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 CONSUMER RIGHTS AWARENESS IN URBAN AREAS OF
 MUZAFFARNAGAR DISTRICT
 3.1 Introduction
 Each one of us is a ‘consumer’, right from the day a child is conceived in the womb till the day
 one goes to the grave. The child in the womb consumes through his mother. The question of the
 protection of the rights of the common consumer, if viewed in the above background, gains
 utmost significance. The industrial revolution and the development in the international trade and
 commerce has led to the vast expansion of business and trade, as a result of which a variety of
 consumer goods have appeared in the market to cater to the needs of the consumers and a host of
 services have been made available to the consumers like insurance, transport, electricity,
 housing, entertainment, finance, banking etc. A well organized sector of manufacturers and
 traders with better knowledge of markets has come into existence, thereby affecting the
 relationship between the traders and the consumers making the principle of consumer
 sovereignty almost inapplicable.
 Muzaffarnagar is an important industrial town with sugar, steel and paper being the major
 products. It has 11sugar mills which receive sugarcane produce from the surrounding region,
 more than 70% of the region’s population is engaged in agriculture. The Muzaffarnagar market
 of jiggery (heat dried sugarcane juice, called gud in local language) is one of the largest markets
 in Asia.1
 The majority of the people in this area are not aware of their basic rights pertaining to consumer
 protection. Based on this notion, an attempt has been made to identify the levels of CRA in the
 four towns in the district Muzaffarnagar which are representing the rural area of Muzaffarnagar
 district.
 The levels of CRA have been measured in terms of exercising their rights and carrying out their
 responsibilities as consumers. The following ten indicators have been taken into consideration
 for measuring the CRA in rural area of Muzaffarnagar:
 (1) Sources of CRA information
 (2) Role and achievements of government to spread the CRA
 (3) Consciousness regarding brand and quality
 (4) Awareness about adulteration.
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 (5) Consumer education
 (6) Consumer empowerment.
 (7) Time limit prescribed by CPA.
 (8) Object of CPA
 (9) Functioning of consumer helpline/toll free number
 (10) Appearing to CDRA for redressal
 Table 3.1: Questions & Related Laws
 S
 No
 Question CPA CPR CPRg. UPCPR
 1 From where do you got information
 relating to consumer rights?
 Section 6
 2 How successful has the
 Government been in spreading
 consumer awareness through
 various Channels?
 Do
 R.3
 3 Do you always feel marks and
 certification ensure the quality of
 products? If yes, what do you think
 is ensured the most:
 Section 2(c) & 2(e)
 4 Did you find any adulteration in the
 product you have purchased? If yes,
 did you complaint about
 adulteration to
 Section 2 (c), (f),
 (nnn), (oo)
 R.2A R.5
 5 Do you agree that consumer
 education necessarily leads an
 individual as aware enough to make
 rational choice and protect himself
 from trade and business
 exploitation?
 Section 6(e)
 6 How consumer empowered do you
 think is the present in the light of
 CPA?
 Section 2(b)(II), (iv)
 and (V)
 R.10A
 R.16&22
 7 Do you think that the decision
 oftenly come within the limit
 Section 13 R. 6
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 prescribe by the CPA?
 8 Do you think the CPA is sufficient
 to protect the consumer?
 Preamble of the CP
 Act S.29
 9 How many times did you obtain
 any fruitful advice from the
 consumer helpline/ free toll
 number?
 Established by Du
 with the collaboration
 of Ministry of
 Consumer Affairs
 10 How many times did you appear in
 the forum for hearing?
 Section 9 to 22 R.10 R26(3)
 (4)
 R.4
 CPA= Consumer Protection Act, 1986.
 CPR= Central Consumer Protection Rules, 1987.
 CPRg. = Consumer Protection Regulation, 2005.
 UPCPR= Uttar Pradesh Consumer Protection Rules, 1987
 3.2 Scope of the Study
 The Consumer Protection Act, 1986 (68 of 1986) is a milestone in the history of socio-economic
 legislation in the country. It is one of the most progressive and comprehensive piece of
 legislation enacted for the protection of consumers. It was enacted after in depth study of
 consumer protection laws in a number of countries and in consultation with representatives of
 consumers, trade and industry and extensive discussions within the Government.
 The main objective of the Act is to provide for the protection of consumers. Unlike existing laws,
 which are punitive or preventive in nature the provisions of this Act are compensatory in nature.
 The Act is intended to provide simple speedy and inexpensive redressed to the consumers
 grievances and relief of a specific nature and award to compensation wherever appropriate to the
 consumer.2 Consumer rights awareness is that type of social component which increases the
 collective consciousness among the people and generates confidence in the individual to face the
 problem contemplate. Generation of consumer rights awareness develop conscious attitude in the
 consumer. Despite the continuous effort being taken by voluntary consumer organizations
 towards protecting the consumer interest and their rights in the marketing activities and
 undertaking, different programmes and activities for the protection of consumer rights like:
 Seminar, workshops, speeches writing columns in the newspaper etc. the fact remains that the
 majority of the consumers are still completely ignorant of the existence of Consumer Protection
 Act and the redressal agencies created under this Act. They are quite unaware that their rights
 are protected under this Act; they have inexpensive and speedy redressal agencies created under
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 this Act only for their grievances. Many people may have heard about the Act and redressal
 agencies but they have not made use of it as they do not know how to lodge the complaint where
 to go and how to go. This is the factual situation of Indian consumers3 and particularly of the
 Muzaffarnagar district. The present study is made to appraise the consumer protection measures
 in the district of Muzaffarnagar and the degree of awareness of consumer rights of urban
 consumers.
 Urban Consumers refers to consumers who reside within the limits of the Municipal Corporation,
 Municipalities and Nagar Panchayats. The district of Muzaffarnagar is located at 29.470 N
 77.680E. The city’s total area in 1901 amounted to 1,963.662 acres, or 1,662 square miles and in
 2000 to 4049 square km. National Highway 58 Passes through Muzaffarnagar city and it is
 situated midway on this Delhi-Roorkee, Dehradun Highway. According to the 2001 India
 census, Muzaffarnagar had a population of 316,452 with 14% of the population under 6 years of
 age. It has constituted of 53 percent male of the population and 47 percent female. The urban
 areas of Muzaffarnagar consists 25 town areas including 5 Municipalities including in 14
 development blocks as depicted in the map 3.1
 Map 3.1: Administrative Area of Muzaffarnagar
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 UTTAR PRADESH MAP
 It has always been quite a difficult table for any researcher to cover the whole population for the
 purpose of study hence sample from a given population is used. Thus a sample is a small portion
 of a specific population or universe. For selecting appropriate sample random sampling
 technique is adopted in conducting of the present investigation. In this sampling technique, every
 individual has an equal probability of being selected. It is an appropriate sampling technique that
 is warranted to be adopted in the very context of present research problem. The total urban area
 of Muzaffarnagar consists of 25 towns in which there are 5 tehsils and 14 development blocks. I
 had taken 12 towns as a sample out of 25 towns. The 50 persons randomly selected from each of
 the 12 towns. However for final analysis four towns are short listed and tabulated in table 3.2

Page 6
                        

Chapter -3
 61
 Table 3.2: List of Sample Towns of Muzaffarnagar
 S.
 No.
