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 I am delighted to wish the organizers for the National Seminar on ‘Consumer 

Inclusion and Justice – A Paradigm Shift in  Digital Era’ organized by the PG & Research 

Department of Corporate Secretaryship. The topic chosen is timely as consumers of 

today are in the era of digitalization which has brought remarkable changes in their 

lifestyle. I am confident that the special issue of international journal of Commerce 

containing the articles of eminent personalities from the various institutions would 

bring out new ideas on consumer related issues. I appreciate the organizing secretaries                 

Dr.S.Sahul Hameed  & Dr.S.Gayathri and the staff members of PG & Research 

Department of Corporate Secretaryship   for their tireless work in   bringing out this 

journal resourcefully in the golden jubilee year of the College. All the very best. 

 

 





 

 

EDITORIAL DESK 

 
 The National Conference on “Consumer Inclusion and Justice- A Paradigm Shift in 

the Digital Era “ is an attempt to educate the Students, Research Scholars and 

Academicians from various platforms about the legal provisions of Consumer 

Protection Act 1986 and the latest Consumer Protection Bill presented in the 

Parliament in January 2018.  The articles presented by authors of various colleges and 

universities have been edited with due care suitable to this journal. Each article 

forming part of this special issue of “International Journal of Commerce” is unique of its 

kind. Articles on various topics relating to Legal Aspects of Consumer Protection, E-

commerce, Online Business, Consumer Protection in Food Industry, Business Ethics 

and Consumer Protection, Responsible Business Practices, Real Estate (Development 

and Regulation) Act 2016, Tourism Consumer Perceptions of Marketing of Food 

Services, GST, Impact of Social Media Advertisement etc. are there in this Journal which 

would give adequate knowledge to the readers and researchers. With due gratitude to 

the Department of Civil Supplies and Consumer Affairs, Government of Puducherry, 

who is the co-sponsor of this National Seminar, the Principal of Bharathidasan 

Government College for Women,  our dear colleagues who have been motivating  us in 

all our initiatives, energetic students and our family members we are releasing this 

Special Issue of International Journal of Commerce.      
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Abstract 
 The Real Estate (Regulation and Development) Act (RERA) 2016 is expected to regulate the largely unregulated real 
estate sector involving over 76,000 companies. The Act which came into force on 1st May 2017 will bring on a common 
platform buyers, sellers and intermediaries engaged in the sector. It brings the entire real estate sector within a regulatory 
environment, defining the liabilities and liberties of a developer and providing an effective grievance redressal mechanism 
to the buyer. The Act is an attempt to clean up the real estate sector ushering in transparency, accountability and fair play 
among stakeholders.  
Keywords: Real Estate, Projects, Developers, Agents, Buyers etc. 
 
Introduction 

 Real Estate is the most crucial sector for any economy since it is a labour intensive sector and is 

the second largest employer after agriculture in India. The sector comprises of four sub-sectors: 

residential housing retail, hospitality and commercial. While housing contributes to 5-6% of the 

country‘s G.D.P., the remaining three are also growing at a good pace. As per Indian Brand Equity 

Foundation India‘s real estate market is expected to reach US $ 180 billion by 2020 from U.S.$ 93.8 

billion in 2017. 

 
Need for Corrective Regulation 

 Emergence of nuclear families, rapid urbanization and rising household income are likely to 

remain the key drivers for growth in all spheres of real estate including residential commercial and 

retail. The malafide practices gripping the real estate sector which cry for solution in view of the 

acute housing shortage owing to burgeoning population are: excessive & differential pricing, 

absence of structured grievance redressal mechanism, delay in completion of the project and 

deceptive practices by developers etc. Added to these, the real estate sector has been in a slump over 

the past few years and the recent demonetization further dealt a blow. Given this backdrop, the 

RERA is expected to streamline the otherwise fragmented and largely disorganized industry having 

thousand of big and small developers. 

 
Highlights of RERA 

For New Projects 

 Builders have to deposit 10% of the funds collected from buyers in a separate bank account. 

For Ongoing Projects 

 Deposit 70 % of unused funds in a separate bank account. 

All Developers/Agents 

 Have to register themselves/Projects. 

 

 

REAL ESTATE (REGULATION & DEVELOPMENT) ACT 2016-  

THE GAME CHANGING LEGISLATION THAT LARGELY  

ADDRESSES CONSUMER INTERESTS 
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All Projects 

 With plot size of minimum 500 Sq.mt (or) 8 apartments are to be registered under the RERA.  

In case of Delays 

 Developers /Buyers have to pay same penal interest of SBI‘S marginal cost of lending rate plus 

2 %. 

For Structural Defects 

 Liability of developers for five years 

Violation of orders of Appellate Tribunals/ Regulatory Authorities: 

 For Developers: Up to 3 year jail 

 For brokers/agents: Up to 1 year jail. 

 
Implications of RERA 

 The Act has been described by the Centre as an attempt at cleaning up the real estate sector, 

ushering in transparency, accountability and fair play among stakeholders. Until recently, 

investment in a house, often with one‘s life‘s savings, came around post retirement. It was almost 

always a leap of faith, more so if the developer happened to be a non-governmental player. The 

scenario has changed substantially over the last few decades with a younger age profile of a house 

buyer. The RERA will empower the consumers while boosting the credibility of developers. It is 

widely felt that the Act will shift the housing demand at least in the immediate term towards the 

organized players, better equipped as they are to fulfill various stipulations. Most such players have 

welcomed the Act, saying that it will bridge the trust deficit. 

 
Benefits to Customers 

1. The RERA will help the buyers in taking informed decisions as they will have access to track 

record of developers and project and timely update of project information. The buyer‘s rights 

are protected since the RERA registered projects may not run into legal hurdles and 

compensation is given in cases of delayed possession. If there are any defects in construction, 

they have to be rectified free of cost. 

2. The RERA ensures that the developers by themselves cannot make unilateral changes in plans 

and a penalty of 5% of project cost is levied for non-compliance in this regard. 

3. The developers cannot siphon off the funds as they like. 

4. In case of delay by the developer, the Act has provided for refund of money if the buyer opts 

out. 

5. Punitive measures will be initiated on developers for not honouring the commitments. 

6. The buyers will have the benefits of uniform pricing as sale of buildings will be on the basis of 

carpet area instead of super built-up area. 

 
Implementation of Act 

 The Government of India, Ministry of Housing and Urban Poverty Alleviation notified 69 out of 

the 92 sections in total, which set the ball rolling for states to formulate, within six months, rules and 

regulations as statutory mandated. RERA is a model Act and each state will need to notify its own 

Act separately as land is a concurrent subject. Many states are yet to do. Till then, in most states, 
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promoters will be regulated by the ―Promoters Registration Act‖ which mandates registration by 

promoters. However, there is little scope of consumer protection here. Every state will have to notify 

the Act, set up a regulator and launch an awareness campaign to empower the consumer. 

 
Conclusion 

 The enactment of RERA is a historic step. Things are set to get tougher in future for the 

unscrupulous profit-makers in the real estate sector. The implementation RERA is far from 

satisfactory. Out of 29 states only 15 states have notified the state rules under the Act, while all the 7 

union territories have notified by 31st July 2017 deadline. The implementation of RERA is a case of 

conflicting interests. The Central Government is keen on reforming and cleaning up the real estate 

industry. However, for businesses RERA is seen as a hindrance. 

 For long, the real estate industry enjoyed self regulation, now they have realized that there is no 

other way, so they have accepted RERA but are trying to lobby with the State Governments to dilute 

provisions. Hopefully the consumers will pressurize the State Governments to hasten the 

implementation and ensure speedy delivery. 
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Abstract 
 Earning at the cost of public welfare or health is like sowing poor quality seeds which would not give sustainable, 
appreciable result for the long term. This fact is neither realized nor taken seriously by majority of the business concerns. 
That is the reason why, even corporate social responsibility is expressed in terms of philanthropy rather than Sustainable 
business practices. If the business houses are just and equitable in handling the customers, there would not arise the need 
for legal remedies. It is the makers and sellers of products and sellers who should bother about the rights of consumers in 
order to have loyal, sustainable customers in the long run and ethical business climate. Whatever be the mode of sale, the 
ultimate responsibility of a business is fairness in dealing with consumers, who are the key stakeholders in deciding the 
heavenly atmosphere of a business.  
Keywords: sustainable customers, ethical business climate, stakeholders  
 
Introduction 

 Ultimate happiness rests in the goodness of what is being reaped from that is being sown. Why 

can‘t it be sowing the right, so that the result may guarantee the best? Any business which goes 

extremely in the dimension of maximization of wealth would definitely satisfy the first and 

foremost need of the shareholder ie. Return on investment. But at the same time, the role of 

companies towards the public or consumers in specific, if seen, it may show us the irresponsible 

attitude of such companies. Earning at the cost of public welfare or health is like sowing poor 

quality seeds which would not give sustainable, appreciable result for the long term. This fact is 

neither realized nor taken seriously by majority of the business concerns. That is the reason why, 

even corporate social responsibility is expressed in terms of philanthropy rather than Sustainable 

business practices. Even the Rio-de-Janeiro conference outcome exhibits the guidance regarding 

responsibility of the Government, business and individuals in contributing for sustainable 

development having in concerns the social, economical and environmental aspects. Doing business 

by adopting the principles of fairness, trustworthiness, transparency and accountability would 

satisfy all the stakeholders including the consumers who are submerged in public. This article 

concentrates on how can the companies understand and fulfill the interests of the consumers who 

are the most important stakeholder as the business keeps going with their patronage only.  

 
Purpose of the Study 

The major aspects that are going to be highlighted in this article are 

1. Consumer Interests as per Organization for Economic Cooperation and Development (OECD) 

guidelines 

 

RESPONSIBLE BUSINESS PRACTICES TOWARDS  

CONSUMER PROTECTION 
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2.  Consumer Rights and Business Ethics with a case study.  

3. UNCTAD guidelines for consumer protection 

4. Tips for keeping consumers in comfort zone 

 
Consumer Interests According to OECD Guidelines  

 In the words of OECD, while dealing with consumers, enterprises should always act in 

accordance with fair business, marketing and advertising practices and must take all reasonable 

steps to ensure the safety and quality of the goods or services provided. In particular, they should:  

 Ensure that the goods or services provided meet all agreed or legally required standards for 

consumer health and safety, including health warnings and product safety and information 

labels 

 As appropriate to the goods or services, provide accurate and clear information regarding their 

content, safe use, maintenance, storage and disposal sufficient to enable consumers to make 

informed decisions 

 Provide transparent and effective procedures that address consumer complaints and contribute 

to fair and timely resolution of consumer disputes without undue cost or burden 

 Not make representations or omissions, nor engage in any other practices, that are deceptive, 

misleading, fraudulent, or unfair 

 Respect consumer privacy and provide protection for personal data 

 Co-operate fully and in a transparent manner with public authorities in the prevention or 

removal of serious threats to public health and safety deriving from the consumption or use 

their products. 

 
Consumer Rights and Business Ethics 

 Among the various rights of consumers provided under the Consumer Protection Act, 

educating consumers regarding how indispensible they are for any business is very important. If a 

business is said to be ethical, then it presupposes that the proprietors or administrators are keen in 

creating awareness among the consumers of their market segment about their significance rather 

than about the other aspects of Consumer Protection Act or rights. This can be done by certain 

gestures like a) getting feedback from the customers about the match of quality and price of the 

products b) making available the product at reasonable price c) treating the consumers in a 

dignified manner. The next important right is ‗Right to choose‘, which implies that the consumer 

has got the right to choose the products of best quality at competitive price. How many of the 

consumers know that they can bargain on Maximum Retail Price? It is not fixed by the Government, 

so can very well be bargained until the consumer feels that it is reasonable and actual. While 

deciding this, the next right automatically comes into the forefront which is ‗ Right to information‘.  

 A quick SWOT analysis is done by the consumer while deciding about the purchase or usage of 

a product or service. Only after knowing the best side of the product or service, he or she will be 

deciding whether the price quoted is reasonable or not. While doing the SWOT analysis, the most 

important threat factor perceived by the consumer would be ‗Safety‘. Every consumer has the right 

to be protected against marketing of goods and services which are hazardous to life and property. 

This factor is very important to be considered for healthcare products, food items and medicines. 
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Products like Cigarettes and Liquors have statutory warning; beyond that people prefer to buy them 

and that is their personal choice. But some of the beauty products, instant food items and medicines 

are equally dangerous which fact is not expressed in clear terms on the label.  

 If the consumer feels dissatisfied in experiencing any of these rights, there comes his call for 

‗Right to be Heard‘ and ‗Right to be redressed of his grievances‘. An apt outlet for expression of 

consumer grievances is essential for bringing out the real complaint, which if hidden may pervade 

throughout the system. The huge cry of today for avoiding instant food products and going for 

organic products is because of failure of recognizing the complaints of many in the past. If 

complaint is filed, it should be handled in such a way that the affected consumer is rightly 

compensated for the impact of unfair trade practices.  

 If the business houses are just and equitable in handling the customers, there would not arise 

the need for legal remedies. It is the makers and sellers of products and sellers who should bother 

about the rights of consumers in order to have loyal, sustainable customers in the long run and 

ethical business climate.  

 
Case Study 

 Outline: Failure of JOHNSON & JOHNSON (J&J) in informing the consumers about the safety 

aspect of usage of the product and the law suit in this regard which ended up with punitive 

damages.  

 Facts of the case: J&J, a multinational company of health care and baby care products had been 

given punitive damage against two cases in the year 2017 for selling carcinogenic talcum powder. 

Actually, talcum powder had been linked with ovarian cancer if used for feminine hygiene, which 

fact was not mentioned in the label by J&J. Failure to inform the necessary facts to the consumers 

made the company face nearly around 1200 suits. A 62 year-old woman Jackie Fox who was using 

the talc for nearly 50 years died in October 2015 due to Ovarian cancer. Her son, who pursued the 

lawsuit, got $72 million from the company as per the verdict of the Missouri Judge. Another woman 

Echeverria who used it for 41 years also got diagnosed with ovarian cancer and she was awarded 

$417mn based on the verdict of Los Angeles County Superior Court Judge. Both of them used the 

J&J talcum powder for feminine hygiene as it was not informed by the company that usage of 

talcum powder consistently for years together would cause this kind of carcinogenic impact.  

 Talcum powder is actually a mineral which is mined from the kind of soil which is rich in 

magnesium, silicon, oxygen and hydrogen. Talcum is mainly added in beauty care products and in 

cosmetics as it may absorb moisture on the skin. But its application on the body for personal 

hygiene continuously may cause carcinogenic health disorder. The J&J Company was opposed by 

health and consumer groups for having harmful ingredients in their baby product. Nearly after 

three years of petitions, negative publicity and a threat for boycot, the company agreed in 2012 to 

eliminate the ingredients such as dioxene and formaldehyde, which are said to be containing 

properties dangerous to health. Hence, it is clear how effectively the companies should fulfill their 

responsibilities towards consumers by disclosing the relevant information about the products. 
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A Brief Outline on UNCTAD Guidelines  

 In December 2015, the updated and revised form of United Nations Guidelines for Consumer 

Protection (UNGCP) had been adopted at the General Assembly of the United Nations. The United 

Nations Conference on Trade and Development (UNCTAD) strengthened and updated the UNGCP. 

An Intergovernmental Group of Experts (IGE) on Consumer Protection Law and Policy met in 

Geneva for the first time after the launch of the UNGCP. Among the member countries India was 

also there. Representatives from the member countries in the designation of Ministers of Consumer 

Affairs or Commissioners for Consumer Affairs and delegates from Civil Society Organizations or 

Nongovernmental Organizations took part in the meeting.  

 The updated guidelines and principles of UNGCP included some new aspects such as Good 

Business Practices Principles, National Policies, Electronic Commerce, Financial Services, and 

Specific Areas such as Energy, Public Utilities, Tourism, Dispute Resolution and Redress. It has been 

stressed in the guidelines the significance of access to basic goods and services, knowledge and 

protection for the vulnerable and disadvantaged consumes being the legitimate needs of the 

consumers. Parity of treatment between the online and offline consumers and protection of 

consumer privacy are forming part of the new guideline which is need of the hour. These new 

guidelines are for enabling the best services to the consumers in all respects concerning to their 

rights. The member states have been demanded to take appropriate steps nationally and regionally 

to implement the guidelines. Effective implementation of the guidelines would be with the 

cooperation of the Business organizations in the country only. It is their responsibility to participate 

in the successful functioning of legal and institutional frameworks for consumer protection and e-

commerce. 

 
Comfort Zone for Consumers - Some Tips 

 By clinching the following actions, the consumers among the public may become loyal and 

sustainable customers of a business.  

 Understand the bondage between the quality of products or services with the physical or 

mental health of the consumers and offer accordingly 

 Create a consumer focused culture in the business rather adopting autocracy in deciding about 

the making or selling of the products or services 

 Maintain good relations with consumers, who are the ultimate force of a business when they 

become customers 

 Interact genuinely with the customers during and after sale 

 Offer dignified treatment reciprocating feedback  

 Bother about the environment and local community which factors are the part and parcel of 

consumers 

 Enable availability of products when demanded 

 Offer goods and services in competitive prices 

  Assure Safe products and alert the consumers about the Safety norms 

 Never ever deceive the consumers as it may create a pessimistic attitude among the consumers 

towards the business community or companies as a whole  
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 Receive and resolve the grievances when they are in customer boundary, or else they may 

become legally redressable. 

 The above practices, if adopted by the companies or sellers, it may create a strong consumer 

base in a country who will indulge in the best consumption practices. 

 
Conclusion 

 Business organizations shall have to do confidence building among the public about making 

purchase decisions and it is possible only by adopting ethical business practices. Like the hooked 

nail of a bird, the consumers of today are caught in online purchase practice which is not resulting 

well always. Whatever be the mode of sale, the ultimate responsibility of a business is fairness in 

dealing with consumers, who are the key stakeholders in deciding the heavenly atmosphere of a 

business. Mahatma Gandhi considered consumer as the sole purpose for which an enterprise exists. 

While products of Vicco Laboratories are longstanding in the market, some of the instant food 

products are undergoing life and death experience which witnesses the inevitability of right quality 

of the products. Also the business activities are associated with some or the other environmental 

impacts which must be handled with due care and the consumers who are the part of public must 

be informed of the same. 
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Abstract 
 After the industrial revolution, the Indian market grew up in manifold which pave the way for the producer and the 
manufacturer to take the edge over the competition in the market. Every producer seeks profit maximization this very 
objective motivated them to involve in an unfair trade practices like producing substandard goods at an inflated prices, 
dangerous substances which causes serious health issues etc. Over a period of time these issues were brought to the notice 
of the Government hence the Government of India through the Ministry of Consumer Affair empowered the consumer on 
the consumer awareness and education. The innocent consumer realized that their right got suppressed, hence they woke 
up and started opposing and filing the cases with the respective consumer dispute redressal council against the producer to 
pay for the damages and to protect against the non standard products. This paper analysis the redressal mechanism, the 
present status of the consumer dispute redress council at the National, State and District level and the causes for the gap 
between the number of cases filed and the cases settled at the different consumer dispute redressal council. It is the duty of 
the producer, seller, distributor and service provider to aware of these consequences both legally as well as the cost the 
goodwill and the customer loyalty. One has to be in the right consciousness to rather than maximizing the profit or wealth 
of the firm. 
Keywords: Consumer Grievances, Conscious Governance, status of Filing & Disposal of consumer disputes 

 
Introduction 

 Every person who consumes a good or service is termed as a consumer. After the industrial 

mutiny the consumers were considered as the king, due to whom the production of goods and 

providing of the services grew in a large scale. To attract the consumer as well as to enjoy the 

economies of scale producer, supplier and/or service provider used various strategies like 

advertisement, direct marketing, online marketing and e-marketing etc., Over a period of time this 

paved the way for the producer and service provider to take the advantage over the consumer 

innocence by providing sub-standard, defective, unsafely goods and at the same time charging the 

goods and services at an abnormal rate. These issues were raised by the consumer and brought to 

the notice of the statutory authorities .The Government of India took keen interest in establishing an 

exclusive enactment for the purpose of protecting the consumer.  

 The rights of the consumer are derived from the Constitution of India under the Article 14 to 19. 

In line with the Article 14 -19, in India various enactments like Sale of Goods Act, 1930, Prevention 

of Food Adulteration Act, 1954, Indian Contract Act, 1872, Dangerous Drugs Act, 1930, Agricultural 

Produce (Grading and Marketing) Act, 1937, Drugs and Cosmetics Act, 1940, Indian Standards 

Institution (Certification Marks) Act, 1952, Drugs and Magic Remedies (Objectionable 

Advertisements) Act, 1954, Essential Commodities Act, 1955, Standards of Weights and Measures 

Act, 1976 (Now Legal Metrology Act, 2009), Trade and Merchandise Marks Act, 1958, (Now Trade 

Marks Act, 1999), Patents Act, 1970, Hire Purchases Act, 1972 and Prevention of Black Marketing 

and Maintenance of Supplies of Essential Commodities Act,1980 were brought. Having all these age 

old legislations a lay consumer has to pay a huge cost and time to initiate his grievance.   

 

GOVERNANCE AND CONSUMER DISPUTES MECHANISM 
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 With a view to protect the basic rights such as, right to education, right to safety, right to 

information, right to be heard,  right to redress the unscrupulous exploitation of consumer 

grievances, a Consolidated, less expensive and simple legislation called the Consumer Protection 

Act was enacted in the year 1986. Recently the Act also underwent amendment in the year 2002. To 

address the grievances of the consumer, a three tier Consumer Disputes Redressal Agencies such as 

District Consumer Disputes Redressal Forum or District Forum at the district level, State Consumer 

Disputes Redressal Commission or State Commission at state level and National Consumer 

Disputes Redressal Commission or National Commission at National level were established in the 

year 1987.  

 
Dispute Redressal Mechanism 

Filing the Cases in the Dispute Redressal Council  

 ―A consumer who is not a commercial buyer can file a suit against the seller for the defect in 

product or deficiency in the service with regards to quantity, quality, 

price etc., The affected Consumer or a recognized voluntary consumer 

organization or one or more consumer with the similar interest or 

State Government or Central Government can file a complaint either 

by oneself or as a representative at respective dispute redressal 

council".  

 The consumer has to approach the branch or the service provider 
first, for the dispute arose from the product or services. If the branch 
office doesn‘t respond or the response of the branch is not satisfactory 
for the customer then the customer can approach the consumer 
dispute redressal council which is a three tier quasi-judicial authority 
at National, State and District level established for the purpose of 
resolving the consumer disputes. The monetary jurisdiction of District 
Forum is upto Rs. 20 lakhs, the State Commission is between 20 lakhs 
to one crores and above one crores at the National Commission. The 

complaint can be lodged by paying requisite fees, with the necessary documentary evidence along 
with particulars of the dispute and the relief to be sought to the respective dispute redressal council.  
 
Number of Cases Filed and Disposed at National Commission 

 

Source: Annual Report of Ministry of Consumer Affairs 

 

National Commission 

Year Cases Filed Cases Disposed 

Upto 2008 56921 47304 

2009 62320 54654 

2010 67413 58836 

2011 72863 63370 

2012 78471 68241 

2013 88166 76731 

2014 93860 83294 

2015 98952 88893 

2016 106711 94581 

2017 119092 101581 

 Supreme Court 

State Commission 

District Forum 

Respective Company 

Branch or the service provider 

National Commission 
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Interpretation 
 The above chart clearly depicts that the number of cases filed at the National Dispute Redressal 

Commission during 2008 to 2017 is consistently growing i.e., 62,171 cases have been filed during the 

period of ten years but the disposal of cases are also growing at the significant rate leaving 7,894 

cases indisposed . This shows that the awareness among the consumer on the consumer education 

with respect to the right to redress exists but the redressal mechanism is slow with respect to 

disposal of the consumer grievances.  

 
Number of Cases Filed and Disposed at State Commission 

 

Source: Annual Report of Ministry of Consumer Affairs 

 
Interpretation 

 The above chart is used to analyse the relationship between the number of cases filed and the 

number of cases disposed during the period of 10 years from 2008 to 2017. It is clearly visible that 

the number of cases filed at the State Commission is grown at 38% and the number of cases 

disposed during the study period is at 45%. It is also clear that the number of cases filed at the State 

Commission is significantly low than the cases filed at the National Commission i.e., 2,94,146 cases 

have been filed at the State Commission where as 62,171 cases have been filed at the National 

Commission. This shows that the State Commission is performing better than the National 

Commission with regards to disposal of cases. 

 
Number of Cases Filed and Disposed at District Forum 

 

Source: Annual Report of Ministry of Consumer Affairs 

State Commission 

Year Cases Filed Cases Disposed 

Upto 2008 466043 354683 

2009 493366 384089 

2010 524986 420392 

2011 560961 464243 

2012 591880 498095 

2013 632333 540908 

2014 701099 611588 

2015 697964 601216 

2016 728526 627289 

2017 760189 651407 

District Forum 

Year Cases Filed Cases Disposed 

Upto 2008 2630580 2393708 

2009 2781021 2526285 

2010 2916749 2667674 

2011 3093931 2845823 

2012 3214824 2967966 

2013 3398031 3134189 

2014 3605886 3330848 

2015 3659486 3373529 

2016 3853422 3551649 

2017 4072192 3766111 



One Day National Seminar on  
Consumer Inclusion and Justice –A Paradigm Shift in Digital Era 

 

 

Page 12            Bharathidasan Government College for Women (Autonomous), Puducherry  

Interpretation 

 From the above chart, it can be observed that during the period of ten year from 2008 to 2017 the 

number of cases filed at the district forum is 14,41,612 and the number of cases disposed is 13,72,403 

i.e., 69,209 cases are pending at the district level redressal council. District Dispute Redressal Forum 

is considered to be the first tier rederssal council which is accessible to the consumer, hence the 

Ministry of Consumer affair has to look into the matter very seriously and make the District Dispute 

Redressal Forum to work in an efficient manner. 

 
Vacancy Position at the Dispute Redressal Council 

Particulars District Forum State Commission National Commission 

Composition 

Dist Collector - 

Chairperson, 

2  members (1 women), 

bachelor 35 – 5 – 65 

High court Judge – 

Chairperson, 

2 members (1 women), 

bachelor 35 – 5 – 67 

Supreme court Judge – 

Chairperson, 

4 members (1 women), 

bachelor 35 – 5 – 70years 

Jurisdiction Less than 20 lakhs 20lakhs – 1 Crore More than 1 Crore 

Procedure 
within 21 days case to opposite party to answer within 30(15) ( necessary 

modification ) 

Appeal 
< 30days, (50%  or Rs. 

25000 w.e.l 

< 30days, (50%  or Rs. 25000 

w.e.l 

< 30days, (50%  or Rs. 

50000 w.e.l 

Vacancy* 

President 97 1 0 

Member 310 32 3 

*Source: National Consumer Disputes Redressal Commission Statistics 

Interpretation 

 It is inferred that around 100 

president and more than 300 members 

vacancy exist at the district forum 

level, vacancy of one president and 32 

members exist at the state commission 

and three vacancy of members exist at 

the National Commission. Among the 

state commission Lakshadweep has one vacancy with respect to president and Rajasthan has the 

highest vacancy of 7 and Madhya Pradesh & Manipur has the second highest vacancy 3 with respect 

to members. Among the district forum Madhya Pradesh has the highest vacancy of 19 and Uttar 

Pradesh having the second highest vacancy of 18 with respect to president and Rajasthan has the 

highest vacancy of 45 and Madhya Pradesh is having the second highest vacancy of 36 with respect 

to members. 

 
Conscious Governance 

 In the recent past, most of the business is going behind the money and wealth ie., trying to 

maximize the wealth at the cost of the others health and deteriorating the environment with 

hazardous material substances. That is that reason why the consumer dispute redressal councils are 
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bundled with number of cases. The conscious governance is the state of mind in which one realizes 

that one is answerable to one‘s own inner consciousness. Corporate governance should not only be 

in the annual report or in the form official documents but also in practice through Corporate 

Consciousness. The role of the producer, seller, distributor or service provider is to operate with 

conscious corporate governance and should realize that mere compliance of the various enactments 

is not a governance but also to ensure that the product or service should be made in such way that it 

is not harmful to the consumer in specific and to the society in general.  The role of regulatory 

bodies is to support the truth and timely response to the consumer grievances as well as regulating 

the market in such a way so as to protect the interest of the Consumer. 

 
Conclusion 

 Through the consumer redressal councils, the Government of India could realize the ultimate 

objective of creating awareness among the consumers with various means and access. A new bill 

called Consumer Protection bill 2018 was introduced in the Lok sabha on 5th January 2018.  The 

salient provisions of the consumer protection bill 2018 includes the simplified process of the dispute 

redressal mechanism by introducing the Mediation techniques which is done through the Consumer 

forum, creating new vacancies as well as filling the existing vacancies for the purpose of timely 

disposal of the consumer cases, electronic complaint system for lodging the complaints, constitution 

of Circuit bench, deemed admissibility of cases where it is not decided within 21 days.  

 Though there are numerous enactments established for the purpose of protecting the interest of 

the consumer with the provisions of punitive consequences for the non-compliance the number of 

cases filed with the National Commission, State Commission and District Forum is increasing in 

manifold i.e, over a period of ten years (between 2008 to 2017) the consumer complaints are 

increasing year by year but the disposal of the cases are still exist at the respective dispute redressal 

council, especially more number of cases are pending at the District Forum than the State 

Commission and the National Commission. These gaps are due to the existence of vacancy of both 

the President as well as the members at the respective commission. Hence there is a pressing need to 

take the necessary steps by way of filling the vacancies at the respective council viz., National 

commission, State Commission and the District Forum with an appropriate personality at an earliest 

time can avoid the possibility of retaining the pending consumer disputes. It is advised that the 

producer, manufacturer and/or service provider has to realize that the consumers are the person 

without whom the ultimate objective of the firm cannot be realised. Hence the seller has to be 

conscious enough to produce such a product which will help to retain the consumer for the future 

period also. 
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Abstract 
 It is acclaimed by Associated Chambers of Commerce and Industry of India (ASSOCHAM) that the size of the Indian 
online retail industry is RS. 4200 crore and the industry is projected a steady annual growth rate of 39 per cent to reach 
INR 18000 crore by 2019. Given the growing importance of the online retail industry in India, it remains imperative for 
web retailers and internet marketers to understand the determinants of online customers’ purchase intention to decode 
what is imperative to the Indian online customer and also protection of their interests. This paper attempts to identify the 
determinants of online purchase intention among the customers and their grievances, protection of their rights.  Based on a 
detailed literature review, customer online purchase intention shopping orientation factors such as impulse purchase 
orientation, brand orientation and quality orientation were considered along with online trust and prior online purchase 
experience.  
 The research paper has implications for web-retailers, marketing managers, internet marketers, online vendors and 
web-shoppers in India. Indian online shoppers typically tend to seek offers and inordinate value price deals instead of 
brand or quality. A normal minimized Turn-Around-Time which will believably rapid informal exposure, censure and 
client maintenance to the e-entryway or site. A data system which imparts redesigned data to admiration to stock status, 
interest timetables and conjectures, shipment calendars and advancement plans among all the stakeholders of the 
inventory network will structure the foundation of an e-retailer.In view of growing consumerism under digital period that 
is by online shopping   in India, Consumer Redressal forums and Voluntary Consumer Organizations play a vital role in 
redressing the grieances of online consumers. 

 
Introduction 
 In technological phrasing, "online shopping" is a predominant apparatus for purchasing 

products and for availing of innumerable services through the Internet. Online shopping and use of 

online services have become more and more predominant, due to expediency and habitually, lower 

prices and discounts offered. There are abundant advantages and conveniences provided by online 

service providers. However, there are certain disadvantages that are docketed along with the same, 

which inter alia include the perils of imprecise or deficiency in goods / services provided to the 

consumers. In the event a deficiency in service arises, the issue of jurisdiction for the purpose of 

referring and resolving disputes/complaints is a crucial issue to be addressed on behalf of 

consumers using the online services through the internet. The study has implications for web-

retailers, marketing managers, internet marketers, online vendors and web-shoppers in India. 

Indian online shoppers typically tend to seek offers and great value price deals instead of brand or 

quality. 
 

Present Trends in Consumerism 
 The Indian online business sector is unique from alternate markets being secured in the present 

studies. There are numerous explanations behind saying that the Indian setting is diverse. The 

development of web in India is still thought to be in beginning stage as the web infiltration has not 

 

DISCERNMENT OF THE CONSUMERS THROUGH  
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in any case surpassed 10 percent. Besides, the digital laws and its administrative system are also in 

an embryonic stage.  

 Informally, India has its own particular amazing set of sensitivities and socio-mental 

hindrances. Shankar et al. (2012) States that culturally diverse sensitivities should not to be 

disregarded whatsoever, particularly in online survey, as they are more critical in an internet 

shopping connection than logged off setting. Subsequently, deciding the legality of the documented 

variables upsetting online buy in the west and other created e business markets is by all accounts 

suitable before utilizing the current discoveries as a part of an Indian connection. 

 Consumer Protection Act, 1986 is one of the important pieces of economic legislation. The 

objective of this Act is to protect and safeguard the interest of consumers and to promote 

consumerism in all states of the country. In contemporary years; increasing awareness has been 

given to consumer consciousness and protection of their interests which has led to the significance 

in functioning of Redressal Forums and Consumer protection Act, 1986.   

 The enactment is a government regulation which protects the interests of consumers. For 

example, a government may require businesses to disclose detailed information about products, 

particularly in areas where safety or public health is an issue, such as food. Consumer protection is 

linked to the idea of consumer rights and to the formation of consumer organizations which help 

consumers make better choices in the marketplace. Government  is a body that has the authority, the 

power to enforce laws within a civil, corporate, religious, academic, or other organization or group. 

In its broadest sense, "to govern" means to administer or supervise, whether over a state, a group of 

people, or a collection of assets.  

 A regulation is a rule created by an administration or administrative agency or body that 

interprets the statutes setting out the agency's purpose and powers, or the circumstances of 

applying the statute It  is a form of secondary legislation which is used to implement a primary 

piece of legislation appropriately, or to take account of particular circumstances or factors emerging 

during the gradual implementation of, or during the period of, a primary piece of legislation. Other 

forms of secondary legislation are statutory instruments, statutory orders, by-laws and rules. Some 

of these need to be referred back before being implemented, to the primary legislative process. 

Regulations, like any other coercive action, have costs for some and benefits for others.  Efficient 

regulations may only be said to exist where the total benefits to Consumers exceed the total costs to 

others.  

 
Objectives of this Study  

 To review the past literature on the intention of purchases by consumers through online. 

 To empirically test the role of shopping orientation, prior online purchase experience, and 

online trust on the customer online purchase intention among Indians. 

 To empirically test the influences of demographics on customer online purchase intention 

among Indians. 

 To protect the consumers involved in online purchasing through statutes and voluntary 

organisations. 
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Hypotheses 

H1:  Higher prior online purchase experience will lead to higher customer online purchase 

intention. 

H2: Higher impulse purchase orientation will lead to higher customer online purchase intention. 

H3: Higher Quality orientation will lead to higher customer online purchase intention. 

H4: Higher Brand Orientation will lead to higher customer online purchase intention. 

 H5: Higher customer protection through statutes will motivate them to higher online purchase 

intention. 

 
Type of Study 

 The research paper determines the factors of Online Purchase intention and consumer 

protection is of descriptive in nature, Hence it could be categorized as a descriptive research. 

Descriptive research is used to describe characteristics of a population or phenomenon is being 

studied. Here the aim is to find the determinants of online purchase intention and effectiveness of 

consumer protection law. 

 
Sampling 

 Convenience Sampling Method has been used in this study. The research as such is a 

Descriptive Research to identify the determinants of online purchase intention. The target 

population for which the questionnaire was provided was youth in Puducherry. Youth in 

Puducherry is defined as people of the age group 15-30 who are either born or residing in 

Puducherry. The major reason of taking this age group as target population is because over 70% of 

Indian population who have online purchase intention belongs to this category. A total of 212 

participants participated in the survey. All 212 participants have either purchased products or 

services through online medium or have intentions to purchase products or services through online 

medium. 

 
Administration of Survey 

 Survey was administered through survey software named Qualities. The Survey was shared to 

correspondence by sending the URL to them using social media Platform and through emails. The 

respondents were asked to remember the recent online purchase experience while attempting 

questions related to online protection laws. In studies where large variance (i.e. above 25 percent) is 

expected to be explained, a sample size of 80 would be above 30 is adequate to fulfil the 

assumptions of normality required to conduct ANOVA. Hence, the processed 212 responses were 

considered sufficient to carry out both the tests in our study. 

 
Tools for Analysis 

Regression 

 Linear regression is the next step up after correlation. It is used when we want to predict the 
value of a variable based on the value of another variable. The variable we want to predict is called 
the dependent variable (or sometimes, the outcome variable). The variable we are using to predict 
theother variable's value is called the independent variable (sometimes, the predictor variable). SPSS 
was used to find the regression between dependent and independent variables. 
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ANOVA: - The one-way analysis of variance (ANOVA) is used to determine whether there are any 

significant differences between the means of two or more Independent (unrelated) groups (although 

you tend to only see it used when there are a minimum of three, rather than two groups). SPSS was 

used to find ANOVA also. 

 
Interpretation of Multiple Linear Regression Result-Prior Online Purchase Intention and 

Customer Online Purchase Intention 

 Hypothesis H2 states that ―prior online purchase experience‖ having a positive effect on the 

customer purchase intention. This was supported by the regression results as its p-value was less 

than 0.001. This is in concurrence with the research findings of Shim and Drake (1990) who found 

that ―prior online purchase experience‖ enhance customer purchase intention by reducing 

uncertainties. Here too, find no difference between online shoppers of puducherry and others as per 

the studies. 

 
Online Trust, Customer Online Purchase Intention and Legal Protection 

 ―Consumer protection law‖ is found to have a significant impact on the dependent variable 

―customer online purchase intention‖ as the p value was less than 0.001. There appears no 

difference between the Puducherry Online Consumers and the rest of the world as per available 

studies in online trust as ―online trust‖ has been found to be an integral component of customer 

purchase intention, protection consumers through laws in studies conducted abroad (McCole and 

Palmer, 2001; Ling et al., 2010). Hence, it is found that our H1is supported. 

 
Shopping Positioning 

 The p-value of Quality Orientation (p-value = 0.037) is less than the cut-off value of 0.05. 

Therefore, the research concludes that Quality Orientation has significant impact on the customer 

online purchase intention. Thus, H4 is accepted. This finding is consistent from the existing 

literature in the Western context by Zhang etal. (2007) which states that ―Quality orientation‖ will 

positively affect the ―customer online purchase intention‖. The regression results point out that 

brand orientation has no impact on purchase intention as the p-value of 0.453 is greater than 0.05. 

Hence, H5 is rejected. This is contrary to the findings from the studies done in Western contexts, 

which find brand orientation positivelyinfluencingcustomer online purchase 

intention(Jayawardhena et al., 2007).Likewise, the results show that ―impulse purchase orientation‖ 

also has no impact on purchase orientation as its p-value =.269 (> 0.05). Therefore, H3 is also 

rejected. This is quite different from the finding of Gehrt et al. (2007) who has concluded that 

impulse purchase orientations would positively affect the customer online purchase intention. 

 
Findings 

 Higher Consumer protection will be the prime factor to higher online purchase intentions 

among youth in Puducherry. 

 Higher prior online purchase experience will be a clue to higher online purchase intention 

among youth in Puducherry. 
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 Higher Quality orientation will be a tip to higher online purchase intention among youth in 

Puducherry. 

 Higher Impulse purchase orientation need not lead to higher online purchase intention among 

youth in Puducherry. 

 Higher Brand Orientation need not lead to higher online purchase intention among youth in 

Puducherry. 

 Penetration of Net Banking facility has an influence on online purchase intention among youth 

in Puducherry. 

 Increase in credit card usages has an influence on the online purchase intention among youth in 

Puducherry. 

 
Conclusion 

 The investigation found that the precursors of the customer online purchase intention could be 

connected in both low vulnerability evasion nations and high instability shirking nations 

(particularly in Malaysia), especially among Generation Y in the age group of 25-40. To make the 

condition for prior online purchasing experience, e-retailer scan give free specimens or free 

membership for the potential web customers to test the items or administrations. To build the 

customer motivation purchase, retailers can give email redesigns on item improvement or offer 

uncommon rebates for a restricted time to the potential online customers. E-retailers may offer 

steadfastness projects or club participations for those online customers who display solid brand 

introduction. To build the level of online trust, e-retailers must give fair and reliable data to the 

potential web customers at unsurpassed. The electronic transactions in the present legal set up is full 

of insecurity and uncertainty because of absence of proper legal mechanism and due to the fact that 

technology developed is faster than law. From the above study, it is felt that, with digital   

revolution newer kinds of challenges are thrown on the consumer like Cyber crimes, plastic money 

etc. which affect the customer in a big way. It is in this context, the Government however has a 

primary responsibility to protect the consumer interests and rights through appropriate policy 

measures and strengthening legal mechanism in relation to consumer laws. Also consumer 

organisations need to be strengthened which enables them protects consumers effectively. Finally, It 

is concluded that, In view of growing consumerism under digital period that is by online shopping  

in India, consumer Redressal forums and voluntary consumer Organizations play a vital role in 

redressing the grievances of online consumers. Such centre vested with appropriate powers may be 

established to deal with consumer problems. 
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Abstract 
 The Consumer Protection Bill was introduced with the aim of completely overhauling the provisions of Consumer 
Protection Act, 1986. It was drafted in 2015 and sent to a Standing Committee on Food and Consumer Affairs in 2016. 
The object behind the Bill is to protect consumer interests and enable quick and effective administration and settlement of 
disputes by responding to the new changes in the market. Although the Consumer Protection Act, 1986 has been playing 
the role as a legislative measure, of protecting the interest of consumers, there have been several shortcomings that have 
called for its amendment. In the Digital Era, the earlier legislation was not keeping pace with the new market dynamics, 
multi-layered delivery chains, and often misleading advertising and marketing machinery. Need for new provisions to deal 
with the fast changing technological and market dynamics, E-commerce being the latest. The Act does not grant the 
authority to proceed against any person guilty of a violation under the Act. Penal steps could be taken only through a 
judicial process before the State or District Consumer Redressal Forums. These forums are plagued by administrative 
issues, and consumers are being made to suffer for an average of five years to get their grievances redressed. The paper 
describes the features of Bill, Merit and Demerits of the Bill and way forward for restoration of Consumer Sovereignty 
through effective implementation of Consumer Protection Bill 2018. 
Keywords: Central Consumer Protection Authority, E-commerce, Mediation Cell. 
 
Introduction 

 The Consumer Protection Bill was introduced with the aim of completely overhauling the 
provisions of Consumer Protection Act, 1986. It was drafted in 2015 and sent to a Standing 
Committee on Food and Consumer Affairs in 2016. The object behind the Bill is to protect consumer 
interests and enable quick and effective administration and settlement of disputes by responding to 
the new changes in the market. Although the Consumer Protection Act, 1986 has been playing the 
role as a legislative measure, of protecting the interest of consumers, there have been several 
shortcomings that have called for its amendment.  
 
Need of the Bill 

Delays in Disposal- There have been practical constraints during disposal of cases under this Act. 
This has resulted in undue delay in disposal of the cases. 
New Challenges-With the advent of globalization, there has been major changes in the market like 
increase in international trade, expansion of e-commerce resulting in new delivery systems for 
goods and services, new options to be explored by consumers involving different terms and 
conditions, tele-marketing, misleading advertisements etc. have given rise to new issues in 
consumer protection. But these new issues do not come within the ambit of the Act. In order to 
address these shortcomings this new Bill is a necessity. 
 
The Features of the Bill 
Definition of Consumer 

 A consumer is defined as a person who buys any good or avails a service for a consideration.  It 
covers transactions through all modes including offline, and online through electronic means, 
teleshopping, multi-level marketing or direct selling. 
 

RESTORATION OF CONSUMER SOVEREIGNTY THROUGH 

CONSUMER PROTECTION BILL 2018 
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Six Consumer Rights 

 Six consumer rights have been defined in the Bill which includes right to be protected against 
marketing of goods and services which are hazardous to life and property, right to be informed of 
the quality, quantity, potency, purity, standard and price of goods or services, right to be assured of 
access to a variety of goods or services at competitive prices, and right to seek redressal against 
unfair or restrictive trade practices. 
 
Concept of Product Liability action 

 This is a new concept that has been added, which envisages liability of manufacturer, producer 
or seller in certain circumstances specified herein. These are personal injury, death, damage to 
property caused to a consumer as a result of any defect in manufacturing, construction, formula, 
designing, preparation, assembly, testing, service, instruction, marketing, warning, packaging or 
labelling a product. 
 
Adulteration as Separate Offence 

 The Bill provides that if a party is found to be guilty of adulteration and these results in death of 

a consumer, the offender shall be punished with 7 years‘ imprisonment which may be extended to 

life imprisonment and a fine not less than Rs 1 million. 

