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Abstract

This study was designed to assess the awareness of rural consumers regarding the
legal provisions of consumer interest. Multistage random sampling technique was
employed to collect the data from rural consumers residing in the four villages of
Jaswant Nagar block of Etawah District, Uttar Pradesh. Data had been collected
from 132 respondents through self- constructed questionnaire. The questionnaire
was comprised of 41 questions about consumer rights and responsibilities,
Quality assurance Marks, Information displayed on the products, Guarantee
& Warranty, Consumer Protection Act 1986 and means of Redressal on rural
infrastructure level. To analyze the awareness of rural consumers; the statistical
techniques of Mean, Standard Deviation and student t-test had been used.
Results indicate that the level of consumer awareness is limited in rural people. In
today’s changing market scenario, it is necessary to protect the rural consumers
by educating about their rights and empowering them to make decisions based on
information about the goods and services. Therefore, awareness has to be created
among rural consumers to protect them from exploitations and unfair trade
practices as well as to educate them about legal provisions which are available to
protect their consumer interest.

Keywords: Rural Consumer, Consumer Protection Act 1986, Redressal,
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Introduction

In the present civilized world, all living being are potential consumer
of goods and services either they produced or bought in exchange
of money, work and other goods. Consumer is a backbone of national
economy. By focusing on the importance of consumer in society,
Mahatma Gandhi, (1890) said “A customer is the most important
visitor of our premises. He is not dependent on us - we are dependent
on him. He is not an interruption on our work - he is the purpose of
it. He is not an outsider on our business - he is a part of it. We are not
doing him a favor by serving him - He is doing us a favor by giving
us an opportunity to do so”. Whereas inreality, the rural consumers
generally depends on weekly markets to purchase essential things
and are often cheated due to lack of choices in purchasing options.
The heterogeneity of rural consumers aggravates their exploitation
by the manufacturers and the traders present in the rural markets.
Consequently, rural consumers are cheated by the businessmen as they
sell products by weighing the products on faulty scales, adulteration,
fake brands, spurious products, fake warranties and guarantees,
unreasonable pricing and lack of varieties. In addition, media also play
a crucial role in misleading them by advertising about only the pros of
the products. Thus, the rural people are facing a number of problems
from the initial stage of their life. According to Khurana and Khurana
(2012),an average Indian consumer is poor, illiterate, ignorant, passive,
unaware, unorganized and sometimes helpless. The consumers are
powerless and feeble due to lack of knowledge, alertness and another
reason is lack of unity as compared to the manufacturers and sellers.
Gandhi, (1926) said that India’s way isnot Europe’s. India isnot Calcutta
and Bombay. India lives in her seven hundred thousand villages which
have a higher population rate and lower literacy rate. Literacy level is
one of the major hurdles in rural region. In India, there are 6, 38,365
villages. As per the 2011 Census, 83.3 crore out of the 121 crore Indians
are living in rural areas. According to (Kumar & Sakthiventham, 2012)
India is one of the biggest rural consumers market in the world. Thus,
the development of India depends on the development of villages.

Consumer awareness acts as a key role in decision making and
providing benefits to society by promoting customer satisfaction,
increasing economic stability and creating reasonable expectations.
The benefits of consumer awareness of an individual include
enhanced critical thinking, improved life skills and increased self-
confidence. Therefore creation of consumer awareness is a big task in
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our vast country due to such barriers. According to Khamesra, (1980)
Indian consumer needs to be educated about his rights, but effective
enforcement by legislation and a sustained drive to educate the people
are also necessary. There is a great need to become enough aware about
their needs and up gradation of their standards of living. In the rising
scenario it is necessary to provide knowledge about the consumer
awareness among rural consumers so that they become capable to
make decision and educate them properly about the information of
goods and services. The present research is carried out with the aim
to ascertain the awareness regarding legal provisions of consumer
interest.

Objectives

1. To analyze the awareness of rural consumers towards consumer
rights and responsibilities.

2. To assess the awareness of rural consumers towards quality
assurance marks.

3. To study the awareness of rural consumers regarding the
information displayed on the products.

4. To assess the awareness of rural consumers towards the guarantee
and warranty.

5. To study the awareness regarding Consumer Protection Act-1986
among rural consumers.

6. To explore the awareness of rural consumers regarding the
consumer redressal system on rural infrastructure level.

7. To impart education among selected subjects to improve their
knowledge regarding the legal provisions available to protect the
Consumer Interest.

Methodology

The study was mainly based on primary data. The primary data had
been collected from both male and female consumers who belong to
rural Etawah of Uttar Pradesh. In addition to primary data, secondary
data had also been used from various journals, magazines, books,
electronic sources and other publications.