 Name Tehsil D.B. No. of
 House
 hold
 Total
 population
 Total
 literate
 people
 Total
 illiterate
 people
 1 Muzaffarnagar 1 1 103049 648397 415546 232851
 2 Khatauli 1 1 8905 58622 33954 24668
 3 Shamli 1 1 13506 90055 56238 33817
 4 Shahpur - 1 2292 17187 8897 8905
 Source: Census of India, 2001
 The people who were selected for the sample were divided into six groups and these groups were
 again divided into sub groups. The groups were categorized into 6 groups: male, female, literate,
 illiterate group Age and income. Further the groups were divided into subgroups. The first and
 second groups were divided into married and unmarried sub groups. The third group was not
 divided in any sub groups. The fourth was divided into three sub groups these were 5 to 14 age
 group, 16 to 59 age group and the third sub groups was under this category above 59 age group.
 The income group was divided in to three sub groups 0 to Rs10000 p.m. income group Rs1 lakh
 income p.m. group and above 1 lakh rupees p.m. income group. The sixth group i.e. occupation
 group was divided into four sub groups. The sub groups were in the category, service class
 people, business class people, agriculturist and labourers.
 3.3 Methodology
 The data collected from field study is empirically examined by statistical tools and analysis and
 for measuring the relative score of various attributes of consumer rights awareness in the rural
 area of Muzaffarnagar district .standard score technique has been applied popularly known as Z
 score has been applied for this purpose.
 The data was collected individually from the subject through face to face interview method. The
 questionnaire was distributed among the people in this area. The respondent was given 20 to 30
 minute filling the full questionnaire. Some respondents appreciated it and some of them were
 reluctant to see the questionnaire. But after some counseling they finally agreed to fill the
 questionnaire and gave their full cooperation. The investigator has taken to remove ambiguity, if
 any, arising out in that particular sampling. Great care was taken in contracting the respondent
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 they were all contacted at the time which was convenient for them. The respondents were then
 briefed about the aim of the present study and care was taken to remove their apprehensions, if
 any. The investigator explained to them what is required from them in order to get accurate
 answers. Care was taken by the investigator to distribute the questionnaire as randomly as
 possible and they were asked to contact the respondent through some mutual friends. This was
 done to ensure frank and fair responses and to minimize the base.
 The accuracy of the study is of prime importance, without being accurate the study will be of
 very little academic value. It is known that the accuracy of the investigator depends on the size of
 the universe. If the universe is subject to much variation the sample size must take all these into
 consideration, present accuracy is impossible to achieve, more so when there are several
 constraints in operation. But it would be right to say that accuracy depends upon the sincerity of
 the information to a large extent. The information collection tool use here is the questionnaire
 which is formalized set of questions for eliciting information. Its main functions are
 measurement and it represents most common form of information collection and measurement
 tool in field research. It can be used to measure behaviors of the respondents, demographic
 character sticks, and level of awareness of consumer rights, attitude and opinions. Every case
 was taken to include only those questions which were relevant for the study. Perhaps the most
 important thing to be considered is the ability of the questions to elicit the necessary information.
 Hence adequate step were taken to include the right kind of questions. At the same time it was
 made sure that the questionnaire does not become lengthy since the respondent is generally loath
 to answer lengthy questionnaires similarly based and loaded questions have been avoided, since
 they suggest automatic feelings of approval or disapproval. All this lends to measurement of
 interviewing the consumers at their homes or at any other convenient place. The Interview was
 conducted in one sitting. The questionnaires were distributed in randomly selected localities.
 First of all the target locative were marked off. These localities had upper class, middle and
 lower middle families and some of them were knowledgeable enough to respond to the
 questions. Secondly, special care was taken to include all categories of persons for the purpose of
 interviews for obtaining as such hydrogenous mixture of respondents. People from all walks of
 life were interviewed. This included professionals like doctors, engineers and teachers,
 businessmen, farmers, serviceman and some labourers. A few numbers of interviews were also
 taken of housewives. Attention was given to make sure that the ratio of male, female respondent
 does not cross a critical limit. Gross section regarding the age was also given due importance and
 respondents from all age groups were interviewed. All possible efforts were thus made to limit

Page 8
                        

Chapter -3
 63
 the errors arising out of improper selection of the sample. However, as procedure of convenience
 sampling was adopted and from a given locality a person most convenient to reach was
 approached.
 Finally, for analysis of data the researcher selected 200 people from 4 towns comprising of 50
 each. A questionnaire was prepared having 50 questions out of these 50 questions, 10 questions
 were selected. The 10 questions represent all most all the questions which were present in the
 questionnaire. It is expected though that the errors would not be large enough so as to
 appreciably minimize the authenticity of the report.
 Since secondary data source could not provide sufficient data for solving the problem at hand.
 Primary data was collected survey research is the most common method of collecting primary
 data. Survey research involved the systematic gathering of information from respondent for the
 purpose of understanding or predicting some aspect of the behaviour of the population of
 interest. Survey research is concerned with the administration of questionnaire. Personal
 interviews with the respondents respective places, census of India, the gazette of India, National
 sample survey, publications of Central and State Government.
 The measurement technique used for the purpose is the questionnaire which is the formulated
 instrument for asking information directly from a respondent concerning consumer rights
 awareness and its enforcement demographic characteristics, level of knowledge and attitude.
 Special care was taken in designing the questionnaire, firstly the questions were framed which
 would produce the data required. It was decided whether the question was really needed, and
 would the question generate the needed information. Then care was taken to check phases of
 words loaded or teaching in any way. Again it was checked to see whether the questions were
 organized in logical manner so as to avoid error, the questions appearing on the questionnaire are
 only one type multiple choice. These questions are generally easier for the interviewer and
 respondents. They also tend to reduce interim biases and bias occurred by varying levels of
 articultureness. Open ended questions and analysis of the questions were finally subjected to a
 pre-test to ensure that it would produce dummy data. These dummy data then analyzed by the
 analytical techniques selected to ensure that the results of this analysis will provide the
 information in responding the questions regarding their income and educational qualifications.
 They also feel reluctant if a galaxy of questions is put to them by a stranger. During survey
 discussion held with the respondents were worry about the questionnaire and survey. In short
 they finally cooperate researcher and give the information concerning the survey.
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 3.4 Finding and Result
 The first question begins with that where you find the information on consumer rights. It is
 related to the awareness of consumer rights. The average consumer in India is confronted with a
 large number of problems. Spondaic efforts are being made to unite the consumers movement in
 India but still is in infancy, gradually picking up momentum. A vast majority of the people are
 not even aware of consumerism as a movement closely associated with the protection of their
 interest. Consumer rights awareness a type of social component which increases the collective
 consciousness among the people and generates confidence in the individual to face the problems
 fully. Generation of awareness develop a conscious attitude in the consumer within the view of
 above discussion the researcher has chosen the question and asked the respondents in this
 particular area. It was satisfactory to note that all the respondents answered this question
 according to their experiences.
 (1) From where do you got information relating to Consumer Rights?
 The Consumer Protection Act, 1986 has provided an efficient and effective tool in the hands of
 the consumers to fight for their rights. It not only covers matters relating to goods but also
 applies to deficiencies in services.
 Table 3.3: Sources of CRA
 Sources of Consumer Awareness
 From where do you got Information relating to Consumer Rights? Composite
 Z score
 Sr. No. Town a B c D
 Newspapers Radio T. V. Others
 1 Muzaffarnagar
 23(46) 5(10) 14(28) 8(16) 0.00444
 2 Khatauli 17(34) 12(24) 15(30) 6(12) 0.01055
 3 Shamli 13(26) 9(18) 16(38) 12(24) 0.08633
 4 Shahpur 15(30) 12(24) 17(30) 6(12) -0.10132
 Note: The data was drawn from the information contained in the questionnaire.