 
Class Action Suits 

 Instead of holding a manufacturer or producer liable only against an affected consumer, now 

they can be made liable towards a group of consumers. So, consumers can file a class action suit and 

gain benefit at once. 

 
Definition of E-Commerce 

 It sought to include e-commerce within its ambit by defining it and also sought to give powers 

to the Central Government for making rules to prevent unfair trade practices. 

 
Central Consumer Protection Authority 

 The bill provides for setting up of Central Consumer Protection Authority (CCPA) to promote, 
protect and enforce the rights of consumers.  The CCPA will have an investigation wing, headed by 
a Director-General, which may conduct inquiry or investigation into matters such as violation of 
consumer rights, unfair trade practices, and misleading advertisements. 
 
Penalties for Misleading Advertisement and False Complaints 

 The CCPA may impose a penalty on a manufacturer or an endorser for a false or misleading 
advertisement.  The penalty for bringing false or frivolous claims has been increased from   Rs 
10,000 to Rs 50,000. 
 
Consumer Disputes Redressal Commission 

 The bill provides for setting up of Consumer Disputes Redressal Commissions (CDRCs) at the 
district, state, and national levels. 
 
Electronic Complaints 

 New provisions are being made to file complaints online, which shall be admitted within a 
period of 21 days from the date on which the complaint is filed. If the admission is not done within 
21 days it is deemed that the complaint has been accepted. 
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Pecuniary Jurisdictions 

 New limits have been set for the pecuniary jurisdiction of Consumer Disputes Redressal 
Agencies. For the District Consumer Forum the limit has been extended to Rs 10 million from earlier 
Rs 2 million. The limit of the State Consumer Forum has been set at Rs 10 million to Rs 100 million. 
In case of value exceeding Rs 100 million the National Consumer Redressal Forum can be 
approached. 
 
Mediation Cell 

 The bill provides for establishment of mediation cell attached to Consumer Disputes Redressal 
Commission at District, State, and National levels. 
 
Merits of Bill 

 It deals with heavy punishments on manufacturers in case of misleading advertisement and any 
loss to consumer while using product. 

 Penalty on celebrities who endorse product of un-standard quality. 

 Compensation clause, which is useful in settling claims and demanding compensation. 

 Special Focus on e-Commerce product and services. 

 Powers to CCPA to recall inferior quality goods and ban Advertisement that are misleading to 
public. 

 
Demerits of the Bill 

 No provision for imprisonment of celebrities in case of inferior quality goods. 

 No exact definition for how an endorser exercise ―due diligence‖ of a product. 
 
Way Forward 

 The bill should implement complete ban on product and manufacturers in case of a Inferior 
quality good. 

 The Due diligence clause is a loophole that would be a way out for celebrities in case of dispute. 
The diligence should be approved by legal expert and advisors. 

 Creating awareness in Society about commercial use of celebrity for endorsements, which has 
nothing to do with quality of product. 

 Celebrities and endorsers should understand their ethical and moral responsibility in endorsing 
a product and services. 

 The Government has amended the act thrice in order to curb consumer vulnerabilities. The need 
of hour is curbing loopholes and strict implementation of act to protect interests of Consumers. 
 
Conclusion  
      The Consumer Protection Bill 2018 will operate at the national level.  In Digital India, Digital 
Companies website is created in USA, funded in Ireland, marketed in India. But the law failed to 
address this type company; if it addresses this type of company, it would really be a path breaking 
one. People don‘t want law, they want justice so far 4,20,000 pending consumer cases in the 
consumer court and the new law does not address the existing cases. 
 
References 
1. www.livemint.com 
2. www.livelaw.in 
3. www.prsindia.org 
4. www.currentaffairs.gktoday.in 
5. http://epaper.mailtoday.in 

http://www.livemint.com/
http://www.livelaw.in/
http://www.prsindia.org/
http://www.currentaffairs.gktoday.in/


 

Vol. 6                          Special Issue 4                     March 2018                               ISSN: 2320 - 4168 
 

 

Shanlax International Journal of Commerce  Page 23 

 

 

 
Dr. T. Shirley Devakirubai  

Assistant Professor, Department of Commerce, Madras Christian College 

 
Abstract 
 Advertisement has emerged as an effective promotional tool used by companies. The aim of advertisement is to 
promote the product and services. Globalisation has made an impact in advertisement, Companies have expanded their 
area of operation thus they are catering to the needs of the global population. Advertisement is a persuasion tool adopted by 
companies to promote their product or services globally. Social Media advertisement is emerging due to the advancement 
in technology. Less cost and more coverage are the main reasons for advertisers to use social media. This Paper tries to 
study the impact of social media advertisement on youngsters. The study was conducted among youngsters in the age 
group of 18 to 30. Impact of social media advertisement, perception, attitude, behaviour and overall response were the 
factors used in the study. 
Keywords: Advertisement, Social Media Advertisement, Impact, perception, attitude, behaviour, response 
 
Introduction 

 Companies always search for new ways for promotion of their products and services. 

Advancement in technology has brought a drastic change in the transformation of information from 

the companies to the end customer. The change in Technology is well embraced by companies to 

promote their products and services. Media of advertisement has evolved from town criers to the 

current social media are well used by the companies. Social marketing is "the design, 

implementation and control of programs calculated to influence the acceptability of social ideas and 

involving considerations of product planning, pricing, communications, distribution and marketing 

research" (Kotler and Zaltman 1971)1.  

 Social networking is gaining prominence in recent days, with the increase in the number of 

internet users. In India active internet users is increasing at a massive speed. Advancement in 

technology has impacted the life of humans globally. Innovative techniques are used for 

communication between individuals. Communication has also become cheaper and faster. India is a 

young country as the average age is 27 according to the recent survey. Individuals use many 

modern means of communication. Companies try to tap this possible source to market their 

products and services. When individuals discuss among themselves in social media they try to give 

a positive comment for a product meeting their expectation and vice versa. Individuals are the 

transporter of information in social media marketing hence it is very important for the company to 

observe the purpose for transfer of information from one person to another. If the company is able 

to choose the right type of individual to share the information then social media marketing will be 

fruitful. 

 Social media marketing is different from other marketing in social media marketing if the 
individual is influenced by the content of the advertisement immediately he shares the information 
in the social media, spreading like a virus. This content which spreads like a virus very quickly from 
one individual to another, increases awareness about the products or services even if does not 
impact the sales of the relative brand, product or services immediately ( Dahan 2012)2.  

 

A STUDY ON SOCIAL MEDIA ADVERTISEMENT AND  

ITS IMPACT ON YOUNGSTERS 
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Review of Literature 

 Mangold and Faulds (2009) observed that tools and practices for communicating with 

customers has evolved greatly with the appearance of social media; therefore, businesses must use 

social media marketing in a productive way to enhance the sales of the product or services 

 Chu (2007) analysed the relationship facebook brand group participation, response to the 

advertisement, disclosure and attitudes among members and non members of facebook group. The 

results show that the group members have a positive attitude to social media marketing. Members 

having a favourable attitude join the brand group to receive the promotional messages. 

 Tuten & Angermeier, (2013) Social media marketing has not only changed the way how 

business organizations communicate with their customers but it has a tremendous impact on the 

way how customers interact with the business organizations and with other customers. This trend 

has forced businesses to adopt social media into their marketing strategies. 

 Drury, (2008) said that traditional marketing was limited to one-way, static mass 

communication, where marketers had difficulty identifying their customers and interacting directly 

with them. Today, social media marketing has brought the traditional offline customer–organization 

relationship to a new level that allows customer engagement and dynamic one to one real-time 

dialogue. 

 Karamian, Nadoushan, & Nadoushan, (2015) have observed that consumers identify social 
media as a more trustworthy source of Information compared to the traditional marketing 
communication tools this allows organizations to integrate social media marketing into their 
marketing mix not only to communicate with customer but to get the feedback also. 
 
Scope of the Study 

 Social Media has emerged as a new tool for communication among customers. This platform 
has to be used by a company effectively. Customers use social media to transform information 
about product and services. if they are satisfied they will give a favourable response in the social 
media. The present study is confined to youngsters using social media. It studies the behaviour of 
the youngsters, their response to social media advertisement and the impact of social media 
advertisement among youngsters. 
 
Objectives of the Study 

1. To find out the attitude, perception and behaviour of youngsters towards social media 
advertisement 

2. To find out the impact of social media advertisement on youngsters. 
 
Research Methodology 
 A Sample size of 100 youngsters was selected from Chennai region, Simple Random Sampling 
method was used for the study. Descriptive analysis, Statistical tools such as Independent Sample t-
test and one way ANOVA was used. 
 
Data Analysis 

Sample Distribution 

 The below table presents the demographic and frequency of the respondents, the total sample 
size is 100. Random sampling method was used. The respondents belong to the area of Chennai. 
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Demographic Data and Frequency of the Respondents 
 The result shows that 50% of the respondents are in the age 

group of 23 to 27 and 43% of the respondents are in the age group of 

27 to 30. 45% of the respondents are male and 55% of the respondents 

are female.38% of the respondents have completed post graduate and 

33% are professionals. 60% of the respondents are private employees, 

36% of the respondents use facebook, and a majority of 60% of the 

respondents spend time daily on social media. 

 
Hypothesis Testing 

 Perception, attitude and behaviour of the respondents were 

found out in order to determine the response towards the social 

media advertisement 

 
Null Hypothesis 1 

 There is no significant difference between the gender and 

perception, attitude and behaviour of the respondents 

 To find out whether there is a significant difference between 

gender and perception, attitude and behaviour of the respondent‘s 

Independent Sample t-Test was applied. Gender being the 

independent variable, Perception, Attitude and Behaviour of the 

respondents are dependent variable. 

 

 

 

 

 

 
T-test for significant difference between genders with respect to the perception, attitude and 

Behaviour of social media advertisement 

Factors 
of response to Social 

Media Advertisement 

Gender 

t value P value Male Female 

Mean SD Mean SD 

Perceptions 21.11 2.45 20.70 2.40 0.742 0.391 

Attitudes 20.17 2.70 19.85 2.85 0.962 0.329 

Behavioural 33.73 4.47 33.73 5.58 3.945 0.50 

Overall Response 75.01 9.62 74.28 10.83 5.649 @5%sig 

 Since the P value is greater than 0.05 null hypothesis is accepted at 5% level of significance with 

regard to the perception, attitude and Behaviour of youngsters towards social media advertisement. 

Hence it is understood that there is no significant difference between male and female respondents 

with regard to the factors of perceptions, attitude and behaviour of the respondents. There male and 

female respondents have the same response towards social media advertisement. 

Frequencies 

Age 

18-22 7 

23-27 50 

27-30 43 

Gender 

Male 45 

Female 55 

Qualification 

School 3 

Undergraduate 26 

Post graduate 38 

Professional 33 

Occupation 

Private 60 

Public 23 

Business 13 

Others 4 

Media used 

Facebook 36 

Twiter 17 

Youtube 25 

Instagram 13 

Others 9 

Time Spent 

Daily 60 

Weekly 23 

Monthly 13 

Occasionally 4 
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 The perceptional variables of the respondents with respect to convenience, reliable, attractive, 

trustworthy and informative do not differ from male and female respondents. The behavioural 

variables of the respondents in terms of purchase of the product, recommend, share the message, 

joining the group brand and ignore the message do not differ from male and female respondents. 

The attitude of the respondents in terms of influential advertisement, effect of advertisement, 

exposure towards advertisement, promotions and price do not differ from male and female 

respondents. 

 
Null Hypothesis 2 

 There is no significant difference between the time spent in social media and perception, 

attitude and behaviour of the respondents 

 To find out whether there is a significant difference between time spent in social media and 

perception, attitude and behaviour of the respondents, one way ANOVA was applied. Time spent 

being the independent variable; Perception, Attitude and Behaviour of the respondents are 

dependent variable. 

 
One way ANOVA 

Factors 
of response towards 

social media advertisement 

Time spent in social media 
F value P value 

Daily Weekly Monthly Occasionally 

Perception 21.18 19.95 21.15 21.00 1.512 0.216 

Attitude 20.00 19.65 20.15 20.00 0.515 0.673 

Behaviour 34.05 33.95 32.15 36.35 0.806 0.494 

Overall Response 75.23 73.55 73.45 77.35 2.833 @5% sig 

 Since the P value is greater than 0.05 null hypothesis is accepted at 5% level of significance with 

regard to the perception, attitude and Behaviour of youngsters towards social media advertisement. 

Hence it is understood that there is no significant difference the time spent by the respondents with 

regard to the factors of perceptions, attitude and behaviour of the respondents. The perceptional 

variables of the respondents with respect to convenience, reliable, attractive, trustworthy and 

informative do not differ from the time spent by the respondents. The behavioural variables of the 

respondents in terms of purchase of the product, recommend, share the message, joining the group 

brand and ignore the message do not differ from the time spent by the respondents. The attitude of 

the respondents in terms of influential advertisement, effect of advertisement, exposure towards 

advertisement, promotions and price do not differ from the time spent by the respondents. 

 
Findings 

 Majority of the respondents use Facebook, YouTube, twitter. 

 The youngsters spend most of their sites in the social media. And majority of the respondents 

use it daily 

 The youngsters do not differ in terms of male and female both the genders have the same 

response towards the social media advertisement. The respondent‘s perception behaviour and 

attitude is the same for both male and female youngsters. 
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 The time spent by the youngster does not influence them to purchase a product advertised in 

the social media. 

 The impact of advertisement is positive even though they don‘t purchase the product they share 

and mention it in their social networking sites. 

 
Suggestions and Conclusion 

 Social Media marketing an easy and fast mode of marketing is still the most challenging to 

conquer. However it still offers an enormous connections if planned and executed properly. The 

main focus of social media marketing is not on increasing the sales of the organisation but to create 

brand awareness and loyalty. Social media marketing provides a wide scope for the young 

businessmen at the early stage of business. Youngsters use social media often and the marketers can 

make of this. If the marketers create a positive impact in the young minds it will be useful in the 

long run of business. Hence social media marketing has a positive impact on the young minds. 
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Abstract 
 The advertisements which are meant as a medium of correct information become converted into medium by which 
through fraudulent and unsubstantiated claims, people get cheated. This is one of the repercussions of making fast, 
illegitimate and unethical profit from the business activity. Though consumer is the same person from the same society, 
but because of the impact of these misleading advertisements and unfair practices in trade, deceptive and luring 
techniques, the consumer behaviour has changed altogether and  changing at very fast pace. There should be some punitive 
and legal action against those who are responsible for the misleading advertisements. 
Key words: fraudulent, illegitimate, misleading advertisements 

 
Introduction 

 The societal structure is based upon the reciprocal needs of each other. The nature of reciprocal 

needs expanded its horizon in due course of time and becomes complex and complicated further. 

This leads to generate the commerce activities in society. The basic core of which was that the 

existing societal structure was not sufficiently enough to accommodate the needs of society, which 

otherwise has to be fulfilled by external source. This basic core leads to start of commercial activities 

in the society. Initially the commercial activities were confined in small territorial region with the 

aim to fulfill the basic needs of the units of society. But these activities become expanded further 

and in place of needs of each other the profit becomes its motive. This motive of profit further 

expanded the activity of commerce which crosses many physical barriers in course of time to reach 

this present era of global commerce. This expansion of commercial activities for more and more 

profit demanded further expansion; and this expansion of commerce demanded the advertisements 

of the product. Advertisements are form of communication which is used to encourage the audience 

to take decisions for their purchase. 

 Advertisements can be defined as the activity which informs the common public man about the 

details of the product to brought into the public for the purpose of sale and provide the requisite 

information to the public to help in taking the rational decision for purchase. As long as 

advertisements serve this purpose of informing consumers about the product to help in taking their 

decisions rationally, these are acceptable. Since to be informed is one of the basic rights of consumer, 

these advertisements are not only helping in expanding the commerce and business for the sake of 

profit but these are also essential for giving information to public in right manner. But this ideal 

situation is far from reality in present scenario. The advertisements which are meant as a medium of 

correct information become converted into medium by which through fraudulent and 

unsubstantiated claims, people get cheated. This is one of the repercussions of making fast, 

illegitimate and unethical profit from the business activity. Here these misleading advertisements 

are not only helping in escalation of profit in wrong manner, it also gives wrong and false 

information to the common man, which is further a kind of denial of their rights to be informed (as a 

human right).  

 

CONSUMER AND THE MISLEADING ADVERTISEMENTS 
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 The consumer protection Act, 1986 in its various clauses defines the misleading advertisements 

in its various aspects. This misleading advertisement comes under the unfair trade practices under 

its ambit in different contexts,i False advertising  is the use of misleading, false, or unproven 

information to advertise products to consumer. Many governments use regulations to control false 

advertising but in case of India there is no legal provision to deal with such kind of misleading 

advertisements. A false advertisement can further be classified as deceptive if the advertiser 

deliberately misleads the consumer, as opposed to making an honest mistake. ii Misleading 

advertisements are those advertisements that deceive or likely to deceive its viewer or receiver. 

Misleading advertisements may affect consumer choice in taking appropriate and correct decision 

regarding their purchase of goods and services. These advertisements are so common and frequent 

that, they become part and parcel of the commercial activities. But the impacts of these 

advertisements are not confined only to the commercial activities but also have many serious 

implications and impact over society in its various domains. 

 
Issues and Analysis 

 Society is undergoing many changes at the very fast pace in this era of globalization having the 

weapon of fast medial of information technology. In the field of commerce and trade, the role of 

advertisement to promote any commodity, goods and services is growing very fast. Advertisement 

plays a vital role in converting any product into a brand product, enhancing and escalating the 

perception value of the said product in general. In order to convert any product into a brand, the 

cost of advertisement enhances its price manifold from its actual price and also with so many false 

and exaggerated claims about the product. 

 Advertisements are helpful for general consumer and society in the way that they make people 

aware about the products and services in very quick span of time, even in order to inform people 

and to promote their services, government also take the help of advertisements and also the 

celebrities to promote their cause. Advertisement of Incredible India by Amir Khan, Branding of 

Gujrat tourism by Amitabh Bachhan, Swachh Bharat Abhiyan by Amitabh Bachhan and Awareness 

drive for toilets by Vidya Balan are few examples to name. In this sense advertisements are not only 

informative but also creating awareness at large scale with the massages easily conveyed from 

celebrities. But the problem and issue arises when these advertisements make false claims, having 

no test to check it. They not only give wrong information to the public but in many cases become 

reason for the purchase of harmful products and commodities. 

 Misleading advertisements which are meant to increase the sale of any product manifold is also 

responsible for the change in societal structure at very fast pace. The mindset of society is changing 

very fast resulting into the change in its socio- cultural milieu reflected in changing food habits 

(which in many cases are harmful for health), clothing pattern, living style (aspire to have access of 

many goods despite of their no need) and also affecting the fabric of family structure and the values 

of society.  

 In the negative sense it is sometimes called consumer culture. Though consumer is the same 

person from the same society, but because of the impact of these misleading advertisements and 

unfair practices in trade, deceptive and luring techniques, the consumer behaviour has changed 

altogether and  changing at very fast pace. Despite being literate and are society, the misleading 
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advertisements are used to force the consumer in silent manner to access the product, which get 

worsened day by day. The nature and role of advertisements is changing at quick pace in response 

to change in the media structure. These misleading advertisements lead to many issues and raise 

many questions needs to be analyzed. Though there are numerous issues and questions to be raised, 

we may classify the main issues in following category: 

 Sale of Goods - commodity (Spurious and fake products). 

 Services 

 Financial - Banking, Insurance, Mutual Funds, Bonds etc 

 Non Financial – Education, Health, Hospitality, Transport, Health, Telecom, real estate etc. 

 Advertisements on National Print and electronic media. 

 Local Advertisements  

 Advertisements on website, email & social media. 

 Issue of celebrity role modelling. 

 Creation of false imagination through false and utopian claims- milk supplements, cosmetics 

etc. 

 Advertisements in the name of religion or with the help of symbolic religious activities. 

 False claims of education and employment and further fraudulent. 

 Women as a commodity in advertisement (maximum) - deodorants, bikes, mobile, soaps etc. 

 Advertisement related to children. 

 Misleading advertisements are also creating a kind of divide in the society. 

 Need based approach to accumulating tendency. 

 Hiding of attributes of advertiser‘s identity or making false claims eg made in India actually 

made in China. Recently Haridwar‘s Additional District Magistrate, found the Patanjali, guilty 

of releasing misleading advertisement by selling certain products with its labels although they 

were being manufactured by some other firm. Citing Section 52 (misbranding) and Section 53 

(misleading advertisement) of the Food Safety and Standard Act, 2006 as well as Section 23.1(5) 

of Food Safety and Standard (Packing and Labelling Regulations, 2011) Act, it ordered to pay 

the fine within a month. It also directed the district food safety department to ―take appropriate 

action if there is no improvement in the products in future.‖ 

 Puffing is the act of exaggeration a products worth through the use of meaningless 

unsubstantiated terms, based on opinion rather than fact iii. Superlatives and statements such as 

―greatest of all time‖, ―best in town‖ are used to exaggerate the quality of product in wrong 

way.  

 Lucrative sale offers. 

 Manipulation of terms – Many terms have imprecise meanings. Labels such as all- natural, 

organic etc. are frequently used but are meaningless in a legal sense. Statement and terms like 

‗recyclable,‘ ‗bio degradable‘ and ‗environmentally friendly‘ need to be evaluated by reliable 

scientific evidence. 

 Manipulation of measurement units and standard - Many of the packaged products do not 

display its measurement in standard sense. The ambiguity on the part of measurement with 

false display is also one of the unfair trade practices which are very much usual. 
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 Photo retouching- Often used in cosmetic and weight lose advertisement. These adverts portray 

false and unobtainable result to the consumer and give a false impression of the product‘s true 

capabilities. 

 Omitting information – An ad may omit or skim over important information. Omitting 

important information from advertisement also comes under the category of misleading 

advertisement. 

 Hidden fees and surcharges – Hidden fees can be a way for companies to trick the unwary 

consumer into paying excess fees (for example tax, shipping fees, insurance etc.) on a product 

that was advertised at a specific price as a way to increase profit without raising the price on the 

actual item.  

 
Suggestions 

 There are several steps which need to be taken to minimize the misleading advertisement and at 

the same time to make the consumer as aware and informed consumer: 

 Awareness through different media especially social, print and electronic media. 

 The result of comparative test by consumer voice or any other government approved agency 

should be made public through popular print and e media. 

 There should be some punitive and legal action against those who are responsible for the 

misleading advertisements. 

 Even the platforms and channels on which the misleading advertisement has been made should 

be held accountable to the some extent to curb and check this kind of behaviour and discourage 

it in the favour of consumer. 

 Screening of advertisements should be compulsory, especially those which involve health and 

life risks. Regulatory and censor body should be there to scrutinize the advertisements. 

 There should be some classification of advertisements. 

 Ethical advertising should be promoted. 

 Font size and display of advertisement should be visible and clear. 

 There should be Helpline number to complaint against the misleading advertisements. 

 Advertisement Ethics or code of conduct designed and should be strictly followed. 

 Advertisement on e platforms should also be held accountable and regulated. 

 Advertisement which affects children‘s psychology should be strictly aired after approval of 

concerned govt. authority after having its valid scientific test. 

 The advertisement related to education and career should also get regulated through its govt. 

agencies and should come public only after its due approval. 

 
Conclusion 

 Trade and commerce are inseparable activity from society and so the role of advertisements has 

to be there. The changing nature of advertisements has created many problems and issues before 

society, which needs to be addressed. The following steps may be helpful in curbing the negative 

impact of misleading advertisements and may help in making more aware and rational consumer 

behaviour. Though in India there are no strict legal provisions for misleading advertisements, legal 
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action could also be taken as per different prevalent laws. In USA, Britain, Australlia, Newzealand 

there are legal provisions to deal with misleading advertisements. In India we may approach to 

ASCI and GAMA for the misleading advertisements.   

 In the wake of this scenario, with the growing trade and commerce at very fast pace, the 

advertisements are needs to be regulated in India too having its own regulatory and censor 

mechanism before airing or publishing the advertisement in any kind of media channel. Misleading 

advertisements are needed to be regulated for the sake of consumer as well as for commerce and 

business too. 
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Abstract 

 Advertisement of food products constitutes a predominant promotional mix variable which is used by every food 
industry to attract consumers. These advertisements influence the eating habits of the individual, especially children. The 
objective of this study is to analyze the impact of advertisements on children’s food habits and to know the prevalence of 
obesity A sample of 100 school children was selected and data pertaining to the study was collected using Interview 
Schedule. The results showed that the common leisure time activity of the children, both boys and girls, was watching 
television. It was found that 90% boys and 86% girls bought products that were advertised. The study also shows that 
there were a significant number of children who were obese. 
Keywords: Advertisement, food habits, obesity 
 
Introduction 

 Television and computers are a part of everyday life for most of children. They are a good 

source of entertainment and a convenient way of getting information about products, doing 

homework or just communicating with others. However, as children spend more and more time in 

front of the TV or computer screen, there can also be some negative consequences. A study proves 

that on an average, children in the United States spend more than 6 hours a day watching TV, 

DVDs, computers, or video games. Studies further suggest that greater time spent watching TV is 

linked to increased body weight among children. This may be a result of replacing more active 

pursuits with sedentary screen time or eating greater amounts of food due to paying attention to the 

screen rather than to what we are eating.  

 Eating habits may also be changed through the influence of advertisements. This is especially 

important for children because they see tens of thousands of TV advertisements per year; many of 

these are for foods such as sugar-sweetened cereal, candy, sugar-sweetened beverages, and fast 

food. Additionally, more and more children now see food advertisements through the Internet. As a 

result, children are likely to request high-fat, high-calorie foods that are heavily advertised. Since 

most of children‘s food preferences are formed during early childhood (Birch1999) children are at 

risk of forming life-long preferences for foods laden in calories, fat, and added sugars and, thus, are 

also at increased risk for obesity due to TV food marketing practices (Halford et al, Lanfer et al 

2007). The objective of the study was to analyze the television watching time of children and 

associate it with their eating habit.  

 
Methodology 

 The study deals with the time spent by children in watching Television and the influence of 

advertising on the buying habits of the kids. The study is mainly based on primary data collected 
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from children with the help of a structured interview schedule. A sample size of 100 children 

studying Second, Third and Fourth standard were randomly selected from a reputed private school 

in Puducherry Town. 

 
Results 

 Age wise Distribution of the Samples: Age-wise distribution of the children selected for the 

study is presented. 

 
Table 1 Age Wise Distribution of the Children 

 Most of the children belong to the 

age group of 8 and 9 years (35 percent in 

each age). Only two percent were 6 years 

of age. Majority (36%) of the boys were in 

age of 9 years whereas among girls most 

(36%) of them were 8 years.  

 Leisure Time Activities of Children: The common leisure time activity of the children included 

play both active and passive, like watching television, reading books drawing and painting.  

 
Table 2 Leisure Time Activity of Children 

* Multiple Responses 

 The leisure time activity of 

majority (94%) of the children was 

watching television, followed by 86% 

for whom it was playing computer 

games. In the past decade the use of electronic media has skyrocketed. The amount of time spent in 

watching television is the largest of this category (Hofferth & Sandberg, 2001). It was found that 20% 

had outdoor game as one of their leisure time activity. Fifteen percent replied that they read books, 

do some drawing or painting. Watching TV was found to be the highest percent for both boys (92%) 

and girls (96%). With regard to computer games, 96 percent boys and 76 percent girls only opted for 

it. In a study by Anderson, Huston, Schmitt & Linebarger, 2001, it was found that parents often 

work on the computer with their children, and children often play video games together. Extent of 

Watching TV: Television watching is the most universal use of leisure time among children. The 

length or the period of time of watching TV by the children were analysed to identify their 

sedentary time leading to obesity. Canadian Pediatric Society reported that children who watch a lot 

of television are less physically fit and more likely to eat high fat and high energy snack foods. 

 
Table 3 Extent of Time Spent in Watching Television 

 It was found from the data 

that 33percent and 31 percent 

watch TV for 1-2 hours and 

more than 3 hours respectively. 

Television viewing frequently 

Age 
( in years) 

Boys Girls Total 
N=100 N=50 Percent N=50 Percent 

6 2 4 3 6 5 

7 13 26 12 24 25 

8 17 34 18 36 35 

9 18 36 17 34 35 

Leisure Time  
Activities* 

Boys Girls Total 
N=100 N=50 Percent N=50 Percent 

Watching TV 46 92 48 96 94 

Computer games 48 96 38 76 86 

Outdoor games 12 24 8 16 20 

Others 6 12 9 18 15 

Time Spent In Watching 
TV (in hours) 

Boys Girls Total 
N=100 N=50 Percent N=50 Percent 

Less than 1 3 6 5 10 8 

1 – 2 22 44 11 22 33 

2 - 3 10 20 18 36 28 

More than 3 15 30 16 32 31 
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limits children‘s time for vital activities such as playing, reading, learning to talk, spending time 

with peers and family, storytelling, participating in regular exercise, and developing other necessary 

physical, mental and social skills. When comparing the gender in watching TV, it was found that 36 

percent girls spend more time, 2 – 3 hours, per day in TV. This may be the influence of mother who 

spends more time in watching television.  

 Frequency of Purchasing Food Advertised: The impact of advertisement on children is 

distressing day by day. Advertisements showcase the ‗must haves‘ for a kid making them a 

consumer even before they have reached the age of 3 (Murty et al, 2013). The present study proved 

that 90% boys and 86% girls bought products that were advertised. A total of 88 percent children 

were fascinated towards the advertised food products. Studies (Gunter et al 2005) estimate that 

children between the ages of 6 and 11 spend on an average 28 hours a week watching television and 

are exposed to as many as 20,000 commercials in a single year. Hence, the reasons for purchasing 

the advertised food products were analyzed. 

 
Table 4 Reason for Purchasing Advertised Food Products 

Reason for purchasing advertised food 
products* 

Boys Girls Total 
N=88 

Percent 
N=45 Percent N=43 Percent 

Free gift 30 60 34 68 64 72.7 

Personnel/ celebrities in advertisement 12 24 12 24 24 27.2 

Taste 3 6 4 8 7 7.9 

Others 5 10 - - 5 5.7 

* Multiple Responses 

 It was evident from the data that nearly 73 percent of the children were attracted to free gifts 

offered along with the product (Kinder Joy), 27 percent of children were influenced by the 

celebrities who appeared in the advertisement (cricket players in health drinks). There was no 

difference in gender in the reason for purchasing such products. Children‘s requests for food 

products were affected by the television advertisements because they mostly requested 

candy/chocolate, ice cream, cake, fruit juice and soft drinks items that were advertised on television 

(Powell et al., 2007). It was also observed that the foods which were requested by most of the 

children during shopping at the supermarket were foods that were high in fat and sugar which 

were found more in the advertisements (Aleathia Cezar, 2008 & Aktas Arnas Yasare 2006). 

 
Prevalence of Obesity among Children 

 Indian Academy of Pediatrics in 2015 revised the growth charts for height, weight, and BMI for 

5–18 years old Indian children. This was followed to analyse the prevalence of obesity among the 

selected children. I t was found 14 children in the study sample were above normal weight. 

 
Table 5 Prevalence of Obesity 

 The data proves that 57.1 percent 

were in the obese category whereas the 

rest in the overweight category. When 

comparing the sex, the girls were found 

to be more obese than the boys. Most of the advertisers are advertising foods products which have 

Prevalence of Obesity 
Boys Girls Total 

N=14 
Percent 

N=5 N=9 

Overweight 3 3 6 42.9 

Obesity 2 6 8 57.1 

https://en.wikipedia.org/wiki/TV_consumption
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high levels of fat, more calories and salt such as confectionery, soft drinks, crisps and savory snacks 

and fast foods. This eating pattern is leading children towards obesity and to heart disease, diabetes, 

hypertension in later stage of life (Ofcom, 2004). 

 
Conclusion  

 Children spend a considerable amount of time watching television. As a result, they are exposed 

to a large number of food and beverage advertisements each day. There is sufficient evidence from 

the study that TV advertising influences the food preferences, purchase requests and diets of 

children. Consequently there is a need for the government to tighten the regulations on food 

advertising on television. Food Products and its contents which are unsuitable for children should 

not be advertised or endorsed by celebrities. Parents are to be sensitized about the exposure of their 

children to television and its impact on their food preferences. Parents in turn should educate their 

children about eating healthy foods as part of a balanced diet and to make healthy food choices, 

despite being exposed to a plethora of advertisements. 
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Abstract 
 The Consumer Protection Act 1986 ensures the rights of consumer for safety, information, choice, representation, and 
redressal and consumer education, and provides for a simple, speedy and inexpensive redressal to the consumers in the 
nature of a specific nature and also awards compensation, wherever suitable, to the consumer. Apart from this there are 
other legislations which contribute for consumer protection in a way or other. The legal provisions of some of the Acts 
which are contributing for consumer protection such as The Bureau Of Indian Standard Act 2016, The Legal Metrology 
Act 2009, The Essential Commodities Act 1955, The Food Safety And Standards Act, 2006, The Contract Act 1872, The 
Sale Of Goods Act 1930, The Competition Act, 2002, The Drugs And Magic Remedies (Objectionable Advertisements) 
Act, 1954 and The Drugs And Cosmetics Act, 1940 have been discussed briefly in this article. 
Keywords: consumer rights, legislations, redressal. 
 
Introduction  

 One of the most important yardsticks in the area of consumer protection/consumer movement 

in the country has been the enactment of the Consumer Protection Act, 1986. It was a progressive 

and comprehensive piece of legislation of its time, covering all goods and services. The Act ensures 

the rights of consumer for safety, information, choice, representation, and redressal and consumer 

education, and provides for a simple, speedy and inexpensive redressal to the consumers in the 

nature of a specific nature and also awards compensation, wherever suitable, to the consumer. An 

exclusive three tier redressal machinery as an alternative to the civil court and other legal remedies 

available in the country has been established under the Act, wherein an aggrieved consumer can 

seek redressal against any defect in the goods purchased or deficiencies in services availed, 

including restrictive/unfair trade practices adopted by such manufacturer and trader of 

goods/service provider. Apart from this there are other legislations which contribute for consumer 

protection in a way or other. They are discussed below.  

 
The Bureau of Indian Standard Act 2016 

 The Bureau of Indian Standards (BIS) Act 2016 establishes BIS as the National Standards Body 

of India. Besides containing provisions for establishing voluntary standards, the Act also contains 

provisions to bring under compulsory certification regime any article, process or service which it 

considers necessary from point of view of health, safety, environment, prevention of deceptive 

practices, security etc. Enabling provisions have also been made for making hallmarking of the 

precious metal articles mandatory. It enables the Central Government to appoint any authority, in 

addition to the BIS, to verify the conformity of products and services to a standard and issue 

certificate of conformity. 

 
The Legal Metrology Act 2009 

 The Act has come into force on 01.04.2011 and has repealed the Standards of Weights & 

Measures Act, 1976 & Standards of Weights & Measures (Enforcement) Act, 1985. The Government 
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ascertains through the Act that all weight and measure used for trade or commerce or for protection 

of human health and safety are accurate and reliable so that users are guaranteed for correct 

Weights and Measurement.  

 
The Essential Commodities Act 1955 

 The Act empowers the Government to regulate prices, production, supply, distribution etc. of 

essential commodities for maintaining or increasing their supplies and for securing their equitable 

distribution and availability at fair prices. At present, seven commodities have been retained under 

the Essential Commodities Act, 1955 to protect the interests of the consumers which include 

farmers, general population and the families below the poverty line. 

 
The Food Safety and Standards Act, 2006 

 The Act envisages regulation of manufacture, storage, distribution, sale and import of food to 

ensure availability of safe and wholesome food for human consumption and for consumers 

connected therewith. The Food Safety and Standards (FSS) Act, 2006 was operationalized with the 

notification of Food Safety and Standards Rules, 2011 and six Regulations w.e.f the 5 August 2011. 

The setting of food standards is undertaken through a number of Scientific Panels and the Scientific 

Committee of the FSSAI and final approval by the Authority. 

 
The Contract Act 1872 

 The Act connects people on their promises made in a contract. The Act also provides remedies 

available to parties in case of breach of contract. 

 
The Sale of Goods Act 1930 

 The Act provides safeguard and relief to customers in case goods are not agreeeing with the 

expressed conditions and warranty. 

 

The Competition Act, 2002  

 The Act governs Indian competition law. It replaced the Monopolies and Restrictive Trade 

Practices Act, 1969. Under this legislation, the Competition Commission of India was established to 

prevent the activities that have an adverse effect on competition in India. It is a tool to implement 

and enforce competition policy and to prevent and punish anti-competitive business practices by 

firms and unnecessary. 

 
The Drugs and Magic Remedies (Objectionable Advertisements) Act, 1954 

 The Act controls advertising of drugs in India. It prohibits advertisements of drugs and 

remedies that claim to have magical properties, and makes doing so a cognizable offence. It 

prevents advertisements of drugs and remedies that claim to have magical properties, and makes 

doing so a cognizable offence. 

 
The Drugs and Cosmetics Act, 1940 

 The Act regulates the import, manufacture and distribution of drugs in India. The primary 

objective of the act is to ensure that the drugs and cosmetics sold in India are safe, effective and 
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conform to state quality standards. The Drugs and Cosmetics Rules, 1945 framed under the Act 

contain provisions for classification of drugs under given schedules and there are guidelines for the 

storage, sale, display and prescription of each schedule. The Act defines the standards of quality for 

drugs and defines "misbranding".  

 
Importance of Consumer Protection 

 Consumer Protection means protection of consumers from various foul trade practices. The 

purpose of such protection is t avoid exploitation and check various business malpractices. The 

worst affected victims of these commercial organizations need to be protected and the consumer is 

protected through consumer protection.  

 To Organize Consumers 

 Indian consumers are scattered over a wide geographical area. They are not well organized. 

They have a low power and businessmen exploit consumers. Here we need consumer protection.  

 Provide Market Information 

 Majority of the consumers have no information about quality, type, price and other marketing 

facilities. Many customers buy without product knowledge and this make them suffer. 

 Importance of Physical Safety 

 Indian markets are over flooded with products. The products may be adulterated and may be 

health hazardous. This may endanger their life and due to this a consumer needs to be protected.  

 Avoiding Monopoly 

 Consumer Protection is very important in terms of avoiding monopoly. Monopoly is the crown 

of modern market. Most of the organizations, irrespective of various restrictions follow monopoly 

practice. Due to this consumers get affected and needs to be protected. 

 Prevention from Malpractices 

 Business malpractices are quickly growing in modern market. Businessmen follow unfair trade 

practices, restrictive trade practices and monopolistic trade practice and consumer protection plays 

a vital role 

 Misleading Advertisements  

 Many organizations deliberately cheat consumers through wrong or misleading advertisements. 

This will protect consumers from getting used. 

 Informing Consumers about their Basic Rights 

 Majority of the consumers are ignorant. They do not know about consumer rights. Consumer 

movements inform consumers about their rights and protect their interest and rights. 

 
Need for Consumer Protection 

 Protection from Exploitation 

 Importance of the consumer protection is to safeguard the consumer from exploitation Through 
various Consumer Protection Acts; business organizations are under pressure to keep away from 
exploiting consumers. 

 Consumer Education 

  Importance of consumer protection is to create awareness among consumers about their rights 

and responsibilities by organizing workshops and seminars and gives them confidence to take legal 

action against companies who have defaulted. 
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 Redressal of Complaints 

 Importance of Consumer Protection is to present the consumer complaints in appropriate 

consumer courts and make sure that justice is done to consumers. 

 Bulletins and Periodicals 

 Importance of consumer protection organization is to issue various journals and periodicals in 

which wide publicity is given to the foul trade practices adopted by business organizations so that 

they are pressured to give fair treatment to consumers. 

 Encouraging Honest Businessmen 

 Importance of consumer protection is to encourage the honest businessmen. organizations give 

the credit to the business organizations which aims at consumer satisfaction by ublishing favorable 

reports in their periodical's about them. This helps in building goodwill for such organizations. 

 Connecting Link 

 Consumer Protection organizations act as a link between consumers wanting to file complaints 

on one side and the business organizations that have defaulted on other sides and make sure that 

justice is done to final consumers. 

 Unity 

 Consumer Protection aims at bringing unity among consumers to fight collectively against the 

business organizations which indulge in unfair trade practices.  

 Ethical Obligations 

  Today, ethics play an important role in business. Protecting the interests of the consumer 

includes absence of unfair business practices such as black marketing, profiteering, creating an 

artificial shortage, using wrong weights and gauges, publishing false advertisement, etc. It is 

necessary for a businessman not to practice such uneven means thereby protect the interest of 

consumers. 

 Getting Public Support 

  Importance of consumer protection does not isolate the business. Financial institutions and 

banks provide finance to business. Government provides support and incentives.  

 
Recent Initiatives in Upgrading Legislations 

 A comprehensive upgradation of the existing Consumer Protection Act, 1986, by way of 

introduction of a new Bill is currently under consideration of the Parliament, aimed at making the 

consumer law more effective, functional and purposeful. Salient features of the Bill include: 

 Establishment of the Central Consumer Protection Authority (CCPA) to promote, protect and 

enforce the rights of consumers, to investigate and intervene when necessary to prevent 

consumer detriment arising from unfair trade practices, and to and take action against 

misleading advertisements. 

 Provision for ―mediation‖ as an Alternate Dispute Resolution (ADR) mechanism which aims at 
giving legislative basis to resolution of consumer disputes through mediation, thus making the 
process less cumbersome, simple and quicker. This will be done under the aegis of the 
consumer fora. 

 Several provisions aimed at simplifying the consumer dispute adjudication process in the 

consumer fora are envisaged.  
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Summation 

 The importance of Consumer Protection is to safeguard consumers from any kind of 

exploitation from business organizations and ensuring the position of ‗King of Market‘ to consumer. 

For this purpose only the latest Consumer Protection Bill is made ready and submitted for approval 

of both the houses in January 2018 with relevant amendments. Collectively, all the legislations 

discussed above are enabling consumers to meet out the challenges they face in day-to-day life of 

consumption of products and services. 
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Abstract 
 Consumer behavior is a significant aspect to be learned in marketing. So is marketing of tourism. Tourism consumer 
behavior can be defined as the ensemble of its acts, attitudes and decisions regarding choosing, buying and consuming 
tourism products and services, and also its post-consuming reactions and along with the pre-decision actions post 
consuming reactions are also, an important phenomena of tourism (Fratu,2011).It seems to be a hectic task for the tourism 
practitioners as organizations identify the preferences  in tourism consumer tastes so that they can ensure they offer what 
the tourism customer wants. The paper attempts to analyze the expectations and perceptions of domestic and foreign 
tourists on marketing of food services in Kodaikanal.  
Keywords: Tourists, Consumer, Marketing, Perception, Food Services and Consumer Protection. 
 
Introduction 

 Food service is considered to be another significant component of the tourism products. Local 

food is a fundamental component of a destination‘s attributes, adding to the range of attractions and 

the overall tourist experience (Symons, 1999). This makes food an essential constituent of tourism 

production as well as consumption. Various researches on food also say that food occupies a second 

place among the tourism products which also attracts the inflow of tourists to a particular 

destination. 

 
Review of Literature 

 Consumption is an integral aspect of the tourist experience, with the tourist consuming not only 

the sights and sounds, but also the taste of a place. Nearly, all tourists eat and dine out. Food is a 

significant means to penetrate into another culture as ―…it allows an individual to experience the 

‗Other‘ on a sensory level, and not just an intellectual one‖ (Long, 1998, p.195). Local food is a 

fundamental component of a destination‘s attributes, adding to the range of attractions and the 

overall tourist experience (Symons, 1999). 

 
Objectives of the Study 

 To observe the itenary of food services by both foreign and domestic tourists visiting 

Kodaikanal. 

 To compare the satisfaction between foreign and domestic tourists on food services in 

Kodaikanal. 

  

 

TOURISM CONSUMER PERCEPTIONS ON MARKETING  

OF FOOD SERVICES IN KODAIKANAL 
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Research Methodology 

Research instrument 

 The questionnaire for this study consisted of questions regarding the itenary of food services by 

both foreign and domestic tourists visiting Kodaikanal. 

 
Sampling Method 

 Data were collected from the foreign and domestic tourists in Kodaikanal using convenient 

sampling and judgment sampling approaches. The sample size was composed of 200 foreign and 

200 domestic tourists visiting Kodaikanal. 

 
Data Analysis 

 In this study, descriptive statistics including simple frequencies, T-Test and Kendall‘s Co-

efficient of Concordance were computed on the respondents‘ on the expectations and perceptions of 

the itenary of food services by both foreign and domestic tourists visiting Kodaikanal. 

 
Results and Discussion: Food Services 

Table 1 Expectation on Itenary of Food Services by Domestic and  

Foreign Tourists in Kodaikanal 

Sl.  