Sample

The sample consists of total 132 rural consumers who belong to Etawah
District (Table 1). Etawah District comprises of total eight blocks.
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Out of them, one block namely ‘Jaswant Nagar’ block was randomly
selected by the investigator. After the selection of block, four villages
namely Kaist, Kursena, Niloi and Sishat were randomly selected out
of the fifty five villages of ‘Jaswant Nagar’ block (Table 2). Therefore,
survey method and multistage random sampling technique was used
for the data collection. The selection of subjects was primarily made
out of the villagers collected at chaupal, since in villages usually people
do not reside in systematically laid out colonies with proper house
number therefore the researcher had planned to reach the subjects in
the villages in their common meeting which is usually called chaupal.

Table 1: Total number of blocks in Etawah District

1. Badapura 2. Basrehar 3. Bharthana 4. Chakkar Nagar
5. Jaswant Nagar 6. Mahewa 7. Saifai 8. Takha

Source: BrandBharat.Com
Table 2: List of selected Villages and Rural subjects

S. No. Selected wvillages of Jaswant Nagar Number of subjects responded
1. Kaist 33
2. Kursena 34
3. Niloi 32
4. Sishat 33
Total 4 132
Source: Primary Data
Tool

Self-constructed questionnaire was used to collect the data. The
questionnaire was drafted in Hindilanguage and contained 41 questions
on consumer awareness. A three point rating scale was used with the
options Yes, No Idea and No, the weighted scores 3, 2, 1 were assigned
respectively. The negative items in questionnaire marked by *" were
scored 1, 2 and 3. In the questionnaire, every question was to be replied
by ticking any one option out of three options. After the collection of
data, the collected data were coded, tabulated and analyzed by using
such statistical techniques; Percentage, Mean, Standard Deviation and
student t-test.

Profile of the Rural Respondents

The subjects falling in the age range of up to 40 years of age were
71.97%, those falling in more than 40 years age group were 28.03%.
Out of the total sample of 132 adults, 52.27% were males and 47.73%
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Table 3: Demographic classification of Rural respondents

S. No. Background Factors Division Number  Percentage
1 Age Up To 40 Yrs. 95 71.97
Above 40 Yrs. 37 28.03
2 Gender Male 69 52.27
Female 63 47.73
3 Education Upto Intermediate 60 45.45
Above Intermediate 72 54.55
5 Annual Income Up To 2 Lacks 96 72.72
Above 2 Lacks 36 27.27

Source: Primary Data

were females. The educational statuses of 54.55% population were up
to intermediate, 45.45% were above intermediate. Table shows that out
of 132 respondents the annual incomes of 72.72% peoples were up to
2 lacks and annual income of 27.27% population were above 2 lacks
(Table 3).

Procedure of Education Session

Step 1: Researcher interacted with consumers and established rapport
with people in the selected villages of Jaswant Nagar, Etawah.

Step 2: Basic information required in the background factors regarding
the respondents was collected and 132 questionnaires were got filled
in 4 villages.

Step 3: After collection of data or information, researcher invited the
selected subjects to participate in the intervention program to improve
their knowledge on consumer protection issues.

Step 4: Intervention was done in the two villages namely Sishat and
Kaist.

Step 5: Education given through intervention program was imparted
through lecture, and power point presentation. Total number of
slides in power point presentation were 66, which include the general
knowledge regarding consumer education and welfare as well as
the factors those are responsible to protect the consumer interest i.e.
consumer rights and duties, quality assurance marks, information
displayed on products, guarantee and warranty, Consumer Protection
Act-1986 and methods of getting redressal on rural infrastructure; this
session lasted around 1 hour.
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Step 6: After educating the selected subjects, the feedback questionnaires
were got filled from the subjects underwent the education program.

Step 7: Feedback questionnaire were tabulated and analyzed for

statistical analysis.
Total Sample
30

Village A Village B
Sishat Kaist

(15 Members) (15 Members)

Duratuion Diratnian)
1 Hour e

Figure 1: Flow chart showing details of Education Session

Results and Discussion
On the basis of objectives, analyses of the data were described:

Consumer Awareness and Age

Table 4: Mean, Standard Deviation and student t-test of Lower and Higher age
respondents on the awareness regarding legal provisions of Consumer Interest

S.No. Components Age Mean S.D t-value Sig.