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 It shows in the table 3.3 that the highest number of the people in Muzffarangar said that they got
 the information regarding consumer rights from the newspaper. The lowest number of the people
 got information from the newspaper in Shamli. The second source of information to the people in
 this area is TV.The total percentage in this area is more or less same, where the people responded
 that the TV is the second main source to provide the information regarding their consumer rights.
 The third and forth sources are the Radio and others respectively. The highest percentage of the
 people for them other source is the medium to give information pertaining their rights were in
 Shamli. The lowest percentage was in Shahpur town. The third source information was radio.
 The lowest only 10 percent respondent got the information from radio in Muzffarangar. Out of
 the total respondent 24 percent in Khatauli got information from radio which is the highest out of
 total sample area.
 Figure 3.1: Sources of CRA
 The result reported in figure 3.1 that the highest number 46 percent of the respondent got the
 information from Newspaper regarding their consumer rights in Muzaffarnagar. The 34 percent
 of the respondent got the information from TV in Shahpur which the highest shows in this figure,
 while 24 percents of the respondents got the information from radio in Khatauli and Shahpur
 towns accordingly regarding their consumer rights. The figure also shows that least of the
 respondent got information from the other source of their rights in whole urban area of
 Muzaffarnagar.
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 (2) How successful has the Government been in spreading consumer awareness through
 various channel?
 The existence of a strong and active consumer movement assists governments in their efforts to
 improve the position of the ordinary people both in providing a perspective different form and
 where necessary countervailing the well-organized and powerful interest grasp and also in
 playing a very practical role in helping to implement policy goals. In fact, it is here where the
 voluntary agencies operating in the field can play a vital role. They can educate the consumers
 on various aspects that would help them.
 Table 3.4: Role & Achievement of Government to Spread the CRA
 Role of Government to Spread Consumer Education.
 2. How successful has the Government been in spreading consumer
 awareness through various channel?
 Composite
 Z score
 Sr.
 No.
 Town a B c D
 Enough
 Not
 enough Can’t say Nothing
 1 Muzaffarnagar
 9(18) 20(40) 15(30) 6(12) 0.1754
 2 Khatauli 14(28) 16(32) 15(30) 5(10) -0.0775
 3 Shamli 21(42) 6(12) 14(28) 9(18) -0.0881
 4 Shahpur 8(16) 22(44) 15(30) 5(10) -0.0097
 Note: The data was drawn from the information contained in the questionnaire.
 The success of consumer movement mainly depends upon the level of awareness around the
 country. The government can only play the role of a facilitator or catalyst.5
 Despite the major
 steps taken by the government to protect the interest of consumers, the majority of people of this
 area consider that the government has not succeeded to spread the consumer awareness. The
 table 3.4 shows the majority of the respondent responded that they can’t say anything. The chunk
 of the respondent 44 percent responded in Shahpur that the government has not succeeded to
 spread the consumer rights awareness due to illiteracy and poverty. The 42 percent of the
 respondent in Shamli responded that the government has succeeded. On the other only 18
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 percent respondent consider that the government has succeeded to spread the consumer rights
 awareness in Muzaffarnagar. The answer to this question was more or less same from all the
 respondents.
 Figure 3.2: Role & Achievement of Government to Spread the CRA
 The result presented in figure 3.2 indicated that the 44 percent respondent said the government
 has not succeeded to spread the awareness among the people in Shahpur. Just opposite 42
 percent respondent said enough in Shamli. The 30 percent replied can’t say in Muzaffarnagar
 and Shahpur respectively. 10 to 12 percents of the respondent answered nothing in Khatauli,
 Shamli and Muzaffarnagar respectively.
 Consumer protection in India is not the outcome of the twentieth century legislation .India was
 among the first countries to enact legislation to protect the consumers. As said earlier ancient
 economists like Kautilya and Brihaspat laid down rules to protect the interests of consumers. In
 recent times Swami Vivekananda declared that ‘consumer is king ‘and Mahatma Gandhi, the
 father of nation was described as the world’s consumer activist by Ralph Nadar.6
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 Table 3.5: General Consumer Awareness
 Note: The data was drawn from the information contained in the questionnaire.
 S.
 No.
 Town General Consumer Awareness
 1. From where do you got
 information relating to
 Consumer Rights?
 2. How successful has the
 Government been in spreading
 consumer awareness through
 various channel?
 1 2 3 4 Com
 posite
 Z
 Score
 A
 A b c D Com
 posite
 Z
 Score
 B
 New
 s
 pape
 rs
 Rad
 io
 T.
 V.
 Ot
 her
 s
 Eno
 ugh
 No
 t
 en
 ou
 gh
 Can’t
 say
 Not
 hin
 g
 1
 Muzaf
 farnag
 ar
 23 5 14 8
 -
 0.282
 74 9 20 15 6
 0.064
 218
 2 Khata
 uli 17 12 15 6
 -
 0.085
 22 14 16 15 5
 0.001
 89
 3 Shaml
 i 13 9 16 12
 0.181
 329 21 6 14 9
 -
 0.026
 38
 4 Shahp
 ur 15 12 17 6
 0.186
 634 8 22 15 5
 -
 0.039
 73

Page 14
                        

Chapter -3
 69
 The analysis of the result as is indicated in table 3.5 the highest number of the people receive
 information from the news paper in Muzaffarnagar. But the least number from Shahpur also
 consider that the government has not succeeded to spread the consumer rights awareness. The
 majority of the respondent responded that they get the information from TV in Shamli. It is also
 highlighted from the table the highest number of the people believed also that the government
 has not spread awareness among the people in Shamli. The 30 percent of the people were not
 able to answer that the government has succeeded to spread the awareness; their answer was that
 they can’t say in Muzaffarnagar, Khatauli and Shahpur town respectively.
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 The researcher has divided the towns in three categories high, low and medium where the value
 is above- 0.001 and the town come under high category, where the value vary is between -0.001
 to -0.033 that this area will come under the medium category and finally when the value is below
 -0240 that the village will come under low category for general consumer rights awareness. The
 map 3.2 shows the general consumer awareness in the sampled town only one Town
 Muzaffarnagar comes under the high category. Two towns namely Shahpur and Khatauli are in
 the low category of general consumer awareness. Shamli is under the low category only.
 3.5 CRA & Brand Consciousness
 Consumers are engaged in complex buying behavior when they are highly involved in a purchase
 and aware of significant differences among brands. This is usually the case when the product is
 expensive, bought infrequently, risky and highly self expensive .Typically the consumer does not
 know much about the product category and has much to learn .Complex buying behavior
 involves a three step process. First, the buyer develops about beliefs about the products, second
 he/she develops attitudes about the product. Third he or she makes a thoughtful purchase choice.7
 (3) Do you always feel marks and certification ensure the quality of products? If yes, what
 do you think is ensured the most?
 The problems of the consumer in the marketplace are direct linked with the retail system in
 existence in the country; the retailing system in the country is not improved much by the opening
 of super market or super bazaars in India recently.
 Table 3.6: Mark and Certification is guaranty of better quality
 Consciousness of Quality/Brand.
 3. Do you always feel marks and certification ensure the quality of
 products? If yes, what do you think is ensured the most?