No. 
Variables 

Rating 
Total 

Weighted 

Score 

Weighted 

Mean 

Percentage 

to Maximum  HE E ME LE NE 

1. Continental 
D 12 9 58 79 42 200 470 2.35 47 

F 69 78 18 21 14 200 767 3.83 76.7 

2. 
North  

Indian 

D 78 57 45 18 2 200 791 3.95 79.1 

F 31 45 79 25 20 200 642 3.21 64.2 

3. 
South 

Indian 

D 61 74 37 18 10 200 758 3.79 75.8 

F 61 69 45 12 13 200 753 3.76 75.3 

Source: Primary Data.  (D – Domestic, F – Foreign) 

 
Continental Food 

 Expectations of food services by foreign tourists to Kodaikanal with regard to continental food 

service have been illustrated in the above table. The responses were shown to be expected/highly 

expected with the continental food services by 147 tourists out of 200 foreign tourists to Kodaikanal, 

as it is a tourism destination and there is always an inflow of foreign tourists from all over the 

world. Continental food consists of food such as bread, butter, jam and a hot and cold drink and the 

food is found raw.  

 On the other hand the obtained weighted mean score is 3.83 as against the average mean score 

of 3 and the obtained percentage to the maximum high score is 76.7 which amount to responses on 

expectations of foreign tourists regarding the continental food services. When compared with the 

domestic tourists, foreign tourists are expecting more of continental food. 
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North Indian Food 

 Expectations of food services by foreign tourists to Kodaikanal with regard to North Indian food 

services shows that (39.5%) of the foreign tourists moderately expected North Indian food as their 

food habits were continental in nature and hence (38.0%) of them expected/highly expected north 

Indian food at Kodaikanal and a relatively smaller per cent of (22.5%) had no expectation/less 

expectations of north Indian food. Foreigners to Kodaikanal preferred chapatti with cheese, chapatti 

with butter and brown breads and cakes.    

 From the responses of foreign tourists‘ the obtained weighted mean score is 3.21 and percentage 

to the maximum score is 64.2 which shows their expectation on north Indian food is minimal than 

the domestic tourist expectation on north Indian food 

 
South Indian Food 

 Analysis on rating of the expectations of food services by foreign tourists to Kodaikanal with 

regard to South Indian food service has been made.  The food habits of foreign tourists to 

Kodaikanal reveals that an increased trend of (65%) is seen with the expectation/high expectation of 

south Indian food and this consists of the items like dosa, idly, sambar  were very much preferred 

by the foreign tourists to Kodaikanal other than the continental food. Another 22.5 per cent of them 

moderately expected and a decreased trend of 12.5 per cent less expected / not expected south 

Indian food at Kodaikanal. It was surprising to note that, foreigners preferred less cholesterol food 

consisting of idly, dosa, masal dosa with less spice, butter with rice, cheese with rice, leaks, cheese 

cakes, specifically hill banana and fruits were much preferred by foreigners to Kodaikanal.     

 The expectation on south Indian food by both domestic and foreign respondents is common. 

The obtained weighted mean score of domestic and foreign respondents are 3.79 and 3.76 

respectively as against the average mean score of 3 and more than 75 per cent of their expectation on 

south Indian food is found.  

 
Table 2 Expectations on Features of Food Services by Domestic and  

Foreign Tourists in Kodaikanal 

Sl.  
No. 

Variables 
Rating 

Total 
Weighted 

Score 
Weighted 

Mean 

Percentage 
to 

Maximum 
 HE E ME LE NE 

1. Quality 
D 86 79 19 11 5 200 830 4.15 83 

F 78 82 30 6 4 200 824 4.12 82.4 

2. Variety 
D 63 52 42 21 22 200 713 3.56 71.3 

F 27 63 54 46 10 200 651 3.25 65.1 

3. Availability 
D 73 65 30 24 8 200 771 3.85 77.1 

F 48 67 59 16 10 200 727 3.63 72.7 

4. Cost D 72 79 22 9 18 200 778 3.89 77.8 

  F 15 50 89 40 6 200 628 3.14 62.8 

Source: Primary Data.  ( D – Domestic, F – Foreign) 

 
Quality of Food 

 Expectations regard to the quality of food service has been observed and clearly stated in table 

(5.8) that the quality of food is expected / highly expected (80%) by the foreign tourists to 
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Kodaikanal. On the other hand (15%) of them moderately expected and while (5%) of the foreign 

tourists less/not expected quality of food at Kodaikanal.  

 From the analysis, it is found that the obtained weighted score is 824, weighted mean 4.12 as 

against the average mean 3 and percentage to the maximum score is 82.4. Hence it is concluded that 

the expectation on quality of food by both category respondents is more than that of north Indian, 

south Indian and continental food. 

 
Table 3 Expectations of Food Services by both Foreign and Domestic Tourists (Wt. Mean Score) 

Variety of Food 

 Food cafes have come into 

existence at Kodaikanal and are a 

tourist attraction especially for 

foreigners. This consists of burger, 

pizza, finger chips, crushers, cakes, 

cold coffees and hot chocolates and 

the like.  The foreign tourists‘ high 

expectations/expectations towards 

variety of food at Kodaikanal seem to be (45%), while 27 per cent of them moderately expected 

variety in food services at Kodaikanal. Nearly 28 per cent foreign tourists less / not expected 

varieties in food services.  Further it is found that the foreign tourists expectations on variety of food 

is less as its obtained mean score (3.25) and percentage to the maximum score (65.1).  

 
Availability of Food 

 Expectations of food services by foreign tourists to Kodaikanal with regard to availability of 

food service has  clearly proven that, more than 87 per cent of the foreign tourists had higher 

expectations/expectations/ moderate expectations for availability of food services at Kodaikanal. It 

is found that the foreign tourists expectation on availability of food is more as its obtained mean 

score of 3.63 and percentage to the maximum score is 72.7.                         

 
Figure 1 Expectation of Domestic Tourists on Food Service (Weighted Mean Score) 

 

Sl. 
No. 

Food Items 
Domestic Tourists  
Weighted Mean 

Foreign Tourists  
Weighted Mean 

1. Continental 2.35 3.835 

2. North Indian 3.955 3.21 

3. South Indian 3.79 3.765 

4. Quality 4.15 4.12 

5. Variety 3.565 3.255 

6. Availability 3.855 3.635 

7. Cost 3.89 3.14 

Source: Primary Data. 
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Figure 2 Expectation of Foreign Tourists on Food Service(Weighted Mean Score)

 
 
Cost of Food 

 Analysis on the expectations of foreign tourists to Kodaikanal regarding cost of food services 

shows that foreigners expected cost of food services to be moderate as they were from well 

developed countries with higher currency values when compared to India. While one fourth of 

them expected cost of food services as they were unaware of the prices or cost of food services at 

Kodaikanal. A relatively smaller per cent was identified with less/no/high expectations of cost of 

food services at Kodaikanal when compared to the total percentage. The expectation of foreign 

respondents on cost of the food is quite normal, the obtained percentage to maximum score is 62.8 

which shows the foreign respondents are not too concerned about the cost of food. 

 
Table 4 Expectations of Food Services by both Foreign and Domestic Tourists T –Test Static 

Calculated T -Value Table Value DF Significance Tailed Inference 

=  0.77 1.440 (d f – 6) (1% sign.) Two Tailed Significant 

Source: Primary Data.  

 From the above t-test it is found that the expectations of both domestic and foreign respondents 

are similar. The calculated t value is 0.77 and the table value at 1 % level of significance is 1.440 at 

degree of freedom 6. The calculated value is less than the table value hence it is concluded that there 

is an association on the expectation of food by the both category respondents.  

 
Perceptions of Foreign Tourists to Kodaikanal Regarding Food Services 

 In order to identify the perception with regard to the food services in Kodaikanal the sample 

tourists were asked to rate food services  in terms of various aspects as shown in Table 5 by using a 

five-point scale, ranging from "highly satisfied" to "dissatisfied‖.         

 
Table 5 Perceptions of Itenary of Food Services by Foreign Tourists 

Sl. 
No. 

Variables 
Rating 

Total 
HS % S $% MS % LS % DS % 

1. Continental 78 39 82 41 29 14.5 4 2 7 3.5 200 

2. 
North 
Indian 

36 18 52 26 60 30 31 15.5 21 10.5 200 

3. 
South 
Indian 

70 35 74 37 32 16 21 10.5 3 1.5 200 

Source: Primary Data.   
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Continental Food 

 Perception of food services by foreign tourists to Kodaikanal with regard to continental food 

service has been illustrated and responses were shown to be satisfied/highly satisfied with the 

continental food services by 80 per cent of foreign tourists to Kodaikanal. As Kodaikanal is a 

tourism destination and there is always an inflow of foreign tourists from all over the world 

throughout the year. The continental food providers have increased in recent times in Kodaikanal. 

On the other hand 20 per cent of the tourists are moderately satisfied/less satisfied/ dissatisfied 

regarding the continental food services.                 

 
North Indian Food 

 Rating of the perceptions of food services by foreign tourists to Kodaikanal with regard to 

North Indian food service has been calculated, result shows that (44%) of the foreign tourists were 

satisfied/highly satisfied with the North Indian food at Kodaikanal and a greater number of North 

Indian restaurants like Patel restaurants, Tibetian restaurants, etc are also available at Kodaikanal 

which makes the tourists satisfied. A relatively smaller per cent of (30%) had moderate perception of 

North Indian food and nearly 26 per cent of them were less satisfied / dissatisfied with the North 

Indian food services at Kodaikanal.    

 
South Indian Food 

 A study on the food services of foreign tourists to Kodaikanal reveals that (72%) are seen with 

the satisfaction/high satisfaction of South Indian food and a number of restaurants with South 

Indian varieties are readily available at Kodaikanal. High class restaurants, middle class restaurants 

and road side eateries and small shops that serve both vegetarian and non–vegetarian are available 

at Kodaikanal to satisfy the tourists. Most of them are run by families where family members are 

involved in preparing and serving food.  On the other hand, 28 per cent of them are moderately 

satisfied / less satisfied/dissatisfied with the food services and this dissatisfaction of the foreign 

tourist may be due to the unhygienic, low quality, unhealthy, very oily food services and unclean 

water provided to the foreigners. Foreigners always prefer to drink only mineral water and stay 

clear of impure water.      

 
Table 6 Perceptions of Features of Food Services by Foreign Tourists to Kodaikanal 

Sl. 
No. 

Variables 
Rating 

Total 
HS % 

S 
 

% MS % LS % DS % 

1. Quality 46 23 87 43.5 25 12.5 38 19 4 2 200 

2. Variety 22 11 40 20 57 28.5 45 22.5 36 18 200 

3. Availability 26 13 60 30 55 27.5 49 24.5 10 5 200 

4. Cost 22 11 52 26 79 39.5 39 19.5 8 4 200 

Source: Primary Data.   
 

Quality of Food 

 The perceptions of food services by foreign tourists to Kodaikanal with regard to the quality of 

food service have been observed and found that the quality of food is satisfied/highly satisfied 

(66.5%) by the foreign tourists to Kodaikanal On the other hand 12.5 percent of them are moderately 



 

Vol. 6                          Special Issue 4                     March 2018                               ISSN: 2320 - 4168 
 

 

Shanlax International Journal of Commerce  Page 49 

satisfied and while 21 per cent of the foreign tourists were less satisfied/ dissatisfied with the 

quality of food at Kodaikanal.  
 

Variety of Food 

 The foreign tourists, satisfaction/ high satisfaction towards variety of food at Kodaikanal seems 

to be 31 per cent, while 28.5 per cent of them had moderate satisfaction and 40.5 per cent of the 

foreigners were less satisfied/ dissatisfied with the variety of food services at Kodaikanal.       

 
Availability of Food 

 Rating of the perceptions of food services by foreign tourists to Kodaikanal with regard to 

availability of food service has proven that, more than 43 per cent of the foreign tourists had higher 

perceptions about the availability of food services at Kodaikanal. On the other hand 27.5 per cent of 

them had moderate satisfaction and 29.5 per cent had less/no perceptions for availability of food 

services at Kodaikanal and the reason was that the food services were closed or was not available at 

the late hours after 10.00 pm because of the cold climatic conditions.  
 

Cost of Food 

 A study on the perceptions of foreign tourists to Kodaikanal regarding food services  shows that 

37 per cent  foreigners were satisfied/ highly satisfied with the cost of food services, while 39.5 per 

cent  of them were moderately satisfied with cost of food services at Kodaikanal. A relatively 

smaller per cent of 23.5 per cent was identified with less/no perceptions of cost of food services at 

Kodaikanal from among the total  percentage as they felt they were billed high at restaurants as they 

were new faces with unknown languages. Deviation in expectation and perception of Food services 

by foreign tourists visiting Kodaikanal is shown in Table 7.  

 
Table 7 Deviation between Expectation and Perception of Food Services (Itenary)  

by Foreign Tourists Visiting Kodaikanal 

Sl.     
No. 

Food 
Services 

Expectation of Foreign 
Tourists 

Perception of Foreign Tourists 
n= 

(2-1) HE   
(%) 

E  
(%) 

Total     
(1) 

HS              
(%) 

S           
(%) 

Total     
(2) 

1. Continental 51 27 78 39 41 80 +2 

2. North Indian 16 23 39 18 26 44 +5 

3. South Indian 31 35 65 35 37 72 +7 

Source: Primary Data.   

 Positive values of deviation are considered to be more satisfied and the deviations with negative 

values are considered to be less satisfied. It is clear from the above table that deviation analysis is 

performed between food service attributes. Continental, North Indian food and South Indian food 

were more satisfying the foreign tourists which is evident as these food services have secured a 

positive deviation of +2, +5, and +7 respectively.  

 

Continental Food Services 

 More than 78 per cent of the foreign tourists expected/ highly expected continental food 

services at Kodaikanal. But 80 per cent responses were shown to be satisfied/highly satisfied with 

the continental food services by of foreign tourists to Kodaikanal.   
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North Indian Food Services 

 Expectations / high expectations of north Indian food by foreign tourists to Kodaikanal are a 

majority of 39 per cent. But surprisingly, the study reveals that 44 per cent of the foreign tourists 

were satisfied/highly satisfied with the North Indian food at Kodaikanal. 

 
South Indian Food services   

 A study on the food habits of foreign tourists to Kodaikanal reveals that an increased trend of 65 

per cent is seen with the expectation / high expectation of south Indian food but interestingly, 72 

per cent foreign tourists were seen with the satisfaction / high satisfaction. 

 
Table 8 Deviation between Expectation and Perception of Food Services (Features)  

by Foreign Tourists Visiting Kodaikanal 

Sl.     
No. 

Food 
Services 

Expectation of Foreign 
Tourists 

Perception of Foreign 
Tourists Deviation 

n=(2-1) HE   
(%) 

E  
(%) 

Total     
(1) 

HS              
(%) 

S           
(%) 

Total     
(2) 

1. Quality 39 41 80 23 43.5 66.5 -13.5 

2. Variety 13.5 31.5 45 11 20 31 -14 

3. Availability 24 33.5 57.5 13 30 43 -14.5 

4. Cost 7.5 25 32.5 11 26 37 +4.5 

Source: Primary Data.   

 It is evident from the above table that deviation analysis is performed between food service 

attributes. Foreign tourists are satisfied by the cost of food, because it has secured a positive 

deviation of +4.5. The other food services are less satisfied by foreign tourists because they have 

secured negative deviations of quality (- 13.5), variety (- 14), and availability (- 14.5). 
 

Quality of Food Services 

 For the tourists when the expectation of food services was high/very high (80%), the 

expectation about the quality of food was not that high (66.5%) 
 

Variety of Food Services 

 The foreign tourists expectations/high expectations towards variety of food at Kodaikanal 

seems to be 45 per cent, but only 31 per cent of the foreigners are satisfied/highly satisfied. 
 

Availability of Food Services 

 More than 57.5 per cent of the foreign tourists had higher expectations regarding availability of 

food services at Kodaikanal, but only, 43 per cent of them were highly satisfied /satisfied with the 

availability of food services at Kodaikanal.  
 

Cost of Food Services 

 The foreign tourists expectation/ high expectations towards variety of food at Kodaikanal 

seems to be 32.5 per cent, but only 37 per cent of the foreigners are satisfied/highly satisfied with 

that. It is also clear that among the overall services of food, foreign tourists are more satisfied 

towards the food items of Continental, North Indian, South Indian and cost of food services 

comparing to other services as they secured a positive deviation and the satisfaction is also rated 

higher. 
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Table 9 Foreign and Domestic Tourists on Expectations of Food Services in  

Kodaikanal – Rank Correlation 

 Rank correlation analysis 
was performed to identify the 
co–relationship between both 
category respondents using the 
weighted mean of all variables 
and the extracted rank 
correlation value is (0.10714). 
Hence it is concluded that there 
is significant association 
between the expectations of 
both category tourists on food 
services. 

Source: Primary Data.  

 
Figure 3 Expectation on Food Services (Itenary) by Both Category Respondents 

 
 

Figure 4 Expectation on Food Services (Features) by Both Category Respondents           

 
 Kendall‘s Co efficient of Concordance Test (W test) has been applied to find whether there is an 

association on respondent‘s responses/opinion. 

Ho:  There is no agreement between the responses of domestic tourist and foreign tourist on food 

services in Kodaikanal. 

Sl. 

No. 
Food 

Foreign  

Tourists 

Domestic  

Tourists 
R Value 

1. Continental 3.835 2.35 

Rank 

Collection 

= 0.10714 

2. North Indian 3.21 3.955 

3. South Indian 3.765 3.79 

4. Quality 4.12 4.15 

5. Variety 3.255 3.565 

6. Availability 3.635 3.855 

7. Cost 3.14 3.89 
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Table 10 Kendall’s Co-efficient of Concordance Test (W Test) Static  – On the Association  

on Perceptions of Both Domestic and Foreign Tourists on Food Services in Kodaikanal 

Services 
Domestic Tourists 

Weighted Score 

Foreign Tourists 

Weighted Score 
R1 R2 

X      

(R1+R2) 

D (X –

Mean) 
D2 

Continental 492 820 7 1 8 0 0 

North Indian 748 651 4 4 8 0 0 

South Indian 758 787 2 2 4 -4 16 

Quality 753 733 3 3 6 -2 4 

Variety 660 567 6 7 13 5 25 

Availability 709 643 5 5 10 2 4 

Cost 774 641 1 6 7 -1 1 

Total     X = 56  
D2     

=50 

Source: Primary Data.  

R1 – Domestic Respondents, R2 – Foreign Respondents, Mean = 56/8 = 8,               M = No. of 
judges. 

Kendall‘s Co-efficient of Concordance Value (W) = 
1344

600

)1()(

12
22

2






NNM

D
=0.4464  

Kendall‘s Co efficient of Concordance Value (W) = 0.446 
Significance of W value (in Chi-square) X2 = K (N-1) W 
         = 2 (7-1) 0.4464 = 5.3568 (K = number of 
categories, N= No. of options, W = Kendall‘s value) 

 The calculated W value is 0.446 and the significance of chi-square for the W (5.3568) is less than 

the table value (14.1) at 0.05 level of significance for 6 (N-1) d.f., the null hypothesis is accepted. This 

means that there is no agreement between the perceptions of domestic tourists and foreign tourists 

on food services in Kodaikanal. 

 
Consumer Protection 

 Consumer protection is a form of government regulation which protects the interests of 

consumers. For example, a government may require businesses to disclose detailed information 

about products—particularly in areas where safety or public health is an issue, such as food. 

Consumer protection is linked to the idea of consumer rights (that consumers have various rights as 

consumers), and to the formation of consumer organizations which help consumers make better 

choices in the market place. 

 
Findings 

 Expectations and Perceptions of Foreign Tourists on Food Services 

 A majority of 45 per cent of the foreign tourists are both vegetarians and non–vegetarians. 

The percentile analysis proves that a majority of 45 per cent of the domestic tourists are non-

vegetarians. It is found that foreign tourists are both vegetarians and non–vegetarians and 

domestic tourists are only  non–vegetarians in majority.   
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 Expectations and Perceptions of Food Services by Foreign Tourists in Kodaikanal 

 The obtained weighted score, weighted mean and percentage to the maximum score are 

824, 4.12 and 82.4 respectively. It is found that the expectations on quality of food by both 

category respondents are more than that of whether north Indian, south Indian or 

continental food. The calculated S.D is 40; C.V is 100 and ranked first by the domestic 

tourists. This shows that the domestic tourists have more expectations and highly bothered 

on the quality and their perceptions are good.  

 The weighted mean score analysis confirms the expectation on south Indian food by both 

domestic and foreign respondents is common. Further, the calculated S.D is 31; C.V is 71.5 

and obtained second rank shows that the domestic respondents‘ have more expectation on 

south Indian food and they have highly satisfied and their expectations are fulfilled in 

Kodaikanal.  

 From the responses of foreign tourists the weighted score analysis shows their expectation 

on north Indian food is minimal than the domestic tourist expectation on north Indian food. 

Further, the calculated S.D is 31.8; C.V is 76.5 and ranked four which shows that the 

domestic tourist expectations on north Indian food and their satisfaction towards their 

expectations are fulfilled. 

 Further, the calculated S.D is 24.2 C.V is 60.5 and obtained rank five on their satisfaction; 

comparatively the obtained perception score is less than that of their expectations as against 

the overall food services. The domestic tourists have more expectations and their 

expectations are not fulfilled wholly. 

 Respondents expectation on variety of food is less as its obtained mean score (3.25) and 

percentage to the maximum score (65.1) is minimum. Further, the calculated S.D is 17.4 C.V 

is 43.7 and obtained sixth rank as against the domestic respondents‘ who have more 

expectation on variety of food and their expectation is not fulfilled wholly. It is found that, 

the foreign tourists expectation on variety of food is less and domestic respondents‘ have 

more expectations on food. 

 It is found that, the foreign expectations on availability of food is more as it‘s obtained mean 

score 3.63 and percentage to the maximum score (72.7) is minimum. The calculated S.D is 

24.2 C.V is 60.5 and ranked five on their satisfaction; comparatively the obtained perception 

score is less than that of their expectations as against the overall food services. The domestic 

tourists have more expectations on availability and their expectation not fulfilled wholly. 

 The weighted mean score analysis reveals that, when comparing with the domestic tourists, 

foreign tourists are expecting more on continental food. Further, the calculated S.D is 23.1, 

C.V is 57.6 and ranked seven which shows that the domestic respondents are least bothered 

on continental food and their expectation is low and their satisfaction towards expectation is 

fulfilled. 

 The expectation of foreign respondents on cost of food is quite normal, the obtained 

percentage to maximum score is 62.8 which prove that, the foreign respondents are not 

bother about the cost of food. Whereas the domestic respondents are very much concerned 

about the cost. 
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 The result of T- test reveals that the expectations of both domestic and foreign respondents 

are same. The calculated t value is 0.77 and the table value at 1% level of significance is 1.440 

at degree of freedom 6 .The calculated value is less than the table value, there is an 

association on the expectations of food by the both category respondents.  

 Rank correlation analysis was performed to identify the co–relationship between both 

category respondents using the weighted mean of all variables on food services and the 

extracted rank correlation value is 0.10714. Hence it can be concluded that there exists 

significant association between the expectations of both category tourists on food services. 

 The calculated W value is 0.446 and the significance of chi-square for the W (5.3568) is less 

than the table value (14.1) at 0.05 level of significance for 6(N-1) d.f., the null hypothesis is 

accepted. This means that there is no agreement between the perceptions of domestic 

tourists and foreign tourists on food services in Kodaikanal. 

 
Suggestion 

Food Services 

 Good quality, less expensive and tasty food services may be made affordable to the tourists 

visiting Kodaikanal especially during the time of season. Frequent inspection of the quality and 

hygiene of food served in restaurants is highly essential.  

 
Conclusion 

 In this article authors have analyzed the tourism consumer perceptions on marketing of food 

services in Kodaikanal. Observing the itenaries of food services by foreign and domestic consumers 

such as, Continental, North – Indian, South – Indian, Quality, Quantity, Variety, Availability and 

Cost tourism consumers expectations and perceptions were studied and also compared. Consumer 

Protection which is already linked to the aspect of food services may be still made vibrant in order 

to play a proactive role to assume more responsibility in advocating protection to tourism 

consumers on marketing of food services. This in turn would show a positive sign in significantly 

increasing the tourist arrivals to India in General and Kodaikanal in particular.    
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Abstract 
 The emerging trends in Information Technology have brought significant socio-technical change, especially in the 
lives of consumers. Governments are investing on digital technology to push their economy. With this change comes the 
possibility of a disconnection between consumer protection law and the new things, activities and relationships enabled by 
the change in IT. This article analyses the consumer protection challenges in electronic objects/services such as the 
information provided by businesses, unfair commercial practices, unfair contract terms, online payment security, cross-
border online transactions, data protection and privacy, dispute resolution and redressal mechanism. It looks into policy 
measures to build consumer trust including appropriate laws and enforcement, consumer education, good business 
practices and international cooperation. This article provides a basis for consumer protection to examine whether or not 
their current consumer protection legislation can adequately provide appropriate consumer protection in the face of the fast 
changing Information Technology. This article also provides the various requirements to be done to protect the consumer 
rights. 

 
Introduction 

 In the era of digital age, where technology is developing rapidly, developments in information 

and communications technology in the last decade have significantly changed lives and provided 

new opportunities for consumers and businesses to select worldwide range of product and services 

in their doorstep. The ICT has become increasingly relevant to consumers worldwide. The emerging 

latest technologies with electronic gadgets like computers, mobile phones and connected devices 

that promote not only consumers welfare but also facilitate economic development and 

opportunities to the nation. An increasing number of consumers have access to the Internet and 

engage in utilising electronic objects/services, which provides easier, efficient and faster access to 

products and services. According to statistical report there are 3.74 billion internet users 1.66 billion 

purchase goods online, B2C ecommerce responsible for  $2.3 trillion in annual sales. It also presents 

some challenges for consumers that differ from those encountered during previous days. Such 

challenges have given rise to the need to adapt existing legal and regulatory frameworks to the 

particular requirements of dealing with electronic objects and services. Alongside prudential 

regulation consumer protection are critical. But, globally, there has been limited adaptation of 

consumer protection frameworks to the IT trends and challenges. Some countries are only partly 

addressing consumer protection through consumer protection legislation. The change in the current 

environment for both consumers and businesses was the driving force behind the revision of the 

existing guidelines for consumer protection.. 

 
Key Challenges and Issues 
 Ecommerce and new digital products and services have brought many challenges. 
E-Commerce 

 The reduced frontier between digital services and products may create legal uncertainty with 
respect to the definition of digital content. 

 

EMERGING INFORMATION TECHNOLOGIES AND ITS KEY 

CHALLENGES IN CONSUMER PROTECTION 
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 Challenges in managing of vast information because of availability of wide range of product 

choice and selection over internet. 

 New types of commercial practices linked to the internet have appeared (e.g. personalised 

pricing, behavioural profiling), raising questions of data protection and transparency. 

 Increased use of electronic payments and new forms of payment such as virtual currencies face 

security challenge. 

 The international nature of ecommerce inevitably raises jurisdictional problems, which court is 

competent to decide the dispute if anything goes wrong is in question. 

 The new digital environment carries a risk of ―digital divide‖ creating inequality between 

consumers, in terms of internet access and level of e-skills. The most vulnerable consumers is 

the elderly and children. 

 Traditional forms of dispute resolution mechanism become less practical and are inefficient. 

 High customer vulnerability to phishing schemes, social engineering scams, account hacking 

attacks, data theft, etc. 

 Online payment systems present challenges for consumers, delays in receipts of payments by 

traders; irreversible payments; late confirmations; and payments blocked between the banks, 

payment gateway or company to which payment was made. 

 
Big Data 

 Big data is data sets that are so voluminous and complex that traditional data processing 

application software are inadequate to deal with them. Big data challenges include capturing data, 

data storage, data analysis, search, sharing, transfer, visualization, querying, updating, information 

privacy and data source. Big data using predictive analytics, user behavior analytics, or certain other 

advanced data analytics methods to extract value from data, it will provide businesses with insights 

about their customers, enabling them to tailor their practices to better satisfy consumers and identify 

ways to increase the efficiency of their operations. The negative impact that this movement could 

have on consumers, the public is largely unaware of the rapid growth of the data industry and the 

extent to which individuals‘ personal information has become a commodity that is transferred 

among private and public entities. Some of the most commonly raised concerns regarding the Big 

Data is the increased risk that consumers‘ personal information will be inappropriately accessed or 

disclosed to third parties, insufficient data security, improper use of individuals data, and violations 

of anti-discrimination laws. Big data can be also used by companies to target vulnerable consumers 

for fraud. 

 
The Internet of Things 

 People are seeing technology such as sensors embedded in more and more everyday things like 

cars, utility meters, white goods, wearable fitness trackers or home security systems. This makes 

objects capable of sensing and remotely communicating with each other, with users or with a central 

system – for any purpose. For example, a smart energy system in a home might automatically adjust 

heating levels, based on sensing when people are most likely to want more warmth. The more 

objects with this capability that can connect together, the more information they can aggregate and, 

in theory, the more responsive they can be. Services too can make use of integrated sensors to 
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observe and assess behavior, for example black box recorders in cars can automatically feedback 

information on driving behaviour to insurers to guide the price of premiums. Consumers 

International has identified other areas where multiple connected devices and services could give 

cause for serious concern: the development of hybrid products; the erosion of ownership norms; 

remote contract enforcement; lack of transparency; complex liability; lock-in to products and 

systems; locked out of alternatives; and data, privacy and security 

 
Cloud Computing 

 Cloud computing is the on-demand delivery of compute power, database storage, applications, 

and other IT resources via the internet with pay-as-you-go pricing. Consumers, businesses and 

government agencies increasingly are storing data and using services ―in the cloud.‖  This has 

profound implications for consumer protection. Breach of security of the Cloud infrastructure may 

disclose more important and classified data of customers as well as stakeholders such as business 

partners, suppliers, owners, shareholders etc. The organization‘s data ownership is the main 

concern when adopting Cloud based services. Cloud based services can make businesses feel 

insecure, and this is heightened by the ever growing existence of Cyber threats. Assurance of 

privacy of the employee‘s data and integrity, and consistency of the retrieved data are main reasons 

for organizations to have second thoughts about moving to Cloud space. When dealing with more 

than one Cloud service provider the reluctance can become severe. Lack of transparency of Cloud 

services is another disadvantage. Service level agreements (SLAs) are often formulated in terms as 

to exclude most of the service outage causes. Legal issue concerns the question of who has a legal 

right, and under which circumstances, to access the data processed and stored in the cloud. Whose 

national laws apply to the personal data stored in the cloud is a big challenge. 

 
Artificial Intelligence & Machine Learning 

 Artificial intelligence (AI) is the simulation of human intelligence processes by computer 

systems and other machines. These processes include machine learning (essentially the acquisition 

of data and rules for using the data), reasoning and use of the rules to reach conclusions as well as 

an element of self-correction. The fundamental nature of artificial intelligence technology is itself a 

challenge to contractual and extra-contractual liabilities. When a machine makes or pretends to 

make autonomous decisions based on the available data provided by its users and additional data 

autonomously acquired from its own environment and applications, its performance and the end-

results could be unpredictable. What is the balance of rights and responsibilities between the firm 

and its AI software provider and cloud service provider is the major challenges in artificial 

intelligence.  

 
Consumer Protection Requirements  

 There is urgent necessity on the part of the government to enforce laws that could effectively 

and vigorously check consumer frauds such as malpractices, adulteration, production of sub 

standard goods etc. so as to bring the violators to the book to ensure adequate protection to 

consumer. Ecommerce is growing rapidly in the developing countries. The United Nations 

Conference on Trade and Development (UNCTAD) and the Organization for Economic Co-
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operation and Development (OECD) recommended several guidelines for the consumer protection 

in the area of ecommerce. These guidelines encourage businesses, consumer representatives and 

governments to work together to provide consumers with meaningful access to fair and timely 

dispute resolution and redress and to protect consumer‘s right. Developments in information and 

communications technology present some challenges for consumers that differ from traditional 

products. Such challenges require to adapt with existing legal and regulatory frameworks to protect 

various rights of consumer and also the proposed Bill requires the inclusion of more provisions to 

deal with the fast changing technological and market dynamics that includes the following.  

 Opening up of new National Cyber Security Centre to protect citizens, industry and public 

services.  

 Create and strengthen a security culture in society, educate the people to adopt the best security 

practices available. 

 Apply physical and logical security measures, regular update of latest security patches. 

 Action should be taken in order to protect consumers from unfair contract terms and offer them 

effective dispute resolution in a global and internet-based context.  

 Emphasizes the potential role of rating services/watchdog groups and suggests that the 

strategy of early disclosure of e-standard terms.  

 Services provided by search engine operators should also be guided by the principles of 

equality and non-discrimination.  

 Revision of the Payment Services Directive. Consumer protection with regard to the emerging 

virtual currencies should be provided,  

 Using of internet based robust search and monitoring tools to find more and better choices to 

lower both search costs and transaction costs associated with commercial interactions. 

 Consumer Empowerment via Reputational Feedback Mechanisms such as product rating and 

review systems specially in the case of share economy which operate outside normal guidelines. 

 Internet/digital platforms cannot simply shrug their responsibility and say, ―not our problem‖. 

The platform will have some responsibility to check that their suppliers meet appropriate legal 

standards.  

 Bring all internet businesses inside the regulatory tent. 

 All websites must follow standards for accessibility. Focus on universal design in information 

technology, to make solutions available for everyone – including elderly and disabled people. 

 Promote a neutral and open internet – that facilitates competition, choice and innovation. 

 Implementation of Online dispute resolution mechanism including online mediation, online 

arbitration, an online consumer complaint system etc via email, chat rooms, help desk support, 

FAQs, feedback forms etc. 

 Promotes national policies that encourage clear and timely information – including identity of 

the business, legal name, principal geographic address with contact details to enable consumers 

to contact businesses easily and to enable regulatory and law enforcement authorities to identify 

and locate them. 

 The digital advertisement must tell the truth and not mislead consumers, all claims must be 

substantiated and disclaimers must be clear and conspicuous.  
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 Promotes clear, concise and easy to understand contract terms that are not unfair, contract terms 

to be drafted in plain and intelligible language, and states that ambiguities will be interpreted in 

favour of consumers. 

 Speeding up of court trail process, consumers are being made to suffer for an average of five 

years to get their grievances redressed. 

 Promotes secure payment mechanisms and national policies that encourage a transparent 
process for the confirmation, cancellation, return and refund of transactions and non-liability of 
consumers for unauthorized transactions. 

 Initiate and strengthen National level IT Training Programm to impart training on digital skills. 

 More work on standards to support legal frameworks for privacy and data protection. 
 
Conclusion 

 The analysis of survey over the last decade shows that Consumer protection issues in the 
context of e-commerce/e-object have gained a considerable amount of attention from policy-
makers. Furthermore, governments as well as intergovernmental organizations have discussed the 
issues involved and developed various frameworks. Some of those instruments deal with e-
commerce consumer issues specifically, while others address consumer protection more generally. 
Despite this attention, a review of existing legal frameworks shows that they have failed consumer 
needs.  Some have been driven by corporate interests. Others have emerged within public policy 
frameworks dominated by commitments to economic progress, to freedom of corporations to do 
business as they choose, and to light-touch regulation, rather than to consumer rights. Even those 
frameworks that have begun from the consumer perspective have been significantly compromised 
by the exercise of market power by corporations and industry associations, or by a lack of will on 
the part of the drafters to produce a document whose provisions may appear to financially powerful 
organizations to be far-reaching. 
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Abstract 
 Cyber-crime (CC) is a generic term that refers to all criminal activities done using the medium of computers, the 
Internet, cyber space and the worldwide web. Nowadays cyber-crime is the most important issue for all developed and 
developing countries, because it damages the governmental confidential data as well as people in daily life transactions. 
Hence, an attempt has been made in this paper to provide vision on cyber-crimes in India. The main aim of the study is to 
present the overview of Cyber Crimes prevailing in Indian banking sector and its implication towards consumers. The 
study focuses on the technical aspects of crime in the Banking sectors and also suggested ways for preventing Cyber 
Crimes in banking sector. 
Keywords: Cyber-crime, illegal behavior. 
 
Cyber Crime in India - Introduction 

 Cyber Crime can be defined as the unlawful acts where the computer is used either as a tool or a 

target or both. It covers crimes like phishing, credit card frauds, bank robbery, illegal downloading, 

industrial espionage, child pornography, kidnapping children via chat rooms, scams, cyber 

terrorism, creation and/or distribution of viruses, spam and so on. CC is a broad term that is used 

to define criminal activity in which computers or computer networks are a tool, a target, or a place 

of criminal activity and include everything from electronic cracking to denial of service attacks. It 

also covers the traditional crimes in which computers or networks are used to enable the illegal 

activity. 

 In CC, the computer is mainly used as a target in which one computer is used to attack other 

computers eg. Hacking other computers. On the other hand the computer may also be used as a 

weapon in in which it is used to do real crime of world. Eg. Credit card fraud. The categories of are 

shown in figure 1. The CC is committed against persons, property, government and society.  

 
Figure 1: Categories of Cyber Crime 

 India has one of the largest and fastest 

growing populations of Internet users in the 

world, which is estimated to be around 190 

million as of June 2015 and growing rapidly. 

India already has the third largest internet 

population in the world today, after China with 

620 million and the US with 275 million. CCs 

reported in India rose 19 times over the last ten 

years from 481 in 2005 to 9,622 in 2014, and India 

is now ranked third – after the US and China – as 

a source of ―malicious activity‖ on the Internet. CC in India is registered under two broad heads, the 

IT Act, the Indian Penal Code (IPC). The various offenses related to internet which have been made 

punishable under the IT Act and the IPC are enumerated in table 1.  

 

CYBER CRIME IN INDIAN BANKING SECTOR – AN OVERVIEW 
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Table 1 Various Offences Under It Act And Ipc 

Cyber crimes under the IT Act Cyber crimes under the IPC 

 Tampering with Computer source 
documents - Sec.65  

 Hacking with Computer systems, Data 
alteration - Sec.66  

 Publishing obscene information - Sec.67  

 Un-authorised access to protected system 
Sec.70 

 Breach of Confidentiality and Privacy - 
Sec.72  

 Publishing false digital signature certificates 
- Sec.73 

 Sending threatening messages by email - Sec 
503 IPC  

 Sending defamatory messages by email - Sec 
499 IPC  

 Forgery of electronic records - Sec 463 IPC 
Bogus websites, cyber frauds - Sec 420 IPC 
Email spoofing - Sec 463 IPC  

 Web-Jacking - Sec. 383 IPC 

 E-Mail Abuse - Sec.500 IPC 

 
Review of Literature  

 Now a days many researchers are making attempts to study about the CC and examining the 

real issues of CC. In this way many researchers viz., Das and Nayak (2013), Kaur (2013), Joshi and 

Singh (2013) have investigated the CCs issues in India and pointed out the possible steps for the 

people to make aware of the digital crimes. Though the CC is prevailing in every industry, banking 

is the one which is facing a big problem on the issues of CC.  

 Many studies have also been done by the researchers particularly on the CC issues and 

problems faced by the banking sector. For instance, Siddique and Rehman (2011) from their study 

found out that the electronic crime can be reduced from the banking transactions by applying the 

updated technology and appointing reliable officers and devices. Muthukumaran (2008) focused on 

different CC on banking sector and analyzed various cases on it. Recently Argarwal (2016) 

highlights the concepts of e-banking and pointed out the collective CCs committed in banking 

sector. Hence in the current situation, it paves way for more and more researchers to start a research 

work on CC particularly on banking sector. In the same way Sema Goel (2016) pointed out the 

impact of CCs on banking sector. Hence in the current scenario, it paves way for more and more 

researchers to start a research work on CCs. Hence, the present study aims to provide the major 

banking fraud committed in India and suggested precautionary measures for eradicating CCs in 

banking sector. 

 
Objectives 

1) To layout various CCs with respect to digital bank operations. 

2) To list out various prevention measures with regard to CCs in banking sector. 

 
Cyber Crime in Banking Sector 

 CC came about after the financial sector especially banking introduced technology for its 

banking operations in the late ‗90s. Electronic banking is also known as internet banking or e-

banking, it has rapidly grown in the past years. Electronic banking is the delivery of bank‘s 

information and services by banks to customers via different delivery platforms that can be used 

with different terminal devices such as personal computer and a mobile phone with browser or 

desktop software, telephone or digital television etc. The electronic banking offers variety of 
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banking services which include (EFT), electronic transfer of funds, automatic teller machine, (ATM) 

services and direct deposits automatic bill payment (ABP). With this advancement of technology 

and the expansion of internet every area becomes easy to access to commit crimes easily without 

any effort. 

 Increasing digital transactions is good for economy but we already have cases of fraud and data 

leaks surfacing from different parts of country. In developing countries, like India, electronic crime 

is a serious problem because there is a lack of training on the subjects to investigate the electronic 

crime. With the introduction of electronics in the banking system several problems are emerged.  

 Hacking and Stealing of data  

 Hacking is an unauthorized access made by a person (Hacker) to cracking the systems or an 

attempt to bypass the security mechanisms, by hacking the banking sites or accounts of the 

customers. Different types of hackers are as follow: 

 Black Hat Hackers: Highly skilled, malicious, destructive crackers. 

 White Hat Hackers: Skills used for defensive security analysts. 

 Grey Hat Hackers: Offensively and defensively; will hack for different reasons depends on 

situations. 

 The Information and Technology Act, 

2000 (IT Act) covers all types of CC 

committed in the country including hacking. 

The highest rate of hacking was found to be 

in the USA, secondly China and India stands 

8th in the ranking for hacking in the world, 

constituting 2% of global hacking (vide 

figure). 

 Phishing and Identify theft: It is a type 

of online identity theft. Phishing is the tools of fooling a computer user into submitting the 

personal information by creating a counterfeit website which looks like a real site. Customers 

are directed to give a response to a mail and also directed to click on the link mentioned in the 

mail. When they click on the given link for entering their information which were asked in the 

mail received by the fraudulent institutions of banking website, by such kind of activities 

customers thus they remain unaware that the 

fraud has happened with them. 

 Credit card theft: It is the form of identity theft, 

which involves the misuse of person‘s credit card 

information or the use of counterfeit card. The 

information is taken from the victim and used by 

the fraudster without authorization from the 

victim.  

As per the data provided by Reserve Bank of 

India (RBI) on fraud related to ATM/Credit/Debit 

cards and net banking as reported by the banks, in the 
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year 2016, 3,156 cases and 4,147 cases were registered in the September and December quarters, 

respectively. The amount involved—in this two quarter was—Rs 45.50 crore. For the third quarter 

(July-September) of 2017, the total number of incidents was at 7,372 and the total amount was Rs 

34.20 cr. In comparison, for the same, third quarter of 2016, the total number of incidents was 3,156 

and the total amount involved was only 15.46 cr (see figure 3). In 2017, 7,372 cases were reported in 

September quarter, 5,148 cases in June quarter and 3,077 cases in March quarter of 2017, with the 

amount involved adding to Rs67.13 crore; 10,220 cases of fraud were reported in the December 2017 

quarter (up to December 21). 

 ATM fraud: It is an act of criminal deception by use of unauthorized account or personal 

information. In the recent past there has been a rise in the number of banking frauds related to 

ATM card transactions and fraudsters are using new techniques to rob customers of their 

savings. Different modes of ATM frauds are card skimming, card trapping, card theft, PIN 

compromise, keypad jamming etc. Around 48% of the ATM frauds are done through lost or 

stolen card by the person. Figure 4 shows the different ways used by the fraudsters widely in 

doing ATM fraud.  

Prevention Measures to Avoid CC 

 Fraud that involves cell phones, insurance claims, 

and credit card transactions represent significant 

problems for governments and businesses, but yet 

detecting and preventing fraud is not a simple task. 

Since the computers are exposed, the law is mandatory 

to protect and safeguard them against CC or electronic 

crime. 

Some of the prevention measures that an individual should take care of about CCs issues are as 

follows: 

 For protecting phishing attacks, the browser should be enabled with phishing filters and never 

click links in e-mail for updating and transactions. 

 Prefer ATMs attached to banks, they tend to have better security checks than others. 

 Since password cracking tools exist, avoid using the word found in dictionary. Try to use hard 

to guess passwords.  

 Reading the privacy policy carefully whenever submitting the data through internet.  

 Always use latest and updated Antivirus software to guard against virus attacks. 

RBI also initiated the following precaution measures should be implemented by every bank. 

 RBI has issued Cyber Security Framework in Banks, mandating banks to put in place a Board-

approved cyber-security policy, which covers the risks from cyber threats and the measures to 

address/ mitigate these risks. 

 RBI is also looking at reviewing and expanding the scope of the banking ombudsman scheme 

that allows consumers to escalate their complaints to the consumer protection watchdog. 

 RBI circular to banks stated the need to conduct awareness programs for their customers and 
encourage them to report phishing mails/ phishing sites, highlight the risks of sharing their 
online account credentials, passwords, and other measures they can take to protect themselves 
from fraudsters and people with malafide intent. 
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Conclusion 

 ―Thieves are not born, but made out of opportunities.‖ This quote exactly reflects the present 

environment related to technology, where it is changing very fast. The root cause of most cyber-

attacks is monetary gain. Until recently, malware, spam emails, hacking into corporate sites and 

other attacks of this nature were mostly the work of computer ‗geniuses‘ showcasing their talent. 