1. Rights & Up-to 40 yrs. 14.69 440 1.379 >0.05
Responsibilities Above40yrs. 1349 483

2. Quality Assurance Up-to 40 yrs. 13.89 412 0.634 >0.05
Marks Above40yrs. 1341  3.59

3.  Information Displayed Up-to 40 yrs. 21.63 319 0495 >0.05
On Product Above 40 yrs. 21.32 3.24

4. Guarantee & Warranty Up-to 40 yrs. 14.92 432 1958 >0.05
Above 40 yrs. 13.38 3.25

5. Consumer Protection ~ Up-to 40 yrs. 11.62 225 1209 >0.05
Act Above40yrs. 1111 2.09

6.  Consumer Forum Up-to 40 yrs. 12.36 391 1282 >0.05
Above 40 yrs. 11.43 3.21

Source: Primary Data
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The data of table 4, explored that the rural respondents of lower age
group had shown higher mean score 14.69, 13.89, 21.63, 14.92, 11.62
and 12.36 against the mean value 13.49, 13.41, 21.32, 13.38, 11.11 and
11.43 respectively for the awareness regarding consumer rights&
responsibilities, quality assurance marks, information displayed on
the products, guarantee & warranty, Consumer Protection Act 1986
and consumer forum. The obtained value was statistically insignificant
in all the components of awareness. It may be due to the reason that
the respondents of lower age shown more inclination towards higher
consumption of modern goods & services and also more awake
towards the factors those are responsible for general consumer interest.
On the other hand, people of higher age are less conscious to get new
and current facts related to consumer education and general factors
that affect the people in day to day life.

Consumer Awareness and Gender

Table 5: Mean, Standard Deviation and student t-test of Male and Female
respondents on the awareness regarding legal provisions of Consumer Interest

S.No. Components Sex Mean S.D  t-value Sig.

1. Rights & Responsibilities Male 15.07  4.80 1.919 <0.05
Female 13.57 412

2. Quality Assurance Marks Male 15.07 3.53 4225  <0.01
Female 1232 3.96

3. Information Displayed On  Male 22.09 3.10 2.063 <0.05
Product Female 2095 3.22

4. Guarantee & Warranty Male 15.65 4.01 3575  <0.01
Female 13.21 3.84

5. Consumer Protection Act Male 11.77 216 2.900 <0.01
Female 10.68 214

6. Consumer Forum Male 12.77 413 2.185 <0.05
Female 1137 3.12

Source: Primary Data

According to the table 5, the awareness of rural male respondents
had shown significantly higher mean score 15.07, 15.07, 22.32, 15.65,
11.77 and 12.77 against the mean score 13.57, 12.32, 20.95, 13.21, 10.68
and 11.37 respectively as compared to the rural female respondents
regarding all the components of awareness. It may be due to the reason
that male respondents deal and exposed more to legal situations and
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aspect of things as compared to female respondents in the rural area.
It is generally seen that male members in every family attend more
to the legal and financial matters. Males have higher involvement in
obtaining current information on the rules and way to reduce consumer
problem by the government and usually higher level of interaction
with outsiders, therefore they are found more informed and aware on
the matters relating to consumer redressal.

Educational Level and Consumer Awareness

Table 6: Mean, Standard Deviation and student t-test of Up to Intermediate and
Above Intermediate respondents on the awareness regarding legal provisions of
Consumer Interest

S.No. Components Education Mean S.D  t-value Sig.

1. Rights & Responsibilities ~ Up to Intermediate  12.42 4.03 4.857 <0.01
Above Intermediate 15.97 4.31

2. Quality Assurance Marks Up to Intermediate 12.00 3.72 5.052 <0.01
Above Intermediate 15.22 3.58

3. Information Displayed On Up to Intermediate 20.73 3.24 2.731 <0.01
Product Above Intermediate 2222 3.02

4. Guarantee & Warranty Up to Intermediate  12.62 3.85 5.241 <0.01
Above Intermediate 16.04 3.64

5. Consumer Protection Act Up to Intermediate 1098 224 1.270 >0.05
Above Intermediate 11.47 2.18

6. Consumer Forum Up to Intermediate  10.53 3.38 3.882 <0.01
Above Intermediate 13.06 3.97

Source: Primary Data

The awareness of above intermediate respondents (Table 6) regarding
consumer rights and responsibilities, quality assurance marks,
information displayed on the products, guarantee and warranty,
Consumer Protection Act 1986 and consumer forum had shown
significantly higher mean value 15.97, 15.22, 22.22, 16.04, 11.47 and
13.06 against the mean value 12.42, 12.00, 20.73, 12.62, 10.98 and
10.53 respectively as compared to up to intermediate respondents. It
is due to the reason that educated people are capable to understand
and enlightened towards different consumer rights and the means
to enforce them legally as compared to the people who are relatively
less educated.
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Income Level and Consumer Awareness:

Table 7: Mean, Standard Deviation and student t-test regarding the awareness
regarding legal provisions of Consumer Interest according to Annual Income

S.No. Components Annual Income  Mean  S.D  t-value  Sig.