 Composite
 Z score
 Sr. No. Town a b c D
 Good
 quality Fair price Measurement
 All the
 above
 1 Muzaffarnagar
 13(26) 9(18) 8(16) 20(40) 0.0431
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 2 Khatauli 18(36) 5(10) 6(12) 21(42) -0.0765
 3 Shamli 12(24) 10(20) 9(18) 19(38) 0.0676
 4 Shahpur 17(34) 6(12) 11(22) 16(32) -0.0342
 Note: The data was drawn from the information contained in the questionnaire.
 The Interest of consumers against defective good unsatisfactory services, unfair trade practices
 and others forms of exploitation is standardization of goods and services. Standardization helps a
 customer to know standards of goods. The various marks that indicate quality standard are :( a)
 ISI Mark (b) PAC mark (c) ECO mark (d) FPO mark (e) Ag mark. Another step taken by the
 government for the welfare of consumers is by adopting the ISO: 9000 series standards which
 were launched by the International Standards Organization (ISO) standards were laid down in
 1987 in India and the government of India has been making the best efforts to educate the
 consumers through publication, national awards, audio, video measure, consumer day
 standardization and quality control etc.8
 The table 3.6 shows that the most of the people preferred to purchase the goods which are
 certified by ISI mark or A-Mark etc. It was found in the survey that all the three good quality,
 fair price and measurement are the main criteria to purchase the goods in the urban area of
 Muzaffarnagar. As can be seen from the table that 40 percent of the respondent in Muzaffarnagar
 prefers all the three. Only 10 percent of the respondent responded that the mark and certification
 is a guaranty of fair price in Khatauli. Similarly 34 and 24 percent on the sample respondent
 answered that it is only the guarantee of good quality in Shahpur and Shamli respectively. It is
 revealed from the table that majority of consumers have understood the significance of mark and
 certification.
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 Figure 3.3: Mark and Certification is Guaranty of Better Quality
 The mobility rate of respondents is found in the figure 3.3 that they consider mark and
 certification as the guarantee of the all the above i.e. good quality, fair price and measurement.
 Nearly 81 percent believe it is a guarantee of good quality. While 16 percent and 23 percent
 respondent believe it is a guarantee of fair price and measurement respectively.
 (4) Did you find any adulteration in the product you have purchased? If yes, did you
 complaint about adulteration to.
 In India, the goods are directly consumed by the majority of the population. it may either be
 unbalanced or insufficient and if this food also happens to be adulterated, then it is bound to be a
 serious handicap to the health of the people. Food accounts for the large part of the family
 expenditure, on an average 40-50% of the total income of the family
 Table 3.7: Awareness about Adulteration
 Awareness about Adulteration.
 4. Did you find any adulteration in the product you have purchased? If yes,
 did you complaint about adulteration to.
 Composite
 Z score
 Sr. No. Town a b c D
 Shopkeeper Consumer Manufacturer Ignore
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 court
 1 Muzaffarnagar
 42(84) 2(4) 1(2) 5(10) -0.2664
 2 Khatauli 34(68) 5(10) 5(10) 6(8) 0.1727
 3 Shamli 28(56) 3(6) 7(14) 12(24) 0.2209
 4 Shahpur 33(66) 1(2) 10(20) 6(12) -0.1272
 Note: The data was drawn from the information contained in the questionnaire.
 However, the diet consumed by the majority of the population may either imbalanced in
 nutrients, which is essential or may be too insufficient. When his inadequate and nutritionally
 unsound food is consumed by a large number of people which also happens to be adulterated,
 then it is bound to be serious handicap to the health of the people.9 The response of the mass was
 that they complained to the shopkeeper and there were less in number of people who complained
 to the consumer court or even ignored it if they found any adulteration in the food stuff.
 Consumers are cheated by the traders because they do not know their rights properly. The table
 3.7 shows that only 10 percent of the consumer complained to the consumer court. Only 2 to 20
 percent of sample respondent complain to manufacturer in the urban area of Muzaffarnagar. It is
 shown from the table that 84 percent of the respondent compliant to the shopkeeper if they found
 any adulteration in Muzaffarnagar. The least 56 percent of respondent complain to shopkeeper in
 Shamli. It is to be shown from the table that the highest number of the respondent 24 percent
 ignored if they found any adulteration in food stuff. They do not like to complain anywhere.
 Figure 3.4: Awareness about Adulteration
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 It is found in figure 3.4 that the highest percentage of the respondent complained to the
 shopkeeper if they found any adulteration in food stuff. It is interesting to note here that the
 lowest percent 2complained it to the consumer court. 2 to 2o percent complained it to the
 manufactures and also 2 to 20 percent respondents ignore it and they do not like to complaint it
 to anywhere.
 3.6 CRA & Empowerment of Consumer
 The industries and services have already moved into the relatively higher growth phase. This
 momentum of higher growth is required to be nurtured in an atmosphere of competition, fair play
 and transparency in market information. The present trend of a ‘sellers market’ prevailing in
 economy needs to be balanced with ‘buyer market’ where the consumer can exercise his /her
 choice in a free atmosphere based on full accurate information on the products and service
 available in the market. A fully informed and educated consumer provides a safety valve against
 mal practices. The long term health and sustainability of a market economy depends to a great
 extent on the consumer interest, which need to be effectively channelised.10
 (5) Do you agree that education necessarily leads an individual as aware enough to make
 rational choice and protect himself from trade and business exploitation?
 Consumer education can help us to get the best deals and avoid the worst pitfalls. If things do go
 wrong, consumer education can help us sort out our problems quickly and efficiently. An
 assertive, self-reliant consumer help promote vigorous, competitive markets by demanding high
 standards from business.
 Table 3.8: Consumer Education
 Consumer Education
 5. Do you agree that education necessarily leads an individual as aware
 enough to make rational choice and protect himself from trade and
 business exploitation?
 Composite
 Z score
 Sr. No. Town a b c D
 Certainly
 Not
 always Never
 Some
 extent
 1
 Muzaffarnagar 27(54) 6(12) 1(2) 16(32) -0.3065
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 2 Khatauli 28(56) 11(22) 5(4) 6(12) 0.1669
 3 Shamli 26(72) 10(20) 4(8) 10(20) -0.0433
 4 Shahpur 31(62) 5(10) 5(10) 9(18) 0.1829
 Note: The data was drawn from the information contained in the questionnaire.
 The confidence and skills that consumer education aims to develop depend on sound levels of
 numeracy and literacy. The skills for life strategy lunched by the government in 2001 have the
 long term aim of ensuring that the problem of poor literacy and numeracy is eliminated.
 Improved level of literacy and numeracy will give consumers the basic tools they need to make
 better choices.11
 It was found during the survey that the majority of the people considered that
 certainly education is helpful to prevent them from exploitation. 62 percent people answered that
 the consumer education certainly helps to protect from exploitation in Shamli. It is also shown
 from the table 3.8 that 10 percent respondent responded in Shahpur that consumer education is
 helpful but not always. The least 2 percent of the people in Muzaffarnagar responded that the
 consumer education is never helpful to prevent the consumer from the exploitation. It is too be
 shown from the table the highest 32 percent of the people considered that the consumer
 education is helpful to some extent from the exploitation in Muzaffarnagar. The least 12 percent
 of the people considered that it is helpful to some extend in Khatauli.