The laws governing the CCs should punish everyone involved in CCs and the punishment can also 

be a bit harsher to prevent people from indulging in such acts. Cyber threats will continue to evolve, 

but the government and RBI should take necessary steps to overcome these CC issues in banking 

sector. Similarly, the banks that tie cyber security efforts to broader operational risks will be far 

stronger in a challenging environment. 
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Abstract 
 E- commerce has been grown very fast because of many advantages associated with buying on internet because of 
lower transaction and search cost as compared to other types of shopping. Through online shopping consumers can buy 
faster, more alternatives and can order product and services with comparative lowest price. In this paper an attempt is 
made to know the Socio economic factors of the online consumers ,to identify the factors influencing the consumers to 
purchase products from online stores and to identify the types of problems faced by consumers in online shopping. This 
study is based on primary data. The primary data were obtained through interview schedule. The convenient sampling 
technique was adopted for collecting data from respondents. In this paper the suggestions based on findings were given to 
online sellers to take some remedial measures to overcome the problems faced by online shopping consumers.  
 
Introduction 

 Online shopping is the process whereby consumers directly buy goods or services from a seller 

in real-time, without an intermediary service, over the Internet. It is a form of electronic commerce. 

The sale or purchase transaction is completed electronically and interactively in real-time such as in 

Amazon.com for new books. However in some cases, an intermediary may be present in a sale or 

purchase transaction such as the transactions on eBay.com. An online shop, e-shop, e-store, internet 

shop, webshop, webstore, online store, or virtual store evokes the physical analogy of buying 

products or services at a bricks-and-mortar retailer or in a shopping centre. The process is called 

Business-to-Consumer (B2C) online shopping. This is the type of electronic commerce conducted by 

companies such as Amazon.com. When a business buys from another business it is called Business-

to-Business (B2B) online shopping.  

 A large percentage of electronic commerce is conducted entirely in electronic form for virtual 

items such as access to premium content on a website, but mostly electronic commerce involves the 

transportation of physical items in some way. Online retailers are sometimes known as e-tailers and 

online retail is sometimes known as e-tail. Almost all big retailers are now electronically present on 

the World Wide Web.1  

 
Statement of the Problem  

 Consumers are showing more interest in online shopping. The problem area of this study is to 

find out the factors influencing consumers to do online shopping and to measure the problems 

faced by the customers in online shopping . 

 
Objectives of the Study  
The following are the important objectives of the study: 

 To examine socio economic status of the online customer. 

 To analysis the factors influencing the customers in online shopping. 

 To analyse the various problems faced by the consumers in online shopping. 

 To give suitable suggestions based on the outcome of the findings. 

 

A STUDY ON PROBLEMS FACED BY CUSTOMERS IN ONLINE 

SHOPPING WITH SPECIAL REFERENCE TO KARUR DISTRICT 
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Scope of the Study  

 This study mainly focuses on primary data, which is collected from the online purchasing 

customers of Karur District . The study covers the identifying of factors influencing the customers in 

online shopping and problems faced by the customers related to online shopping. 

 
Methodology of the Study  

1.  Research Design  

 Research design is the detailed plan of conducting a research study. Descriptive research design 

has been used in the study.  

2.  Descriptive Research Design 

 Descriptive analysis attempts to explain systematically a trend, and provides data concerning 

attitudes and preferences towards a problem.  

3.  Data Collection 

 Primary sources of data collected through interview schedule & secondary source from 

magazines, journals and website.  

4.  Sample Area  

 The data has been collected from Karur District . Karur being a Textile city it has a high 

residential population with people from various places of Tamil Nadu. 

5.  Sampling Size And Technique 

 Under Non Random Method, the Convenience Sampling technique is used to collect data from 

among a huge population to estimate characteristics of the 100 respondents. The simple random 

technique has been chosen for this study.  

6.  Tools and Techniques Used For Analysis  

 Tools used for the study were 

 i) Percentage Analysis 

 ii)  Analysis of Variance (ANOVA) 

 
Hypothesis 

The hypothesis framed were as follows 

 Ho = Sample respondents Preference towards the online shopping sites does not significantly 

differ with the respondents level of Education. 

 H1 = Sample respondents Preference towards the online shopping sites significantly differ with 

the respondents level of Education. 

  
Limitations of the Study 

 The study has got certain limitation of which a few are listed below:  

 The results and findings are confined to a limited area that is it covers only Karur District.  

 The opinions of the respondents may be biased.  

 Time and resource constraint 
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Analysis and Interpretation 

Table 1 Socio Economic Factors of Respondents 

Demographic Factors Factors No. of. Respondents Percentage 

Gender 
Male 48 43.64 

Female 62 56.36 

Total 110 100 

Age Below 15 years 9 8.18 

 15-30 42 38.18 

 30-40 38 34.55 

 45-60 21 19.09 

Total 110 100 

Qualification Upto HSC 8 7.27 

 Graduate 42 38.18 

 Post Graduate 33 30 

 Professional Course 27 24.55 

Total 110 100 

Occupation Student 24 21.82 

 Home Maker 22 20.00 

 Business/ Profession 32 29.09 

 Salaried Employee 20 18.18 

 Others 12 10.91 

Total 110 100 

Marital Status Married 42 38.18 

 Unmarried 68 61.82 

Total 110 100 

Monthly Income Below Rs.10000 7 6.36 

 Rs.10000 – Rs.25000 20 18.18 

 Rs.25000 – Rs.35000 24 21.83 

 Rs.35000 – Rs.45000 25 22.72 

 Above Rs.45000 34 30.91 

Total 110 100 

Domicile Rural 27 24.55 

 Urban 83 75.45 

Total 110 100 

Source: Primary Data 

 The Table- 1 shows that among 110 respondents 43.64 per cent of respondents were male and 

remaining 52.36 per cent of respondents were female. It is inferred that most of the respondents are 

Female.  

 Among the 110 respondents 38.18 per cent of respondents were between the age group of 15 

and 30 and 34.55 per cent of respondents were between the age group of 30 and 40. 19.09 per 

cent of respondents were between the age group of between 45 and 60. It is obvious that most of 

the respondents were in the age group of between 15 and 30. 

 Educational qualification of respondents shows that 38.18 per cent were Graduates, 30 per cent 

were post graduates,24.55 per cent of respondent were with higher secondary level of 

education. Most of the respondents were Graduates. 

 Occupational status of the respondents shows that 29.09 per cent of respondents were business 
professionals, 20 per cent of respondents were homemaker, 18 per cent of respondents were 
salaried emplyeee,10.91 per cent of respondents were employed in other business. The majority 
of the respondents were professionals. 
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 Marital status of the respondents shows that 61.82 per cent of respondents were unmarried and 

38.18 per cent of respondents were married. It is obvious that most of the respondents were 

unmarried. 

 Monthly income of the respondents shows that 30.19 percent of respondents were in the income 

range of above Rs.45000.22.72 per cent of respondents were in the income range of between 

Rs.35000and Rs.45000, 21.83 per cent of respondents were in the income range of between 

Rs.25000 and Rs.35000, 18 .18 per cent of respondents income were in the income range of below 

Rs.10000 and Rs.25000,6.36 per cent of respondents income is between Rs.10000.Most of the 

respondents income range is above Rs.45000. 

 Domicile status of the respondents shows that 75.45 per cent of respondents were living in 

urban area and 24.55 per cent of respondents were living in rural area. It is clear that most of the 

respondents were living in urban area. 

 
Table 2 Respondents Year of Experience Towards Online Shopping 

  The above table shows that among 110 

respondents, 59.09 respondents were doing 

online shopping for more than 3 years,30 per 

cent of respondents were shopping in online 

between 2 and 3 years , 10.91 per cent of 

respondents were doing online shopping for 

about one year .It is clear that most of the respondents were doing online shopping for more than 3 

years 

 
Table 3 Factors Influencing the Respondents to Purchase Online 

 The above table shows that 

shopping website were ranked first by 

the respondents, payment security 

were ranked second by the 

respondents, privacy were ranked 

third, offer in price were ranked as 

fourth, visibility of products in sites 

were ranked as fifth, time convenience 

were ranked as sixth, delivery at door 

step were ranked seventh and level of 

education were ranked eighth, rest of 

the factors were ranked with the 

remaining ranks. It is clear that shopping websites, payment security, privacy, offer in price were 

some of the important factors which influences the respondents to purchase online. 

 

  

S. 
No 

Year of 
Experience 

No. of. 
Respondents 

Percentage 

1. Upto 1 Year 12 10.91 

2. 2-3 Year 33 30.00 

3. More than 3 Years 65 59.09 

 Total 110 100 

Source : Primary Data 

S. No Factors 
No. of. 

Respondents 
Ranking 

1. Shopping Websites 98 I 

2. 
Visibility of Products in 
sites 

78 V 

3. Offer in price 85 IV 

4. Payment Security 93 II 

5. Time Convenience 76 VI 

6. Privacy 89 III 

7. Experience in Network 61 IX 

8. Educational Level 68 VIII 

9. Credibility 58 X 

10. Website Interface 48 XI 

11. Delivery at Door step 73 VII 

Source : Primary Data 
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Table 4 Frequency of Online Shopping of Respondents (Per Month) 
 The above table shows that 43.64 per cent of 

respondents does their online shopping between 

2 to 5 times per month, 29.08 per cent of 

respondents dose their online shopping between 

1 to 2 times per month, 14.55 per cent of 

respondent does their online shopping between  

4 to 6 times per month, 12.73 per cent of 

respondent does their shopping above 6 time per month. It is inferred that most of the respondents 

does their shopping between 4-6 times. 

 
Table 5 Category of Goods Purchased Through Online Shopping By The Respondents 

  The above table shows the category of 

goods purchased through online shopping by 

the respondents purchase of Mobile and mobile 

accessories ranks first, Clothes ranks second, 

Foot ware ranks third, Electronic products 

ranks fourth, Books ranks fifth, Cosmetics rank 

sixth, Households ranks seventh and Food 

items ranks last the eighth rank. It is clear that 

respondents mostly purchase Mobile and 

Mobile Accessories in online. 

 
Table 6 Amount of Monthly Salary Spent On Online Shopping 

 The above table shows that 40 per cent of 

respondents spend 4-5 percent of their monthly 

salary in online shopping, 29.09 per cent of 

respondents spend 3-4 percent of salary in online 

shopping, 19.09 per cent of respondents spend  

2 – 3 per cent in online shopping, only 11.82 per 

cent of respondents spend 1-2 per cent salary in 

online shopping. It is inferred that most of the respondents spend 4 to 5 percent of salary inn online 

shopping. 

 
Table 7 Respondents Preference towards Online Sites for Shopping 

  The above table shows that Flipkart ranks 

first in respondents ranking of online 

shopping sites and Amazon ranks second in 

ranking. It is inferred that online consumers 

mostly prefer only the Flipkart and Amazon.  

 

 

S.No Frequency No. of.  
Respondents 

Percentage 

1.  1-2 times 32 29.08 

2. 2-4 times 48 43.64 

3. 4-6 times 16 14.55 

4. Above 6 times 14 12.73 

 Total 110 100 

Source: Primary Data 

S. 
No 

Category of  
Goods Purchased 

No. of. 
Respondents 

Ranking 

1. Clothes 91 II 

2. Electronic Products 85 IV 

3. 
Mobile and  
Mobile Accessories 

98 I 

4. Cosmetics 75 VI 

5. Household Products 73 VII 

6. Books 79 V 

7. Food Items 68 VIII 

8. Foot wares 89 III 

S.No 
Amount 

Spent in Percentage 
No. of. 

Respondents 
% 

1. 1-2 % 13 11.82 

2. 2-3% 21 19.09 

3. 3-4% 32 29.09 

4. 4-5% 44 40.00 

 Total 110 100 

Source : Primary Data 

S.No Online Sites No. of. Respondents Ranking 

1. Flipkart 37 I 

2. Amazon 32 II 

3. 
Both Flipkart  
and Amazon 

28 III 

4. Myntra 7 IV 

5. Snapdeal 6 V 

 Total 110 VI 

Source : Primary Data 
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Table 8 Opinion of the Respondents about the Problems Faced in Online Shopping 

  The above table shows that 52.73 per cent of 

respondents were of the opinion that there is no 

problem in online shopping whereas 47.27 per cent 

of respondents were of the opinion that they are 

experiencing problems in online shopping. It is 

clear that only half of the respondent says that 

there is no problem another half of the respondents says that they are facing problems in online 

shopping which has to be taken into consideration by the researcher to identify the problems faced. 

 
Table 9 Table Showing the Various Problems Faced by the Respondents in Online Shopping 

 The above table shows the 

ranking of various problems 

faced by the respondents in 

online shopping in that wrong 

product delivery ranks first, 

delivery of damaged goods 

ranks second, Extra Expenses 

charged than price quoted at 

the time of ordering ranks third, 

Insufficient Product Description 

ranks fourth, Not informing of 

Delivery time properly ranks 

fifth , Difficulties in E- Payment 

ranks sixth, Poor Packaging 

ranks seventh and Technical 

Problem in E-commerce site 

ranks Eighth. It is inferred that 

most of the respondents 

experienced the wrong product delivery in online shopping. 

 
Hypothesis Testing 

 The data was further subjected to Analysis of Variance in Two –Way Classification Model test 

for validation of hypothesis. 

 A Null hypothesis is framed and tested in the study. 

 H0 = Sample respondents Preference towards the online shopping sites does not significantly 

differ with the respondents level of Education. 

 H1 = Sample respondents Preference towards the online shopping sites significantly differ with 

the respondents level of Education. 

 
 

 

S.No Opinion 
No.of. 

Respondents 
Percentage 

1. Yes 52 47.27 

2. No 58 52.73 

 Total 110 100 

Source : Primary Data 

S.No Various Problems 
No.of. 

Respondents 
Ranking 

1. 
Wrong Product  
Delivery 

95 I 

2. 
Delivery of Damaged 
 Goods 

88 II 

3. 
Not informing of  
Delivery time properly 

63 V 

4. 
Technical Problem in  
E-commerce site 

45 VIII 

5. 
Extra Expenses charged  
than price 
quoted at the time of ordering 

82 III 

6. 
Insufficient Product  
Description 

78 IV 

7. 
Difficulties in  
E- Payment 

48 VI 

8. Poor Packaging 52 VII 

 Total   

Source : Primary Data 
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Table 10 Results of ANOVA Test 

Test used D.f Sig Cal.value of F Table value of F Result 

ANOVA 
(4,12) 5 Percent 14.80 5.91 

Rejected 
(3, 12) 5 Percent 11.66 8.74 

 Above Table reveals that calculated value of F is more than the table value. Therefore we reject 

the hypothesis. Hence it can be concluded that Sample respondents Preference towards the online 

shopping sites differ significantly with the respondents level of Education. 

 
Suggestions 

The following are the suggestions on the basis of the findings of the study:  

1. The online sellers should extend their delivery to rural area online shopping consumers. 

2. Most of the respondents experienced the delivery of wrong products. This has to be seriously 

viewed by the online sellers and measures to be taken to overcome this problem. This sort of 

problem would affect the growth of their online business. 

3. Online product sellers have to inform the delivery date and time properly which would help the 

consumers to receive the goods to their convenience. 

4. Online product sellers should avoid charging of extra expenses than the price quoted at the time 

of ordering. 

5. Sufficient product description should be given by the seller in the online shopping sites. 

6. Online sellers should take some effort to avoid damage in shipping and to deliver the goods to 

consumers without damage. 

7. The difficulties faced by the consumers in E- payment have to be taken care by the online sellers. 

8. Packaging of products ordered by the online consumers has to be taken care by the online 

sellers. 

 
Conclusion 

 Customer satisfaction is necessary to make the potential customers as loyal customers. Online 

sellers should be aware of the problems faced by the customers and which have to be viewed 

seriously. Some remedial measures have to be taken to make the customers satisfied and to visit the 

sites again for shopping 
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Abstract 
 Consumerism is defined as a social movement seeking to augment the rights and powers of consumers in relation to 
sellers. As per UN Report, With 356 million 10-24 year-olds, India has the world’s largest youth population despite 
having a smaller population than China. Hence, Consumer awareness need to be created and developed among the young 
consumers. Most of the youth consumers are online consumers. At this juncture it is necessary to analyse whether the 
social media play any role on the creation and development of consumer awareness among the young consumers. Hence, 
the study will be conducted on the topic of role of social media on development of consumer awareness among the college 
students. To achieve this above objective, the 50 college students will be selected as sample respondents from 
Tiruchirappalli city and collected data from them with the help of well structured questionnaire and collected data will be 
analysed with the help of percentage analyse, Simple Arithmetic Mean, Standard Deviations and Chi-squares.  

 
Introduction 
 It is duty of business institution, to create and develop the level of consumer awareness among 

the target group of consumers. The consumer started to satisfy the needs and wants through digital 

marketing. With a rise in Smartphone ownership globally, China will have highest number of 

Smartphone users, 1.3 billion, in 2018, followed by India with 530 million users. The US will be a 

distant third, with 229 million users. According to a new study by US-based media agency Zenith, 

Smartphone ownership globally will continue to expand in 2018. Hence, the business institutions 

can send the product to the target group through social media by Smartphone market. In this 

climate, creating and developing a website is important for any business. Along with having a 

website, need to expand online outreach to social media platforms. Social networking sites such as 

Twitter and Face book are essential for maintaining a competitive edge. Companies that do not have 

active social media accounts risk missing out on numerous marketing opportunities. 

 
Problems of the Study 

 Consumerism is defined as a social movement seeking to augment the rights and powers of 

consumers in relation to sellers. To create consumer awareness among the general public the Union 

and State Governments of India has establish consumer organization and enactment of consumer 

law. However, despite these institutional developments, consumerism has not yet picked up 

momentum to the desired levels in the country according to various studies. In the digital era, it is 

responsibility of online marketer also; Digital Marketing Agencies and Indian Social Media play a 

vital role in transforming business to digital age and create consumer awareness. From past few 

years, a new race has begun in the field of digital marketing when website owners and 

entrepreneurs realized the importance of Social Media and Digital Marketing Agencies in the 

growth of awareness on consumerism. Young community has been using the digital marketing to 

satisfy their needs and wants. The social media can play vital role to create and develop consumer 
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awareness on young minds. At this juncture, it is necessary to understand the role of social media 

on developing consumer awareness on consumerism of young consumers in Tiruchirappalli City. 

 
Objectives 

 The major objective of this paper is to know the role of social media on level of consumer 

awareness of young consumers in Tiruchirappalli City.  

 
Research Methodology 

 The study is based on primary data and secondary data. This was confined to Tiruchirappalli 

city. The target sample respondents are college students of Tiruchirappalli City. The sample size of 

the study was 50 respondents. The samples were selected by convenient sampling method. The 

questionnaire was the main tool for collecting the primary data. The well structured questionnaire 

prepared and sent through Google forms to 85 sample respondents, out which 62 has been received 

and 50 has been taken into study. Consumer awareness has been measured by calculating 

Consumer Awareness Index for the consumers. In the questionnaire, ten consumer awareness 

associated questions have been included and allotted scores to measure consumer awareness Index. 

The selected sample respondents‘ level of awareness has been classified into ―High‖, 

―Medium‖‖and ―Low with the help of Mean value and Standard Deviation value. It covers 

questions related to consumer awareness on FMC Goods, quality control measures, consumer 

rights, legal remedy, court proceedings and idea about Consumer Protection Laws. The Five point 

likert scale has been employed to score the data. The secondary data has been collected from various 

websites and books. 

 
Hypothesis 

 Ho: There is no significant relationship between Demographic character of samples respondents 

and their level of consumer awareness. 

 H1: There is significant relationship between Demographic character of samples respondents 

and their level of consumer awareness. 

 The above framed hypothesis was tested with the help of Chi-square test.  

 
Demographic Character of Sample Respondents 

 The following table shows the demographic character of the sample respondents. 

 
Table 1 Demographic Character 

Particulars 
No. of  

Respondents 
Percentage of sample 

respondents 

Age 
17-20 
20-23 

32 
18 

64 
36 

Sex 
Male 
Female 

33 
17 

66 
34 

Cost Range of Smartphone 

Less than Rs.10,000 
Rs.10,000-Rs.20000 
Above Rs. 20,000 

14 
22 
14 

28 
44 
28 

Course Studying in College 
/Universities 

Arts 
Science 

8 
12 

16 
24 
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Commerce 
Others 

24 
06 

48 
12 

Area of Residence 
Rural 
Urban 

7 
43 

14 
86 

Frequency of viewing social 
media per day 

Four times 
Eight times 
Sixteen times 
Free times 

04 
12 
15 
19 

08 
24 
30 
38 

Frequency of buying FMC 
Goods because of social 
media advertisements per 
month 

Two times 
Five to ten times 
Based on Need 

04 
03 
43 

 

08 
06 
86 

Source: Computed data 

 The above table shows that among the 50 sample respondents, 64 per cent were male and rest of 

them were female, 44 per cent of the sample respondents were using mobile costing between Rs.10, 

000 and 20,000. 86 per cent of the sample respondents were residing at Urban area. Among the 

selected sample respondents 24 sample respondents were studying commerce. More than 60 per 

cent of the sample respondents were viewing social media more than 10 times per day. 86 per cent 

of the selected sample respondents opined that based on needs they will purchase the FMCG.  

 
Level of Consumer Awareness 

 The following table no.2 shows the level of awareness of the respondents. 

 
Table 2 Level of Awareness 

 The above table values were calculated with 

the help of Mean and Standard deviation value 

of score of consumer awareness measuring table. 

Among 50 sample respondents, 64 per cent of the 

sample respondents have high level consumer 

awareness. 12 per cent of the respondents have 

low level awareness and 12 respondents have medium level awareness. Hence, it is proved that the 

social media play role on level of consumer awareness among the young consumers.  

 
Testing of Hypothesis 
 The following Table No.3 shows the calculated value of chi-square and Table values of Chi-

square 

Table 3 Chi-Square Results 

Sl. No. Hypothesis 
Calculated 

value 
Table Value = x2 

= 0.05 
Results 

1. Age and level of consumer awareness. 8.175 5.991 Rejected 

2. Sex and level of consumer awareness 3.175 5.991 Accepted 

3. 
Cost of Smartphone and level of 
consumer awareness 

12.150 9.49 Rejected 

4. 
Educational Qualification and Level of 
Consumer awareness 

15.145 12.6 Rejected 

5. 
Area of Residence and Level of 
Consumer Awareness 

9.145 5.991 Rejected 

Source: Computed Value 

Level of 
Awareness 

No of Sample 
Respondents 

Per cent of 
Sample Respondents 

High 32 64 

Medium 12 24 

Low 06 12 

Total 50 100 

Source: Computed data 
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 The above table indicates that except the hypothesis ―there is no relationship between sex and 

level of consumer awareness of selected sample respondents‖, all other hypothesis were rejected 

that is there is a relationship between Age, Cost of mobile phone, Educational Qualifications ,Area 

of Residence and level of consumer awareness of selected sample respondents in Tiruchirappalli 

City. Hence, it is proved that above said factors except sex influence the level of consumer 

awareness among the young consumers who are taking purchase decision on the influence of social 

media advertisements.  

 
Conclusion 

 The use of modern digital instruments like the social media can be a trend changer as more and 

more people are using them to engage with brands and gain followers, engage with them and serve 

them relevant and helpful content. The present study also proved that most of sample respondents 

have high level consumer awareness and they agreed that they acquired all kinds of product 

awareness from the social media. Hence, social media played vital role to create and develop the 

level of consumer awareness among the young consumers.  
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Abstract 
 Goods and Service Tax is also called GST which is the restructure of indirect tax system and it is reforms of Indian 
tax structure. It is removed many defects of indirect tax in order. It is target is one tax, one market and one nation and it’s 
a single tax which applied on goods supplied from the manufacturer to consumer. This paper highlights the GST and its 
impact on consumer in the Indian market. This single tax system improves the status of the market both in national and 
international level. Basically goods and service tax reduce the tax burden of consumer in the domestic market. 
Keywords: GST, Indian market, Consumer, Indirect Tax, Impact of GST. 
 
Introduction 

 Goods and service tax, in short GST ( with effect from 1st July 2017) is an indirect tax on sale of 

goods and service which eliminate the various multiple taxes of indirect tax like excise duty, central 

sales tax, value added tax, service tax etc., except customs duty which is levied by the government 

of India to different types of goods and / or service from the manufacturer to the end user. This GST 

grouped into five tax slabs on goods and service like, 0%, 5%, 12%, 18% and 25% respectively, but 

alcoholic drinks and petroleum products are not included in the goods and service tax. GST in India 

based on Dual model i.e., central goods and service tax (CGST) and state goods and service tax 

(SGST) and also UTGST and IGST. This paper highlights GST and its impact on consumers in the 

Indian market and discussed about its objectives, benefits etc. 

 
Objectives of GST 

 To ensure single tax system all over the country i.e., one country, one market, one tax. 

 To remove the cascading effect of various indirect tax of central and state. 

 To increase the productivity  

 To eliminate tax evasion and corruption due to indirect tax. 

 To increase the GDP ratio and revenues to the nation 

 To reduce complicated procedure and simplify the formalities. 

 To improve uniform registration through online  

 
Differences between GST and Previous Indirect Tax Structure 

 The few differences between the Goods and service tax and value added tax are listed below: 

 
Meaning 

VAT Value added tax and tax applied on goods only  

GST Service goods and service tax and tax applied on both goods and service. 

Levy of tax 
VAT Tax levied the place where goods are sold 

GST Tax levied where the consumption takes place 
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Input tax credit (ITC)  

VAT ITC is not available for service 

GST ITC applicable both goods and service 

Payment of Tax 

VAT Tax paid on offline 

GST Tax paid on online and minimal interface 

 Collection of tax 

VAT Tax is collected the place where the goods are sold 

GST Tax is collected the place where the goods are purchased. 

 Cascading effect (tax on tax)  

VAT Tax is collected the place where the goods are sold 

GST Only one single tax. 

 The above differences show that the GST reduces number tax issues through single and uniform 

tax payments and it simplifies the life of consumers. 

 
Positive Impact of GST on Goods and Service 

Sl.No Goods and services Cheapest product under GST 

1 
Household items 
 

Kitchen items like cookers, pans are cheaper 
GST -12 % 
Previous rate-19.5 % 

2 Food items 
Processed food items get cheaper. 
Fresh vegetables and fruits, salt -exemepted 
GST- 5%-12% 

3 Hotels 
Room tariff 
Less than 1000= No GST 
1000-2500 =12% 

4 Soaps and toothpaste 
Soaps and toothpaste 
GST- 18% 
Previous tax- 24-28 % 

5 Travel. Airfares for economy class -5% 

6 Clothing and Foot wear 
GST = 0 -18%. 
But most of them are very cheaper under the GST. 

7 Restaurants Small restaurants -5% 

8 Movie tickets Below RS 100 - 18% 

9 Cab and Taxi 
GST -5% 
Previous- 6% 

10 Automobiles 
Two-wheelers below 350 cc, get cheaper under the GST. 
The tax rate varies from segment to segment. 

 
Benefits of Goods and Service Tax to the Consumer 

 It is very simple method to operate and calculate. 

 It removes the double taxation in the previous tax structure and it benefits to all types of 

consumer. 

 It reduces the tax for the daily needs product to the consumer. 

 It provides uniform tax all over the country. 

 It reduces the transportation cost. 

 It reduces compliance cost which was very high in the previous tax structure. 
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 GST is very simple and easy online procedure. 

 It simplifies the life of consumer when the tax structure is very transparent to everyone. 

 
Goods exempted from GST 

 Milk and vegetables 

 Fish, egg and meat 

 Unprocessed food like maida, atta etc., 

 Bread, buttermilk, paneer 

 Printed book, stamp, judicial documents 

 Natural honey 

 Handloom products etc., 

 These are the daily essential products of the consumers; GST completely changed the life of the 

common man in India 

 
Conclusion 

 GST, in India removes all cascading effects of indirect tax and it introduced single and uniform 

tax all over the country i.e, ONE NATION, ONE MARKET AND ONE TAX. Overall, if seen, it is 

fruitful and beneficial to all common consumer who consume their product for their daily 

requirements, as the GST for basic goods are very cheaper than other goods. 
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Abstract 
 Advances in the rapid growing IT industry in the last several decades have led to convenient, cost effective and 
secured environment for Education. The cloud is a bridge from the desktop to a world of devices, from the average on-
campus school day to remote services anywhere and anytime. The faculty and students in educational institutions become 
active consumers while receiving the services offered by cloud service providers. In this digital era, IT professionals in 
educational institutions need to respond quickly to increasing demands from the consumer, while coping with fixed or 
declining budgets and staff. In this challenging environment, cloud-based computing has become an increasingly 
attractive option for delivering education services more securely and reliably. The major cloud service providers like 
Microsoft, Google identified the possibility of realizing paperless school and open the real Cloud era for educational 
environment. The paper defines clouds, explains the benefits of cloud computing in education as well as in the higher 
education, and outlines the services of the three major cloud service providers namely Microsoft, Google App, 
Salesforce.com. This paper also presents a comparative study of these service providers services based on the different 
parameters like interoperability, cost, security, and data sharing.   
Keywords- Cloud Computing, Higher Education, Consumer, Microsoft, Google Apps, Salesforce.com 

 
Introduction 

 Every school, college or university has its own specific needs and implementation preferences. 

In order to satisfy the needs of this heterogeneous consumer environment, a wide range of solutions 

and services are provided in the cloud environment. In a cloud computing environment, the entire 

data reside over a set of networked resources, enabling the data to be accessed through virtual 

machines which eliminate the requirements for setting up of high cost computing infrastructure for 

the IT-based solutions and services that the industry uses. A Working Definition of Cloud 

Computing from Mell [1] of NIST is as follows: Cloud computing is a model for enabling 

convenient, on-demand network access to a shared pool of configurable computing resources (e.g., 

networks, servers, storage, applications, and services) that can be rapidly provisioned and released 

with minimal management effort or service provider interaction. This cloud model promotes 

availability and is defined in terms of (i) essential characteristics (ii) Deployment models and (iii) 

Service models. 

 The Essential Cloud Characteristics are on-demand self-service, broad network access, resource 

pooling, rapid elasticity and measured service. The various Cloud Deployment Models are Private 

cloud (enterprise owned or leased), Community cloud(shared infrastructure for specific 

community), Public cloud (sold to the public, mega-scale infrastructure), Hybrid cloud (composition 

of two or more cloud types). There are three types of Cloud Service Models namely Software as a 

Service (SaaS)  which use provider‘s applications over a network, Platform as a Service (PaaS) which 

delivers services broadly without having to manage the infrastructure and Infrastructure as a 

Service (IaaS) which provides pay-as-you-go data center capacity for adding CPUs, storage, 

networking, or Web hosting. This paper is organized as follows: In section 2, Cloud Computing in 
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Education will be introduced along with its benefits for education and adoption of Cloud 

Computing in Higher Education. In section 3, the paper discusses the software and services 

provided by cloud service providers namely Microsoft, Salesforce.com and Google Apps. In section 

4, reports the comparative analysis of service provider‘s services. Summary is concluded in the last 

section.  

 
Cloud Computing in Education 

 In the present digital era, students are demanding more technology services from their schools. 

It‘s essential to provide environment with enriched technology in order to satisfy their present 

evolving needs, and as well as their future demands. At the same time, education institutions are 

under increasing pressure to deliver more for less, and they need to find ways to offer rich, 

affordable services and tools. Those educators who can deliver these sophisticated communications 

environments, including the desktop applications that employers use today, will be helping their 

students find better jobs and greater opportunities in the future. Without any infrastructure 

investments Cloud computing can provide cheaper and faster solutions to the Educational 

Institutions. It‘s a network of computing resources—located just about anywhere—that can be 

shared. They bring to education a range of options not found in traditional IT models. The e-mail 

service in the cloud is, in many cases, free for schools and universities that need to upgrade legacy 

systems and expand services. The cloud helps ensure that the consumers like students, teachers, 

faculty, parents, and staff have on-demand access to critical information using any device from 

anywhere.  

 Both public and private institutions can use the cloud to deliver better services, even as they 

work with fewer resources which in turn reduce the cost. By sharing IT services in the cloud, the 

education institution can outsource noncore services and better concentrate on offering students, 

teachers, faculty, and staff the essential tools to help them succeed. One of the major benefit in the 

cloud for education is it provides the flexible services like data services which can be reused by 

students and teachers. Another advantage of using cloud in education sectors is that it provides the 

needed IT resources on-demand and managed the IT resources securely and predictably. The 

institution which has budget-constrained can use and pay for only what they use. Educational 

institutions get hosted software, datasets, and services at faster rate so that they have plenty of time 

to work on their mission rather than waiting in the software procurement line. Fig-1 depicts the 

relationship between the Cloud Vendors and Education sectors through SaaS. 

 
Figure 1 Cloud Vendors and Education Sectors through SaaS 

 
Adoption of Cloud Computing in Higher Education  

 The trend observed during the last few years within the higher education level [2], is the 

universities‘ transition to research universities and ongoing update of the IT (Information 
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Technology) infrastructure as foundation for educational activities and Science research. With the 

evolution of technology, the number of services which migrate from traditional test to the online test 

grows as well. For these specific services, an adequate providing test must be conducted in the 

online environment, using the proper technologies, guaranteeing the access of large number of 

consumers, fast and secure payment services [3]. 

 The potential and efficiency of using Cloud Computing in higher education has been recognized 

by many universities like University of California, Washington State University‘s School of 

Electrical Engineering and Computer Science, higher education institutions from UK, Africa [4], U.S 

and others. There are many practices and examples regarding the use of cloud computing. For 

instance, in Commonwealth, many colleges and universities had collaborated at the formation of 

Virginia Virtual Computing Lab [5]. This allowed institutions both to cut down IT expenses (by 

reducing the necessities of licensing and software updating) and to maintain its own data centers, as 

well as to improve IT resources   researches and students. By including the cloud services, North 

Carolina State University achieved a substantially decreasing of expenses with software licensing 

and at the same time to reduce the campus IT staff from 15 to 3 employees with full working 

schedule [5]. In addition, cloud solutions can be used to support cooperative learning and socially 

oriented theories of learning, using computer technologies to support collaborative methods of 

instruction [6]. 

 The advantages that cloud computing can bring to a college or university are cost effective, data 

storage and availability on 7x24x365 basis. Cloud computing can be used in everything from the 

internal IT organization using the cloud for business management activity, or storing archived 

copies of data off to a cloud storage area - even students' papers and lessons that can be stored and 

retrieved whenever they want. 

 The cloud helps higher education move up on the cost benefit curve because it's not dumping 

more work on an already beleaguered IT staff, it's rather simple to implement, and the benefits can 

be significant. Especially for smaller schools, the cloud can deliver a high-end functionality very 

quickly that these schools who are the consumer of the cloud services couldn't normally procure on 

their own without significant investments in hardware, integration, administration, and consulting. 

 In spite of all these benefits, there are certain security issues which cannot be overstated in a 

cloud computing scenario. In fact, since the institution's information is no longer running inside the 

four walls of the campus, the first concern any cloud vendor has to address is security. Most cloud 

vendors have addressed the security and intrusion issues at least at the level that most colleges 

would have addressed for themselves, if not more. In reality, security is all about the privacy and 

protection of data than the idea that administrators must determine who actually owns the data and 

who has access to it. Thus, the college administrator needs to know who is administering these 

machines and who has access to them [7]. 

 
Stepping Into the Clouds 

 Since most of the IaaS Cloud service providers like Amazon EC2, GoGrid, RackSpace offers 

excellent internal infrastructure—with 99.9 percent uptime or better in many cases ,it is easy for any 

education institution to switch over to cloud. Between the flexibility of the cloud and the power of 

on-premise software, the educational institution can map a cloud strategy that works. There are 
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three steps that have been followed to step into cloud [8]. In that first step to enter into the cloud is 

to justify cloud services according to the educational institution‘s needs and then by offloading 

some IT functions to the cloud the institution can free up some funds to further develop services for 

students, teachers, faculty, staff, and parents. The institution can also prepare a predictable budget 

and plan for IT resources. Final step is to integrate on-premise applications and databases with 

cloud technologies to offer more or faster services in a secured manner. 

 Starting from the recent researches related to the transition to Cloud Computing and the 

experience of universities in using it, [5] suggests a migrating strategy towards cloud, formed of the 

stages like developing the knowledge base about Cloud Computing; evaluating the present stage of 

the university from the point of view of the IT needs, structure and usage; experimenting the Cloud 

Computing solutions; choosing the Cloud Computing solution; implementation and management of 

the Cloud Computing solution.  

 
Software and Services from Cloud Service Providers 

Microsoft 

 Microsoft cloud services offer some applications can run on premise, also institution can use 

hosted services managed by Microsoft or their partners, or use a flexible combination of both. 

Hosted solutions provide familiar features and experience in the cloud for users of Windows and 

Microsoft Office. 

 Microsoft Live@edu provides students, staff, faculty, and alumni long-term, primary e-mail 

addresses and other applications that they can use to collaborate and communicate online—all at no 

cost to the education institution. Academic institutions operate in a heterogeneous IT world that 

requires integration and interoperability among its departments and their IT environments. 

Microsoft offers a multifaceted approach to achieving interoperability and is committed to solving 

real-world interoperability challenges with their customers through innovative products, 

community engagement, technology access, and support for technology standards.  

 Education IT departments are challenged more than ever to meet competing resource demands 

in new ways. Virtualization can help agencies control costs, improve manageability, drive agility, 

and improve availability. Data center sustainability is another approach to lowering costs and 

reducing environmental impact. E-wut.com is an expert in the area of educational information. It 

provided the Cloud-based mail service for about 300 elementary, middle and high schools. Its 

leadership for the educational information began to expand to the area of e-mail from 2011. That is, 

the company plunged into spread of Live@edu in partnership with Microsoft. It received an 

enthusiastic response from schools for such a move. It also expects that the Live@edu will be the 

foundation for realizing the paperless school.  

 
Sales Force.Com 

 Colleges and universities are adopting Salesforce solutions to alter the way they recruit and 

engage prospects, admit students, fundraise and reach out to alumni, manage housing, retain and 

support at-risk students, operate customer call centers, and meet an array of other service needs.  

 A Salesforce.com Silver Cloud Alliance Partner, Sierra-Cedar implements the subscription-

based Salesforce Sales Cloud, Service Cloud, and Marketing Cloud applications for higher 
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education, leveraging delivered Salesforce functionality to support and improve prospective 

student recruitment and student services processes. It also leverages its middleware expertise to 

integrate Salesforce solutions with educational institution‘s system of record. Sierra-Cedar develops 

new web-based solutions on the Force.com strategic platform to augment the institutional ERP or 

SaaS-based HR, Finance, or Student system—while bypassing the usual concerns about underlying 

infrastructure, servers, and software.  

 
Google Apps 

 Google Apps is an another Cloud Service Provider who provides numerous tools like YouTube 

for Schools, Gmail, Calendar, Drive, Docs, Sheets, Slides, Sites, Google Moderator, Vault to assist 

student community as well as Teacher Community. Educational institutions are also getting the 

benefits like from security and privacy; stay connected from anywhere, and bring students, teachers 

and teams together from Google Apps. 

 
Service Providers’ Services Comparison 

 There are a number of service providers for cloud computing such as Microsoft, GOOGLE 

Apps, Salesforce.com, Rackspace, Zoho Office, Amazon EC2, Gogrid, VMWare, Sun Open Cloud 

Platform, Zen Server etc. A comparative analysis of the first three has been done and  presented in 

Table 1. 

 
Table 1 Comparison of Three Cloud Computing Service Providers Services in Education 

 Microsoft GOOGLE Apps Salesforce.com 

Products 
•  Azure for 

education 

• Tools like   Gmail, 

Calendar, Drive, Slides, 

Sites, Vault. 

• Apps Marketplace. 

• Google Moderator. 

• YouTube for Schools. 

• TargetX 

•School Force by Acumen 

Solutions 

• Exodus 

Services 

• Cloud-based 

mail service. 

• Paperless school. 

• Providing 

collaboration of 

knowledge by creating 

collaborative networks 

Data center services 

Backup services. 

•  Sales, Service, and 

Marketing Cloud 

Implementations. 

• Strategic planning. 

• Project management, change 

management, and quality 

assurance. 

• Integrations: cloud- to-cloud, 

cloud-to-premise. 

• Data migration. 

• Mobile solutions. 

Inter-

operability 

• Multifaceted 

approach. 

• Achieved through 

Cloud computing Inter-

operability Forum. 

• Using Wikidsmart CRM, it 

interoperates with Confluence and 

JIRA. 

Cost 
• Lowering costs 

by using Data 

• Reduces 

organization‘s overall 

• Builds applications faster at less 

cost 
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center 

sustainability 

approach. 

expenses and its 

environmental impact. 

• Powered by Google's 

energy-efficient data 

centers. 

• Getting add-on features at a 

significant cost    saving. 

Security 

•   Filtering 

Routers. 

•   Firewalls. 

• Cryptographic    

Protection of 

messages. 

•  Data center 

network 

provides 

significant 

protection & 

enables 

customer to 

implement 

further protection. 

• Centralized 

monitoring. 

• Google‘s 2 step 

verification. 

• Symantec Security Assessment 

for Salesforce to improve security 

and guard against data loss. 

Salesforce labs security Health 

Check will check security related 

settings and make 

recommendations for areas to 

improve your salesforce CRM 

security and limit data loss. It will 

also send e-mail alerts for certain 

security related incidents. 

 
Conclusion 

 In this paper an introduction to the cloud computing, its services and types have been given. 
Adopting cloud computing services to educational institution‘s needs were discussed in detail.  In 
moving to the cloud, the educational institutions are changing from older PC-based platforms to 
more up-to-date ones capable of running browser sessions and multiple windows in a secured 
manner. This paper also discussed briefly about the software and services provided by various 
cloud service providers.  Also a comparative summary has been provided in the form of a table of 
the three cloud computing service providers namely Microsoft, Google Apps and SalesForce.com. 
Since the user who is the consumer of services provided by the Service Providers, parameters like 
Cost, Security and Interoperability have been considered as a major parameters during the 
comparative study. It is also clear from the table 1 that all the service providers are offering 
excellent, time saving and cost effective products and services to the educational sectors. The Cloud 
Service Providers provides their services in the secured environment so that the faculty and student 
who is the consumer in the educational sectors can get the secured services.  
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Abstract 
 Goods and services tax has been implemented on 1.07.2017. It is the single tax that is imposed on the supply of the 
goods and services right from the manufacturer to the consumers. It is essentially a tax only on the value addition on each 
stage. It is charged at the National and State level at similar rates for the same products and it also replaces almost all the 
current indirect taxes that are imposed separately by the Central and State. It is a destination based tax. It has brought 
about drastic changes in the Nation especially in tax administration system and in business transactions. Most of the 
public have difficulty in understanding this tax system. Public have different ideas, opinions while purchasing the 
products. In this paper an attempt is made to study the impact of GST on consumers with special reference to 
Kumbakonam Town at Thanjavur District. 
Keywords:   Goods and service tax,    Destination tax. 

 
Introduction 

 GST is a single tax that is imposed on the supply of the goods and services right from the 

manufacturer to the consumer. The credit of the input taxes that are paid at each stage will be 

available in the subsequent stage of value addition which makes GST essentially a tax only on the 

value addition on each stage. GST has replaced various indirect taxes such as VAT, Excise, Service 

tax etc. Replacement is to consolidate all indirect taxes into one thus making it ―One Nation, One 

tax‖. This tax is deposited by manufactures and business man but the burden on the Consumer. The 

present scheme of Indirect tax results in cascading effects of tax and thus in certain cases the taxes 

paid on purchases are not available for setting off the output tax liability. This leads to formation of 

a tax cost and rise in price of the commodities. GST implementation is only a tax on value addition 

and no business costs in terms of taxes paid on purchase of inputs, services and raw materials. 

 
Benefits of Gst  

 Eliminating cascading effects of taxes 

 Tax rates would be comparatively lower. 

 Reduce the evasion and increase the revenue and GDP by widening the tax base. 

 There would be stream less flow of the input tax credit. 

 Price of the Goods and services will fall. 

 There would be efficient supply chain management. 

 There would be shift from unorganised sector to organised sector. 

 As it would eliminate income tax, indirect taxes compliance cost would fall 
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Taxes Under GST in India 

State Level Taxes Under GST 

State VAT                                  Entry tax 

Central sales tax                      Entertainment tax 

Purchase tax                              Taxes on Lottery 

Luxury tax                                  State cess and surcharges 

 
Central Taxes Under GST 

Central excise duty                                   Additional duties of Customs 

Special additional duty of customs        Service tax 

Cesses & Surcharges 

 Tax rates under GST are 0%, 5%, 12%, and 28% for various goods and services and                     

almost 50% of goods& services come under 18% tax rate.  

 
Consumer Taxes Under GST  

 GST rate for certain goods are as follows: 

Foot Wear Apparels/Garments 

Foot wear costing more than Rs. 500---   18% 

Below Rs. 500---5% 

 For garments tax rate have been reduced to 12% which will make them cheaper. 

