings or how to inte@ret th& b

: - ) : :
Inadequate Promotion: Ener%in'g programs may face challenges in effectively
LN

promoting their importance

4

Rapid Advancements: Emergifig technologies may outpace the development of new or
updated energy r%in ysterp(
¢

Integration of Smart Fechnologies: The incorporation of smart features in appliances
requires dditlou\siderations in energy rating assessments.

5. Future Directi

a. Enhanced Standardization:

Global Harmonization: Efforts to harmonize energy rating standards globally for better
comparability.
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Expansion of Criteria: Inclusion of additional criteria to cover emerging technologies and
new product categories.

b. Digital Integration:

Online Platforms: Increasing the use of online platforms and digital tools for providing real-

time energy information and ratings.
Smart Devices: Integrating energy ratings into smart devices to prowide coasumers with

continuous feedback on energy consumption.

c. Advocacy and Education:
Consumer Advocacy: Continued efforts by consu ad y groups to promote the
importance of energy ratings.

Education Initiatives: Public awareness campa and educational initiatives to inform
consumers about the environmental and fipancial,bernéfits of energy-efficient choices.

6. Conclusion: ® < ; L v

Sustainable consumption, su ted ,bx energy ratings, is crucial for mitigating
environmental impact and oting responsible consumer behavior. Continuous efforts to
standardize and enhance m& rating systems, coupled with consumer education, are
essential for fostering a globixl cllture of sustainable consumption and reducing overall
energy consumption. v

¢ ¥ 7

)
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