 Figure 3.5: Consumer Education
 As evident from the figure nearly 32 to 56 percent reflects that majority of the people consider
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 figure also percents the least 10 to 22 percent of the people consider it is not always helpful to
 the consumer against exploitation.10 to 2 percent of the total respondent said that it is never
 helpful to consumer from the exploitation. It is interesting to note that10 percent to 32 percent of
 the respondent consider that the consumer education is helpful to some extent for consumer
 against the exploitation.
 (6) How consumer empowered do you think is the present in the light of CPA?
 While the framework given sets out the entitlement of the consumer it is equally important that
 the consumers are made aware of their rights. A constant awareness campaign is thus absolutely
 necessary12
 where a consumer does not approve the goods or services offered by a seller he/she
 would look at other sellers. However in many cases the consumers finds a deficiency after
 purchase. Or in the offering itself he/she finds a fundamental defect that violate the law.
 Table 3.9: Consumer Empowerment
 Consumer Empowerment.
 6. How consumer empowered do you think is the present in the light of CPA? Composite
 Z score
 Sr. No. Town a b c D
 Fully
 empowered
 Partially
 empowered Can’t say
 Some
 extent
 1 Muzaffarnagar
 17(34) 12(24) 8(16) 13(26) 0.10698
 2 Khatauli 10(20) 11(22) 11(22) 18(36) 0.10150
 3 Shamli 16(32) 5(10) 17(34) 12(24) -0.09357
 4 Shahpur 13(26) 6(12) 18(36) 13(26) -0.11490
 Note: The data was drawn from the information contained in the questionnaire.
 In such cases there must be a mechanism by which the consumer can get relief. The Consumer
 Protection Act, 1986 provides the framework for this. The Act lays down the type of practices
 against which consumer can seek relief. These courts have played a very important role in
 ensuring that rights of the consumers are protected. The analysis of the results showed that the
 major part of the people believed that consumers are empowered to some extent in modern era.

Page 23
                        

Chapter -3
 78
 The 34 percent of the sample respondent in Muzaffarnagar replied that the consumer is fully
 empowered in this era. Another interesting point revealed on analyzing the present data is that
 the maximum percentage of respondent in Muzaffarnagar also answered that the consumer is
 partially empowered .The result also highlighted the fact that a very negligible percentage of the
 consumer in Shamli were found that they consider the consumers are partially empowered. It is
 also noted from the data that in Shahpur the maximum percentage of the responded can’t say. It
 is also found from the data that the least 20 percent respondent in Khatauli replied that the
 consumers are fully empowered.
 Figure 3.6: Consumer Empowerment.
 The figure 3.6 revealed that the maximum number of respondent were found that they answered
 can’t say. They do not know that the consumers are empowered in modern day. It is also found
 that 36 percent respondent replied that consumer empowered up to some extent in Khatauli. The
 34 percent of the respondent responded that consumer is fully empowered in Muzaffarnagar. The
 figure shows that the lowest percentage of the respondents responded that consumers are
 partially empowered in modern days in Shamli.
 The impact of technology on the consumer is massive, since it has resulted in the technical
 sophistication of products .Moreover the aesthetic and technical appeal of the products have also
 shown improvements and started influencing the consumers. The technological revolution thus
 had lead to the increase in the production of goods but at the same time it posed certain problem
 before the consumers.13
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 Table 3.10: How much Consumer Empowered
 Note: The data was drawn from the information contained in the questionnaire.
 The table 3.10 summaries the data role of consumer education and consumer empowerment. It is
 highlighted from the table that Majority of the people consider that the education is certainly
 helpful to prevent from the exploitation in Shahpur town. It is also shown from the table that
 highest 17 of the sampled people believed that the consumers are empowered in modern era.
 Another interesting point revealed on analysis that present data only one person in
 S.
 no
 Town Consumer Empowerment
 Do you agree that education
 necessarily leads an
 individual as aware enough to
 make rational choice and
 protect himself from trade
 and business exploitation?
 How consumer empowered do you
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 CPA?
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 Muzaffarnagar believed that the education never helpful to prevent from the exploitation. It
 should be noted here that the highest number of the people answered can’t say in Shahpur town.
 The least number in Shamli replied that the consumers are partially empowered.
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 The whole sampled area divided in three category high, medium and low If the value is greater
 than -0.068 then that area will come high category, if it vary between -0.068 to -0.099 then
 this area will come under medium category and if it below -0.099 then it consider that it will
 come under low category. The map 1 .3 shows the two Shahpur and Khatauli sampled towns are
 in high category that how the consumer empowered in modern era. One town Shamli is in
 Medium category. One town Muzaffarnagar also is in low category where the people consider
 that the consumers are not empowered in present scenario.
 3.7 CRA Enforcement & Execution
 In India until the Consumer Protection Act, 1986(CPA) was enacted the consumers had to rely
 on a number of legislation, none of which provided an effective remedy against the violation of
 consumer rights. CPA was passed with the specific purpose of protecting consumers rights and
 providing a simple quasi – judicial dispute resolution system for resolving complaints.14
 (7) Do you think that the decision oftenly come within the limit prescribe by the CPA?
 Many a time helpless consumers suffer in silence and do not know what to do acquisition of
 knowledge is an essential for a better quality of life. Even, Consumer Protection Act, 1986 lay
 emphasis on the speedy disposal of the grievances of the consumer. This is one of the basic
 rights of consumer.
 Table 3.11: Time limit prescribes by CPA
 Time limit prescribes by CPA.
 7. Do you think that the decision oftenly come within the limit prescribe
 by the CPA?
 Composite
 Z score
 Sr.
 No.
 Town a b c D
 Reluctant
 behaviour
 of
 consumer
 court
 Irregular
 sitting of
 consumer
 court
 Irresponsible
 behaviour of
 lawyers
 Pending
 of large
 number
 of cases
 1 Muzaffarnagar 4(8) 21(42) 18(36) 7(14) -0.0620
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 2 Khatauli 3(6) 14(28) 19(38) 14(28) 0.1059
 3 Shamli 17(34) 6(12) 9(18) 18(36) -0.0193
 4 Shahpur 1(2) 22(44) 15(30) 12(24) -0.0246
 Note: The data was drawn from the information contained in the questionnaire.
 The enactment of the CPA gave fresh impetus to the movement in the country and generated new
 hope among the consumers and the consumer activists, as it is a procedural law and provide time
 bound disposal of cases .Further two amendments of the act in 1993 and 2002 gave more teeth
 to these courts and widened their scope The consumer courts in India have undoubtedly opened
 up new chapters for giving quick redressal to the consumer grievances commented H .D.
 Shourie, a consumer activist from the common cause a voluntary consumer organization,
 Delhi.15
 It was found during the survey that the decision came within the time limit more after then not of
 the respondent’s answer for this question was that the decision has not come within the time due
 to irresponsibility of the lawyers. 44 percent respondents replied that the decision has not come
 within time due to the irregular sitting of the consumer court in Shahpur. Whereas 36 percent
 people said it did not come due to the pending of the large number of cases in Shamli. Only 6
 percent respondents said that the decision did not come within time due to the reluctant attitude
 of consumer court in Khatauli. The problem of the large number of pending cases is not new for
 the consumer courts; there are lacks of cases pending in various courts in India. Thus the number
 of pending cases is a stark reality and a grave issue concerning the way the consumer court
 functions. Besides there are the other problems which are affecting the decision of court as well.