 
Cabs & Taxi Rides 

 It is cheaper because the rate has been reduced to 5% from 6%. In Air Line    Tickets the tax rate 

for economy class flight ticket is 5% but for business class it is 12%. 

 
Jewellery 

Gold investment is expensive because it has increased to 8%  and 5% on making charges. 

 
Education and Medical Facilities 

 Consumers will not pay any tax for the money spent on the services as they are exempt. 

 
Restaurant Bills   

 GST for Star hotels is 18%, for Non a/c restaurants it is charged at 12% AND A 5% GST for 

small hotels whose annual turnover does not exceed Rs. 50 lakhs. 

 
Amusement Park 

 Ticket price for this park is increased to 28% from 15%. 

 
List of Items Exempt from GST 

 Some of the items which are exempt from GST are unprocessed cereals, rice, wheat, milk, 

vegetables, fish, meat, unbranded atta, maida, books, sindoor, bangles etc. 
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Consumer Behaviour 

 The manner in which the consumer will react to the marketer‘s strategy is known as consumer 

behaviour. Consumer behaviour is not static but changing at any time.  They can be satisfied only 

by offering products that fulfil their desires. The general belief is that quality products at a 

reasonable price would positively influence the consumer behaviour. 

  
  Factors Affecting Consumer Behaviour  

 Demographic Factors 

 Age 

 The age of the consumers determine the 
buying behaviour. Children desire to have 
toys, chocolates. Those in their childhood 
need certain products like shaving cream, 
cosmetics etc. 

 Sex 

 Certain products are desired by men and certain others by women. Leather belts, shoes etc. are 

the products need by men. Bangles, studs etc. are purchased by women. 

 Cultural Factors 

 Customs 

 The buying behaviour of the consumers will be very much influenced by their customs and 

practices. 

 Habits 

Customs and Practices are inherited. Habits are acquired and not inherited.  

 Social Factors 

 Family  Influence 

 A person‘s buying behaviour is very much influenced by his family. Father or mother may 

decide what they would buy for their children. 

 Media Influence 

 The influence of cinema in particular, on a person‘s buying behaviour cannot be ignored. Most 

of the youngsters emulate their favourite film hair styles, dress etc.  

 Peer Group Influence 

 Peer group of members who all posses identical characteristics. They all have similar tastes, 

preferences etc.  

 Socio – Economic Factors 

 Income 

 An increase in person‘s income may motivate him to go in for new items. He may buy 

something for himself or for his family. 

 Desire for Savings 

 When there is increase in income of an individual, he may desire to save a portion of it. The 
amount saved may be invested by him. 

 Purchasing Power 

 The purchasing power of an individual is determined by his real income. There is a difference 

between real income and money income. The real income refers to the capacity of a person‘s money 
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income to purchase goods and services. Money income refers to actual amount received as income 

by an individual. An increase in money income need not result in increase in real income or 

purchasing power. 

 
Methodology of the Study 

 The methodology includes data and sources of data, sample, size, area of the study and frame 

work of analysis. The study is based on primary and secondary data. Primary data have collected 

from 50 respondents through a structure questionnaire covering different groups of peoples among 

Kumbakonam Town. The secondary data have been collected from various books, magazines, 

journal, newspaper and website.  

 The sample sizes of 50 respondents were taken for the research work among the Kumbakonam 

Town. The sampling technique followed in this study is probability sampling. Simple random 

techniques are used to select his respondent from available data base. In order to analyse the 

collected data, simple Percentage method is used.  

 
Objects of the Study 

 To study about the awareness of respondents towards GST in Kumbakonam Town. 

 To analyse the impact of GST on consumers in Kumbakonam Town at Thanjavur District. 

 
Analysis of the Study 

Table 1.1 Age of Respondents 

 From the above table it is inferred that most of the 

respondents (ie) 36% are above the age of 40: 20% of them are 

between 25-30; 18% of the respondents are between the age group 

of 35-40: and only 10% of them  are in the age group of 30-35. 

 

Source: Primary data 

 
Table     1.2 Occupation Of The Respondents 

 It is clear from the above table that out of the total 

respondents 28% of them are Private employees: 20% of 

them are Government employees: 24% of them are 

students and only minimum % of respondents 9ie) 12% 

are Professionals. 

 

Source: Primary data 

                

Age 
No. of 

Respondents 
% 

Below 25 8 16 

25-30 10 20 

30-35 5 10 

35-40 9 18 

Above 40 18 36 

Total 50 100 

Occupation 
No.of 

Respondents 
% 

Students 12 24 

Business People 8 16 

Professionals 6 12 

Govt Employees 10 20 

Pvt Employees 14 28 

Total 50 100 
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Table 1.3 Monthly Income of the Respondent 

 The table depicts that out of the earning 
respondents 40% of the respondents monthly income 
is more than Rs. 60,000: 26% of their income is less 
than Rs. 20,000: 18% of their monthly income is 
between Rs. 20,000-40,000: and only 16% of their 
income is between Rs. 40,000-Rs. 60,000;   So, it is 
understood that only 38 respondents are earning 
members as 12 respondents are students and majority 
of them are getting a monthly income of more than Rs. 
60,000.    

                  
Table 1.4 Monthly Expenditure of the Respondents 

 Above table exhibits that 28% of respondents each 
has a monthly expenditure between Rs. 10,000-Rs. 15,000, 
and more than Rs. 15,000: 24% of their expenditure is 
between RTs. 5,000-Rs. 10,000 and 20% of respondents 
monthly expenditure is less than Rs. 5,000.   As, most of 
the respondents income is high there has been 
corresponding increase in the expenditure also  including 
the students even though they are non earning members  
as they will have their own expenses. 

Source:    Primary data 

 
Table 1.5 Awareness about GST 

 Above table portrays that 80% of the respondents are aware 

of GST and only 20% of them are not aware of GST.  

 

Source: Primary data 

 
Table 1.6 Respondents Support of Gst 

 It is understood from the above table that majority of the 
respondents (ie) 64% of them are not supporting GST. 
 

Source: Primary data 
 
Table 1.7 Reason for Not Supporting GST 

 Above table shows that out of 32 
respondents who are not supporting GST, 44%  
of them are not supporting it due to increase in 
price of goods,25% of them are of the opinion 
that it creates a vast gap between rich and 
poor,19% of the respondents are not supporting 
it as it lowers competition and only 12% are 
others. 

Monthly Income (Rs) 
No. of 

Responents 
% 

Less than 20,000 10 26 

20,000-40,0000 7 18 

40,000-60,000 6 16 

Above 60,000 15 40 

Total 38 100 

Source: Primary data 

Monthly 

Expenditure (Rs) 

No. of 

Respondents 
% 

Less than 5000 10 20 

5000-10000 12 24 

10000-15000 14 28 

More than 15000 14 28 

Total 50 100 

Awarness 
No.of 

Respondents 
% 

Yes 40 80 

No 10 20 

Total 50 100 

Support 
GST 

No. of 
Respondents 

% 

Yes 18 36 

No 32 64 

Total 50 100 

Reason For  
Not Supporting 

No. of 
Respondents 

% 

Gap between rich and poor 8 25 

Increase price of goods 14 44 

Lower competition 6 19 

Others 4 12 

Total 32 100 

Source: Primary data 
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Table 1.8 Nature of Expenditure Affected 

 It is inferred from the table that 40% of the 

respondents are of the opinion that luxury goods is 

affected as GST rate for that is higher. 36% of them view 

that entertainment are affected much. 10% of them view 

that necessary goods are affected much 10%  and others 

is affected only 14%. 

 

Source: Primary data  

 
Major Finding and Suggestion of the Study 

 The respondents feel that GST is more in the Luxury Goods. This study suggests that the 

Government has to take step to reduce GST on luxury goods. So, that the public will be benefited 

thereby increasing the purchasing power towards these goods. 

 
Conclusion 

 It can be concluded that there is not much of direct relationship between price of luxury goods 

and consumers. Introduction of GST has resulted in the replacement of existing regime. Since many 

of the consumers are still not aware of GST. Government should enlighten the public on GST. A 

clear information should be given to consumers by short question and answer method. The general 

opinion of consumers about implementation of GST is the works contractors and building 

constructors were benefited much. The greatest expectations of the  public from the GST Council are 

to incorporate motor spirit (petrol, diesel and related gas) under GST Taxation which will be a great 

relief for them. 

 
References 

Journal   

 International Journal of Business, Economics and Law, Vol. 4, Issue 1 (June) ISSN 2289 -1552 

Book 

 Marketing by J.Jayasankar, Margham Publications, and Chennai 

Website 

 Cleartax.com 

  

Nature of  

Exp Affected 

No. of  

Respondents 
% 

Necessary goods 5 10 

Luxury goods 20 40 

Entertainment 18 36 

Others 7 14 

Total 50 100 



 

Vol. 6                          Special Issue 4                     March 2018                               ISSN: 2320 - 4168 
 

 

Shanlax International Journal of Commerce  Page 93 

 

 
 

S.S. Nirmala 

Assistant Professor, Department of Commerce 

B.S. Abdur Rahman Crescent University, Chennai 

 
Abstract 
 Consumer is the central theme of marketing system.  For a product to sell with or without advertising, it must satisfy 
some needs of the consumers.  These needs dominate the behaviour of the consumers.  If one makes out the marketing 
programmers, neglecting the consumer behaviour, one will naturally invite failure.  A careful study of consumer 
behaviour will facilitate the marketer in determining the size, form, style, colour, the complete packaging of a brand.  In a 
world of cut-throat competition, companies can survive only when they outsmart competition adapt themselves to the 
changing marketing environment rather than just pushing the sales.  Especially, it is very difficult to understand the 
behaviour of women in buying activity.  Since their buying behaviour differs on the basis of their size of their family, social 
groups, income, level of status in the society and their family brought up.  The behaviour of women even differs on the 
basis of their geographical background (i.e.) urban women and rural women.  There are many underlying influences both 
internal and external from the social environment.  The combination of these inputs and internal factors can never be 
complex indeed.  Perfect prediction of behaviour is never possible, but properly designed research efforts can significantly 
lower the risks of the types of product failure.  This article examines the buying behaviour of urban women in Trichy 
district with special reference to consumer durables.  In this article, the researcher tries to find out the factors influencing 
the urban women while purchasing the product and the problems faced by them during purchase and after purchasing the 
goods.   
Keyword:  Significance of the family, Decision making process, Changing role of women 

 
Introduction 

 The consumption rate of Indian customers has gone quite up since liberalization.  International 

brands are coming with many product categories and options to choose.  Customers have started 

giving more importance to choose from the various available products.  The increase in number of 

malls with various retail outlets, additional benefits, offers, attractive packaging and brand 

endorsement by celebrities have also led to high involvement of consumers in the purchase process. 

 Now – a – days, marketers appreciate the importance of understanding their customers and thus, if 

they come to know the level of involvement with various product options, risk associated with the 

product and their psychology, then they can plan their marketing strategies, target consumer and 

allocate their resources accordingly. 

 ―The degrees to which customers are involved in different aspect of the act of purchasing such 

as product, advertisement and the act of purchasing has grown to be regarded as one of the central 

determinants of consumer behaviour.  The main reason for this lies in the potential of involvement 

to account for the differences in the degree of both mental and the physical efforts a customer is 

willing to devote to consumption related activities‖ (Laaksonen 1994). 

 Involvement refers to how much time, thought, energy and other resources consumers devote 

for purchasing a product.  It is one of the fundamental concepts used to explain the consumer 

buying process.  The level of involvement is affected by the amount if efforts consumers give to 

learn about the products and to make purchase decisions.  It is a state of motivation, excitement or 
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CONSUMER DURABLES 



One Day National Seminar on  
Consumer Inclusion and Justice –A Paradigm Shift in Digital Era 

 

 

Page 94            Bharathidasan Government College for Women (Autonomous), Puducherry  

interest and is driven by current external variables (Situation, Product, Risk, Experience, Hedonic 

value, Communication, etc.) and past internal variables (enduring, ego and central values). 

 Consumer involvement is a source of explanation for the differences in the degree of both 

mental & physical efforts of a consumer and his decision making (Beharrell and Denision, 1995; 

Laaksonen, 1993).  Involvement can also be conceptualized as a consumer‘s motivation to search for 

information (Brennan and Movado, 2000). 

 It is assumed that consumers put more efforts, perceive various risks, and give more time for 

information reaching to purchase a product with costs high and have the property of being more 

durable. 

 
Consumer Behaviour 

 Many scholars in marketing have tried to define consumer and consumer behaviour.  Adam 

smith stated that consumption is the sole end and purpose of all production.  Consumer behaviour 

may be defined as behaviour exhibited by people in planning, purchasing, and using economic 

goods and services.  Consumer behaviour is an integral part of human behaviour and cannot be 

separated from it.  Leon G Schiffman and Leslie Lazar Kanuk explain consumer behaviour as the 

behaviour that consumers display in searching for purchasing, using, evaluating, and disposing of 

products and services that they expect will satisfy their needs.  The study of consumer behaviour is 

the study of how individuals make decisions to spend their available resources (money, time, and 

effort) in the consumption of various items.  It includes the study of what, why, how, when, where 

they buy and how often they buy any particular product or service.  Consumer behaviour is the act 

of individuals obtaining and using goods and services which is exhibited through their decision 

process.  Consumer purchases are likely to be influenced by physiological and sociological factors. 

 
Significance of the Family in Consumer Behaviour 

 There are many underlying influences, both internal and external, from the social environment. 

 The combination of these inputs and internal factors can never be complex indeed.  Yet, the tools of 

market research can assess motivation and behaviour with considerable accuracy.  Perfect 

prediction of behaviour is never possible, but properly designed research efforts can significantly 

lower the risks of the types of product failure.  While the consumer cannot knowingly be induced to 

act in a way contradictory to her own goals, motivation and behaviour can be influenced by outside 

sources.  This influence is understood through research. 

 
Decision Making Process in a Family 

 All the purchases made by a family follow a certain decision making process.  The character and 

the extent of interaction between a husband and wife present an extremely important dimension in 

the decision making process.  No sale can be effective, unless a favourable decision is made by a 

buyer towards a particular product of a company.  The role of a spouse in the routine verses new 

decision process, the role of rational decisions of the particular household poised for changes in 

income, employment expenditure, saving, etc.,  change according to a given situation pattern.   

 Husband and wife derive information from internal resources and external resources.  Some 

information may bombard the individual without his explicit consent, although he may, at times, 
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engage in a search for information.  The actual purchase observable behaviour is related to the 

individual‘s intentions, which are the words of Howard and Sheth.  Buyer forecast as to when, 

where and how a consumer is likely to buy a brand. 

 
Changing Role of Women in the Present Scenario 

 Set against myriad social and cultural shifts accruing in the ground – urbanization, the shifts 

from savings to spending rising home ownership, increased travel, and mobility are boosting. 

 Indian economy and consumption is the long term, women‘s employment participation appears to 

be on an uptake, according to the latest survey from the National Sample Survey Organisation 

(NSSO).  Women‘s employment participation grew to 57% in 2010 from 31% in 2005; the first rise 

seen is a decade.  Women‘s presence is the industries were 37.3% in 2010, and it was 13.1% in 2005. 

 
Statement of the Problem 

 In the competitive market, the prospective buyer is prepared to choose the right brand based on 

his / her needs.  An understanding of purchase behaviour of women is an essential aspect as it 

reflects the influence of brands, buyer, & customer type on the purchase of a particular brand etc.     

The success of the market or its failure depends on the purchase behaviour of consumers.  Now – a – 

days, the role of women in all fields is increasing, at present; the role of women in purchase decision 

has also increased. 

 Hence, the present study has been undertaken to find out the answers for the following 

questions: 

1. What are the factors influencing women‘s buying behaviour? 

2. What are the factors determining the level of satisfaction of women during purchase? 

3. What are the problems faced by women during and after purchase? 

 This study is an attempt to find out the answer to the above and related questions. 

 
Scope of the Study 

 With the main objective of analyzing the women‘s purchase behaviour and their role in 

purchase decision, this study also extend the following related topics viz, Socio – Economy 

characteristics of the respondents, the factors influencing purchase behaviour, problems faced by 

women during and after purchase, mode of payment and mode of carrying goods. 

 
Objectives of the Study 

1. To identify the factors influencing women‘s buying behaviour. 

2. To determining the level of satisfaction of women during purchase. 

3. To find out the problems faced by women during and after purchase. 

 
Research Methodology 

 In Trichy district, a comprehensive questionnaire was developed and distributed to a total of 

200 respondents who have visited to the Retail stores, Branded Company Stores and its branches, 

Agency stores, etc.  The method of convenience sampling has been followed for collecting details 

from the respondents, from the customers who have visited to the departmental stores, grocery 
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shops, vendors, super markets, etc., the data has been collected.  Due to irrelevant and contradictory 

information, it was possible to use only 140 respondents for the final analysis.  The sample chosen 

consisted of 140 respondents representing different occupations, viz., agriculture, business, 

employees, and professionals.  This study is an empirical research based on the survey method.  The 

data collected from the primary sources were analyzed with the help of various statistical measures 

such as Percentages, Weighted scaling technique, and Garrett‘s ranking technique.  Primary data 

was collected by circulating a questionnaire.  In addition, secondary data was collected from the 

published records, magazines, and web portals.  The survey was conducted at the end of July 2016. 

     
Analysis and Interpretation 

Table 1 Factors Influencing Buying Behaviour of Consumers  

 Consumers purchase particular products due to the influence of many factors.  The influencing 

factors may differ from one consumer to another and also from producer to product.  The present 

study is an attempt to find the various factors that influence the purchase of durable goods and 

which one is the most influencing factor.  The importance given to a factor by a person may not be 

the same as in the case of another.  Some of them are satisfied with one aspect but dissatisfied with 

other aspects of the same goods.  It is therefore a difficult task to identify a single factor, which 

influences the preferences of the consumers.  It is found that factors like Convenience, Quality, 

Quantity, Price, and Service rendered, Customer relationship and Brand of the product are 

influencing factors in the purchase of durable goods.  To find out the most significant factors, which 

influence the purchase of durable goods among consumers, the Garrett‘s ranking technique was 

used.  As per this method, respondents were asked to assign a rank to all the factors and the 

outcome of such ranking has been converted into score value with the help of the following formula 

and with the help of Garrett Ranking.   

 Findings are showing in Table 1. 

 
Garrett’s Formula:  

Percent position =    100 (Rij – 0.5)    

      Nj 

Where, Rij = Rank given for the ith factor by the jth respondent. 

Nj = Number of factors ranked by the jth respondent. 

 
Table 1 Factors Influencing Buying Behaviour: Garrett Ranking 

Ranks Scale and Score Value of Ranks 

Factors 
Scale 

Value(X) 

I 

46 

II 

50 

III 

35 

IV 

48 

V 

27 

VI 

23 

VII 

43 

Total 

Score 

Mean 

Score 
Ranking 

Convenience 
F 

fx 

17 

782 

19 

950 

20 

700 

20 

960 

21 

567 

20 

460 

23 

989 

140 

5408 
38.63 V 

Quality 
F 

fx 

15 

690 

23 

1150 

23 

805 

25 

1200 

16 

432 

18 

414 

20 

860 

140 

5551 
39.65 I 

Quantity 
F 

fx 

21 

966 

19 

950 

24 

840 

16 

768 

21 

567 

19 

437 

20 

860 

140 

5388 
38.49 VI 

Price 
F 

fx 

22 

1012 

19 

950 

20 

700 

24 

1152 

20 

540 

19 

437 

16 

688 

140 

5479 
39.14 II 
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Service 

Rendered 

F 

fx 

22 

1012 

21 

1050 

22 

770 

19 

912 

21 

567 

19 

437 

16 

688 

140 

5436 
38.83 IV 

Customer 

Relationship 

F 

fx 

23 

1058 

16 

800 

15 

525 

18 

864 

21 

567 

23 

529 

24 

1032 

140 

5375 
38.39 VII 

Brand 
F 

fx 

20 

920 

23 

1150 

16 

560 

18 

864 

20 

540 

22 

506 

21 

903 

140 

5443 
38.88 III 

 
Total 140 140 140 140 140 140 140 

  
Note: X=Scale Value, f= No. of consumers/no. of respondents, fx= score value 

Source: Data compiled from questionnaire 

 By referring to the Table 1, the percent position estimated is converted into scores.  Then for 

each factor, the scores of each individual are added and then the mean value is calculated.  The 

factors having the highest mean values are considered to be the most important.  This shows the 

ranking analysis of factors influencing the consumers in the purchase of consumer durables.  The 

respondents are ranked I to VII according to their personal view.  From this Table 1, the factor 

―Quality‖ has highest mean score of 39.65.  This proves to be the most important factor considered 

by the respondents in the purchase of durable goods.  ―Price‖ with a mean score of 39.14 is ranked 

as second, followed by ―Brand‖ (38.88), ―Service rendered‖ (38.83), ―Convenience‖ (38.63), 

―Quantity‖ (38.49), and ―Customer relationship‖ (38.39). 

 
Table 2 Awareness towards Quality Marks 

 The above table reveals that Out of 140 
respondents, 53% of the respondents always look out 
for such quality marks, 34% of them look for the 
quality marks sometimes and 13% of the respondents 
gave importance to the quality marks rarely when 
they made a purchase on the goods. 
 

Table 3 Types of Problems Faced by Women During Purchase 
 The table reveals that during purchase, 
18% of the respondents face the problem of 
an unavailability of products, 27% of the 
respondents feel that some products are of 
poor quality, 12% face of the problem of 
harassment, 24% of the respondents suspect 
malpractice in quality, 13% face the problem 
of product adulteration and only 6% of the 
respondents face the problem of customer 
care. 

 
Table 4 Types of Problems Faced by Women after Purchase 

 It reveals that after purchasing, 21% of the 
respondents feel that they lack follow – up 
service, 26% of the respondents were dissatisfied 
with their purchase, 46% of them faced problem 
in delivery of goods and only 7% of the majority 
of the respondents are facing transportation 
problem for carrying the goods after purchase. 
 

Sl. No. Awareness 
No. of. 

Respondents 
% 

1 Always 74 53 

2 Sometimes 48 34 

3 Rare 18 13 

 
Total 140 100 

Sl.  
no. 

Types of Problems  
during Purchase 

No. of.   
Respondents 

% 

1 Unavailability 25 18 

2 Poor Quality 37 27 

3 Harassment 17 12 

4 Malpractice in Quantity 34 24 

5 Adulteration 18 13 

6 Other Specify 9 6 

 
Total 140 100 

Sl.  
no. 

Problems faced 
after the Purchase 

No. of 
Respondents 

% 

1 Follow – up service 29 21 

2 No Satisfaction 37 26 

3 
Transportation  
Problem 

64 46 

4 Other 10 7 

 
Total 140 100 
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Weighted Average Score Analysis   

 Weighted Average technique was used to find out the weighted average for each category of 

respondents over several study factors to know their level of satisfaction towards the quality, price, 

availability, service, size, & design of the products.  For this purpose, the qualitative information 

was converted into numerical one using five point scaling technique.  While using five point scales, 

score 

5 – Was given to Highly Satisfied, 

4 – Was given to Satisfied, 

3 – Was given to Moderate, 

2 – Was given to Dissatisfied, 

1 – Was given to Highly Dissatisfied. 

 
Table 5 Age and Considered for Product Satisfaction 

Sl. no. Age 18 – 30 Yrs 31 – 40 Yrs 41 – 50 Yrs Above 50 Yrs 

1 Quality 4.42 4.35 3.96 5.00 

2 Price 3.91 3.62 3.53 4.00 

3 Availability 3.86 4.02 3.74 4.00 

4 Service Rendered 3.93 3.90 3.82 4.00 

5 Size 2.99 3.16 3.30 4.00 

6 Design 3.98 3.93 3.95 4.00 

 From the above table, it is clear that respondents under the age group of 18 – 30 years were 

highly satisfied with quality and were satisfied with other factors viz., price, availability, service, 

size, and design; Respondents under the age group of 31 – 40 years were highly satisfied with 

quality and availability and were satisfied with price, service, size and design.  Respondents under 

the age group of 41 – 50 years are satisfied with factors quality, price, availability, service rendered, 

size, and design.  Respondents above 50 years are highly satisfied with quality and were satisfied 

with other factors.  Most of the respondents, irrespective of their age, are highly satisfied with 

product quality. 

 
Table 6 Educational Qualification & Factors Considered for Product Satisfaction 

Sl. No. 
Educational  

Qualification 
School level Graduate PG Diploma Other Specify 

1 Quality 4.17 4.42 4.18 4.63 4.00 

2 Price 3.48 3.91 3.45 3.72 4.12 

3 Availability 3.83 3.90 3.55 4.00 3.78 

4 Service Rendered 3.52 3.93 3.73 4.73 4.15 

5 Size 3.39 3.66 4.27 3.74 3.16 

6 Design 3.75 4.00 4.00 3.71 4.17 

 It is inferred from the table that respondents whose education is up to school level are highly 

satisfied with product quality and satisfied with other factors like price, availability, service, size 

and design of the product.  Graduates are highly satisfied with quality and are satisfied with other 
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factors.  Postgraduates are highly satisfied with quality, size, and design of the product and are 

satisfied with other factors.  Diploma holders are highly satisfied with quality, availability, and 

service rendered and is satisfied with other factors.  Professionals are highly satisfied with quality, 

price, service, and design and are satisfied with availability and size of the product. 

 
Table 7 Occupation & Factors Considered for Product Satisfaction 

Sl. No. Occupation Professional Business Employed Agricultural Other Specify 

1 Quality 4.48 4.43 4.30 4.40 4.44 

2 Price 3.82 4.03 3.72 3.82 3.82 

3 Availability 3.60 3.74 4.05 3.73 3.92 

4 Service Rendered 4.27 3.86 3.02 3.77 4.06 

5 Size 3.64 3.57 3.65 3.44 3.73 

6 Design 4.36 4.13 4.02 3.67 4.07 

 It is clear that Professionals are highly satisfied with product quality, service, and design and 

are satisfied with availability, price, and size.  Businesswomen are highly satisfied with product 

quality, price, and design and are satisfied with other factors.  Employed respondents are highly 

satisfied with product quality and are satisfied with other factors.  Agriculturists are highly satisfied 

with product quality and are satisfied with other factors.  Student and home makers are highly 

satisfied with product quality, service, and design and are satisfied with price, availability, and size 

of the product. 

 
Table 8 Marital Status and Factors Considered for  

         Product Satisfaction 

 It is inferred from the above table that 
married respondents are highly satisfied with 
product quality and are satisfied with product 
price, availability, service, size, and design. 
 Unmarried respondents are highly satisfied with 
product quality, size, and design and are also 
satisfied with other factors.  Majority of the 
respondents are highly satisfied with product 
quality, irrespective of their marital status. 
 

 
Table 9 Family Income & Factors Considered For Product Satisfaction 

Sl. No. 
Family 
Income 

Below Rs. 
5000 

Rs. 5001 – Rs. 
10000 

Rs. 10001 –  
Rs. 15000 

Above  Rs. 
15000 

1 Quality 4.32 4.34 4.18 4.72 

2 Price 3.92 3.86 3.52 3.72 

3 Availability 3.89 3.82 3.91 4.13 

4 
Service 
Rendered 

3.66 4.36 3.82 4.40 

5 Size 3.65 3.66 3.91 4.00 

6 Design 3.96 3.87 3.82 4.41 

Sl. No. 
Marital  
Status 

Married Unmarried 

1 Quality 4.33 4.44 

2 Price 3.78 3.84 

3 Availability 3.82 3.92 

4 
Service  
Rendered 

3.89 3.91 

5 Size 3.67 4.49 

6 Design 3.92 4.02 
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 It is inferred from the table that respondents whose income level is below Rs. 5000 p.m. are 

satisfied with product quality and are satisfied with other factors like price, availability, service, 

size, and design.  Respondents whose income level ranges between Rs. 5001 – Rs. 10000 p.m. are 

highly satisfied with the product quality and service and are also satisfied with other factors. 

 Respondents whose income level ranges between Rs. 10001 – Rs. 15000 p.m. are highly satisfied 

with product quality and are satisfied with other factors.  Respondents whose income is above Rs. 

15000 p.m. are highly satisfied with product quality, availability, service, size, and design and are 

also satisfied with price of the product.  Most of the respondents belonging to various income levels 

are highly satisfied with product quality. 

 
Table 10 Nature of Family and Factors Considered for Product Satisfaction 

 The table shows that respondents from nuclear 

families are highly satisfied with product quality 

and service and are also satisfied with other 

factors.  Respondents from joint family are highly 

satisfied with product quality and are also satisfied 

with other factors.  Irrespective of the nature of 

family, most of the respondents are highly 

satisfied with product quality. 

 

Findings, Suggestions and Conclusions 

1. Majority of the women are influenced by the Quality factor in purchasing the durable goods, 

followed by the Price, Brand, Service rendered, convenience, Quantity, and customer 

relationship. 

2. The higher income group respondents are purchasing when they like, similarly the working 

women are purchasing when the need arises, but the housewives are purchasing almost weekly 

once. 

3. The major portion of the respondent‘s family, women play a major role in purchase decision, 

and each family member‘s involvement influences their behaviour. 

4. The educational level of the women plays a vital role while they purchase, and they had a good 

knowledge about the product before purchasing. 

5. Majority of women like to purchase the products from the Branded company stores rather than 

other types of stores, they felt it was more comfortable, identical & economical. 

6. Most of the respondents are liked to suggest the product purchased by them to others, only 

when they felt satisfied with the product and service of the salesmen. 

7. This study clearly indicates that the family purchase decisions taken by the women are based on 

the interactions they have with others and it leads the way for best buy. 

8. Most of the respondents give their highest preference to the quality of the product. 

9. Most of the respondents were satisfied with the factors like price, quality, availability, service, 

size, and design and no one is dissatisfied with the above mentioned facts. 

10. Ultimately, greater the interaction better is the involvement, and it may lead to a satisfactory 

purchase. 

Sl. No. 
Nature of  

Family 
Nuclear Joint 

1 Quality 4.39 4.30 

2 Price 3.75 3.92 

3 Availability 3.86 3.89 

4 Service Rendered 4.06 3.50 

5 Size 3.63 3.81 

6 Design 3.92 3.96 
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Suggestions 

1. Women must know about the reasonable price, package date, ISI mark, expiry date, brand etc. 

 While purchasing, they should buy on the basis of income, quality, and according to the 

budget. 

2. Women should be aware about the new products in the market and they should aware about 

consumerism and consumer rights. 

3. The manufacturers should produce the product with good quality at an economical cost to 

attract the women consumers. 

 
Conclusion 

 The study has mainly focused on urban women, and their perception about the buying 

behaviour of durable goods, both the educated women and house wives prefer quality products and 

there is no significant difference between preference of brand and educational status. 

 Women buying behaviour is influenced by internal factors such as demographic, lifestyle, 

personality, motivation, knowledge, attitude benefits, feelings & family members needs and 

involvements.  Apart from this the study reveals that while purchasing, women always concentrate 

to purchase quality goods at economical price to attain the whole family satisfaction. 
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Abstract 
 Goods & Services Tax in India is a comprehensive, multistage, destination-based tax that will be levied on every value 
addition. More than 160 countries implemented GST so far. It includes many state and central level indirect taxes. GST 
brings uniform taxation across the country and allows full tax credit from the procurement of inputs and capital goods 
which can later be set off against GST output liability. This reform gives equal footing to the big enterprises as well as 
SMEs. The aim of GST is thus to simplify tax hurdles for the entire economy. 

 
Introduction 

 GST is one indirect tax for the whole nation, which makes India one unified common market. 

The GST intends to subsume most indirect taxes under a single taxation regime. GST is a single tax 

on the supply of goods and services, right from the manufacturer to the consumer. Credits of input 

taxes paid at each stage will be available in the subsequent stages of value addition, which makes 

GST essentially a tax only on value addition at each stage. The final consumer will thus bear only 

the GST charged by the last dealer in the supply chain, with set-off benefits at all the previous 

stages. This is expected to help broaden the tax base, increase tax compliance, and reduce economic 

distortions caused by inter-state variations in taxes. 

 
GST – A Global Scenario   

 The Goods and Services Tax (GST) is present in excess of 160 countries. A large portion of the 

nations have a brought together GST framework. Brazil and Canada take after a double framework 

where GST is ollected by both the Union and the State governments. France was the primary nation 

to present GST framework in 1954. The standard GST rate in many countries goes between 15- 20%. 

A large portion of the parts are burdened with the exception of couple of exclusions. 

 
Who will have to Pay GST? 

 GST will be paid by all manufacturers and sellers. It will also be paid by service providers such 

as telecom providers, consultants, chartered accountants etc. However, being an indirect tax,  

ultimately it is paid by the end consumers. 

 
GST and Indian Economy  

• Removal of packaged circuitous assessments, for example, VAT, CST, Service charge, CAD, 

SAD, and Excise.  

• Less duty consistence and a rearranged impose approach contrasted with current assessment 

structure.  
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• Removal of falling impact of expenses i.e. expels charge on impose.  

• Reduction of assembling costs because of lower weight of assessments on the assembling 

division. Thus costs of purchaser products will probably descend.  

• Lower the weight on the basic man i.e. open should shed less cash to purchase similar items that 

were exorbitant prior.  

• Increased request and utilization of products.  

• Increased request will prompt expand supply. Henceforth, this will at last prompt ascent in the 

creation of merchandise.  

• Control of dark cash course as the framework typically took after by brokers and retailers will 

be put to a required check.  

• Boost to the Indian economy over the long haul.  

 These are conceivable just if the genuine advantage of GST is passed on to the last shopper. 

There are different variables, for example, the merchant's overall revenue, that decides the last cost 

of merchandise. GST alone does not decide the last cost of merchandise. 

 
How will GST Impact the Indian Economy? 

• Reduces tax burden on producers and fosters growth through more production. The current 

taxation structure, pumped with myriad tax clauses, prevents manufacturers from producing to 

their optimum capacity and retards growth. GST will take care of this problem by providing tax 

credit to the manufacturers. 

• Different tax barriers, such as check posts and toll plazas, lead to wastage of unpreserved items 

being transported. This penalty transforms into major costs due to higher needs of buffer stock 

and warehousing costs. A single taxation system will eliminate this roadblock. 

• There will be more transparency in the system as the customers will know exactly how much 

taxes they are being charged and on what base. 

• GST will add to the government revenues by extending the tax base. 

• GST will provide credit for the taxes paid by producers in the goods or services chain. This is 

expected to encourage producers to buy raw material from different registered dealers and is 

hoped to bring in more vendors and suppliers under the purview of taxation. 

• GST will remove the custom duties applicable on exports. The nation‘s competitiveness in 

foreign markets will increase on account of lower costs of transaction. 

 
Positive Impact of GST on the Common Man 

 A unified tax system removing a bundle of indirect taxes like VAT, CST, Service tax,CAD, SAD, 

Excise etc. 

 A simplified tax policy as compared to earlier tax structure. However, its not as simple as it 

seems to be, Check disadvantages below to grab more details. 

 GST or Goods & Services tax removes cascading effect of taxes i.e. removes tax on tax. 

 Due to lower burden of taxes on the manufacturing sector, the manufacturing costs will be 

reduced, hence prices of consumer goods likely to come down. 

 Due to reduced costs some products like cars, FMCG etc .will become cheaper. 
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 This will help in lowering the burden on the common man i.e. he or she will have to shed less 

money to buy the same products which were earlier costly. 

 The low prices will further lead to an increase in the demand/consumption of goods. 

 Increased demand will lead to increase supply. Hence, this will ultimately lead to rise in the 

production of goods. 

 The increased production will lead to more job opportunities in the long run. But, this can 

happen only if consumers actually get cheaper goods. 

 It will curb circulation of black money in future. This can happen effectively only if the ―kacha 

bill‖ system, normally followed by traders and shopkeepers is put to check. 

 A unified tax regime will lead to less corruption which indirectly affects common man. 

 In Tamil Nadu, after implementing GST, indirect tax revenue for the government has increased    

 Most importantly, experts hope to see a positive impact of GST on Indian economy in the long 

run. But, this is possible only if the actual benefit of GST is passed on to the final consumers. There 

are various other factors also like the sellers profit margin that determine the final price of goods. 

GST alone does not determine the final price of goods. The anti-profiteering clause has been inserted 

in the GST Act to protect the interest of the consumers. 

 
Negative Impact on Common Man 

 The impact of the GST on the prices of goods and services will largely depend on the item in 

question. It will also depend upon the respective State governments and their intervention with 

respect to controlling prices of essential commodities.  

 
Tax Cost on Services 

 The indirect tax rate on services was 15% previously. In GST this rate had gone upto 28%. For a 

business customer, this GST would be creditable and hence would not result in increase in cost. For 

an end customer, on the face of it there appears to be an increase in indirect tax cost. In GST though 

the output tax would increase from 15% today to a GST of 18%, but all the non-creditable taxes on 

the procurement side today would become creditable which should largely annul the increase tax 

rate on the output side. 

 
The Impact on Online Shopping  

 The e-commerce industry is included in a tax net and under the new regime pays the tax that is 

deducted at the source for every purchase from the sellers. This has made buying bags, electronics, 

shoes and many more things more expensive through the online mode. GST has eventually shrunk 

the profit margins and revision in tax compliance leading to an eventual slash in discounts and 

freebies for the customers. However, the consumer might benefit from the lower logistical costs and 

faster delivery in the days to come. 

 There is most likely that India Inc. will profit by  GST; be that as it may, the additions for the 

common man are as yet wrapped in guess. Regardless of whether GST will be the trigger point for 

'throb commotion' (great days) for regular man; just time will uncover. At the point when Australia 

presented GST in 2000, the Government had set up a commission to secure the interests of 

consumers. The commission observed costs to guarantee that consumers got full. 
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Conclusion 

 The development of products will now become considerably less complex throughout the 

nation and may be over or less expensive as the new administration replaces the old framework, 

where an item was burdened numerous circumstances and at various rates. As of now, after 

implementing GST, it is presumed that it would guarantee a exhaustive expense base with least 

exclusions, help industry, which will have the capacity to receive rewards of regular methods and 

claim credit for charges paid. 
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Abstract 
 Advertisement is a form of communication used to encourage or persuade an audience to continue or take some new 
action. The communication can be made either through mass media or new media. The advertising has a foremost and vital 
impact on purchasing behaviour of consumers. The mass media and new media promotes fast food, sugary cereals and 
other food and beverages which are high in calories, fats, sugar, sodium and less in nutrients which is partially responsible 
for the incidence of overweight and obesity in our country. Safe food is essential to all consumers and it is their 
fundamental rights as recognised by WHO (World Health Organisation) and FAO (Food and Agriculture Organisation) 
in 1992. All most all packaged foods are required to provide nutritional food labels on their wrapping. One major problem 
on food label is “Health Claims” which provides too much information or too little information confuse and misleads the 
consumers. Thus this article highlights the issues and concepts of advertisements which interferes and affects purchasing 
behaviour of Indian consumers.“Advertising is essentially a thing to induce consumption to make people buy thing they 
do not want” -Pt. Jawaharlal Nehru 
Keywords: Advertising, Mass media, New media, Purchasing behaviour, Health claims, Food label, Consumers 

 
Introduction 

 In the current era of information explosion and the world of media, advertisements play a major 

role in changing the behaviour of consumers towards the products shown in the advertisements. 

The essential features of an advertisement are commercialism, public presentation, high 

expressiveness and unilateralism (Kotler 2005). Some specific elements in the advertisement 

influence the consumer purchasing behaviour it may be for the importance of different forms of 

expression, like image or colour (Evans et al. 2006), advertisement composition (Dolinski 2003), the 

content of the advertising message (Maison 1998, Dolinski 2003), sound elements (Macinnis, Park 

1991, Gail 1995) or characters appearing in the advertisement (Ogilvy,Raphaelson 1982, Hatfield, 

Sprecher 1986, Heath 2006). The most importance is assigned to the form of the advertising and also 

from the scenes from everyday life animations or demonstration of the product (Jachnis 2007). The 

more emotions consumer attach to a product, they more they tend to be insensitive to its price. 

Advertising has thus, a stimulating influence on the purchasing behaviour of the consumers. This is 

of importance to firms as they can earn high sales in pricing their products (Borden, 1942). 

 According to the report of the world health organisation, (Irish Times, 2015) obesity is described 

as ―global epidemic‖ and is on the front of the media and political scene for many years. An 

estimated 34.2% of adults aged 20 and older are overweight, while 33.8% are obese, according to 

results from the 2007-2008 National Health and Nutrition Examination Survey (Odgen CL, Carroll 

MD, 2010). For children and adolescents, the statistics are just as staggering, with obesity appearing 

in 10.4% of children aged 2 to 5, 19.6% aged 6 to 11 and 18.1% aged 12 to 9 (odgen C,Carroll M, 

2010). Advertising plays an important role to aware the general public about the product or services 
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rendered by food manufacturers. Various forms of advertisements adopted by big food companies 

to increase the availability, affordability and acceptability of their products have contributed to 

dietary changes in the country and to the increase burden  of obesity and NCDs (Igumbor et al) 

Nutrition related false claims, particularly those targeting  children, senior citizens and those with 

certain health problems such as diabetes and hypertension.This group of advertisements is the most 

dangerous, as they can have a severe repercussion on the health of the consumer. FSSAI labelling 

regulations, 2011 indicate that: ―Pre-packaged food shall not be described or presented on any label 

or in any labelling manner that is false, misleading, or deceptive or is likely to create and erroneous 

impression regarding its character in any respect‖. and ―There shall be no advertisement of any 

food which is misleading or contravening the provisions of Food Safety and Standards, Act 2006 

(34/2006) or the rules /regulations‖.(Gain Report,2012) 

 
Advertisement- Definition and Meaning 

 An Advertisement is a marketing tool which is used for sales promotion and publicity. It is a 

paid form of non-personal presentation and promotion of ideas, goods or services by an identified 

sponsor. Advertising is the action of calling public attention to something, especially by paid 

announcements. It helps the consumer in taking right decision and communication technique by 

which the trademark or brand of the product or service is made known to the people. According to 

William J. Stanton, ―Advertising consists of all the activities involves in presenting to a group, a 

non-personal, oral or visual, openly sponsored message reading disseminated through one or more 

media and is paid for by an identified sponsor‖ 

 
Advertisements and its Effects among Children and Adults 

 ―Advertising may be described as the science of arresting human intelligence long enough to 

get money from it‖ –Stephen Leacock 

 In today‘s world there are increasing rates of unhealthy food preferences among young adults 

and children influenced by food advertisements both in mass and new media. A recent study 

conducted in Health Psychology reveals that those watched the snack food ads ate unhealthy foods 

compared to those who watched ads for nutritious foods or saw no food related ads(Harris JL, 

Bargh JA and Brownell KD, 2009). The repetition of advertisement and economic factor like per 

capital income also change the consumer behaviour about to choose the product (de Mooij M. 2011). 

According to the American Psychological Association, children ranging from ages 8 to 18 spend 

approximately 44.5 hours per week in front of computers, televisions and game screens, which is 

more than any other activity in their lives, other than sleeping. Dr Emma Boyland and Dr Rosa 

Whalen, from Liverpool University‘s appetite and obesity research group, found that a half-hour 

episode of Holly oaks on E4 in February seen by 140,225 children contained no few than nine ads for 

junk food products. They included promotions of Mc Donald‘s chicken strippers and their 

Pepperoni passion pizza, Oreo thins biscuits and Haribo sweets (Denis Campbell, 2017). Thus the 

food advertisements come in between each programs in all media attracts the children to buy pre-

packaged food products that are low in nutrients: these include breakfast cereals and other junk 

foods. Such foods are high in sugar and low in other essential nutrients. However, many companies 

do not include that information in their advertisements: instead most of them assert that children 
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should actually purchase the products so as to become healthy. This is very misleading and can 

cause children to become overweight or even obese. 

Misleading Advertisements: Injurious to Health 

 Misleading advertisements are those advertisements that deceive or are likely to deceive anyone 

who sees it. An advertisement is misleading if it creates or increases a false belief about expected 

product performance. Misleading advertisements usually make false claims: Nutrient content claims 

– a claim that directly or implicitly characterizes the level of a nutrient in the food (e.g.,‖ low fat‖, 

―high in oat bran‖, or ―contains 100 calories‖). For example, nutrient content claims specify when a 

food product can be described as free, low or reduced for calories, total fat, saturated fat, cholesterol, 

sodium, or sugars. (www.fda.gov/Food/Guidance Regulation) 

 Health Claims – a claim made that expressly or implicitly relates any substance in the food to a 

disease or health related condition. A health claim can be made only if allowed by FDA regulation 

and the health claim meets the Significant Scientific Agreement (SSA) standard. 