1. Rights & Responsibilities Below 2 lakhs.  14.15 445 5.201 <0.01
Above 2 lakhs  18.67 4.41

2. Quality Assurance Marks  Below 21lakhs. 13.94 3.77 5.892 <0.01
Above 2 lakhs  18.00 2.76

3. Information Displayed On Below 2lakhs. 21.33 287 0579 >0.05
Product Above2lakhs  21.75 520

4. Guarantee & Warranty Below 2 lakhs.  14.61 3.78 5418 <0.01
Above 2 lakhs 1833  2.66

5.  Consumer Protection Act  Below 2 lakhs. 11.14 2.15 5415 <0.01
Above 2 lakhs 1350 243

6.  Consumer Forum Below 2 lakhs. 12.00 3.70 2.882 <0.01
Above 2 lakhs  14.17 4.22

Source: Primary Data

Analysis of table 7 depicted on the basis of annual income, the mean
scores of respondents of above 2 lakhs were shown significantly higher
18.67, 18.00, 21.75, 18.33, 13.50 and 14.17 against the mean value 14.15,
13.94, 21.33, 14.61, 11.14 and 12.00respectively as compared to their
counter parts for all the components of consumer protection. This
may be due to the reason that the people who are in higher income
group have higher chances to deal in financial transactions than lower
income group, therefore they got higher knowledge and chances
to think or discuss about the matters related to safety, security and
their protection issues because they may be having more chances to
be cheated and exploited as consumer as compared to the subjects of
lower income group.

Effect of Education Session

The table 8 shows the mean, Standard Deviation and t-value of
the pre education session and post education session under all
the components of Consumer awareness. The mean score of post
education session was significantly higher with the mean score 17.11,
20.93, 21.26, 19.74, 17.41 and 16.44 against the mean14.04, 13.74,
20.37, 14.00, 11.22 and 10.63 respectively for the consumer rights and
responsibilities, quality assurance marks, information displayed on the
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Table 8: Mean,Standard Deviation and student t-test of Pre and
Post Education Session among selected rural respondents
regarding legal provisions of consumer interest.

S.No. Components Eg:;;ffzn Mean  S.D  t-value  Sig.

1.  Rights & Responsibilities Pre 14.04 374 3264 <0.01
Post 17.11  3.16

2. Quality Assurance Marks Pre 1374 336 6813 <0.01
Post 20.93 4.33

3. Information Displayed On Pre 20.37  3.81 1.141  >0.05
Product Post 2126 404

4. Guarantee & Warranty Pre 14.00 193 5371 <0.01
Post 19.74  3.45

5. Consumer Protection Act Pre 1122 193 8138 <0.01
Post 1741 345

6. Consumer Forum Pre 10.63 437 4878 <0.01
Post 16.44 4.39

Source: Primary Data

products, guarantee and warranty, Consumer Protection Act 1986 and
Consumer forum as compared to pre education session. Results clearly
inferred that awareness of participated respondents had significantly
increased under all the components of consumer interest through the
intervention session.

Conclusion

Safety of consumer interest has become a matter of serious concern
for the government as well as public bodies. This paper found that
awareness of lower age respondents were more regarding all the
components of consumer rights, responsibilities, quality assurance
marks, information displayed on the products, guarantee and warranty,
Consumer Protection Act 1986 and means of redressal available to
protect consumer interest as compared to higher age respondents.
It is also revealed that male respondents were more informed rather
than female respondents. Result also indicates that above intermediate
respondents were more aware about all the legal provisions that are
available to consumers as compared to their counterparts. It has been
also found that higher income respondents were more aware about the
all the components of consumer interest as compared to lower income
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respondents. This research was also found that the awareness of
rural respondents who have participated in post intervention session
has significantly increased regarding all the components consumer
awareness. Furthermore, it is seen that legal and advisory framework
and consumer redressal system are working in our country to protect
consumer and promote consumer well-being. But it is usually seem that
these systems work more effective in urban area as compared to rural
areas where there strength is found to be liquidated to some extent.
Hence, there is a great need to educate the rural consumers about their
rights, responsibilities and the legal provisions that are available to
protect the consumers to raise their voice against exploitation.
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