 These are irregular sitting of consumer court and irresponsible behavior of lawyers. Most of the
 people engage a lawyer to file a case in the consumer court, though there is no need to engage a
 lawyer to plead his case before the consumer redressal agencies. Further analysis of the data
 revealed that least 18 percent of the respondent replied that the decision does not come due to
 irregular sitting of the consumer court in Shamli. Only 2 percent out of the total responded
 answered that decision has often not come within the time due to the irregular sitting of
 consumer court in Shahpur. There are three members in any district forum, and for the
 pronouncement of judgment all the three should be present to sign the judgment this is also an
 area of concern.
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 Figure 3.7: Time limit prescribes by CPA
 Speedy justice is one of the important objectives of consumer movement in the country. Due to a
 variety of reasons the time taken to decide cases is getting longer as a result large number of
 cases are pending in the consumer courts. The figure reveals that 44 percent consider that the
 decision of the consumer forum does not come due to reluctant behavior of consumer court in
 Shahpur. The 24 percent respondents responded that the decision does not come due to the
 pending of large number of cases in Shahpur. The 42 and 36 percent respondent said it does not
 come due to irregular sitting of consumer court and irresponsible behavior of lawyers in
 Muzaffarnagar respectively.
 (8) Do you think the CPA is sufficient to protect the Consumer?
 The issues relating to consumer welfare affects the entire 1027 million people since everyone is
 consumer in one way or the other, ensuring consumer welfare is the responsibility of the
 government. Accepting these policies has been framed and the Consumer Protection Act, 1986
 was introduced. This act has been regarded as the most progressive, comprehensive and unique
 piece of legislation.
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 Table 3.12: CPA is sufficient to protect the Consumer
 Object of CPA
 8. Do you think the CPA is sufficient to protect the consumer? Composite
 Z score
 Sr. No. Town a b c D
 It protect
 consumer
 only
 It protect big
 manufacturer
 and
 businessman
 It protect
 small
 manufacturer
 and
 businessman Can’t say
 1 Muzaffarnagar
 31(62) 2(4) 3(6) 14(28) -0.4944
 2 Khatoli 29(58) 5(8) 5(10) 11(22) 0.0583
 3 Shamli 20(40) 7(14) 4(8) 19(38) 0.1827
 4 Shahpur 23(46) 6(12) 5(10) 16(32) 0.2533
 Note: The data was drawn from the information contained in the questionnaire.
 In the last international conference on consumer protection held in Malaysia in 1997, the Indian
 Consumer Protection Act as one which has set in motion a revolution in the fields of consumer
 rights, the parallel of which has not been seen anywhere else in the word. The special factor of
 this Act is to provide speedy and inexpensive redressal to the grievance of the consumer and
 provided him relief of a specific nature and awarded compensation wherever appropriate. The
 aim of the Act is also to ensure the right of the consumers, viz. the right to choice, safety,
 information, redressal, public hearing and consumer education.16
 It is found in the survey that the
 majority of the respondents considered that the CPA can protect consumers. Some responded
 that it protects of big manufacturer and businessman. Some of them say it protects small
 manufacturer and businessman. About the protection of CPA, it is revealed that 62 percent of the
 respondents responded that the CPA protects consumers only in Muzaffarnagar. The highest 38
 percent responded can’t say and the least 4 percent answered that it protected big manufacturer
 and businessman. Only 10 percent of the respondent responded that it protects small
 manufacturer and businessman in Khatauli and Shahpur towns’ respectively.
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 Figure 3.8: CPA sufficient to protect the Consumer
 CPA is unique, as far as social welfare is concerned. The provisions of this Act are very
 comprehensive and safeguard the economic rights of consumers very effectively. Exact 38
 percent of the total respondent replied the answer can’t say in Shamli.62 percent consumers only
 said that CPA protects the consumer in Muzaffarnagar. Exactly 10 percent of the sampled
 consumer said that CPA protects big manufacturer and businessman and on other hand 10
 percent also replied that it protects small manufacturer and businessman in Shamli.
 There are various legal remedies available to the consumer under CPA. Under this act, the
 consumer gets opportunities to entrust his grievances through the consumer forums organized at
 the District, State and National levels and other voluntary consumer organization. Despite legal,
 social and co operative measures taken to safeguard the interest of the consumer they are not
 seem to adequate.17
 Table 3.13: Enforcement of Consumer Rights
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 Note: The data was drawn from the information contained in the questionnaire.
 From table 3.15, it is clear that the majority of the sampled consumers consider that CPA protect
 consumer only. On the other it also shows from the table that chunk of the people considers that
 the decision does not come due to irresponsible behavior of lawyers. It is seen from the table that
 the highest number of the people believed that the decision does not due to reluctant behavior of
 consumer court in Shamli .It is interesting to note here that it is seen from the table that only two
 people have the impression that the CPA protect big manufacturer and big businessmen in
 Muzaffarnagar.
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 The whole sampled area has been divided in three categories high, medium and low If the value
 is greater than 0114, that area will come under high category, if it vary between 0114 to -0178
 that area will come under medium category and if it is below -0.099 than it will come under
 low category. The map 3.5 shows that three towns, Shamli, Shahpur and Khatauli sampled are in
 high category. Where the people have the interest to enforce their rights through consumer
 courts. Only One town i.e. Muzaffarnagar is in low category where the people are not having any
 kind of interest to enforce their rights if they are cheated by trades or manufactures.
 3.8 CRA& Consumer Dispute Redressal Enforcement
 In India, consumers can seek redressal through judicial and quasi –judicial State organsaition.
 The consumers can also seek redressal through various codes of practices, i.e. the informal
 redressal delivery system. In simple words, the informal mechanism is one that is built –in within
 the business to resolve consumers grievances. However, ignorant on the part of the consumers,
 procedural delays and lack of vigorous implementation make it (by and large) a non-functional
 mechanism.18
 (9) How many times did you obtain any fruitful advice from the consumer helpline/ free toll
 number?
 Lack of information is particularly problematic, once it is realized that telecom services are
 expanding rapidly & include many people who are quite illiterate. A National Consumer
 Helpline project was formally launched on 15-3-2005 on the World Consumer Rights Day, set
 up by Department of Consumer Affairs.
 Table 3.14: Functioning of Consumer Helpline/Toll Free Number
 Functioning of Consumer Helpline/Toll Free Number.
 9. How many times did you obtain any fruitful advice from the Consumer
 Helpline/ Free Toll Number?
 Composite
 Z score
 Sr. No. Town a b c d
 Never Always
 Sometimes
 not always
 It is only
 for name
 1 Muzaffarnagar
 18(36) 4(8) 10(20) 18(36) 0.07728
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 2 Khatoli 15(30) 10(20) 5(10) 20(40) 0.02974
 3 Shamli 14(28) 6(12) 5(10) 25(50) -0.20841
 4 Shahpur 17(34) 6(12) 12(24) 15(30) 0.10139
 Note: The data was drawn from the information contained in the questionnaire.
 Government of India in collaboration with Department of Commerce, University of Delhi
 Consumers can call from anywhere in India to the number 1600-11-4000 from MTNL/BSNL
 lines free of charge and get advice regarding their problem as a consumer. The Helpline has been
 and is functional on all working days from 9:30 am to 5:30 pm. This Helpline was started for the
 aggrieved consumers to seek advice on any consumer related problem. The Department of
 consumer affairs, Government of India has also set up a Consumer Online Research and
 Empowerment (CORE) project in collaboration with the consumer coordination council, New
 Delhi. Consumer can access the website www.core.nic.in to lodge complaints or know the latest
 news in the area of consumer’s protection and welfare.19
 The government has done so much to
 protect the interests of the consumer. Any help or advice be sought by making a call to the toll
 free number regarding the protection of their consumer rights.