(www.fda.gov.Food/Guidance Regulation) 

 For example, calcium and osteoporosis; calcium, vitamin D, and osteoporosis; dietary fat and 

cancer; sodium and hypertension; dietary saturated fat and cholesterol, and risk of coronary heart 

disease; fiber-containing grain products, fruits, and Ex‘s: like ‗organic food‘, ‗ diabetic friendly‘ and 

food products which labelled as ‗brings down blood pressure‘, ‗ brings down sugar level‘, ‗ keeps 

your heart healthy and strong‘‗helps you lose weight‘ and promoting unhealthy junk food through 

celebrity endorsements. The following are some examples of how advertisements mislead the 

consumers: 

 ―HAPPY HEART‖, ―HEALTHY SOUPS‖ Maggie Soup, 2007 on independent testing, the 

product was found to contain high levels of salt which releases sodium into the body – not desirable 

for a healthy heart – claim of Maggie soup misleading- ASCI(2007) (Pushpa Girimaji, 2006) 

―NOW, EAT ALL YOU WANT AND DO NOT WORRY ABOUT THE FLUCTUATIONS IN SUGAR 

LEVEL‖- Amul sugar –free probiotic frozen dessert sugar level is affected by consumption of milk 

and milk derivates and particularly figs, which are rich in sugar- these could enhance the blood 

sugar level- ASCI (2007) (Pushpa Girimaji, 2006).Energy drinks are depicted as if they give 

superhuman powers to the consumer. Some even suggest that their children will not grow up 

properly if they do not consume their chocolate- flavoured milk powder or the addition of these 

powders help in absorbing more of calcium. 

 The advertisement of Glucovita Badam Energy shown on sun TV in April 2004 was sued. The 

complainant said that though the ad as well as the pack showed liberal doses of almonds, the stated 

contents on the pack did not mention almonds or real almond extracts in the product. In June, CCC 

held that the visual depiction of whole almonds in the TVC and on the pack, and the claims of 

‗Badam Energy‘ and ‗Exciting Badam‘ in the TVC and on the pack, to be false and 

misleading.(https://consumeraffairs.nic.in) 

 The summary of cases of violation of section 24 of FSS Act, 2006 and FSS (Packaging and 
labelling) regulation, 2011 (Ritu Bhatia, Priyanka Rastogi and Rajendra Diwe, 2012): 
Complan: The claim on the advertisement of the product that one can grow two times after taking 
Complan is misleading and violates section 24 of FSS Act, 2006.  

http://www.fda.gov/Food/Guidance
http://www.fda.gov.food/Guidance
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Complan Memory: The declaration, viz: (i) Complan with Memory chargers (ii) 5 Brain chargers 

(iii) helps to improve memory, are misleading and violate section 24 of FSS Act, 2006. The product 

label shows the pictures of students with books which will mislead the public that after taking this 

drink they will become good in studies. 

Boost: The claim that boost Provides 3 times more stamina than sadharan chocolate drink is 

misleading and violates section 24 of FSS Act, 2006. The producer has not submitted any specific 

study on this product to substantiate the claims 

Horlicks: The advertisement claims that after taking Horlicks, children become taller, stronger and 

sharper which is deceptive in nature. It violates section 24 of FSS Act, 2006. 

Nutricharge men: The claims like ―Enhance your energy, stamina and immunity‖ with smart 

nutrition. Smart nutrition means nutricharge. Powered by 10 vitamins, 11 minerals, 11 antioxidants 

and 3 amino acids for Heart and brain health‖are misleading and deceptive in nature. 

Bournvita little champs: The producer has claimed presence of DHA in their product and its 

benefits which are not approved. This is deceptive in nature. 

Pediasure: The claim on the product label and advertisement is ‗Helps in child‘s growth and 

development‘ which is misleading as per section 24 of FSS Act, 2006 and FSS (packaging and 

labelling) regulation, 2011. 

Nutrilite: Claims ―if you are not taking a truly adequate and well balanced diet the nutrilite daily 

may be convenient once a day choice for supplemental nutrients you have been looking for‖.  Each 

tablet supplies 13 vitamins, 11 minerals and phyto factors plant compound from nutrilites exclusive 

plant concentrate. Nutrilite exclusive nutria lock makes tablet easier to swallow‖ are misleading and 

deceptive in nature. 

Emami- healthy and tasty soyabean oil: the label contains a logo/picture in which it is written 7 

stage European refining technology, ‗Suraksha Shakti‘which is violating clause 2.3.1.5 of FSS 

(Packaging and labelling) regulations, 2011. 

Saffola: The use of heart symbol and the claim ‗the heart of a healthy family‘ Saffola encourages you 

and your family to take care of your heart by using less oil and low saturated fat diet and use of 

word low absorb technology etc., on the advertisement are misleading in nature. 

Kellogg’s Special K: The claim that research shows that people who eat low fat breakfast like 

Kellogg‘s Special K, tend to be slimmer than those who don‘t is misleading and deceptive in nature. 

Britannia Nutrichoice Biscuits: The claims on advertisements like: no added sugar, complex 

carbohydrates, diabetic friendly are misleading commercial violates section 24 of FSS Act, 2006. 

Kellogs Extra Museli: The label of the said product appeared as if it contains a number of fruits. 

This type of label is misleading, which gives an idea that the said product contains so many fruits. 

Real Active Fibre +: Advertisements of the said product shows the following which are misleading: 

Snack healthy, manages weight and keeps you fit, keeps digestive system healthy and maintains 

heart health. 

Kissan Cream Spread: Advertisement shows the claim that Kissan creamy spread contains 3 times 

more essential nutrients than ordinary butter, which is misleading. 

Britannia Vita Marie: Claims like heart friendly, helps reduce cholesterol, are misleading as per 

section 24 of FSS Act, 2006. 
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Duration of Advertisements in Tv Channels 

 The duration and format of advertisements in the TV channels as provided in sub clause (11) of 

clause 7 of the Cable Television Networks Rules, 1994, as amended, prescribe that no programme 

shall carry advertisements exceeding 12 minutes per hour, which may include up to 10 minutes per 

hour of commercial advertisements, and up to 2 minutes per hour of a channels self-promotional 

programmes.(Standards of Quality of Service Regulations, 2012) 

 
Legality of Advertising 

 Advertising is prohibited and is considered to be illegal if it is carried out by means of: 

 taking advantage of peoples trust, their lack of experience or knowledge; 

 discrediting the consumers that don‘t use the advertised goods; 

 making use of prejudice and superstitions; 

  using expressions, discrediting a competitor or a group of competitors, as well as the 

characteristic features of the produced and sold merchandise, or improper comparisons with 

other legal or physical persons and goods; 

 using information not corresponding to the real demands of the goods; 

 Appealing people for violence; aggression, panic as well as violation of conventional norms of 

morality; 

 using appeals and argumentation directed towards the environment; 

 using appeals and argumentation, calling for activities threatening the life, health and the safety 

of a consumer; 

 using a project, a text, advertising formulas, illustrations, music and sound effects and other 

means to mislead consumers.(www.parliment.am) 

 
Conclusion 

 Advertising satisfies the needs of the firm and henceforth, not considering about the health of 

the consumers. Food advertising affects food choices and influence dietary habits. Food and 

beverage advertisements should not exploit children health. Messages that encourage unhealthy 

dietary practices or physical inactivity should be discouraged and positive health messages have to 

be encouraged. It is very important to establish healthy eating habits early on life; these practices 

will be continued in adult life and hard to change at a later stage (Hill Caswell, Maskill, Jones and 

Wyllie 1998; kelder, Perry and Klepp 1994; Sweeting et al 1994). According to Gracey et al (1996) one 

of the most important elements of improving eating behaviours is increasing children self-efficacy in 

controlling their diet, this needs to be accompanied by provision of nutrition education, and parents 

and schools need to be involved in making healthy foods more available at cheaper cost. 

Advertisers have to respect the laws of our country. If a consumer or even an industry, feels that an 

advertisement could be false or misleading a complaint can be sent to ASCI (Advertisement 

Standard Council of India). The Government has launched a portal called ―Grievances Against 

Misleading Advertisements (GAMA)‖ to address the problem of misleading advertisements, for 

registering complaints online. 
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Abstract 
 The current study measures the consumer problem in the tourism industry and possible effective measures that can be 
taken for protection of consumers’ interests. This paper gives an analytical picture of the issue of consumer protection in 
the travel and tourism industry in Puducherry. Secondary data had been collected from different sources and used for 
certain aspects of research like operation of market strategies, their comparative advantages and their future prospects. 
This research also identified that there was a difference between in many items in the survey between what a travel and 
tour operator offer and what consumer believed in selecting a tourism destination. If India overcomes the challenges by 
enriching its present strategies, it will emerge as the best tourist spot and will yield maximum foreign exchange to our 
country.  
Keywords: Consumer protection, Puducherry, Travel, Tourism trade 

 
Introduction 

 Tourism is one of the fastest growing industries of the world. It plays a vital role in the 

economic development of a country. India is the 11th largest tourist destination in the Asia-Pacific 

region and 42nd worldwide. Bounded by the Himalayan ranges in the north and surrounded, on 

three sides by water, India offers a wide array of places to see and things to do. The enchanting 

backwaters, hill stations and landscapes make India a beautiful country. They attract tourists from 

all over the world. It has the following benefits like: 

 Tourism promotes national integration and international understanding.  

 It generates foreign exchange.  

 It promotes cultural activities.  

 Tourism is the second largest foreign exchange earner in India. The tourism industry earns the 

foreign exchange of worth Rs 21,828 crore annually (source ministry of tourism). Tourism is the 

largest service industry in India with a contribution of 6.23 percent of the national GDP and 8.78 

percent of the total employment in India. Hotels, travel agencies, transport including airlines benefit 

a lot from this industry.  

 Tourism also contributed to the economy indirectly through its linkages with other sectors like 

horticulture, agriculture, poultry, handicrafts and construction. India got Gold awards in Pacific 

Asia Travel Association (PATA) meet, including two for the state of Kerala and two for the Ministry 

of Tourism. The tourism industry in India is witnessing a whopping 30% Yearly growth. Some of 

the places in India that attract a huge number of tourists are Agra, Jaipur jhansi , hyderabad, 

Nalanda, Mysore, Delhi , Mahabaleshwar , Aurangabad , etc. Haridwar , Ujjain , Shirdi , Varansi , 

Allahabad , puri , Jammu , Badrinath etc. are famous hill resorts. 

 The pattern and trend of travel and tourism industry in Puducherry is a reflection of the broader 

scope of the same industry in the country with certain minor deviations so far as the southern travel 

and tourism industry is concerned. 
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Foreign Tourist Arrivals (FTAS) 

 Ministry of Tourism compiles monthly estimates of Foreign Tourist Arrivals (FTAs)   on the 

basis of Nationality-wise, Port-wise data received from Bureau of Immigration (BOI).  

 The following are the important highlights regarding FTAs during the month of December, 

2017:                                                                                                    

 The number of FTAs in December, 2017 was 11.76 lakh as compared to FTAs of 10.21 lakh in 

December, 2016 and 9.13 lakh in December, 2015. 

 The growth rate in FTAs in December, 2017 over December, 2016 was 15.2%, compared to 11.9% 

in December, 2016 over December, 2015. 

 The percentage share of Foreign Tourist Arrivals (FTAs) in India during December, 2017 among 

the top 15 source countries was highest from  

 Bangladesh (19.04%),  

 USA (16.90%),  

 UK (10.41%),  

 Australia (5.31%),  

 Canada (3.85%),  

 Russian Fed. (3.79%), 

 Malaysia (3.11%),  

 Germany (2.08%),  

 China (2.06%),   

 Sri Lanka (2.01%),  

 Singapore (1.85%),  

 France (1.81%),  

 Japan (1.64%),  

 Thailand (1.60%)  and  

 Italy (1.44%). 

 
Tourism & Travel Industry In Puducherry 

 Pondicherry is the capital city of the Union Territory of Puducherry and is one of the most 

popular tourist destinations in South India.A French colony until 1954, this coastal town retains a 

number of colonial buildings, churches, statues, and systematic town planning, as well as urban 

architecture of the local Tamil style. It nevertheless draws tourists from around the world and from 

across India. Pondicherry is also a popular weekend destination, which can be reached easily from 

the nearby cities such as Chennai and Bangalore, principally because lower taxation on alcoholic 

beverages makes drinking in the Union Territory enclave much less expensive than in neighboring 

states. 

 In the year 2017, the domestic tourist arrivals went up to 15.31 lakh as against 13.98 lakh in 2016. 
The increase was 9.56 %. Statistics compiled by the Tourism Department showed that around 1.31 
lakh foreigners visited Puducherry in 2017 as against 1.17 lakh foreign tourists in 2016. The year saw 
as many as 16, 63,379 tourists flocking the town. This was the highest ever recorded tourist footfall. 
While in the domestic sector, the arrival was huge from Bengaluru, Hyderabad, Chennai and West 
Bengal, the foreign tourists were mostly from European countries, especially from France. 

https://en.wikipedia.org/wiki/Puducherry
https://en.wikipedia.org/wiki/Chennai
https://en.wikipedia.org/wiki/Bangalore
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Objectives of the Study 

 To study about the Tourism and travel industry in India, its evolution and growth with special 

reference to the barriers of tourism growth in Puducherry (India). 

 To list the various Promotional Activities undertaken by various Tourist Destinations in 

Puducherry. 

 To study the consumers‘ problems in the tourism industry and possible effective measures that 

can be taken for protection of consumers‘ interests. 

 To give an analytical picture of the issue of consumer protection in the travel and tourism 

industry in Puducherry. 

 
Tourism Attractions in Puducherry  

 Among the four regions of this Union Territory, Pondicherry Town attracts the maximum 

number of foreign and domestic tourists primarily due to the presence here of the ‗Aurobindo 

Ashram‘, and ‗Auroville‘ in the nearby area of Tamil Nadu. They are attracted to these two 

institutions for the enshrined ‗Spiritualism‘ and the ‗Way of life‘ practised there. It is felt that the 

tourist traffic to these two places will be stable or grow at a slow pace in future years.  

 The domestic tourists to Pondicherry are mainly made up of spiritual tourists, commercial / 

business visitors, fun / leisure tourists, and the honeymooning couples. Besides their visits to 

Ashram and Auroville, or after attending to their other work, the domestic tourists spend just about 

a day or more in Pondicherry to have a conducted sight tour of Pondicherry. 

 Foreign tourists visit to Karaikal is to a large extent due to the French linkages with the town 

and also as a pass - through halt on the way to or return from to Velankanni visit. Other places are 

of marginal or little interest to them. Domestic tourists to Karaikal are made up of temple / religious 

tourists and commercial travellers visiting the town on business. 

 Mahe and Yanam are still in the outback of tourism activity. With practically no item to attract / 

retain leisure / adventure tourists or nature lovers, there is hardly any foreign tourists flow to these 

two places. The tourists are mostly the commercial travelers visiting on industry – business linked 

work, leisure tourists passing through this place as transit centre, and government officers visiting 

on official work.  

 
Projections of Tourist Traffic 

 Pondicherry And Karaikal 

 From the above table, it is indicated that the 

total inflow of tourists into the UT of Pondicherry 

would be around 28,12,000 by 2021as per Scenario 

B (Probable Scenario). 

 
Places of Tourist Interest  

 For a sizeable section of the foreign and domestic tourists,  

 the Aurobindo Ashram,  

 French heritage buildings and  

 the beach in Pondicherry, and Auroville center in Tamil Nadu, are the major places of attraction.  

Year Scenario A Scenario B Scenario C 

2001 4,98,919 4,98,919 4,98,919 

2011 9,01,600 10,77,100 12,94,100 

2021 19,46,500 27,73,000 33,56,500 
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 Other places like the different museums, temples, botanical garden, Pondicherry town  with its 

French linkages, lifestyles and lingering customs also draw tourists to Pondicherry.  

 An increasing number of educational institutions offering technology, medical and other 

professional education courses, and newer hospitals providing better health care and treatment 

facilities, have also been contributing to the increasing tourist traffic to this place in recent years. But 

these are almost wholly domestic tourists. 

 
New Initiatives to Promote Tourism in Pondicherry 

 Inauguration of the Puducherry centre under the Indian pavilion in the World Tourism Market 

in London. 

 Francois Hollande, the French president has announced that France would invest €2 billion in 

India to help in the development of three smart Indian cities, including Puducherry. 

 The Government of Puducherry has also urged the Centre to include Puducherry under the new 

tourist projects of PRASAD (Pilgrimage Rejuvenation and Spiritual Augmentation Drive) and 

Swadesh Darshan of the Union Tourism Ministry. 

 Houseboats at the Chunnambar Boat House, eco-cottages on Paradise Island and e-rickshaws 

within the Boulevard area. And also the development of two eco-tourist islands in Yanam.  

 The sand dunes near the new lighthouse be revamped. 

 In a tourist-friendly measure, the Puducherry government has launched a special police force, 

with distinct blue-coloured head gears, to ensure the safety of visitors. 

 
Tourism and its Environmental Impact 

 Tourism results in increase in a region‘s population by increasing the floating component at any 

given point in time. This generates an additional demand on the infrastructure like accommodation, 

transport, power, water, sewage and other support services necessary to cater to the increase in 

population. Some of the other impacts of tourism development could be: 

 Disruption of Ecological Balance of an Area: The impact may be obvious in the form of 

damage to sensitive flora and fauna native to the region. The impact may also be subtle in the 

form of change in breeding habits of animals and flowering cycles of plants due to human 

intervention in some of the sensitive habitats.  

 Deforestation and Soil Erosion: This will be a result of the increased demand for wood from 

construction sector both as a raw material and for construction of hotels and resorts. The 

demand would also arise from agriculture sector to meet increased demand for food. This will 

result in soil erosion and reduction in rainwater retention capacity of the land.  

 Littering: Of late this has become a major irritant in many tourist attractions because of 

increasing use of non-biodegradable materials by tourists like plastic water bottles, plastics for 

packaging etc. This completely defaces both the natural and built environment.  

 Demand for Tourist Accommodation: Increased tourist activity alters the balance between 
hotels and residential housing. Moreover, this results in increased traffic congestion if 
transportation demands are not factored in the initial planning phase.  

 Erosion of Local Values and Customs: This is an important aspect which has a direct impact on 

the local population. Some of the core customs and values of the local population, which are 

http://www.zoompondy.com/puducherry/chunnambar-paradise-beach/
http://www.business-standard.com/search?type=news&q=puducherry
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harmonious with local environment, might change due to interaction with tourists. This might 

result in complete loss of the culture that would be core to the sustenance of that environment 

leading to various immeasurable impacts on the environment. 

 
Future Developments 

 Beach beautification at Pondicherry  

 Augmentation of facilities and beautification of Chunnambar Water Sports Complex 

 Development of tourism aspects at Oussudu and Bahour Lake and Arikamedu archaeological 

site areas.  

 Expansion and improvements of Yatri Nivas and Tourism Homes at Pondicherry.  

 Providing additional furniture and other facilities for Tourist Homes and Yatri  Nivas.  

 Establishing an Amusement Park.  

 Establishing a Heritage village.  

 Setting up a Recreation centre. 

 Additions and improvements to Heritage Buildings.  

 Provision of wayside amenities at select centres in Pondicherry, Mahabalipuram, etc. 

 
Suggestions for Promotions in Tourism 

 Introduction of a ‗Sonne-et-Lumiere‘ or ‗Sound & Light Show‘, preferably in a French Heritage 

building or the open air maidan opposite to Gandhi Statue on the beach where fairs and cultural 

programmes are regularly held. 

 To facilitate smooth and fast transportation between the coastal towns of Pondicherry and 

Karaikal, a hovercraft service can be considered. Business people from both these regions as 

well as visiting businessmen from elsewhere in the country could be major source of business 

for hovercraft service. 

 The campuses of Pondicherry University and adjacent Pondicherry Engineering College 

together cover an area of 900 to 1000 acres. Built up areas occupy not more that 2 to 4 % of this 

area. The vast open grounds with trees and other vegetation provide ample scope for 

developing this secluded area into a natural habitat for animals like deer, rabbits, as well as for 

birds, on the model of Guindy National Park in Chennai. Suitable watering holes for these 

animals in the form of ponds can be created in the park. 

 Greening of Pondicherry is a must for generating / sustaining tourist appeal. Immediately 

initiate a programme of tree planting on the beach road and other major roadsides to improve 

the dry and tree less environment in the town. There are just a few stretches of road in the town 

with avenue trees. 

 Provide suitable employment opportunities for the post graduate students in Tourism 

Administration of the Pondicherry University. There is an absence of any such person with 

tourism qualification in the employ of the Tourism Department and Tourism Promotion offices 

at present. 
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Consumer Protection in Tourism 

 The consumer protection is a legislation that deals with misleading or false statements. The false 

and misleading statements may be made in relation to holidays, travel arrangements and prices. The 

consumer protection law is very important which means that if any of the legislations are breached 

it will lead to penalties which could be fines or a prison sentence. 

 Organisations within the travel and tourism sector will need to ensure that the statements and 

information that they provide to their customers are not false or misleading. By making false 

statements or misleading customers the organisation that is providing the false statements will be 

punished for breaching the legislation. It is important that all information is accurate and reliable so 

that there is no misunderstanding as the consequences may be high for the provider who provides 

false or misleading statements.  

 
Uberrimae Fidei 

 Uberrimae Findei is a Latin phrase which has the meaning of ―utmost good faith‖. Dealing in 

good faith can be used in other contracts as well. If organisations such as tour operators use good 

faith it means that they will provide all the information truly based on what they will offer the 

customer in the holiday package. This will also help to prevent misleading and false information to 

the customer. 

 
Trade Description Act 1968 

 The trade discrimination act 1968 is an important act for customers and people who have 

suffered from misleading descriptions. The trade discrimination act imposes penalties for giving 

false statements to customers. Penalties are given to the tour operators or any other industry in all 

organisations when they know that they are misleading their customers by knowing that they are 

providing the customers with false information whilst they are acting recklessly. 

 
Consumer Protection Act 1986 

 The Consumer Protection Act 1986 prohibits misleading price indications to customers. This 

includes the misleading to the price of all goods, services facilities and accommodations. The way in 

which prices can be misleading is if the price is more than the price given.  

 
Law for Safeguarding the Rights of Tourists  

 No Central Tourism Act or Tourism legislation has been formulated by the Government of 
India. However, the National Tourism Policy has been formulated in 2002 for development and 
promotion of tourism sector which also contains basic principles for safeguarding the interest of 
tourists and tourism agencies. These principles include: (i) Government led, private sector driven 
and community welfare oriented actions (ii) sustainability (iii) earmarking a section of State Police 
to act as Tourist Police.  
 Accordingly, the Ministry of Tourism has taken following steps/initiatives for safeguarding the 
interest of tourists and tourism agencies   

 Adoption of code of conduct for Safe tourism.  

 Grant of Central Financial Assistance to the State Governments of Rajasthan, Uttar Pradesh and 

Andhra Pradesh for setting up of Tourist Facilitation and Security Organization (TFSO) on a 

pilot basis. 
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 Issue of Guidelines on Safety and Security of Tourists for State Governments/Union Territories 

and Tips for Travellers in September 2014.  

 Formulation of a voluntary scheme for granting approval to hotel projects and classification of 

functioning hotels under Star System from the point of view of their suitability for international 

tourists. 

 Formulation of a voluntary scheme of approving Travel Agents, Tour Operators, Adventure 

Tour Operators and Tourist Transport Operators to encourage quality, standard and service in 

these categories.  

 The launch of a 24x7 Toll Free Multi-Lingual Tourist Helpline in 12 Languages including Hindi 

& English on the toll free number 1800111363 or on a short code 1363 offering a ―multi-lingual 

helpdesk‖ in the designated languages.  

 Issue of advisory to State Governments/UT Administrations for creation of Tourist police. 

 Besides the above, under the provision of Consumer Protection Act, a consumer can make 

complaint in any Consumer Court depending on the geographical and pecuniary jurisdiction, 

about any defective goods or deficient services which also includes tourism services.  

 
Conclusion  

 Tourism will expand greatly in future mainly due to the revolution that is taking place on both 

the demand and supply side. The changing population structure, improvement in living standard, 

more disposable income, fewer working hours and long leisure time, better educated people, ageing 

population and more curious youth in developing the countries, all will fuel the tourism industry 

growth. The arrival of a large number of customers, better educated and more sophisticated, will 

compel the tourist industry to launch new products and brands and re-invents traditional markets. 

Pondicherry has a number of tourism attractions already in place, drawing a considerable tourist 

population over the years. Perhaps what merits greater attention is augmentation of the existing 

tourist facilities and effecting improvement / beautification of these assets. Thus a shift could be 

from mere quantity to improved quality of tourist attractions.  
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Abstract 
 The colour television industry in India has seen a dramatic change during the past one decade as liberalization and 
globalization showed its original face in full swing in the Indian sub-continent, making its market highly competitive and 
customer driven. A good number of TV customers today face a lot of dilemma at the time of taking a purchase decision to 
choose the brand because a number of substitutes are available in the market. As a result of this, the manufacturers are 
now forced to behave like price takers rather than price makers. Under such circumstances, it is quite obvious that the 
companies will have to do more homework to respond to the needs and tastes of the customers in order to survive in this 
competitive market. When it comes to the purchase decision of the TV customers, it depends on various product 
differentiation attributes such as price, game and goodwill of the company, design and appearance, digital function, after 
sales service, durability and warranty, power efficiency, financial incentives (free gifts, discounts and installments etc.), 
easy availability and smooth functioning. 
Keywords: Consumer Preference, Consumer Satisfaction, Brand Loyalty, Marketing environment, and Consumer 
behaviour. 

 
Introduction 

 It is an accepted fact that the generation of information plays an important role in the field of 

policy formation, marketing planning, strategy making and it also bridges the game between the 

buyers and the sellers. This study may provide the TV companies with a launch pad and act as a 

guide that can help same in chalking out strategies to enlarge the market share and also enhance the 

level of awareness among customers. In short, it can be claimed to be an accurate and timely report 

that may help them to gain a competitive edge over their customers. 

 Therefore, the present study aims at ascertaining the television customer‘s preference over the 

various counts of T.V. brands they use. The study also throws light on the customer‘s purchase 

behavior with respect to color television. This study may provide the T.V. companies with a launch 

pad and act as a guide that can help the same in chalking out strategies to enlarge market share and 

also enhance the level of awareness among customers and may help them to gain a competitive 

edge over their competitors. 

 The leading companies like Samsung, Videocon, Sony, LG and others by introducing brands at 

various price points have effectively segmented the market which has resulted faster market 

expansion and penetration and increased volumes. Product differentiation and innovative 

marketing efforts have resulted in attracting more and more customers to their brands. In fact 

competition in the rural market has assumed battle field dimension and a battle for survival of the 

fittest. Therefore in the light of the scenario where the marketing environment is changing at a very 

fast pace and the heightened aggression on the players in the television industry in India, it is 

therefore most appropriate to conduct a study on various dimensions impacting Consumer‘s 

behavior in buying televisions. 

 

 

A STUDY ON CONSUMER SATISFACTION AND PREFERENCE  

OF COLOUR TV BRANDS IN TAMBARAM TOWN 
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Need for the Study 

 Television is one of the most important miracles of science. it has brought about a revolution on 

in the field of entertainment education and communication. The study on television buyer behavior 

will help the television industry and the television traders to understand the factors that influence 

the purchase decision. Effective marketing strategies may be formulated by the television set 

manufacturers and by the television dealers as well .In the absence of the knowledge of the factors 

influencing buyer behavior. The marketers may be mismanaging the market may misinterpret the 

market character. 

 In the 21st century, yesterday‘s luxuries are today necessaries television considered as a luxury 

has now become a necessity and everyone feels the need for owning a television. This thirst on the 

part of the consumer has attracted many businessmen to enter the consumer market and try their 

fortune in it. The market is a changing complex of buyers and sellers of commodities and services of 

competitive forces. All these, naturally affect demand and price at a given time in a given area 

obviously   this is a challenging job for the marketers of consumer products.  Hence, this made the 

researchers to undertake a study, to find out the various brand of television and to evaluate the 

consumer brand preference towards this product in Tambaram town. 

 
Statement of the Problem 

 Nowadays, television plays, a vital role in the society, also it is one of the luxury goods. There 

are many brands of color television with different varieties such as CRT, LCD, and LED, television 

are available in the Tambaram town. The consumer also prefers only color television, because of 

picture clarity and high satisfaction while comparing with black and white TV, whereas the   

purchase power is highly determined by their income level.  Hence the more brand of television 

companies gives attractive advertisement. So the consumer could not be able to take right decision 

due to high advertisement of television companies. The study is  concerned with the difficult of 

brand preference faced by the consumer in buying the color television.  

 
Objectives 

 The following are the various objectives of the study: 

1. To evaluate the demographic variables in purchase of color television in the study area. 

2. To examine the brand preference of color television in the study area. 

3. To evaluate the customer perception towards the purchase of branded products in the study 

area.          

 
Hypothesis 

 There is no significant relationship between the demographic variables of the respondents and 

their perception towards purchase of branded products.  

 
Research Methodology 

 The present study   is consumer oriented in nature, pertaining to the preference of the consumer 

in Tambaram town. This study is based on the survey method using a structured questionnaire. The 

purpose of the study is to know which brand of color TV is preferred by the consumers in 
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Tambaram town. This study is based on both   primary   data   and   secondary   data;  primary data 

were collected from TV holders and   dealers in Tambaram town   by using structured 

questionnaire. The dealers were interviewed about the brand which they stock more, the fast 

moving brand and consumers‘ store behavior.  

 
Data Collection 

 For collection of data the researcher used a structured questionnaire. This was distributed to the 

customer of seven stores namely, Mani Electronic, Samsung TV Centre, Saratha TV Centre, Karthika 

TV Centre, Furn word, Anantha kumar furniture and Next stop. The primary data had been 

gathered with the help of well-structured questionnaire and with the help of personal interview.  

The secondary data was gathered from internet, newspaper, catalogues, books, magazines and 

websites. 
 

Review of Literature 

1. Janat poorna, (1993) ―A study on brand preference of television buyer in nagercovil town- with 

special reference to post purchase behavior ―in his study many new development are 

international in the technology of television and in his rapid evaluation. Indian cannot operate 

in controlled and regulated environment. 

2. Venkateshwarhu et al Dasaradhani Reddy in (1997) ―Marketing of television – Study of 

External and internal influence on consumer behavior ―Analyses the impact of education on the 

purchase of television conclude that there is no impact on the level of education, for the 

purchase of television. 

3. Sharma (2001) ―Indian television industry ―Electronics of you states that a very important 

characteristic of television industry is that if is technologically fast changing industry. There are 

two basic types of technology being used currently. Viz hybrid and social state. The hybrid 

technology introduced in 1960. 

4. BoongheeYoo& Naveen Donthu (2001)”Little systematic research has been done to develop a 

scale to measure consumer-based brand equity. The authors report the results of a multistep 

study to develop and validate a multidimensional consumer-based brand equity scale (MBE) 

drawn from Aaker's and Keller's conceptualizations of brand equity.  Multistep psychometric 

tests demonstrate that the new brand equity scale is reliable, valid, parsimonious, and 

generalizable across several cultures and product categories. The authors discuss theoretical and 

practical implications of the study. D 2001 Elsevier Science Inc. All rights reserved. 

5. Md.Enayet Hossain (2003)5” It reveals from the study that Samsung bears highest and National 
bears lowest brand image among the selected brands to the consumers.. Outcomes of the paper 
may be used as an index by the CTV manufacturing companies for improvement of their 
product and formulating marketing strategies as well. The study has been concluded for 
measuring consumers' attitudes towards selected brands of CTV those being used in 
Bangladesh on the basis of Fishbein's Multi attribute Attitude Model. The analysis has provided 
a clear picture of the brand benefits to the customers and relatively importance of the benefits. 
Among the eight brands Samsung has been found to have highest attitude of consumers. Sony 
is the second most popular brand and the National lowest popular brand for CTV-in 
Bangladesh as per the opinions of the respondents that influence the consumer's attitudes for 
buying behavior. 
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Data Analysis & Interpretation  

 It presents the analysis of the respondents that were received from the questionnaires     sent out 

to customer of the brand preference. 200 questionnaires were successfully processed for the analysis 

on the whole, data collection lasted a total of ten week. Collection was originally meant to for two 

weeks but the researcher had to extend the time by extra two  weeks in order to obtain a larger 

simple since the response rate obtained within the first two weeks was not encouraging. 

 The analysis is done in line with the research questions and objectives above and it is presented 

in the form of tables to give better explanations all the tables in the analysis are generated from 

survey data through the SPSS(STATISTICAL PACKAGE FOR SOCIAL STUDIES)  after being 

coded. 

 
Demographic Profile of Customers 

 This aspect of the analysis deals with the basis data on the respondents of the questionnaires 
sent to them.  The basic data comprise of the respondents sex, age, marital status, Income, 
employment status, educational status, 
 
Gender of Respondents 

 Gender is an important factor to determine customer preference level of the brand selection. In 

this study responses have been obtained from male & female customer preference in above Table. 

Hypothesis: There is no association between age and selection of size of TV sets.                                                               
 

Age Vs Selection of Size of TV 

  Size Total 

  
Size 
22 

size 
26 

size 
32 

size 
40 

size 
46 

size 
64 

 

Age 

20-25 
Observed 18 14 12 6 8 8 66 

Expected 17.5 10.6 16.8 9.2 6.6 5.3 66.0 

26-30 
Observed 16 5 15 8 5 1 50 

Expected 13.3 8.0 12.8 7.0 5.0 4.0 50.0 

30-36 
Observed 9 7 10 8 3 4 41 

Expected 10.9 6.6 10.5 5.7 4.1 3.3 41.0 

Above 36 
Observed 10 6 14 6 4 3 43 

Expected 11.4 6.9 11.0 6.0 4.3 3.4 43.0 

Total Observed 53 32 51 28 20 16 200 

 Expected 53.0 32.0 51.0 28.0 20.0 16.0 200.0 

 
       Chi-Square Tests 

Interpretation: Accept the hypothesis at 5% level of 
significance, since the p-value is 0.621. Hence we 
conclude that there is no association between age and 

selection of size of TV sets. 
Hypothesis: There is no association between type of brand with the opinion about features of TV 

sets. 

 
 

 Value DF P-value 

Pearson Chi-Square 12.755 15 .621 
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Brand Vs Opinion on Features of TV 

  Opinion 
Total 

  Yes No 

Brand 

Sony 
Observed 24 11 35 

Expected 25.4 9.6 35.0 

Samsung 
Observed 59 6 65 

Expected 47.1 17.9 65.0 

LG 
Observed 46 10 56 

Expected 40.6 15.4 56.0 

Videocon 
Observed 4 8 12 

Expected 8.7 3.3 12.0 

Onida 
Observed 7 17 24 

Expected 17.4 6.6 24.0 

Others 
Observed 5 3 8 

Expected 5.8 2.2 8.0 

Total Observed 145 55 200 

 Expected 145.0 55.0 200.0 

   

Chi-Square Tests 

Interpretation: Reject the hypothesis at 5% level of 
significance, since the p-value is 0.000. Hence we 
conclude that there is an association between types of 

brand with the opinion about feature of TV sets. 
Hypothesis: There is no association between Monthly Income and respondents‘ perception of 

branded products. 

 
Income Vs Brand Size 

  Brand size 
Total 

  Low(35) Medium(36-44) High(45) 

Income 

Below 10,000 
Observed 13 25 13 51 

Expected 16.3 24.7 9.9 51.0 

10,001-20,000 
Observed 9 37 8 54 

Expected 17.3 26.2 10.5 54.0 

20,001-30,000 
Observed 17 19 9 45 

Expected 14.4 21.8 8.8 45.0 

30,001-40,000 
Observed 15 9 7 31 

Expected 9.9 15.0 6.0 31.0 

Above 40,001 
Observed 10 7 2 19 

Expected 6.1 9.2 3.7 19.0 

Total Observed 64 97 39 200 

 Expected 64.0 97.0 39.0 200.0 

 
          Chi-Square Tests 

Interpretation: Reject the hypothesis at 5% level of 
significance, since the p-value is 0.009.      Hence we 
conclude that there is an association between 

Monthly Income and respondents‘ perception of branded products. 

 Value df p-value 

Pearson Chi-Square 46.002 5 .000 

 Value Df p-value 

Pearson Chi-Square 20.514 8 .009 
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Finding, Suggestion & Conclusion 

 It summarizes the major findings and offer a few suggestions to take necessary steps to increase 

the marketing condition of color TV 

1. Majority of the respondents are male, it shows that male are fonder of technology updating than 

female. 

2. 42% of respondents are under the age 26-30 years; it clearly shows that youngsters have more 

attraction towards different color TV brands. 

3. Most of the respondents were graduates forming a big customer pool of literates which would 

help the companies to retain and attract new customers by getting feedbacks and upgrading 

technology. 

4. We found that 42% respondents are private employee, and self- employed 30% of respondents.  

5. We found that all the 200 respondents are having TV in their home, making a point clear that 

TV has become one of the daily needs of people to keep them entertaining, updated about 

current affairs etc. 

6. From the study it is revealed that most of the respondents are having Samsung TV and LG TV 

compared to other brands like Sony, Onida, Videocon, etc. This study clearly says that most of 

customers prefer Samsung TV. So we can observe that in the market the demand of the 

Samsung TV is higher than any other brands. 

7. We found that 64% of respondents are using LCD color TV which reveals that customers prefer 

LCD than LED and CRT (which almost obsolete). 

8. From the data we found that majority of the respondents (50%)   are using 32‘‘ inches color TV 

which clearly indicates that customers prefer medium size color TV. 

9. 52% and above respondents are having single TV in their home but 32%  are having 2 TV in 

their home and 16% are having 3 or more, which shows that some family prefer to use TV 

personally. 

10. Many respondents prefer TVs based on their brand image (50%) and features (31%) likely than 

price  and other factor. 

11. We found that 46% respondents came to know about the different brands of color TV through 
advertisement being major source of information and 33% of them through friends and 
relatives. 

12.  From the above study we found that mostly the respondents are more inclined towards the   

Samsung TV brand about their future purchase decision of color TV. So Samsung color TV 

brand is imposing threat to the other TV brand. 

 
Suggestions 

1. By the study it is revealed that only very less number of customers are using LED TV. So TV 

company should think about it, how to increase the sales of LED TV. They should why 

customers are not preferred to buy LED TV. Price of the LED TV is the major factor for 

stagnation in sales of LED TV among the average income class of people.  

2. Most of the Onida users would switch over to the other brand in future. So it is a big threat for 
Onida color TV Company. So they need to understand why customers want to switch over to 
the other brand of color TV and also need to improve their product qualities and features, 
models also. 
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3. Most of the respondents are willing to incline Samsung color TV brands. Other TV brand should 

know why customers are willing to buy Samsung color TV rather than other brand of color TV. 

So that they can improve their product. 

4. From this study we can observe that advertisement is most important medium for reaching to 

the customers. So Onida and Videocon color TV brand should spent more on advertising to 

increase the brand awareness and also to show to the customers about the features of the color 

TV. 

 
Conclusion 

 From this study we can conclude that Samsung is the most popular brand of color TV, most of 

the respondents are using Samsung, whereas the popularity of Onida brand of color TV is at least 

level in Tambaram town. People are more influenced by the advertisement as compared to other 

sources. So Advertisement is the most popular source for reaching to the customers. The users of 

Onida and Videocon TV are decreasing, which shows the importance of advertisement strategies, 

gradation in order to promote their brands. Quality, Features of TV brand is very much important to 

attract the customers towards their brand. Here the income level of the customer is average. So they 

will prefer to buy medium cost color TV brand. Among the different types of color TV,  most of the 

respondents are using LCD type of color TV, in Tambaram town. 
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Abstract 
 Recent lifestyle changes and advancement in technologies has led to a drastic transition in the food consumption 
pattern of people. With the increase in the demand for new, tasty, convenient and nutritious food, markets are flooded with 
variety of packaged foods thereby increasing the concerns for food safety. This paper reviews about food safety laws and 
consumer awareness on food labeling. Codex Alimentarius commission of FAO and WHO aims in protecting the health of 
consumers and maintain fair practices in the international food trade. Apart from this commission each and every country 
has its own food standards to ensure food safety. These laws provide consumer protection and ensure that all foods during 
production, handling, storage, processing, and distribution are safe and are honestly and accurately labeled as per 
regulations. Every packaged food substances for the domestic use should be labeled in accordance to Indian Food Law i.e. 
Food Safety and Standards ( Packaging and Labeling) Regulations, 2011 notified by Food Safety And Standards Authority 
of India ( FSSAI). Food labeling is an important communication tool between the food manufacturer and consumers. 
Consumers should be aware of and well knowledgeable about the information provided on the labels to make good food 
choices that are safe and nutritious.   
Keywords:  Food Laws, Packaged Food, Food Safety, FSSAI, Food Labeling, Consumer Protection 
 
Introduction 

 Malnutrition in all aspects is a leading cause of death and disease globally [Global Nutrition 

Report 2016]. Developing countries like India face double burden of malnutrition along with 

increase in obesity and diet related non communicable diseases. This is to a large extent due to 

transition in food consumption. National nutrition surveys from the past few decades shows 

changing consumption patterns from a traditional diet based upon fruits, vegetables and 

unprocessed cereals, and legumes which being replaced by an increasing amount of highly 

processed and packaged products [Popkin,B.M; et.al, 2012]. 

 With a clear shift in consumer tastes and preferences, food companies have also capitalized on 

the same. Increasing urbanization, improving distribution networks, and growing disposable 

incomes drive consumers to buy more of packaged food products. As a result, wide range of food 

has penetrated the markets and is available in a variety of packaging formats and at different retail 

formats and price points [Havish.M; et.al, 2015]. Lifestyle trends in India (rising incomes, longer 

working hours, more working mothers) tend to support a convenience food culture. 

 Whether food supplies are scarce or abundant, it is essential that people know how best to make 

use of their resources to ensure safe and nutritious wellbeing [Marrakesh; 2002]. To be adequately 

nourished, individuals need to have access to sufficient and good quality food. Food systems stretch 

from producers to consumers. The responsibility for safe and nutritious food is shared by all players 

in the food system which includes those who produce, transform or handle the food from 

production to storage and to its ultimate consumption. It also involves the interplay of scientific, 

legal/regulatory, social and economic forces, both nationally and globally [www.fao.org]. Owing to 
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increased consumer awareness and growth in organized retailing, the country is witnessing a major 

shift from unpackaged vending to packaged forms of sale.  

 Food safety is of prime concern recently due to wide spread consumption of packaged food in 

every sector of society. Hence food safety considerations should be built into the food chain from 

production to consumption. To meet a country‘s sanitary and phytosanitary requirements, food 

must comply with the local laws and regulations to gain market access and these laws ensure the 

safety and suitability of food for consumers [www.researchgate.net]. Each country regulates food 

differently and has its own food regulatory framework.  

 
Food Laws in India 

 Effective national food control systems are essential to protect the health and safety of domestic 

consumers. Food control is defined as a mandatory regulatory activity of enforcement By national or 

local authorities to provide consumer protection and ensure that all foods during production, 

handling, storage, processing, and distribution are safe, wholesome and fit for human consumption; 

conform to safety and quality requirements; and are honestly and accurately labeled as prescribed 

by law. The foremost responsibility of food control is to enforce the food law(s) protecting the 

consumer against unsafe, impure and fraudulently presented food by prohibiting the sale of food 

not to the nature, substance or quality demanded by the purchaser. 

 The legislation that dealt with Food Safety in India was the Prevention of Food Adulteration 

Act, 1954 (PFA) [Vinay;  2013]. Now in India the Food Safety and Standard Authority of India 

(FSSAI) is the apex food regulator. It is empowered by and functions under The Ministry of  Health 

and Family Welfare, Government of India. Previous to FSS Act there were a number of food 

legislations. All these have been consolidated into a homogenous whole in the FSS Act [Saurabh.A; 

2015]. The regulations of the FSS Act became effective in 2011 with FSSAI as its regulatory body. 

FSSAI specifically repealed eight laws which were in operation prior to the enforcement of FSSAI  

 The Prevention of Food Adulteration Act, 1954 

 The Fruit Products Order, 1955 

 The Meat Food Product Order, 1973 

 The Vegetable Oil Product (Control) Order, 1947 

 The Edible Oils Packaging (Regulation) Order, 1998 

 The Solvent Extracted Oil, De Oiled Meal, and Edible Flour (Control) Order, 1967 

 The Milk And Milk Product Order, 1992 

 Essential Commodities Act, 1955 (In Relation To Food) 

 Key regulations of FSSAI are i) Packaging and Labeling, ii) Signage and Customer Notice, iii) 

Licensing Registration and Health and Sanitation Permits, iv) Penalities, v) Other License, and vi) 

Foreign Direct Investment in the Food Processing Industry [www.wikipedia.org] . FSSAI act as a 

single window to provide guidance and issue clarification/ advisories for all matters related to food 

safety. Standards differ from one food to another and the main objective is to implement measures 

that are necessary for that particular food type thereby ensuring public health as the ultimate target.  
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Food Labeling 

 ―Labeling means to introduce a product for sale by providing comprehensive information about 

the product to the target consumer market, besides ensuring safety standards of the regulatory body 

An useful elaborated information about the label leaves good impression on the consumers seeking 

required details about the product‖ [Foodsafetyhelpline.com]. Food label is a legal requirement 

which has to be fulfilled by food processing companies for the consumer‘s better health and safety 

[Ababio; 2012]. Food label comprises of printed, symbolic or graphical information which is 

accompanied by food [Asiamah; 2006]. Hence, food labels play an important role by disseminating 

important mandatory information to consumers. 