 The result of the survey was surprising to the researcher, most of the people in this area did not
 know about any such number or facility some of them had an idea but they had not seek any
 advice. Nevertheless some of them had taken advice from this number. It was revealed in the
 survey that the highest percent people never seek advice from this toll free number. The major
 chunk of the people believed that the number was only for name, it had no practical utility. They
 thought that there is no advice provided from this number. The 10 percent of the people
 responded that they had taken advice sometimes but not always from Khatauli and Shamli
 respectively. The highest 20 percent of the total responded that they always took advice from the
 number in Khatauli. The least 28 percent respondents answered was that they never took any
 advice from any toll free number. The toll free 1600-11-4000 is provided so that if any consumer
 wants to seek any advice regarding the protection of their rights they can take advice from this
 number, in the working hours and working days only. Of course the answer to this question
 reflects that the majority of the people do not know about any such number.
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 Figure 3.9: Functioning of Consumer Helpline/Toll Free Number
 The figure 3.9 highlighted that exactly 34 percent of the respondents never seek the advice from
 the toll free number in Shahpur. The highest 24 percent of the respondent take advice sometime
 not always in Shahpur town. It is also highlighted that 10 percent of the respondent responded
 that the toll free number is only for name in Khatauli & Shamli towns.
 (10) How many times did you appear in the forum for hearing?
 The consumer constitutes the largest unorganized public body in the country and protection of
 their rights is of a vital importance in a welfare state like India. To safeguard the interest of the
 consumer in India the Consumer Protection Act, 1986 was enforced on 24th December 1986.20
 Table 3.15: Appearing to CDRA for redressal
 Appearing to CDRA for redressal.
 10. How many times did you appear in the forum for hearing?
 Composite
 Z score
 Sr. No. Town a b c D
 Never Trouble Once Twice
 1 Muzaffarnagar
 33(66) 6(12) 7(14) 4(8) 0.52364
 36
 30 28
 34
 8
 20
 12 12
 20
 10 10
 24
 36 40
 50
 30
 0
 10
 20
 30
 40
 50
 60
 Never
 Always
 Sometimes not always
 It is only for name

Page 37
                        

Chapter -3
 92
 2 Khatoli 39(78) 4(8) 5(10) 2(4) -0.06460
 3 Shamli 40(80) 5(10) 4(8) 1(2) -0.19380
 4 Shahpur 42(84) 2(4) 6(12) 0(0) -0.26524
 Note: The data was drawn from the information contained in the questionnaire.
 Section 9 of the Act provides for the constitution of various agencies such as consumer dispute
 redressal forum, consumer disputes Redressal commission and National consumer disputes
 Redressal commission under these agencies the institutions established are: District forum, State
 Commission, National Commission.21
 Leaving aside certain specifically exempted commodities
 and goods, this act applies in case of all commodities produced and services generated in the
 private, public and Government sectors. Under this Act to safeguard the interest of consumers
 the consumer protection councils have been constituted at the center and in the states.22
 The table 3.15 presents one of the important findings of the study it is indicated that the 84
 percent of the total respondents had never gone to the consumer court in any way in Shahpur.
 Only 2 percent of the respondents said that they appeared in consumer court in twice in Shamli.
 On the other hand only 14 percent of the total respondent replied that they appeared in consumer
 court only when they were in trouble. None of the total respondents replied that they appeared
 twice or more times in the consumer court in Shahpur. It is an irony that even after two decades
 have passed since the Consumer Protection Act, 1986, only 2 to 18 percent of the people had
 appeared in the consumer court in urban area of Muzaffarnagar in twice. 84 percent of the
 respondent responded that they never appeared before consumer court for the redressal of their
 grievances in Shahpur. It was also surprising that 66 percent of the respondent answered that that
 they never go to consumer court in Muzaffarnagar. Though it is true that consumer’s problems
 are solved by redressal machineries like consumer organization consumer dispute redressal
 forums and other. Thus majority of the urban consumer had good knowledge of consumer
 dispute redressal agencies. But they do not like to involve themselves in any case and therefore it
 can be safely said that they still do not consider it as a right.
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 Figure 3.10: Appearing to CDRA for redressal
 The result reported in Figure 3.10 shows that the highest 84 percent of consumers never went to
 the consumer court when they meet any problem related to consumer protection in Shahpur.
 Only 4 to 12 percent of the total respondent went to the consumer court when they were in
 trouble. Only 10 to.14 percent of the consumer went to consumer court at once.
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 The table 3.16 shows that, all indicators composite Z score values of the six villages, the value of
 all the six villages varies from indicator to another. Column XI of the table 3.16 shows all
 indicators composite Z score mean. The mean also differs from town to town. On the basis of
 this mean the researcher categories, the town in three categories as high, medium and low
 category. It is seen from table 3.16 that the level of consumer awareness is high in Khatauli. It is
 also seen from table that in Shamli medium level of consumer awareness is there. It is also
 revealed from table that in Muzaffarnagar and Shahpur’ people is least aware of their rights
 relating to consumer protection.
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 3.9 CRA: Analysis & Outcome
 Consumers have the social responsibility of exposing the manufacturer/supplier/service provider
 for resorting to illegal trade practices. Unethical noting like “Goods once sold will never be taken
 back” are in sharp contrast to the practice in some of the developed countries, where the sellers
 declare, “In case you are not fully satisfied with our product, you can bring the same to us within
 a month either for replacement or return of your money.” This is the result of consumer
 consciousness. Consumers have evolved to realize the role and importance of their rights.
 3.9.1 Analysis of I & II Indicators
 Out of the four towns only Muzaffarnagar, which is also the headquarter of this district comes
 under high category; Shahpur and Khatauli come under the low category and only Shamli comes
 under the medium category. Most of the respondents in Muzaffarnagar town were educated in
 comparison to the other three towns; the people’s occupation is based on business or service
 sector. But in Shamli, which comes in the medium category and is the second largest towns after
 Muzaffarnagar in this district, mainly people thrive on agriculture based industries, but some are
 also businessmen. The factors responsible for the low category of CRA in Shahpur and Khatauli
 are lack of education, occupation, and the large size of families. Wherever the people are
 educated the CRA is high, as corroborated by the map 2.2. In the two towns which are in low
 category, mostly people are engaged in agriculture and agriculture related activities, but they
 have sufficient purchasing power, apart from this they are not aware of their rights pertaining to
 consumer protection.
 3.9.2 Analysis of V & VI Indicators
 The map 3.3 shows the category of towns as high, medium and low. It shows that out of four
 towns, two come under high category, one is in medium and the other one is in low category.
 When we see the socio- economic profile of the towns, it is found that in the towns Shahpur and
 Khatauli which come under high category and where the people believed that the consumer is
 empowered; the people are not well educated and are not socially forward conscious. The people
 of Shamli town also believed that the consumers are empowered in modern days. But in
 Muzaffarnagar the people did not believe that the consumers are empowered in modern days.
 The people are more literate in Muzaffarnagar and Shamli towns, the size of the families is also
 small in these towns and the occupation is basically business and service based. Education and
 occupation has been found to the main factor which influences the decision of respondents.