 The Food Safety and Standards (packaging and labeling) Regulations, 2011, provides that every 

packaged food article has to be labeled in order to ensure safety of the consumers and it shall 

provide the following information on the label 

 The Name of the Food, 

 List tf Ingredients, 

 Nutritional Information, 

 Declaration Regarding Veg or Non Veg, 

 Declaration Regarding Food Additives, 

 Name and Complete Address of the Manufacturer or Packer, 

 Net Quantity, 

 Code No.,/Lot No./Batch No., 

 Date of Manufacture or Packing, 

 Best Before and Use by Date,   

 Country of Origin for Imported Food and    

 Instruction of Use 

 In addition to the above information the manufacturer or the packer has to also ensure that the 

label complies with the general requirements of labeling prescribed under the regulations i.e. the 

label should not become separated from the container, contents on the label shall be correct, clear 

and readily legible and shall be in English or Hindi language, etc. some of the mandatory 

information on the label are  

 It is illegal for food to have false or misleading names or descriptions but Trademarks, Brand 

names, or Fancy names may be used in addition to the name of the food. 

 The list of ingredients on a food label must have a heading that includes the word ‗ingredients‘ 

and has to be listed in descending order of weight when the product was prepared. 

 Nutritional information or nutritional facts per 100gms or 100ml or per serving of the product 

shall be given on the label containing (i) energy value in kcl; (ii) the amount of protein, 

carbohydrate (specific quantity of sugar) and fat in gram (g); (iii) the amount of any other 

nutrient for which a nutrition or health claim is made (eg. Fortification of foods). 

 Every package of ‗Non Vegetarian‘ food shall bear a declaration made by a symbol and a colour 

code i.e. a brown colour filled circle inside a square with brown outline. ―Vegetarian‖ food a 

green colour filled circle inside a square with green outline. 
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 When Food Additives are used in the food, class title of the food additives should be mentioned 

together with the specific names or recognized international numerical identifications or ISN of 

the food additives. 

 The name and complete address of the manufacturer and the manufacturing unit if these are 

located at different places and in case the manufacturer is not the packer or the bottler, the name 

and complete address of the packing or bottling unit should be declared on every package of 

food. 

 The date, month and year in which the commodity is manufactured, packed or pre-packed, 

along with Best Before and Use by Date should be given on the label in an easily visible manner. 

 Instruction for use, including reconstitution, where applicable, shall be included on the label, if 

necessary, to ensure correct utilization of the food. 

 
Importance of Food Labeling 

 Food labeling comes handy when consumers need to make informed decisions while 

purchasing and consuming food products, the usage of the information printed on the packaged 

food should be relatively high amongst the consumers while buying packaged food and more 

importance should be given to expiry date. Today, consumers in one hand have more access to new 

food products and more information about food; on the other hand there are increasing concerns 

about the potential for consumers to be misled by food labels[ Sachithananthan.V; 2017]. This 

necessitates consumers to be enlightened with the knowledge and ability to read, understand and 

interpret food labeling and use such information in decision making during purchase of packaged 

food [Dutta.S; 2017]. And the modern package label has taken complete responsibility in providing 

all the essential information on the label. 

 Consumers should be made aware of all the facts about food label and if necessary awareness 

programme regarding this should be propagated. With the improvement of technologies, 

consumers get numerous information through varied media and expect food to be nutritious, 

wholesome and tasty, organic rather than just safe foods. By demanding improved standards, 

consumers can act as a powerful influence on the food industry as a whole [Brewer.MS; 2012]. 

Concerns of consumers regarding food additives have made many of the artificial colours and 

flavouring agents, stabilizers, and preservatives to vanish from the market. Recently more emphasis 

is given to allergy warnings on the label due to health issues of the consumers. Hence the label is the 

point of contact between the producer and consumer through which every information is 

disseminated .and it helps to identify one product from another there by helping consumer to make 

decision over which product to purchase. The label is therefore the most important marketing tool 

for a product. It should be attractive and eye catching while at the same time informative.  

 
Conclusion 

 In a nut shell it can be said that consumer awareness regarding food safety has increased and 

that has led them to demand for more detailed, credible and reliable and accessible information on 

the labels of the food they purchase. The laws governing the food safety in every country is evolving 

along with the fast changing trends in the consumer preferences, demands, concerns and 

satisfaction which forces every producer to label their products with all the necessary information in 



One Day National Seminar on  
Consumer Inclusion and Justice –A Paradigm Shift in Digital Era 

 

 

Page 132            Bharathidasan Government College for Women (Autonomous), Puducherry  

order to compete and survive in the market. Consumers should learn to know how to make use of 

this information more effectively and easily.  Consumers should also look for quality products 

rather than falsely promoted products and be responsible in handling and preparing food and do 

what is within their own control and protect themselves. 
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Abstract 
 In the modern society, consumerism plays a pivotal role than ever before. The changing scenario in the consumption 
pattern of the society is an indicator for the development of an economy. Consumer Behaviour means how we choose a 
commodity among the choice open to us in the market. Mass media both print and digital through advertisement decide 
and determines the consumer behavior. In earlier days, advertisement is an effective tool in marketing strategy to 
familiarize a new product among people but, in modern society, advertisements confuses the consumers and evoke drastic 
changes in their behaviour. This study is an attempt to analyse the impact of digital media on the consumer behaviour. 
Keywords: Consumer behavior, Conspicuous consumption, digital media. 
 
Introduction 

 In the modern society consumerism plays a predominant role than ever before. Our economy is 

dependent on our requirements of day to day consumption. The economic development of a nation 

purely depends on the consumers, called stakeholders of the society. The changing scenario in the 

consumption pattern of the society is an indicator for the development of an economy. The 

traditional theories of economics states that, ―the demand for a commodity is motivated by its 

utility‖. But now in the modern era, the demands for the commodities are determined by the 

advertisements in mass media. The mass media in today‘s society has shaped the way we think, act 

and react to certain outcomes in our lives. It has an impact on the choice we make and the choices 

that are available for us to make. Advertisement is an art of convincing people to spend money on 

something which they don‘t need. The desire for demanding certain products are the results made 

by the mass media. Hence, this study is an attempt to analyse the impact of advertisement in media 

on consumer behaviour. 

 
Consumer Behaviour 

 Each and every individual is a consumer though they vary with caste, creed, colour, occupation, 

age, gender, community, or religion. Consumer behaviour means the way how the product is 

chosen from the markets. Consumer behaviour can be defined as ―The study of individuals, groups 

or organisations and the processes they use to select, secure, use and dispose of products, services, 

experiences or ideas to satisfy needs and the impact that these processes have on the consumer and 

society‖.(Hawkins,Convey and Koch,2004). According to the American Marketing Association, 

Consumer Behaviour is defined as ―the dynamic interaction affect and cognition, behaviour and 

environmental event by which human beings conduct the exchange aspects of their lives‖. From the 

given definitions it is clear that consumer behaviour is the way we make decisions in purchasing 

specific products. The ultimate goal of any consumer is to maximise his satisfaction with his limited 
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income or consuming the commodities at a cheaper price. Many factors like economic, social, and 

demographic and psychology determines the behavior of a consumer in an economy. 

 
Mass Media and Consumers 

 Media plays a dual role of spoiling the consumers as well as fighting for the exploitation of 

consumers. Communication through media is an act of transforming information, ideas and 

knowledge from one person to another. Mass media plays a prominent role in connecting the 

people. The problem of the society, a social group or an individual is well focused by media. Many 

socio economic problems like education of masses and social awakening is excellently reported by 

media. Media Coverage extends to the vast heterogeneous group of the population of the country at 

the same time. Media helps to send and receive the messages in any part of the world whether it is 

developed, developing or underdeveloped. 

 Role of media either in the form of print or electronic has increased the awareness of an 

individual as well as the society enormously. Electronic media has more impact on the society than 

print media because it is visual aid of information. 

 
Advertisement and Consumer Behaviour 

 In olden days, advertisement was an effective tool in market strategy to familiarize a new 

product among the people. But in modern society advertisement changed the life style of the 

consumers through drastic changes in their behavior. According to Alimi, the mission of an 

advertiser is to reach the prospective customers and influence their awareness attitude and buying 

behavior. Companies want to keep the customers to be interested in their products through 

advertisements. The main objective of advertisement is to attract customers towards their product 

apart; they want to inform the customers regarding their new products and the price at which it is 

available in the market. It induces the people to buy the product. 

 
Print Media and Consumer Behaviour 

 Print media is a form of communication used on papers. It may be in the form newspapers, 

magazines, pamphlets, bill boards etc. In olden days, newspapers will bring the world to our home. 

By reading the newspapers we understand in detail the happenings of our nation. During earlier 

days, the newspaper published the news with professional ethics. But now the trend has been 

changed, major portion of the newspapers are occupied by the companies advertisement than the 

news. Pay Rs. 1 and take the T.V, washing machine and Refrigerator to your home tempt the people 

to buy those products on loan basis. Buy one get two free, discount sales, free items available for the 

purchase of goods misguide the people. By seeing these advertisements, the consumers get 

confused and fail to take rational decisions regarding their requirements. But compared to electronic 

Medias, print media has its own constraints that it can cover only the literate group of consumers. 

 
Digital Media and Consumer Behaviour 

 Introduction of new technology will bring a corresponding change in the structure of an 

economy was proved by electronic media on consumer behaviour. Electronic media includes T.V, 

Online Shopping, Cell Phone, Internet etc. The electronic media makes the purchase easier through 
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Online Purchase sites like Flipkart, Voonik, Jabong, Limeroad, Amazon etc.. Advertisement in 

electronic media import foreign culture to our India, results in demonstration effect on Indians. The 

electronic media advertisement aims the younger generation. Selfie culture is spread among the 

young folks through advertisement of many cell phone companies. Internet Culture drives the 

society to a materialistic world. Advertisement will not permit the teen age folk to think. Hence 

originality and creative minds of the young minds are deviated by the unethical advertisement. 

These Medias will not allow them to think, but it creates a confidence that they will get all 

information by sliding their Android Phone.  

 Advertisements encourage the conspicuous consumption – that is purchasing the goods not for 

its satisfaction but for its Prestige Value. This discourages the saving ability of the society. 

Advertisements create unhealthy price delusion psychology on consumer behaviour. It misguides 

the consumers to judge the quality of the product based on its price. Once they consume the high 

priced commodities, they feel proud and focus themselves to their neighbour that they belong to the 

creamy layer of the society.  The selling cost incurred on advertisements will increase the price 

of the commodity that too finally rest in the heads of the consumer which have a negative effect on 

the real purchasing power of the society. Thus like the coins has two sides, no doubt that the media 

contributes some positive effects in the economy.  

 Media provides a Perfect knowledge regarding the availability of variety of products in the 

market with its prices. This helps the consumers to choose the best commodities which fetch them 

more satisfaction and enjoys the consumer surplus. By watching the demonstration in the 

advertisement a consumer can get the knowledge of how optimally one can consume the 

commodity. The online purchases save the precious time of the consumer. News spread through 

Whatsapp, YouTube, and Facebook gives caution to the consumers to safeguard themselves. 

Advertisement will also create awareness among the consumers to keep the environment clean and 

to make Green and Clean India. No one can deny that the awareness about the usage of closed 

toilets is created through advertisements in rural areas. 

 
Conclusion 

 Media is an integral part of our life today. Richard Pollay rightly said that ―just as a fish don‘t 

think about the sea, we don‘t think much about the advertisements because we are surrounded by 

this advertisement environment from birth to death. The media should not restrict our social 

movements but it should make our survival as meaningful human beings‖. Developing economy 

needs potential consumers to accelerate its development. Let us be the potential consumers who 

make rational decisions about our purchases. In this connection this study suggests that the 

government should incorporate and implement effective measures to protect the consumers from 

the clutches of the digital media by strengthening the Consumer Protection Act. 
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Abstract 
 In India the major problem nowadays is due to cyber crime. As government has mooted out demonetisation and 
encourages digital India, the usage of computers and internet has increased tremendously in the years. For example India 
was ranked third affected country due to WannaCry, ransom ware attacks. Major urban centres to be targeted included 
Bengaluru, Chennai, Hyderabad, and Mumbai. ATMs in India are particularly vulnerable to cyber-attacks as they often 
rely on retrograde versions of Microsoft, which are easy for hackers to infiltrate. Today’s consumers who carry out most of 
their shopping activities, through online are making payment through online. At this juncture it is necessary for them to 
have primary education of various cyber crimes which are most common in India and suggest measures to have safe 
trading for them. This paper also  gives some suggestive measures for the business houses to  have secure transactions with 
maintain their client accounts and details. There is a need for this paper which educates the consumer, on various cyber 
related crimes and government initiatives to mitigate these issues in India. This paper with the above background 
highlights the different cyber crimes common in India and brings out the suggestive measures to overcome it. It also 
highlights the different acts which helps the users to protect themselves legally from these hackers.  
Keywords: cyber crime, Mitigation, consumers, Viruses, Initiatives 

 
Introduction 

 In India the major problem nowadays is due to cyber crime. As government has mooted out 

demonetisation and encourages digital India, the usage of computers and internet has increased 

tremendously in the years. For example India was ranked third affected country due to WannaCry, 

ransom ware attacks. Major urban centres to be targeted included Bengaluru, Chennai, Hyderabad, 

and Mumbai. ATMs in India are particularly vulnerable to cyber-attacks as they often rely on 

retrograde versions of Microsoft, which are easy for hackers to infiltrate. According to a survey by 

the Indian Computer Emergency Response Team (CERT-In), more than 11,000 networks in India 

were affected and had been the victims of probe-scanning between March 2016 and May 2017.  The 

initial steps to hack the sites are through Probing and scanning before the malware or ransom ware 

is installed on the network. 

 For eg: During the month of June 2017, Jawaharlal Nehru Port Trust (JNPT), near Mumbai, had 

been temporarily shut down due to virus attack.  This is the second time after Microsoft software 

the WannaCry attack.  There was a disrupted cyber attacks in Australia, Russia, India and Ukraine 

due to the Petya global cyber-attack. 

 After these recent attacks the Govt. has brought various steps to mitigate these crimes against 

the users.  Cyber security cell has confirmed that nearly 6,000 companies are at cyber risks in our 

country. It is believed that the aggressive hackers from across the globe are having the calibre and 

mind to shut done the critical government and corporate infrastructure. Even the Government 

official websites too often lack cyber security and infrastructure to protect it from cyber crimes. In 

India nowadays all the transactions are being carried out through internet. It is essential that today‘s 

consumers who carry out most of their shopping activities, through online and makes payment 
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through online. At this juncture it is necessary for them to have primary education of various cyber 

crimes which are most common in India and suggest measures to have safe trading for them This 

paper also gives some suggestive measures for the business houses to  have secure transactions with  

their client accounts and details. There is a need for this paper which educates the consumer, on 

various cyber related crimes and government initiatives to mitigate this issues in India. 

 
Background of the Study 

 This paper with the above background highlights the different cyber crimes common in India 

and brings out the suggestive measures to overcome it. It also highlights the different acts which 

helps the users to protect themselves legally from these hackers. The data for the study were 

collected through newspapers, journals and websites and it is purely based on the secondary data. 

 
Cyber Crime in India  

 As per the Symantec‘s Internet Cyber Security Threat Report of 2017, India is being ranked in 

the fifth place as a most vulnerable country prone to cyber breaches in 2017. Mostly in India, these 

cyber-attack cases are under-reported or unreported as people rely on software they use to protect 

them from a breach, rather than cyber security agencies. Moreover, unlike the U.S., India has no 

legal requirement to report the incident, nor is there a legal obligation to let victims know that their 

data have been compromised.  

 Data breaches from, 1.9 billion in 2010 has increased 

721 million ie., 164% (data records stolen or lost) till 

December 2017. Everyday 11 million data are at risk and 

4, 37,815 data breaches take place every hour and 7297 

every minute and 122 every second.  It is alarmingly to 

note that 59% of data breaches are unrecorded or 

reported. Personal data of over 100mn 

Reliance Jio customers were reported as leaked and it is 

recorded as ―unlawful access to its systems". From 

UIDAI, the official website for Adhaar has a denied a 

claim that 1.3 crore, holders information were leaked. 

 
Cyber Crimes in India – At a Glance 

Type of virus Particulars 
Nature of 
infection 

Working Preventive measures 

Malware 
Cyber threats 
including Trojans, 
viruses and worms 

Steals data or 
destroys the 
computer 

Through email 
attachments, 
software 
downloads or 
operating system 
vulnerabilities 

Avoid downloading 
data from unknown 
sources. Firewall 
protection 

Phishing 

Sent via email, users 
to click on a link and 
enter their personal 
data 

Spam mails , 
dummy site 

Harmful than just 
a simple ad, 
discern a 
legitimate request 

Social security and 
not to disclose cell 
no. or personal 
information through 

 Cyber Cops On Toes 

Cyber crime 2017 till Oct 2016 

Online banking 2095 1343 

FB related 316 151 

Email hacking 125 97 

Sexual harassment 81 51 

Lottery fraud 42 15 

Data theft 47 43 

Job fraud 49 40 

Twitter-related 12 4 
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for information 
from a false one. 

email to verify and 
make phone calls 
before trusting these 
sites. 

Password 
attacks 

Trying to gain access 
to systems by 
cracking user‘s 
password 

Crack 
passwords 

Brute force 
password attacks 
by guess work 

To have strong 
passwords and 
chance it once in 
awhile and not use 
any words in 
dictionary as a 
password. 

Denial-of-
Service (DoS) 

Attacks 

Disrupting the 
service to a network.  
No knowledge on 
that computer has 
been hijacked – 
punishment 
imprisonment 

Sending high 
volumes of 
data or traffic 

Making the 
network 
overloaded and 
can no longer 
function 

Security updates and 
online monitoring or 
plugging or 
replugging the 
cables. 

Man in the 
middle 

Impersonating the 
endpoints 

Connection 
between 
Smartphone 
and web 

Through non-
encrypted wireless 
access. Access 
information on 
both sides 

Use only encrypted 
wireless access point  
with WPA security, 
VeriSign, Ensure 
https connections 

Drive by 
downloads 

Downloading just by 
visiting the site 

Small snippet 
of code is 
downloaded 

Exploits 
vulnerability 

Using OS and 
software program 

Malvertising 
Downloading a 
affected ad 

Cyber 
attackers 
upload 
infected ads 

Distributed to sites 
that match certain 
keywords in the 
search criteria. 

Using common 
sense. No freebies or 
promising ads 

 
Other Cyber Attacks  

Hacking 

 It is done with the intention to cause wrongful loss or damage to the public or any person, 

destroys or deletes or alters any information residing in the computer resource or diminishes its 

value or utility or affects it injuriously by any means. Unauthorised access of data stored.  

 
Cyber – stalking 

 To stalk someone or it is a online harassment and online abuse. Following movement of a 

person through internet by posting threatening message and bombarding him lots of emails 

message.  

 
Virus Dissemination 

 This is done while a virus attacks the file or a computer and circulates it‘s through a network 

and it alters or deletes the data.  
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Dissemination of obscene material/ pornography 

 Activities like usage of prohibited material, use of obscene materials or hosting a website 

containing prohibited data or downloading such data will come under this category. Nearly 50% of 

the websites exhibit pornographic material today 

 
Cyber Terrorism 

 This type of attack involves usage of internet who communicates with terrorist groups, like 

transfer of funds or other allied activities. 

 
Cyber Defamation 

 Defamation is an act to impute any person with an intention to lower the person in the 

estimation of right-thinking members of the society.  The intentions is to damage a person‘s 

personal image or fame.  

 
Online Fraud and Cheating 

 India‘s biggest problem is due to credit card crimes and job offerings.   Using the keyboards of 

the customers to secure their security numbers, credit card numbers and home addresses is 

fraudulent. 

 
Phishing 

 Trying to fraud people by fooling them or parting with accounts or money. It is an unsolicited 

reference mail received from financial institutions requesting the personal and secured data.  

 
E – Mail Spoofing 

 A spoofed e-mail is received from other than the original source spacing as if received from the 

original source.  

 
E-Mail Bombing 

 It implies sending large number of mails at the same time to result in crashing the site. Other 

than this we have salami attack which focuses on financial crimes, data diddling refers to using raw 

data before its authentication or processing. 

 
Need for Business Centres 

 Every business should consider the following measures to safeguard themselves from cyber 

crimes 

1. Risk Analysis: Identify weak points and entry points for the hackers. Implementing a strong 

defence software, office and security measures in the organisation. 

2. Cloud-storage: Advanced measures of cyber security through decentralising data storage and 

substantial reduction in vulnerability of the data. Having multiple layers of protection.  

3. Regular software and hardware Updating: Investing money and time in updating the software 

and frequent check for viruses and installation of anti-viruses software‘s and their updating. 

Firewall protection against cyber attacks. 

4. Encryption of data: Data storage in the organisation in hardware protected through passwords. 
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5. In-house support: IT enabled support system or through an outsourcing mechanism enterprise 

can design a robust defence system to protect the business and its continuity. 

 
National Crime Record Bureau (Ncrb) Report 

Type of case 2014 2015 2016 

% increase 

/decrease in 2015 

since 2014 

% 

increase/decrease 

in 2016 since 2015 

Cheating using computer 

as a medium or target 
------ 1115 2255 -------- 102.2 

Forgery using computer as 

a medium or target 
747 63 45 -91.5 -28.6 

Criminal breach of 

trust/fraud using 

computers as a medium or 

target 

518 54 42 -89.2 -22.2 

Counterfeiting using 

computer as a medium or 

target 

59 10 12 -83.0 20.0 

 
Major Initiatives Taken by Government of India to Mitigate Cyber Crimes 

Information Technology, National Cyber Security Policy 

 The Government of India has mooted out steps towards cyber security first time in 2013, under 

the Ministry of Communication and Information Technology, Department of Electronics and 

Information Technology‘s.  

 To build a secure and resilient cyber space. 

 To protect cyber space infrastructure, responsive measures to sustain cyber attack. 

 To minimise the damages and build up capabilities for protection. 

 To co-ordinate institutional infra-structure, people, technology and processes to put together. 

 To have secure and safer cyber eco-system. 

 To strengthen the regulatory framework  

 To emphasis on 24x7 protective mechanism 

 To seek help from national critical information infrastructure protection centre 

 To contribute Research and Development for technological development 

 To promote 5,00,000 cyber crime workforce for providing benefits to business 

 To develop PPP model for cyber security efforts. 

 
National Payment Corporation of India (NPCI) 

 It is development to conduct audit trail in the financial sector, to review the IT Act, provide 

guidelines and networking to social networking sites. Digital payment firms have to report 

immediately to this corporation when any unusual incidents or mis-happening takes place.  
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National Technical Research organisation and National intelligence grid - and a board for 

national information are also working towards mitigating or to eradicate cyber crimes in India. 

These organisations are providing technical and back office support. 

CERT – computer Emergency response team – Cyber Swachhta Kendra – A centre for botnet 

cleaning and Analysis of malware. It is a new desktop which sends messages to the infected firms 

and alerts for mobile security, creating a solution for cyber security in India. 

 Through this CERT awareness is created to the end-users against botnet or malware infections 

to the users. It helps them to protect their systems and to remove these viruses and creates 

awareness among the citizens of India for their security of data, computers, mobiles and all other 

utilities which have a similar usage. 

 
Protective Tools Under Cyber swachhta Kendra 

 ―USB Pratoridh‖ – unauthorised usage of removable USB storage media eg: pen drives, external 

hard drives, USB supported mass storage devices 

 ―Samvid‖ – an app developed for white listing solution for windows operating system. Protects 

desktops from suspicious applications. 

 ―M-kawack‖ – an android mobile devices protects personal data, credentials, misuse of wifi, 

blue tooth, spam sms, or unwanted or unsolicited incoming calls. 

 Browser JS Guard- Browser extension helps to detect and defence malicious HTML and JAVA 

script. This guard alerts the user against malicious WebPages and reports threat report in the 

webpage. 

 
Conclusion 

 Through visions and mission cyber security strategy India is trying to minimise the cyber crimes 

and interface by hackers and protrudes who spoil the entire internet community. Only through the 

various security agency and careful watch, stringent laws, punishments and mindset of the people 

un change these issues and make the initiative of digitalisation is possible in all endures in the near 

future to come. 
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Abstract 

 This study is about the general consumer awareness regarding various Acts that have been formed for the protection 
of their rights in different countries. Indian Consumer has been the victim of exploitation, because consumer education is 
yet to reach better level. Looking at the growing interdependence of the economy of the world and taking into consideration 
of the international character of many business practices, it is nowadays important to notice that the protection of 
consumer rights and their promotion are need of the hour. Consumers, all over the world are demanding value for their 
precious money in the form of quality goods and better services in true sense. Consumers’ exploitation assumes numerous 
forms therefore this article is designed to study the Consumer Protection Act, its awareness among consumers in 
developing and developed countries, to focus on the consumer behaviour and to highlight the developments initiated in 
India as that of developed countries. 
Keywords: Consumer rights, Practices, Awareness, Exploitation, Protection, developing and developed. 
 
Introduction 

 In recent times one of the most significant areas of economic regulation in all countries has been 

the adoption of Consumer Protection legislation in a big way. India being a late starter has just 

reached the take off-stage in consumerism though there has been significant development before 

this stage. The consumers in India have not yet organized like in many other countries in the West. 

Consequently the exploitation to which the consumer is subjected to by the organized class 

continues unchecked. Today, a large number of countries have laws for protecting the interest of the 

consumer. It will be appropriate to discuss here the laws adopted by some of the countries to 

control unfair and deceptive trade practices and to protect the interest of the consumers. The 

Consumer Protection Act, 1986 was enacted to provide a simpler and quicker access to redressal of 

consumer grievances. The United Nations Guidelines take into account the interests and needs of 

consumers, particularly those in developing countries, and cover a wide range of issues, from 

physical safety to the promotion of sustainable consumption. 

 
Purpose of the Study 

 To study the Consumer Protection Act and its awareness among consumers in developing and 

in developed countries. 

 To focus the consumer behaviour between developed and developing countries. 

 To highlight the developments initiated in India as that of developed countries. 

 
Literature 

 Consumer protection is a widely discussed topic in relation to the awareness and behavior and 

these are the related studies have reviewed. Consumer Awareness in India: A Case Study of 

Chandigarh (Kaur & Preeti). The Consumer Movement in India. ( Girimaji, 1993). Designing and 

Implementing Competition and Consumer Protection Reforms in Transitional Economies: 
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Perspectives from Mongolia, Nepal,Ukraine, and Zimbabwe (William E. Kovacic 1995). 

Developments in Consumer Protection in India (Verma, 2002). Consumer Behavior Differences 

between Developed and Developing Countries (Khatib, 2011). An Analysis on the Various Aspects 

of Consumer Protection in India (Rajib Bhattacharyya, 2014). Assessing Opposite Parties‘ Behavior 

towards Consumer Disputes Redressal Mechanism under Consumer Protection Act (Sinha, Gupta & 

Mittal, 2015). Consumer Vis-À-Vis Businesses: Grievances Handling and Consumers Orientation 

(Mittal & Gupta, 2015). 

 
Consumer Protection Act in India 

 Consumers are largely denied of their due rights, especially in developing countries such as 

India. The consumers are spread widely all over a country and are poor, illiterate and are generally 

not aware of their rights, though their awareness has recently increased. The number of unfair and 

restrictive trade practices often exploits consumers. They often merge and also form tacit cartels to 

raise prices for maximizing their profits at the expense of consumers. They therefore need protection 

from unfair and restrictive trade practices of producers and suppliers of goods or services. 

Misleading advertising is another means by which the producers deceive the consumers. 

Informative advertisement exposes the availability of certain products at certain prices. These 

persuasive advertisements serve no useful social purpose and lead to deception of consumers. The 

consumers need protection from such deception of persuasive advertisements. The government 

should not allow such heavy advertising cost to be incurred as valid cost for calculation of taxable 

profits of the firms. The other and highly injurious practice by the suppliers, especially in India, is 

widespread practice of adulteration of commodities. 

 The adulteration by private sector can take place right from the manufacturing point to the 

ultimate supplier of the products to the consumers. It has been found that small pebbles and dust 

are mixed with wheat, maize, jawar and bajra to increase weight, sand is mixed with cement, leaves 

and barks of some trees are mixed with tea leaves. Again Vanaspati is often mixed with Desi ghee 

and butter, etc. All these practices of adulteration are hazardous to health and life of the consumers 

and they need protection from them. But the most injurious is the widespread practice in India by 

manufacturers and dealers of spurious drugs which do immense harm to the health and life of the 

people. It is due to the above practices of the manufacturers and suppliers which have resulted in 

consumer protection movement and have forced the governments to enact legislation to protect the 

consumers. 

 
Consumerism 

 ―Consumerism is a social movement seeking to augment the rights and powers of consumers‖. 

It is defined as the dedication of those activities of both public and private organizations which are 

designed to protect individuals from practices that impinge upon their rights as consumers‖. 

 
The Important Ways for Consumer Protection are 

1. Imposition of self-regulation and discipline by the manufacturers and suppliers of goods and 

services for working in the interests of consumers. 
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2. The role of government which can enact laws for the protection of consumers and make 

arrangements for their enforcement. 

3. Voluntary organization of consumers to form groups such as NGO, cooperative societies to 

safeguard the interests of consumers. 

 
Consumer Protection Act in Developed Countries 

Each country possesses different sub-systems that make it unique from others.  

1. Consumers in developing countries tend to be more ethnocentric than those in developed ones. 

In developed countries, price, quality, durability and other product-related aspects are the 

major factors that influence buying decisions. 

2. Consumers in developing countries discount the impact of the price-quality relationship (which 

holds true for developed countries), as the higher inflation rate in most of those countries tends 

to make the majority of products‘ prices relatively high.  

3. Consumers in developing countries tend to be less individualistic than in developed ones. They 

care more for a larger local community, and like to be identified as part of it. 

4. Cultures of developing countries are high context cultures (mainly western); whilst the 

developed countries contain low context cultures.  

5. Promotion of consumer products tends to have a greater impact on sales in developing 

countries than on their developed counterparts.  

6. Consumers in developing countries tend to exhibit higher levels of brand loyalty than 

developed countries.  

7. Western values are finding their way to new generations in developing countries, even within 

the cultures that carry immense contempt for western countries.  

8. Consumers in developing countries are generally less educated.  

9. Consumers in developed countries are more health conscious than in the developing countries.  

10. Advertising which exhibits local values and traditions has a greater impact on consumers from 

developing countries.  

 
Consumer Interests 

Developing Countries  

 Low-levels of consumer awareness 

 Consumers poorly organised, few Consumer Organisations  

 Views of consumers seldom incorporated into laws 

 No involvement of consumers in law enforcement  

 Redressal mechanism ill-developed, cumbersome and costly 

 Bargaining power very low/absent 

 Standards often reflect views of a particular class of consumers 

 
Developed Countries  

 High levels of consumer awareness 

 Consumers play active role in advocacy  

 Play active role in enforcement of laws 
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 Redressal process transparent, simple and cost effective  

 Consumers have high bargaining power  

 Consumers play active part in standard-setting, etc. 

 
Contributory Factors (Law & Regulation Related) 

Developing Countries  

 Laws absent; or ineffective if present 

 Enforcement Institutions resource-strapped 

 Multiple institutions created but limited capacity on enforcement  

 Interference of interest groups hamper functions 

 Consumer standards not observed (goods and services) 

 
Developed Countries  

 Effective laws and better enforcement 

 Dynamic process of legislative/regulatory reforms 

 Effective governance mechanism and efficient functioning of regulatory institutions 

 
Contributory Factors (External Factors) 

Developing Countries  

 Policy often inclined to benefit SOEs  

 Monopolies and abuse of dominance by companies 

 Unfair Trade Practices (UTPs) predominant  

 Poor service standards (e.g. after sales service) 

 Bad infrastructural facilities act as dis-incentive for companies 

 Use of obsolete technology; labour intensive processes 

 
Developed Countries  

 Predictable business environment and rules 

 Markets often competitive (level-playing field) 

 Excellent service standards – high levels of consumer satisfaction 

 Well developed infrastructural facilities 

 Improved technology leading to improved products 

 
Implication for Businesses 

Developing Countries  

 Often extractive, to source raw materials 

 Non-transparent operations, little or no communication with 

communities/consumers/shareholder 

 Weak enforcement – help avoid actions 

 Low propensity to re-invest in host countries 

 Consumer ignorance used to their benefit 

 Viewed with suspicion by civil society (no dialogue) 
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 Large no. of SMEs – little or no incentives by the State 

 Old (often ineffective) marketing practices 

 
Developed Countries  

 Stern action (precedents) facilitate responsible conduct 

 Transparent policy and operations 

 Close involvement with consumers/shareholders 

 High level of consumer awareness (watch dog) 

 Incentives from the State for responsible conduct 

 Dynamic marketing strategies 

 Variations in consumers‘ interest/awareness between developing and developed countries 

 Large no of contributory factors (externalities) in developing countries 

 Relationship between law enforcement, company behaviour and consumer welfare 

 
Conclusion 

 From the various reports, it is evident that many of the consumer forums have not been 

provided with adequate accommodation. Consumer protection laws can play a positive role in 

facilitating the transition from planning to markets. A satisfied consumer base is essential for the 

successful existence of commercial enterprises. At the same time consumer matters must be taken 

care of by the use of Information and Communication Technology in India. Consumers are still not 

aware about the existing organizations that can help them to come out from their shock and help 

them fight against the selfish and greedy sellers. Especially in a country like India where rural 

population exceeds urban with a high percentage, people are illiterate and have no idea what they 

are going through and how can they help themselves. It should be remembered that the confidence 

of the consumer ultimately depends upon the successful functioning of the Consumer 

Commissions/Forums. It is, therefore, a matter of utmost importance that these agencies must 

function effectively, efficiently and without any interruption. An economy, in which consumers are 

aware, can practice their duties and exercise their rights freely, efficiency of the sellers and 

producers will be higher and so the economy will be more developed. 
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Abstract 
 With the technologies taking a lead in every walk of life, the consumers are also getting empowered through 
awareness and education with the help of the Information and Communication Technologies. The consumer protection and 
safety are easily enhanced with the help of the personalized communication between the vendor and the consumer. It also 
helps to ensure prevention of unfair trade practices. The quality assurance as per the conformity and compliance with the 
prescribed standards can be enabled with the help of emerging technologies. To achieve these basic requirements for a 
consumer, in the competitive and mesmerizing market, the online grievance redressal mechanism will serve as a boon to 
directly interact with the manufacturer and the seller. Nowadays, major companies have introduced call centres, apps for 
registering the grievances. At the same time, the consumer literacy, ease of use and the internet related issues are posing 
new challenges for the consumers who are also netizens.The paper will cover the emerging technologies in the field of 
Information and Communication Technologies. It also addresses the challenges in implementing these technologies when 
used for consumer grievance redressal mechanism. The scope of the paper is restricted to the technological related issues 
and their concerns with the online mechanisms prevalent particularly in our country. 
Keywords: Online mechanism, Internet fraud, consumer redressel, cash less payments, call centre integration.  
 
Introduction 

 For the last few years, there is a significant change in the lives of the consumers and businesses 

due to the development in the Information and Communication Technology. These changes have 

provided them with lots of new opportunities. An increasing number of consumers have access to 

the Internet and engage in e-commerce, which provides easier and faster access to products and 

services. It also presents some challenges for consumers that differ from those encountered during 

offline commercial transactions. These challenges have given rise to the need to adapt to the existing 

legal and regulatory frameworks and in particular to the requirements of e-commerce. E-commerce 

comprises a wide range of transactions. These transactions are effected via devices such as mobile 

phones and other devices such as personal computers and tablets, and purchases are often made by 

using applications and platforms. E-commerce is normally thought of in consumer protection terms 

in relation to business-to-consumer transactions, yet is not limited to such transactions. It covers 

business transactions such as business-to-business, business-to-consumer, consumer-to-consumer or 

consumer-to-business. But the business-to-consumer transaction is the one which is of great 

concern. A business-to-consumer transaction requires the online presence of a trader to sell online 

and accept online orders. On the consumer side, the process requires net access to go through and 

select products and acquire them online. A payment method needs to be specified, such as a credit 

card, electronic money, bank transfer or cash on delivery. Finally, the product must be delivered, 

either online for digital content products or to the consumer‘s home or at a pick-up point for goods. 

 
Consumer Challenges in E-Commerce  

 The customers in the field of e-commerce in the developing countries are facing a number of 

challenges. These issues encompass all aspects such as the hardware and software infrastructure, 
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language barriers, the advertisements, bank security and many more. Some of the most common 

issues are enlisted below:  

 Insufficient electricity supply  

 Unreliable Communications network 

 Weak infrastructure, including speed and reliability  

 Language barriers  

 Misleading advertising  

 Lack of clear and sufficient information on both the identity and location of traders, as well as 

goods and services, prices and guarantees  

 Unidentifiable traders offering E-commerce  

 Drip pricing practices, on completion of the entire process the final amount due is brought to 

the knowledge of the customer.  

 Uncertainty on merchantability of goods  

 Monetary refunds for non-satisfactory products  

 Traders in the websites do not reveal the return or refund policies.  

 Inadequate information about the refund policies on the websites  

 Long and tedious refund process  

 Expenses for returning goods to be covered by consumers  

 Data security and online scams, identity theft and frauds  

 Irreversibility of electronic payments  

 Security of online and mobile payments and charge-back options  

 Unclear information on charge-backs and withdrawals  

 Denial by e-commerce websites of responsibility for online payments that are blocked by banks 

or payment gateways  

 Fraudulent and fly-by-night operators who take money from consumers without providing 

products or services  

 Protection of personal data and privacy  

 Electronic identification and authentication tools  

 Late or non-delivery of products. 

 Delivery of defective, wrong or spurious products. 

 Non-provision of promised services or offered gifts. 

 Non-compliance with legally established cooling off periods. 

 Insufficient or non-existent customer care.  

 Denial of after-sales service.  

 Inadequate awareness on behalf of the customers of their rights and duties, as well as those of 

businesses.  

 Inadequate knowledge of the customers in the field of financial literacy and basic information 

technology skills. 

  Improper framework for dispute resolution procedures. 
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Consumer and Information and Communication Technologies  

 The advent and the development of ICT are considered to be a boon for the position of the 

consumer. It is becoming stronger day by the impact on the consumers is multifold. The most 

important consequences for consumers are:  

 Availability of new and difference ICT services and products in the market, 

 Gradual and improved accessibility of information resulting in increased transparency of 

markets, example through data banks,  

 Companies are subject to enhanced competitiveness.  

 Expanding the freedom of choice of the consumers by providing increasing opportunities for 

teleshopping. 

 Increasing opportunities for teleshopping enables the customers to benefit from lower prices,  

 Access to technical and commercial tools are now available to companies. 

 Advent of technical and commercial tools gives way to different products in the market and 

caters to the taste of the diverse consumers.  

 Increases the readiness among the consumers to pay and meet their requirements  

 This gives the consumers more opportunities to satisfy their specific needs. The experiences of 

the consumers are communicated better. It is further having a better reach on a large scale. As a 

result, companies have to reassess their relationships with consumers. 

 The position of the consumers is strengthened and the will lead to a group market participants 

among the consumers. But still this trend carries certain risks for consumers. Being an e-commerce 

consumer requires the fulfillment of various framework conditions. The first and foremost being the 

consumer must acquire the skills to be able to use ICT, and a second being the presence of reliable 

information. The wider introduction of electronic media for consumer transactions should be 

accompanied by thorough instruction being given by companies. The consumer organizations 

should be aware about their terms and conditions, and the opportunities and risks inherent to the 

use of the media in question particularly with respect to the payment transactions. In this regard, 

cooperation with the government is self-evident given its obligation to provide information in 

conformity with the European Directive on the protection of consumers in respect of distance 

contracts. In comparison with the traditional mode of the transactions the electronic media is not 

significantly different. The existing mutual trust between parties in the case of the traditional mode 

of transaction should be present in the electronic transaction environment. Familiarity with the 

identity of the other party need not play a role. Problems in identifying the other party can be 

avoided by specifying accountability in contracts on the division of the burden of proof. For 

example, payment orders are considered to have been given by the person who has been issued 

access to the bank or to his or her own account, even if used by a third party. 

 It is important that consumers are aware of the kind of company they are dealing with, the 
nature of the service, how reliable it is and who they can consult if the product is defective. 
Moreover, electronic transaction constitutes a new method of communication which cannot 
automatically be equated with traditional contracts concluded at a distance. That is why problems 
of a different nature can arise during electronic transactions, and we must therefore decide whether 
existing legislation and self-regulation provide a concrete solution. Accordingly, the acts and 
policies are to be governed. 
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Consumers and their Problems 

 The moment consumer begins to explore the market in net, the product information and 

advertising play an important role. In a virtual world where people cannot get hold of the actual 

product, some form of detailed product description is required, using multi-media if possible. 

Consumers want to receive adequate information about the product to enable them to make 

comparisons with products they know and/or products which can be bought elsewhere. 

Transparency is not only important to the consumer with regards to the most important 

characteristics of the goods and services offered electronically, but also with the standards, price 

and instructions for use. This clearly shows that the consumers do not want to be misled by 

advertising. It is not always clear in an electronic environment which system of regulations applies 

to a form of advertisement. A further problem is how consumers are supposed to distinguish 

between electronic advertising and information dissemination (misleading information between TV 

and net). On the whole, consumers do not wish to encounter aggressive forms of electronic selling 

nor be forced with too much information 

 In our country, misleading advertisements on such a medium as the Internet can be dealt with 

by means of the review of existing advertising laws and by existing self-regulation. The practice of 

door-to-door sales and tele-marketing (the sale of products by telephone / TV) may be dealt with 

self- regulations. 

 
Information Technology Act and E-Commerce 

 E-commerce is considered as a type of business model or a component of a larger business 

model. This model enables the firm or individual to conduct business over an electronic network, 

typically the internet. Electronic commerce operates in all four of the major market segments: 

business-to-business, business-to-consumer, consumer-to-consumer and consumer-to-business.In 

India, there are three type of e-commerce business model are in existence (i) Inventory base model 

of e-commerce (ii) Marketplace base model of e-commerce (iii) Hybrid model of inventory based 

and market place model. 

 In order to make the task of the e-commerce the Government of India has taken several steps to 

streamline the legal aspects of such commerce. These legal initiatives are enlisted below: 

 
Indian Information Technology Act and E - Commerce 

 Indian Information Technology (IT) Act gives legal recognition to electronics transactions and 

electronic signature. These are the foremost steps to facilitate paper less trading. Under this Act 

Ministry of Electronics & Information Technology also has Information Technology Rule, 2000 for 

Reasonable security practices and procedures and sensitive personal data or information. The 

section 72A of IT Amendment Act, 2008, punishment for disclosure of information in breach of a 

lawful contract is laid down. 

 
Post-Purchase 

 Concerns during the post-purchase phase include liability and arrangements for the return of 

goods and refunds when goods are not delivered, delivered in an unsatisfactory condition or 

materially differ from the goods ordered. During this phase, consumers may have difficulties 
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reaching providers or finding a means of communicating with businesses. Possible measures to 

protect online consumers in this phase include providing for a cooling off period for online 

purchases and limiting consumer liability in the digital marketplace. Other issues encountered at 

this stage are discussed in this section. 

 
Dispute Resolution 

 Dispute resolution is a recurrent challenge, especially in cross-border e-commerce. For 

addressing consumer complaints and disputes, and encourages businesses to ―make available 

complaints-handling mechanisms that provide consumers with expeditious, fair, transparent, 

inexpensive, accessible, speedy and effective dispute resolution without unnecessary cost or 

burden‖. For a ―fair, effective, transparent and impartial mechanisms to address consumer 

complaints through administrative, judicial and alternative dispute resolution, including for cross-

border cases‖ and conventional dispute resolution systems involve some difficulties in terms of 

applicable law and jurisdiction, particularly in e-commerce disputes. Such challenges have led to the 

development of alternative dispute resolution mechanisms, which offer easier, faster endless 

expensive out-of-court solutions to disputes between consumers and traders. In alternative dispute 

resolution systems, consumers can settle legal conflicts and disputes privately, without initiating 

litigation in public courts. When such procedures are carried out online, they are called online 

dispute resolution. Alternative dispute resolution procedures can take different forms and names, 

such as mediation, arbitration, conciliation, ombudsmen and complaints boards The two most 

popular types of alternative dispute resolution are mediation and arbitration. In mediation, a 

neutral third party or mediator helps parties resolve a problem through facilitated dialogue. 

Arbitration is less formal than a court, but may involve hearings and require the presentation of 

evidence.  

 
Online Dispute Resolution Platforms 

 This public service allows direct exchanges between consumers and providers to resolve 

disputes online. Currently, complaints are conciliated, satisfying consumer complaints. This service 

is provided by the companies to promote direct interaction between consumers and suppliers, to 

reduce consumer conflicts. Participation is only open to registered buyers to formally register in the 

system. The mechanism provides consumers who have purchased goods or services, either online or 

offline, access to a paperless and bureaucracy-free conciliation system, through which they can 

initiate and resolve complaints on an Internet based virtual platform.  