Page 43
                        

Chapter -3
 98
 3.9.3 Analysis of VII &VIII Indicators
 Out of the four owns, three Shamli, Shahpur and Khatauli come under high category and only
 Muzaffarnagar is in low category .None is in the medium category. It is surprising that the
 people of Muzffarangar town are well aware of their rights pertaining to consumer protection but
 they are not able to enforce their rights through consumer court. It is found during the survey that
 the people think that if they go to consumer court for the enforcement of these rights they will
 not get justice and it is useless and time consuming process. The reasons behind this is that the
 people think that their decision would not come within the prescribed timeframe due to reluctant
 behavior of consumer court, pending of large number of cases and irresponsible behavior of
 lawyers. The information, education and communication can play a big role to create the
 difference between the aware people and the unaware.
 3.9.4 Limitation
 The sample taken is not large enough to get very accurate result. This was due to pugnacity of
 both time and money. The adequate measures were taken to make the sample quite
 representative. There may be some biasness from the respondents and it is very difficult to elicit
 100% accurate information.
 3.10 Conclusion
 In order to increase consumer rights awareness and encourage consumer education, the
 concerned authority should have enough funds. Therefore, the government is required to be
 liberal in allocation of sufficient funds. A vast majority of the Muzaffarnagar urban consumers
 are poor and illiterate. Therefore in order to protect the rights of the poor and illiterate
 consumers, the need of the hour is to device new methods and procedures for educating and
 guiding such consumers in the urban area of Muzaffarnagar district.
 It would have been a herculean task to mention the absolute values of all the indicators. So the
 researcher has applied the median method to take one value from all the indicators town wise.
 The tables 3.17, 318 and 3.19 show the median percentage values of all indicators town wise.
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 Table: 3.17: High Category of CRA
 S no Town I II III IV V VI VII VIII IX X
 1 Khatauli 27.6 28 34 50.8 36.8 26 28.8 37.6 24 56.8
 Note: The data was drawn from the information contained in the questionnaire.
 The tables highlight the median percentage value of all the indicators .Only one town, Khatauli
 comes under the high category where the CRA is very high, although the people in this town are
 also not very well educated as compared to Muzaffarnagar and Shamli which come under low
 and medium category. The occupations of the people are basically agriculture and agriculture
 related activities, but they are well aware of their rights relating to consumer protection. The SC
 population in Khatauli is also low but the reason is that the people are very brand conscious and
 well aware about the CRA. Illiteracy is not a factor to spread CRA; this is proved by this data but
 the thing which is responsible, is the will or consciousness to know the adulteration and spurious
 services.
 Table: 3.18: Medium Category of CRA
 S no Town I II III IV V VI VII VIII IX X
 1 Shamli 26.4 14.8 22.4 37.2 30.8 28 24 25.6 23.2 58
 Note: The data was drawn from the information contained in the questionnaire.
 The table 3.18 shows the median percentage of all indicators .It comes under medium category
 of CRA. Socio-economic profile of this town shows that the people of this town are more literate
 compared to the city of Muzaffarnagar. The livelihood of this town is mostly based on service
 and business. The size of the family is not large but the people are not much aware about their
 rights regarding consumer protection. It is shown that the education and occupation are not
 creating any difference between awareness and unawareness of their rights. The factor which is
 also responsible here is the consciousness of the people about their rights. The people are literate
 and know something but they are not interested to know their rights pertaining to consumer
 protection.
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 Table: 3.19: Low Category of CRA
 S no Town I II III IV V VI VII VIII IX X
 1 Shahpur 27.6 33.6 26.4 49.6 47.2 27.6 38.4 34.8 27.6 79.2
 2 Muzaffarnagar 34 24 23.2 77.2 26.8 26.8 34 44.4 24.4 49.6
 Note: The data was drawn from the information contained in the questionnaire.
 The table 3.17 shows the median percentage of all indicators .It comes under medium category
 of CRA. Socio-economic profile of this town shows that the people of this town are more
 literate compared to the city of Muzaffarnagar. The livelihood of this town is mostly based on
 service and business. The size of the family is not large but the people are not adequately aware
 about their rights regarding to consumer protection. It is shows that the education and occupation
 are not creating any difference between awareness and unawareness of their rights. The factor
 which is also responsible here is the consciousness of the people about their rights. The people
 are literate and know something but they are not interested to know their rights pertaining to
 consumer protection.
 Two towns Shahpur and Muzaffarnagar come under low category CRA. The census data of both
 the towns show that in Muzaffarnagar the people are more literate while in Shahpur they are not
 as much literate as compared to Muzaffarnagar, but both are in low category where the CRA is
 low as compared to the above mentioned towns. The factor which is responsible for the low
 awareness is that the people of these towns are not curious to know their rights. Some of them
 know it but they are not interested to enforce it through consumer court. Whether literate or
 illiterate everyone believed they will not be able to enforce it through redressal agencies and the
 litigation is both time and money consuming. It is desirable for the government to encourage
 consumer organizations and other interest groups including the media to undertake education and
 information programs, particularly the information programs, especially for the poor consumer
 groups. Merely conferring rights upon the consumers will not serve the purpose unless these
 rights are enforced in their true letter and spirit.
 While consumerism is sweeping across major parts of the worlds, the movement is quite weak in
 India. Particularly, sale of cheap substandard products and products without bills to evade tax led
 to vast gray and black market in respect of large number of products which serve as an excellent
 ground for the sale of spurious or counterfeit products with unknown risk levels. These factors
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 highlighted the need that the consumer rights awareness is to be created. The government must
 take concrete steps in increasing consumer rights awareness, encouraging consumer education,
 training and research and provide proper infrastructural facilities to the consumer courts. The
 modern society can survive properly if the various groups play this part for the promotion and
 protection of rights and interest of the consumers.
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 Table 3.16: Composite Z Score of all Indicators
 S. No
 Town Indicator I
 Indicator II
 Indicator III
 Indicator IV
 Indicator V
 Indicator VI
 Indicator VII
 Indicator VIII
 Indicator IX
 Indicator X
 XI
 1
 Muzaffarnagar 0.00444 0.1754 0.0431 -0.2664 -0.3065 0.10698 -0.0620 -0.4944 0.07728 0.52364 -0.01985
 2
 Khtoli 0.01055 -0.0775 -0.0765 0.1727 0.1669 0.10150 0.1059 0.0583 0.02974 -0.06460 0.042699
 3
 Shamli 0.08633 -0.0881 0.0676 0.2209 -0.0433 -0.09357 -0.0193 0.1827 -0.20841 -0.19380 -0.0089
 4
 Shahpur -0.10132 -0.0097 -0.0342 -0.1272 0.1829 -0.11490 -0.0246 0.2533 0.10139 -0.26524 -0.01396
 I=Sources of information II=Role of Government III=Consciousness of quality/Brand IV=Awareness about adulteration V =Consumer education VI=Consumer empowerment VII= Time limit prescribe by CPA VIII=Object of CPA=IX=Functioning of consumer helpline/tool free number
 X= Appearing to CDRA for redressal Xi= Composite Standard score index
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 Map 3.4: Enforcement of Consumer Rights
 Source: Based on Field Survey, 2009-10
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 Map 3.5: Consumer Rights Awareness in Urban areas
 Source: Based on Field Survey, 2009-10
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 Map 3.3: Consumer Empowerment
 Source: Based on Field Survey, 2009-10
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 Map 3.2: General Consumer Awareness
 Source: Based on Field Survey, 2009-10
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 Figure 3.11: High Category of CRA
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 Figure 3.12: Medium Category of CRA
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 Figure 3.13: LowCategory of CRA
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