 
Grievance Redressal Mechanisms 

 Addressing the grievances of the consumer should be one of the main objectives of any 
company irrespective of whether it a local company or any company along the cross-border. The 
addressing of the grievances can be evened out by getting into direct communication with the 
consumers to address the issues which are handled by redressal.  
 
Redress 

 Challenges with regard to redress include lack of clarity on who is liable in the event of a 

problem, particularly if multiple providers are involved and lack of access to easy and effective 
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redress and enforcement. Online system will enable consumers to obtain redress through 

expeditious, fair, transparent, inexpensive and accessible procedures. Information on available 

redress and other dispute-resolving procedures should be made available to consumers to 

encourage enhancing access to dispute resolution and redress mechanisms, particularly in cross-

border disputes. It also encourages businesses to provide redress for consumers for the harm 

suffered because of goods or services that are defective damage their devices or do not meet the 

advertised quality criteria, or where there have been delivery problems. With regard to e-commerce, 

payment medium mechanisms seem to be an effective method of consumer redress. 

The main building blocks in fostering consumer confidence in e-commerce include the following:  

 Establish a good Internet infrastructure for e-commerce. 

 Set up a robust legal and institutional framework governing e-commerce and redressal 

processes. 

 Adapt existing regulatory systems to the particular requirements of e-commerce. 

 Ensure effective enforcement of relevant laws.  

 Provide e-commerce consumers with a level of protection not less than that afforded in other 

forms of commerce. 

 Require full disclosure of all necessary information related to businesses, goods and services 

and transaction  

 Ensure the reliability and security of online payments regardless of the payment method, and 

protect consumer privacy and data. 

 Prevent misuse of consumer data guarantee authenticity of online reviews and ratings and 

provide consumers with access to effective dispute resolution mechanisms and redress  

 Ensure consumer education and empowerment  

 Ensure the delivery of goods and after-sale services 

 Improve customer support to fully respond to after-sale requests  

 Ensure regional and international cooperation to fight unfair commercial practices and to 

overcome legal limitations impeding consumer protection authorities from taking action in the 

event of cross-border breaches of consumer protection law. 

 
Redressel through Call Centres 

 A call centre is an organisational unit or a company that conducts phone calls with clients or 

potential clients. This may be on their behalf or on behalf of other companies and can serve a variety 

of different purposes. The most important tools of the employees in a call centre are the telephone 

and the computer. Call centres perform different tasks, such as advisory roles or sales activities. An 

outbound call centre proactively makes calls and an inbound call centre just receives calls from the 

outside. In an outbound call centre the employee actively calls by conducting surveys on customer 

satisfaction, offering products for sale or attempting to collect various kinds of data. In an inbound 

call centre the customers will call and report problems, make complaints or order products or 

request for services.  

 These call certres are used for direct marketing. The central component of every call centre is the 

telephone system. It receives the calls and, depending on their concerns, forwards callers on to an 
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available, suitably qualified staff member. Most commonly, speech dialogue systems are used to 

gather information from the caller about their specific needs and to pass the call on to a call centre 

agent who is free at that time. 

 Many business owners choose to work with call centers because of their overall convenience. 

Customers who have questions about products, orders or their billing are routed to these centers, 

which typically handle a large quantity of calls per day. These centers can be established almost 

anywhere in the world, despite the location of your company, and allows your local employees to 

tackle large or multiple tasks without having to be interrupted by constant phone 

calls.Communicating effectively with customers can be the critical of a successful business. Utilizing 

a call center to handle large volumes of calls can help you streamline customer relations and 

increase their overall efficiency.  

 But, at the same time, there are various reasons for the dissatisfaction of the consumers on the 

call centers: 

 The IVR abyss: IVR system that is annoying and difficult to navigate can make the customer 

extremely hostile. Placing the customer to a no man‘s land after lengthy prompts can irate the 

customer to the point of hanging up and bringing up the issue to social medias. 

 Hold time: There is nothing more frustrating than putting callers on hold. Customers wish to 

have the call center agents‘ undivided attention, and when he/she is being put on hold, the 

agent is killing the most valuable commodity-time. Social media channels are swarming with 

distressed customers venting their frustration with holding time. 

 Inadequate information with agent: Why do customers normally call call centers? To answer 

queries, resolve issues, ease a complex process, etc. But what if the call center representative is 

not equipped with the necessary information to handle such a call. 

 Unlimited Call transfers: Shuffling the customers from one rep to another can end up in a very 

heated situation. And the only thing worse than being bounced around from one agent to 

another, is asking the customer to do the bouncing themselves. ―We are unable to resolve your 

query. Kindly call xxx-xxx-xxxx to speak with a representative‖ 

 Mechanised agents: Call centers have entered an uncanny valley of robotised interactions and 

mechanised call center services, where there is zero or minimum human interference. The 

agents follow scripts to handle every kind of customer call, making the call less personable and 

empathising. 

 Asked to repeat information: Customers might contact call centers for various purposes, and 

being asked to repeat personal information at every call can get under their nerves. Blame 

departmental silos for this, but customers couldn't care less for the organizations paucity of 

integration and infrastructure. 

 Follow-up calls: Mistakes happen, and customers call when they are unable to resolve the issue 

themselves.But if the problem persists, then there is something seriously wrong with the 

product or the company entirely. Having to call the call center again and again for the same 

reason can be a huge aggravation for the customers. 65% of customers agree that it is the largest 

flaw of the customer support system. 
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 Being told to head to the website for efficient service: This is a common routine in most contact 

centers. While the customer is on hold or in IVR, an automated message is played that directs 

the caller to visit the website for efficient service. Here, organizations fail to comprehend that 

the customers must have visited the website prior to call. Or simply prefer calling or have a 

unique query that cannot be resolved via the FAQ section. Organizations do this to improve 

traffic in their websites, but ultimately kills customer experience. 

 Agents promises they will get back to you, but never do: Not all problems can be resolved in the 

first call. There will be queries that requires additional information or authority to execute. 

Customers hang up the call expecting the agents to call back once they are equipped with the 

tools and information. But, they never do. 

 Rude Customer Support: Call Center agents‘ job is to serve customer concerns and complaints, 

and it might not be their fault if an issue arises or a mix-up happens. But the agents need to 

remember they are getting paid to manage concerns and complaints, while customers have 

already paid for the service. 

 In the past, a company provided customer service through emails which did not get prompt 

responses and phone calls. These two communication tools had their own challenges and favored 

the company more; it was at their discretion what information to give out. This age however, is very 

refreshed. Social media platforms and live chat places you right in front of your customer; you 

cannot sacrifice your customer to maintain your brand position. Actually, when you do not respond 

to a query, you damage your brand reputation because that information is accessible to millions of 

people. The upside of these new tools is that you have a wider data collection pool; you can fast 

track your research and development by utilizing the big data. 

 
Conclusion 

 This article had discussed about the growth of technology and its impact on consumer behavior. 

It shows that every consumer should keep on pace with the growth, only then he or she will not be 

left behind in this technology trending world. So in order to keep with the pace, the consumers 

should keep ourselves updated with the growing ICT technologies.This phase is very promising. 

The social media plays a key role in protecting the rights of the consumers. The companies are put 

in a position where they will have to respond to the queries of the consumers which will be 

observed globally. So the company holds the responsibility of maintaining their reputation in the 

market. This makes them obliged to the consumer.  

 Based on the above discussion it is evident that e-commerce is inevitable and has started 

becoming a part and parcel of our daily life. So the issues related to the consumer protection both on 

the side of the government and each and every consumer should be taken into serious 

consideration. The government should enforce proper rules and regulations to protect the interest of 

the consumers. The consumers on their behalf should be well informed about these rules and 

regulations before entering into any electronic transaction. The consumer should realize that the e-

commerce is for their benefit because they can make transactions at any time of the day, and can do 

it from anywhere and receive the product at the specified address. Though there are certain 

drawbacks like the consumer will not be able to touch and feel the product before the transaction is 

completed. Secondly, the quality of the product cannot be verified. In order to meet this drawback 
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the consumers can go based on the rating of the product in the advertisement itself provided by the 

previous consumers. Above all, the websites should have an authentication certification more than 

disclaimers on the contents provided to consumers. Collectively it can be concluded that the 

consumers should think more about becoming a netizen and keep himself updated with the 

growing technology.  
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Abstract 
 The new economy, driven by the internet and web technology is known as digital economy. E-commerce creates new 
opportunities for business. Fully developed digital economy will enable people to transact across geographical border that 
fulfills consumer needs. The digital Marketing goals and Key Performance Indicators allows us to measure the success of 
the business digital marketing campaigns, and keep us focused on the objectives of our effort. It is the aim of this article to 
survey the various Digital marketing metrics to determine the yield on investment. To make strategy formulation the most 
relevant metrics and KPIs needed to be understood and managed in order to increase the effectiveness of their DM 
strategies. 
Keywords: internet; digital marketing; KPI; measurement 
 
Introduction 

 To achieve success, companies must step back in their journeys toward digital proficiency. 

Digital, become an integral element of marketers‘ overall marketing strategies and budgets. 

Companies must approach their digital marketing strategies in the same manner as all others in 

order to create the seamless Omni channel experience customers have come to expect. That entails 

starting with structured thinking about a digital strategy‘s objectives, necessary infrastructure, and 

measurements. 

 Digital marketing includes search engine optimization (SEO) and social media to promote a 

business and its website, gone are the days when a campaign could be measured by the amount of 

visitors the site has produced. The marketing department is increasingly being asked about the 

return on investment (ROI) is from their digital marketing campaign and whether the it has yielded 

the expected result and reached the target audience. 

 To understand the ROI, it is necessary to understand the organizational goals and their 

expectations to be obtained from a digital marketing campaign. For this we need to look at the Key 

Performance Indicators (KPIs) and the goals for each one. Digital Marketing Metrics and KPIs are 

values used by marketing teams to measure and track the performance of their marketing 

campaigns. Digital marketing teams use a number of tools to promote their services and products, 

and tracking the results can often be time consuming and difficult. By creating specific digital 

marketing KPIs, it‘s easy to determine targets and goals 

and measure performance based on those values. 

 
Meaning of Digital Marketing  

 Digital marketing is the marketing of products or 

services using digital technologies, mainly on the Internet, 

but also including mobile phones, display advertising, and 

any other digital medium.  

 

MAXIMIZATION OF RETURN OF INVESTMENT IN  

DIGITAL MARKETING 

http://www.teletech.com/thought-leadership/blog/search-display-lead-marketings-digital-transformation#.VTAGKpOPZdU


One Day National Seminar on  
Consumer Inclusion and Justice –A Paradigm Shift in Digital Era 

 

 

Page 158            Bharathidasan Government College for Women (Autonomous), Puducherry  

Review of Literature 

 José Ramón Saura, Pedro Palos-Sánchez and,ID and Luis Manuel Cerdá Suárez (2017) stated 

that Due to the increased use of DM in the last decade and the investment made by companies in 

the last few years we have carried out an investigation to determine the key indicators to which 

companies should pay attention in order to measure their digital marketing actions . the main 

analytical indicators to measure the performance of DM. 

 Pierre Stepien(2016) studied the Impact and return of online marketing strategies for small and 

medium sized enterprises and stated that One possibility for a company to deal with such strategies 

is to outsource them and identified the success of online marketing strategies is also based on the 

fidelity and activity of the consumers on social networks. 

 
Objectives of the Study 

1. To study about the online revenue contribution and the quantum of revenue that was 

generated online and referred from offline activity.  

2. To know about the online customer migration – Percentage of existing customers using 

online services. 

 
What is ROI? 

 It‘s the revenue generated by a company‘s marketing activities. With marketing budgets on the 

rise, the companies are becoming more focused on the monetary gain their business can achieve 

through marketing. Inbound marketing is also 

gaining popularity. This methodology involves 

drawing the right traffic to the business website 

via quality digital content, such as blogs and 

social media. Specialized software makes it easy 

for businesses to track data (like ROI) that 

pertains to their digital marketing campaigns. 

 
Measurement of ROI Using Soft Metrics for Three Popular Digital Advertisements 

 Mobile Video Ads 

 Mobile video advertising can be more effective than regular web video advertising or even 

television advertising. This is because mobile is a much more intimate medium—it‘s less of a shared 

experience and has fewer distractions. Mobile video ads provide helpful information that drives 

traffic to the business website, increases brand awareness, and is valuable enough for social sharing. 

The quick tips are fun and informative and over 35,000 of their followers choose to have their ads in 

their feeds. 

 
Measuring the ROI of Mobile Video Advertising 

 When evaluating the success of the business mobile video advertising, take these metrics into 

account the following. 

 Brand awareness :Measure brand awareness by looking at the business direct traffic numbers 

(hits that come from viewers typing the URL directly into their search bar), the number of 

http://adage.com/article/digital/80-companies-increase-digital-marketing-budgets/296814/
http://adage.com/article/digital/80-companies-increase-digital-marketing-budgets/296814/
http://fatguymedia.com/inbound-marketing/
http://fatguymedia.com/solutions-for-a-website-not-getting-traffic/
http://fatguymedia.com/inbound-marketing/digital-marketing/
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people who searched for the business video by its name or hash tag, the number of clicks that 

came from referrals, and the number of social media shares and mentions. The current search 

for data can also be found by the business brand name by using a tool like Google Trends. 

 Purchase influence: It should be noted whether the business has lead to increase in the sales. 

The first-touch and multi-touch attribution that was generated by the business video or video 

program and the ROI but for a larger picture needed to be considered. The amount of traffic 

generated by the business campaign has to be compared it to the business sales numbers—

including the numbers before and after the campaign launched. 

 Accessibility: Track the placement of the business ads and test them to make sure they are 

viewable on all devices and that they are not hidden on the page. This ensures people actually 

have access to the business ads. 

 Mindshare: While you have no way of measuring how often people discuss the business brand 

with friends over coffee, you can get a good idea how often people are talking about it by 

looking at the comments and shares on the business mobile videos. A successful mobile video 

ad will have both. 

 Native Advertising 

 Effective native advertising fits seamlessly into the organic content of the sites that carry them. 

Also known as an ―advertorial,‖ this type of advertisement provides useful information to readers 

in a format that resembles non-paid articles on the website. Native advertising can be found in hard 

copies and online newspapers and magazines, but it‘s also seen on social media sites such as 

Facebook. 

 IBM pays to publish its own content on the Forbes platform as IBMVoice. Their paid content 

looks and feels like an article on the site, but it‘s clear that it‘s marketing content. In fact, native ads 

that look too much like unbranded content can actually hurt the business campaign and reputation 

if you leave readers feeling duped. 

 

Measuring the ROI of Native Advertising 

 Measuring the ROI of native advertising can be challenge for many marketers. It‘s measured 

primarily by click-throughs, which is an important factor to consider, but other measurements are 

also critical in understanding the full picture of its performance: 

 Customer acquisition: The number of click-throughs via native advertising led to acquiring 

information that you can nurture toward conversion To measure this, divide the total number of 

click-throughs by the number of people who submitted contact information (for example, by 

signing up for the business newsletter). This number should be higher in connection with a 

native advertising campaign. 

 Reputation: The information presented in the business native ad help should develop the 

company as a trusted expert or thought leader. It should increase the number of people turning 

to the brand‘s website for advice. Look at the number of comments and queries you receive in 

connection to the business ad, as well as increased traffic. 

 Brand recognition: More number of people should recognize the business brand as a result of 

the native advertising. To determine this, look at the business website analytics to find the 

https://www.google.com/trends/
http://blog.marketo.com/2014/08/the-lowdown-on-native-advertising.html
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number of hits that come in from the business native advertising directly, and then use Google 

Trends to see if the number of people searching for the business brand name is increasing. 

 Mindshare: It should also be noted that whether people are sharing the business content on 

social media. The number of social media shares right on the content page can also be found. 

 Programmatic Advertising 

 Programmatic advertising is software-created, specifically-targeted advertising. Probably this 

type of advertising are viewed many times a day online—they‘re often displayed as banner or 

sidebar ads that change whenever you refresh the business page. A huge amount of marketing 

dollars go into programmatic advertising. This type of advertising is automated—created directly, 

without an ad salesperson or contracts, and is based on the business goals. The biggest advantage of 

programmatic advertising is that it can be altered to best meet the business company‘s needs, based 

on the demographics, location, and behavior of the business target audience. 

 
Best Digital Marketing Metrics to Increase and Evaluate the Traffic Generation  

 Whether launching branding, or performance-based campaigns, the ultimate goal for marketer 

is to generate traffic on the sites (landing pages) and eventually turn their audiences to potential 

customers. To measure effectiveness of different campaigns, there are several important metrics that 

marketers should look into. 

 
Clicks 

 The number of clicks indicates the traffic generated from campaigns. To be mentioned, due to 

the different tracking methods, the clicks recorded on the ad server are usually not equal to the 

visits/ page views on Google Analytics 

 
CTR (Click through Rate) 

 CTR measures how many viewers actually clicked on the ads. High CTR indicates high 

relevance between the ad creative/landing page with targeted audiences, also shows the efficiency 

of the different channels in terms of generating clicks/ traffic 

 
CPC (Cost per Click) 

 CPC shows the average cost to bring a click for marketers. Although it seems good for marketer 

to have a low CPC level, it actually depends since clickers (for example teenagers) are not always 

those who convert. Marketers should clarify their main campaign goals first to decide which metrics 

are more relevant to look at 

 
Traffic Source 

 When marketers launch different campaigns (search, display, retargeting, mobile, etc.), it is 

important to know the traffic source, i.e. keywords/sites that brought it. This could provide 

information and allow marketers to decide the allocation of marketing budget strategically. 

 Instead of tracking the above traffic generation metrics solely, many advertisers nowadays 

become performance-driven and put lead generation as the first priority to judge the success of a 

campaign  

https://www.marketo.com/ebooks/all-about-the-pricing-and-buying-of-digital-ads/
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 Best Digital Marketing Metrics to Evaluate Lead Generation: Conversion Rate, CPA/CPL, 

Bounce Rate, and Rate of Returning Visitors.(ways to measure success). 

 
Conversion Rate 

 Conversion rate can define the business online marketing success no matter if the goal is to 
convert visitors to sales or gather key information of potential clients (for example, sign-up, etc.) 
 
CPA/CPL (Cost per Acquisition/ Lead): 

 CPA/CPL defines the cost to generate a new lead, which gives marketers information on how 

profitable the campaign is to decide if they want to continue or not 

 
Bounce Rate 

 Bounce rate represents the percentage of visitors who enter the site and leave rather than 

continue browsing other pages. First, marketers can use bounce rate to measures the attractiveness 

of the contents in motivating visitors to continue their visit. Those visitors who ―bounce‖ 

immediately should find the content of marketers‘ sites/landing pages irrelevant to their needs. 

Therefore, marketers can also use bounce rate to evaluate the quality of traffics brought by their 

campaigns to the landing pages and see if those are relevant audiences. High bounce rate indicates 

campaigns or landing pages that need to be stopped or improved 

 
Rate of Returning Visitors 

 Rate of returning visitors gives marketers insights on visitor loyalty and how marketers can 

improve and make these audiences who are not converted yet to finally take actions. Hence with the 

help of above said metrics the traffic generation can be increased which in turn leads to higher 

return on investment. 

 
Digital marketing in India - Prospective Growth 

Digital India 2017: Marketing Trends & Forecast 

Customer Acquisition and Engagement 

 Customer Acquisition is the primary marketing goal 

to be carried out in 2017 for a majority of India Marketers 

(63%). Social Media and Email delivered maximum 

customer engagement. 

Top Marketing Activities for 2017  

  Social Media Marketing (66%) tops the list of marketing activities being planned for 2017, 

followed closely by Email Marketing (56%) & Search Marketing (54%). 

Digital Marketing Investment and Budget 

 About 19% of marketing budget was allocated to Online Marketing activities by India 

Marketers. A quarter of India Marketers plan to increase their investment in Digital marketing 

activities by more than 21% in 2017. 

Digital Channel Delivering the Best ROI 

 Email Marketing (44%) was the best performing digital channel that delivered maximum ROI 

for each 1 rupee invested. This was followed closely by Facebook (36%). 
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Conclusion 

 Digital marketing can be a great tool in the marketing arsenal, but only if it actually makes the 

business to earn more than what is spent on creating it (positive ROI). The ways to maximize the 

ROI is by identifying the Rate of returning visitors, Conversion Rate and the audiences who are 

converted as end users. In most of the cases, we can see a significant bump in the business ROI. On 

the other hand customer acquisition is the primary marketing goal Return and reward are also a 

part of customer service hence customers loyalty can be earned by excellent customer service. Hence 

increasing the ROI and acquisition, conversion of visitors to consumers can be best achieved with 

help of above discussed metrics.  
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Abstract 

 The food and nutritional requirements of consumers is met through street food operations from ancient period. These 
are the foods that are ready –to-eat normally having no dining area. In many developing countries, street foods provide 
food security for low income urban population and significantly help in livelihood. Consumer satisfaction towards vending 
services is largely on perception and expectations of the services provided. With the growing number of street traders and 
the customers who patronize them the issues and problems needs authorities’ special concern. This paper elucidates the risk 
factors of the street food practices, and the recent legislation pertaining to street food vendors and the stratagem to achieve 
consumer protection for clusters of low economy population. Literature envisages that increased consumption of street food 
can immensely contribute to provision of nutrients and availability of food to millions of people. A current development 
also states that there is an effort to prevent nutritional deficiency diseases by identifying probable means of micronutrient 
fortification. These foods have been proved to have potential risks to the consumers in terms of microbial, chemical hazards 
that have shown detrimental effect to health of consumers. The entire food chain from farm- to- fork, it is everyone’s 
responsibility to ensure hazard free food. To protect consumers against unsafe food, effective and preventive measures at all 
appropriate stage need to be taken. Street food vendors, Government, consumers and all stake holders should be involved in 
the process. As this food sector is trying to alleviate hunger , the challenges of the government lays in recognizing the 
street food vendors officially, educating both consumers and vendors, encouraging in supply of healthier nutritious food 
and to curb surging of lifestyle diseases. 
Keywords: Street food, vendors, consumer, food security, hazards. 
 
Introduction  

 Street foods are ready –to –eat foods and beverages prepared and /or sold by vendors and 

hawkers in streets and other public places (The Food and Agricultural Organization (FAO). Street 

foods had been in practice from ancient periods both in developing and developed nations. Alimi 

(2014) brings rightly that street foods are enjoying increasing patronage due to industrialization that 

forces many city dwellers to eat major meals out of home. This dining out has historical roots with 

economic and cultural implications owing to its unique flavor , taste, convenience and for its 

nutritional contribution . It is also found that the street food vendors are poor, uneducated and lack 

knowledge in safe food handling, environment, sanitation and hygiene, mode of food display, food 

service and hand washing, sources of raw materials, and use of potable water. Consequently, street 

foods are perceived to be a major public health risk.(Bhowmik,2010) They also contribute to food 

borne illnesses due to hazards of chemical nature or due to metal, pesticide residues and some 

process contaminants. Thus the quality is of great concern with regard to food safety of consumers. 

This paper aims in elucidating the risk factors of the street food practices, and the recent legislation 

pertaining to street food vendors and the stratagem to achieve the food security for clusters of low 

economy population. 

 
Importance of Street Foods  

 Street foods contribute to the diets of many people in developing world (FAO, 2007). It offers 

business to local entrepreneurs and had made a sizeable contribution to the economy of developing 

countries. Also play an important role in developing societies as millions of urban poor livelihood is 

 

STREET FOOD OPERATION – A FOOD SECURITY FOR CONSUMERS 
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supported. Street foods serve traditional, indigenous and exotic foods that gain tourist attraction in 

most of the developing countries. 

 Urban food supply has been mainly driven by this unregulated informal sector in developing 

countries ( Akinbode, 2011 ). In Africa, street food vending has been reported to have enabled 80% 

of urban populations to feed themselves easily and at low prices, representing about 40% of food 

expenditure in urban settings in the 1990s (IFPRI,2000). This sector has been reported to employ, on 

average 37.8% of the labor force, contributing to approximately 38% of total gross domestic product 

in Africa. As a form of business enterprise, street food vending has mainly been predominated by 

women. For example, 53 and 75% of street food vendors in Senegal and Burkina Faso respectively 

were found to be women (Winarao, 1991; WHO ,2002.)  

 Nearly half the total household food budget is spent on street foods in the cities in Thailand and 

Nigeria, and over 25% in the Philippines and Indonesia (Tinker, 1987). The author also reported that 

a large number of people in some developing countries relied on this kind of business to derive their 

livelihood. For instance, the study indicated that 26 and 15% of the labor force in an Indonesian and 

Philippines cities respectively worked directly in street food vending. According to a survey 

conducted by FAO in 2001, about 2.5 million people, which is approximately 0.03% of world 

population consumed food on the streets.  

 India has rich history of street food reflecting local culture, highly nutritious with comparative 

low prices and popular among elite and international tourists with every few hundred metres in the 

locale. Even with the noticeable trend today of consumers using technology in a big way to reach 

restaurants online before making a decision about where they would like to eat like Zomato, 

TripAdvisor, Justdial, Food Panda, and Groupon the street foods has its own place in the minds of 

consumer. 

 
Street Foods in Food Security  

 Almost all segments of population are the important consumers of street foods. Children, 

adolescents represent an important segment of street foods consumers. A study from FAO (2007) 

found that 67% of primary school children in Dar es Salaam in Tanzania purchased street foods 

daily while FAO 2001 reported almost all (96%) elementary school children in Nigeria bought 

breakfast from street food vendors and 76% bought two street food meals per day. The role of street 

vended foods in nutrition interventions and contribution towards ensuring food security is 

important and necessary, but has gained only lesser attention. Owing to street foods diverse nature, 

it is difficult and inappropriate to generalize on their nutritional composition from the few analyses 

that have been carried out on some of them to date. 

 Different street vended foods are expected to have different nutritional contents due to 

diversified street foods and also due to the types of the raw materials and quantities used, which 

vary widely. Their ingredients are rarely declared and/or analyzed (Namugumya and Muyanja, 

2011) making it difficult to estimate their nutrient content in the diet. For instance, an analysis of 

home-cooked traditional and commercially processed snack foods in Malaysia found that the 

nutrient content of both snack types were highly variable and depended mainly on the composition 

and balance of ingredients (Tee et al ,1989). Some FAO investigations in 1988 have shown street 
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foods to be good sources of energy and protein available at a lower cost than pre-packaged 

processed foods. 

 Steyn etal (2013) opines that a number of investigations have demonstrated that street foods 

immensely contributes to the diet of children and adults in developing countries, both in terms of 

the variety of food groups consumed and protein, energy and micronutrient intakes  . According to 

Muzaffar (2007), street foods provide a source of affordable nutrients to the majority of the people 

especially the low-income group in the developing countries. These foods account for a variable, but 

significant part of the daily diet and nutritional requirements through a wide range of ingredients 

and products (Cohen and Garette, 2010). For example, a study carried out in Indonesia reported by 

FAO (2001) says that it was possible to obtain almost half the recommended daily allowance of 

protein, iron, vitamin A and vitamin C from a street food meal by spending US$ 0.25. 

 A similar study in Bangkok, Thailand, showed that street foods provided around 40, 39 and 44% 

of total energy, protein and iron intake, respectively (FAO,2009) . The nutritional importance was 

even greater in children between 4 and 6 years old, who obtained 80% of their energy, protein, fat 

and iron intake from street foods. Darper (1996) states that as a result of their regularity and 

consistency in usage, street foods have been identified and recommended as a means of reducing 

problems of urban food insecurity and as a possible vehicle for micronutrient fortification to prevent 

nutritional deficiencies, often referred to as ‗hidden hungers‘, among rural and urban dwellers in 

the developing countries . There is also need for quantitative information on the nutrient content of 

street foods to assess the nutritional quality of different types of these foods and their contribution 

to the overall energy and nutrient intake of different population groups in order to help identify 

particular foods or ingredients that in terms of composition and consumption, may offer potential as 

vehicles for nutritional interventions. 

 
Need for Consumer Protection  

 The global concern for the safety of the consumers of street vended foods has led to several 

research efforts to determine the hygiene of the preparation and vending as well as the microbial 

hazards associated with consumption of these foods (Alimi, 2016). Microbiological food borne 

diseases have been widely reported to immensely influence the economies of both developing and 

developed countries in a negative way, which has necessitated street foods safety to remain a 

principal priority for most governments (Ekenam, 1998). 

 According to Proietti et al ,(2014), street foods are at a risk of getting contaminated by air 

pollutants (they are mainly sold in the open, often alongside streets), contaminated raw material 

from unsafe sources (e.g. fish harvested from contaminated waters, meat and milk from animals 

undergoing antibiotic treatment, fruits and vegetables containing pesticide residues and plant-based 

food (mainly cereals) contaminated with mycotoxins), packaging in undesirable materials (food 

contact materials) and improper cooking and/or processing methods which may increase the 

content of process contaminants such as polycyclic aromatic hydrocarbons or acrylamide, among 

others in certain foods. Also several food contaminants, both intentionally and non-intentionally 

added to street foods have been reported in the scientific literature. These include anti -nutritional 

factors, heavy metals, process contaminants, pesticide residue and mycotoxins.  
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 Hence an urgent need was felt in order to bring protection to consumers for which Government 

of India has implemented laws, rules and legislation in food control systems. 

 
Food Safety in India  

 Food Control is ‗a mandatory regulatory activity of enforcement by national or local authorities 

to provide consumer protection and ensure that all food during production, handling, storage, 

processing, and distribution are safe, wholesome and fit for human consumption; conform to safety 

and quality requirements; and are honestly and accurately labeled as prescribed by law‘. 

 
Food Safety and Standard Bill 

 In India effective food control system is undermined by plethora of fragmented legislation, 

multiple jurisdictions and weakness in surveillance, monitoring and enforcement, which neither 

assures safety, hygiene or quality. The Government of India during 2005 had enacted the Food 

Safety and Standard Bill to consolidate the laws relating to food and to establish the Food Safety and 

Standard Authority of India for laying down science based standards for articles of food and to 

regulate their manufacture, storage, distribution, sale and import. It is claimed by the Ministry of 

Food Processing Industries to be contemporary, comprehensive and ensure better consumer safety 

through food safety management systems and setting standard based on science and transparency 

as also meet the dynamic requirements of international trade and Indian food trade and industry.  

The main features of the food law are:  

a) movement from multilevel and multi departmental control to integrated line of command  

b) integrated response to strategic issues  

c) single reference point for all matters related to food safety standards regulatory and 

enforcement  

d) shift from mere regulatory regime to self compliance through food safety management systems  

e) responsibility of food business operators to ensure that food imported, produced, processed, 

manufactured or distributed is in compliance with the domestic food laws  

f) Provision for civil penalties for minor offences and criminal action for serious violations.  

 
Food Safety and Standards Act, 2006 

 No.34 OF 2006 An Act to consolidate the laws relating to food and to establish the Food Safety 

and Standards Authority of India for laying down science based standards for articles of food and to 

regulate their manufacture, storage, distribution, sale and import, to ensure availability of safe and 

wholesome food for human consumption and for matters connected therewith or incidental thereto. 
 

Food Safety and Standards (Licensing and Registration of Food Businesses (Regulations,2011)  

 Schedule 1: List of businesses under Central Licensing  

 Schedule 2: Application for Registration and Renewal 

 Schedule 3:Fee for grant /renewal of license  

 Schedule 4: General Hygiene and Sanitary Practices to be followed by Food Business Operator  

 The Schedule 4 gives a through all the necessary aspects required to protect consumers. The 

street food vendors are expected to conform the hygienic and sanitary requirements as laid out by 

FSSAI. 
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Conclusion  

 Globalization and urbanization has laid to the larger expansion of street vended foods. It can 

become a major source of income especially for women. Further street foods can also reduce the 

burden of government on food security. Specific guidelines have to be developed to support street 

food vendors. Stress has be laid down to implement the five keys for safer food such as Keep clean; 

Use safe water and raw materials; Separate raw and cooked; cook thoroughly; Keep food at safe 

temperatures. The effective implementation of the legislation passed by the government would 

enable to reduce all types of hazards that are reported to occur on consuming foods, by the 

consumers of street foods. Proper education, training and guidance on the food safety measures 

have to be transformed from stakeholders and regulatory authorities to the public and personnel in 

food service operation especially street food vendors. 
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Abstract 
 Globally, the packaging sector is an important and significant industry today. It accounts for two per cent of the 
GDP of developed countries. Value-wise, the packaging industry is estimated at about € 400 million and Europe's 
contribution is around 33 per cent. It is estimated that the food sector consumes nearly 50 per cent of the total packaging. 
India is a well-known country for diversity in its culture and traditions, Indian food has gained popularity all over the 
world due to its variety in taste and flavors. Hence to reach more consumers and attract more people worldwide, the Indian 
food industry is undergoing a huge change. The consumer is King/Queen, which is a known mantra. The rising emphasis 
on improved quality and extended shelf life for packaged foods are leading to greater demands on food packaging in terms 
of protecting the quality, freshness and safety of foods. The passing of several regulations governing food packaging only 
reinforces the need for more innovative and intelligent packaging concepts. This paper mainly focuses on the legal 
provisions relating to packaging.  
Keywords: packaging, Indian food industry, quality, shelf life  
 
Packaging in Marketing 

 Today, packaging is an essential component of our modern life style. Packaging is a dynamic 

force in our society. It touches every aspects of our life. Packaging is fundamental to the way 

commerce is organized. Without packaging materials handling would be messy, inefficient and 

costly and modern consumer marketing would be difficulty. Packaging today has grown in 

importance and is regarded a vital marketing tool. Packaging has now come to be defined as the 

fifth P of marketing. In this struggle for survival, packaging has become recognized as a crucial part 

of the marketing mix. A package has potential to generate millions of advertising impressions, by 

being on the shelf, stimulating the consumer to purchase. Packaging plays many different roles: 

communicator, transporter, container, protector and instructor/educator Packaging can be 

described as the art, science and technology of preparing goods for transport and sale. Packaging 

plays an important role in differentiating competing products and can be decisive in influencing the 

purchasing choice made by consumers. Packaging is of great importance in the final choice the 

consumer will make, because it directly involves convenience, appeal information and branding. 

There is no exaggeration if one says that the future of any product would be determined by the 

packaging.   

 
Objectives of the Present Study  

The specific objectives of present study are as follows: 

1. To highlight the functions of food packaging 

2. To examine the importance of packaging in food processing industry 

3. To study the legal provisions relating to food packaging  

4. To examine the trend in food packaging. 

5. To highlight the relief available to the consumer in case of defect in packaging. 

 

A STUDY ON LEGAL FRAMEWORK OF FOOD PACKAGING  

WITH REGARD TO CONSUMER PROTECTION 
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Sources of Data 

 The study depends purely on secondary data. Secondary data was gathered from various 

sources like journals, Dailies, Websites, records of Indian Institute of packaging (IIP) etc.,  

 
Functions of Food Packaging 

 Physical protection  

 Protection 

 Containment or agglomeration  

 Information transmission  

 Marketing  

 Security  

 Convenience 

 Portion control   

 
Packaging in Food Processing  

 Globally, the packaging sector is an important and significant industry today. It accounts for 

two per cent of the GDP of developed countries. Value-wise, the packaging industry is estimated at 

about € 400 million and Europe's contribution is around 33 per cent. It is estimated that the food 

sector consumes nearly 50 per cent of the total packaging. India is a well-known country for 

diversity in its culture and traditions, Indian food has gained popularity all over the world due to its 

variety in taste and flavors. Hence to reach more consumers and attract more people worldwide, the 

Indian food industry is undergoing a huge change.  

 The food sector probably is the single largest user of packaging, be it in types, forms and 

varieties. Anywhere between 45-60 % of the packaging consumed is by the food sector worldwide. 

The packaging and food sectors are complimentary to each other. In fact, the packaging industry has 

a very significant role to play as a support for the "Food Factory to the World". The industry needs 

to formulate an action plan to convert processed food into products of international standards and 

enhance their acceptability. The significance and contribution of packaging in product distribution 

and marketing cannot be undermined. Actually, packaging attracts the distributor, a retailer or the 

consumer. The first impression about the product is always created by the package. Whilst a host 

packaging alternatives are available like glass, aluminium or tinplate, paper & board, tetrapak, 

plastics, PET, etc, the selection of packaging material depends on its ability to render itself to 

consumer convenience, cost effectiveness and environment friendliness. The relevance of packaging 

as a key driver to catapult growth of processed food in India cannot be underestimated. India with 

enviable wealth of resources of fruits and vegetables, dairy, marine and agricultural products is set 

to emerge as a global leader in the processed food business. The government too has recognised this 

potential and is pro-actively prioritising the food processing industry for growth. Besides other 

factors, the success of this industry depends largely on packaging. Global marketing of our food 

products will largely depend on our ability to deliver these products in packaging forms that will 

not only ensure freshness of the edibles but also meet consumer convenience. It is the responsibility 

of supplier of packaging and packaging materials to meet strict requirements of packaging 

legislation, guidance and Standards to ensure better consumer safety and Protection. 
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Trends in Food Packaging 

There are a number of different indicators with different benefits for food producers, consumers and 

retailers.  

 Temperature Recorders 

Temperature recorders are used to monitor products shipped in a cold chain and to help 

validate the cold chain. Digital temperature data loggers measure and record the temperature 

history of food shipments. They sometimes have temperatures displayed on the indicator or 

have other output (lights, etc.): The data from a shipment can be downloaded (cable, RFID, etc.) 

to a computer for further analysis. These help identify if there has been temperature abuse of 

products and can help determine the remaining shelf life. They can also help determine the time 

of temperature extremes during shipment so corrective measures can be taken. 

 Time-Temperature Indicators 

Time-Temperature Indicators integrate the time and temperature experienced by the indicator 

and adjacent foods. Some use chemical reactions that result in a color change while others use 

the migration of a dye through a filter media. To the degree that these physical changes in the 

indicator match the degradation rate of the food, the indicator can help indicate probable food 

degradation.  

 Radio Frequency Identification (RFID) 

Radio Frequency Identification is applied to food packages for supply chain control and has 

shown a significant benefit in allowing food producers and retailers create full real time 

visibility of their supply chain. 

 Biodegradable Packaging 

Plastic packaging being used is usually non-biodegradable due to possible interactions with the 

food. Also, biodegradable polymers often require special composting conditions to properly 

degrade. Normal sealed landfill conditions do not promote biodegradation. Biodegradable 

plastics include biodegradable films and coatings synthesized from organic materials and 

microbial polymers.  

 
Packaging Laws and Regulations in Food Processing Industry 

 A package is a vehicle of safety and achieves the objective of delivering safe, wholesome, 

nutritious food to the consumer. The consumer is King/Queen, which is a known mantra. The rising 

emphasis on improved quality and extended shelf life for packaged foods are leading to greater 

demands on food packaging in terms of protecting the quality, freshness and safety of foods. The 

passing of several regulations governing food packaging only reinforces the need for more 

innovative and intelligent packaging concepts. Many of the regulations have come into force due to 

rising health concerns regarding carcinogenic ingredients used in the packaging materials. To 

safeguard the interests of the consumer and the society at large, Packaging Laws and Regulations 

have been introduced by the Government. The Indian Regulatory System falls under the category of 

compulsory legislations formulated by the various ministries and voluntary standards framed by 

various organizations to serve the country.  

 
 

http://en.wikipedia.org/wiki/Retailer
http://en.wikipedia.org/wiki/Radio_Frequency_Identification
http://en.wikipedia.org/wiki/Radio_Frequency_Identification
http://en.wikipedia.org/wiki/Composting


One Day National Seminar on  
Consumer Inclusion and Justice –A Paradigm Shift in Digital Era 

 

 

Page 172            Bharathidasan Government College for Women (Autonomous), Puducherry  

The Packaging Laws and Regulations for Food Products are Mainly Covered Under 

  The Standards of Weights and Measures Act, 1976 and the Standards of  Weights and Measures 

(Packaged Commodities) Rules, 1977 (SWMA). 

  The Prevention of Food Adulteration Act, 1954 and the Prevention of Food  

  Adulteration Rules, 1955 and its first Amendment, 2003 (PFA). 

  The Fruit Products Order, 1955 (FPO) 

  The Meat Food Products Order, 1973 (MFPO) 

  The Edible Oil Packaging Order, 1998 

  The Agmark Rules 

 The provisions of the above mentioned laws have been briefly presented below. 

 
The Standards of Weights & Measures Act (SWMA) 

 Till about 25 years ago or so, the consumer was not sure that he was getting for his money, the 

right weight or volume of the packaged products. Things were pretty chaotic with different states 

having their own system of weights and measures. Adding to the confusion was the common 

practice of putting the same quantity of products in packs of different sizes, some containers being 

half-filled, and, as if this was not enough, quantities of contents on the packs were not stated in 

terms of units of weight or measure but declared as ―family pack‖, ―economy size‖, ―full size‖ and 

so on. This unhappy state of affairs prevailed till 1976 when the Government of India, brought 

forward a wise and enlightened piece of legislation in the form of The Standards of Weights and 

Measures Act, 1976(SWMA). 

 
Declaration on Packaged Commodities for Interstate Trade or Commerce 

 The Act stipulates that for interstate trade or commerce of commodities in packaged form, 

intended to be sold or distributed, every commodity in packaged form has to bear upon it, on a label 

securely attached to it, a definite, plain and conspicuous declaration of: 

 Identity of the commodity in the package 

 Net quantity, in terms of the standard unit of weight or measure, of the commodity in the 

package 

 Where the commodity is packaged or sold by number, the accurate number of  

 commodity contained in the package 

 The unit sale price of the commodity in the package 

 The sale price of the package 

 Every package should bear the name of the manufacturer 

 
Label Declarations 

 In the SWMA Rules, the declaration to be made on every retail package has been detailed. The 

declarations are to be made with respect to the following: 

 The name and address of the manufacturer or where the manufacturer is not the packer, the 

name and address of the manufacturer and packer 

 The common or generic names of the commodity contained in the package. 
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 The net quantity in terms of the standard unit of weight or measure, of the commodity 

contained in the package or where the commodity is packed or sold by number, the number of 

commodity contained in the package. 

 The month and year in which the commodity is manufactured or pre-packed.. 

 The retail price of the package. 

 The retail sale price of the package. 

 
The Prevention of Food Adulteration Act 

 Food is one of the basic necessities for sustenance of life. Pure fresh and healthy diet is most 

essential for the health of the people. It is not wrong to say that community health is national 

wealth. Adulteration of food was so rampant, widespread and persistent that nothing short of a 

somewhat drastic remedy in the form of a comprehensive legislation became the need of the hour. 

 To check this sort of anti-social evil, a concerted and determined onslaught was launched by the 

Government by introduction of the Prevention of Food Adulteration Bill in the Parliament to herald 

an era of much needed hope and relief for the consumers at large. The Prevention of Food 

Adulteration Act and Rules have provided standards for a large variety of food. The responsibility 

of adequate packaging of food and its safety falls on the manufacturer of the food product. The 

Prevention of Food Adulteration Act, 1954 (PFA) prohibits manufacture, storage and sale of 

adulterated food. The violation of law is prosecuted before a magistrate‘s court. The punishment is 

mandatory imprisonment for a minimum of three months. 

 
Food and Adulteration 

 As per PFA, Food includes everything, which is consumed by human beings or even used for 

preparing items of human consumption. Thus cereals, oil, sugar, cooked food, drinks, spices, 

colouring matters, flavouring matter etc. are all included in the category of food. It excludes water 

and drugs. However, packaged natural water and packaged mineral water are considered to be 

food. It ordinarily mean by adulteration to ―debase, falsify by mixing with something inferior or 

spurious‖. By adulterated food, people also mean rotten, putrefied, insect infested or poisonous 

food.  

 
Fruit Products Order (FPO) 

 The Fruit Products Order is concerned with fruit and vegetable products including synthetic 

beverages, syrups, sharbats and vinegar. The objective of this law is mainly to regulate the quality 

and hygiene of these products. The important labeling rule under FPO is that all labels should have 

the approval of the authorities concerned, and carry the license number allotted. When a bottle is 

used as the package, it should be so sealed that it cannot be opened without destroying the license 

number, and the special identification mark of the manufacturer should be displayed on the top or 

neck of the bottle. 

 The batch/code number along with the date of manufacturing should also be declared. As 

contained in PFA, FPO also prohibits use of any statement, design or device, which is false or 

misleading concerning the fruit product. Synthetic products associated with fruits and vegetables 

should clearly be marked ―SYNTHETIC‖ and the word, ―SYNTHETIC‖, whenever used, should be 
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as bold and in the same size and colour of the letters used for the name of the product, and should 

immediately precede such name. 

 
Meat Food Products Order (MFPO) 

 Meat Food Products Order, similar to FPO, regulates the licensing and labeling of all meat 

products. All labels have got to be approved by the licensing authority, and the license number and 

category of manufacturer should be declared on the label. The name of the product, always a 

common name understood by the consumer, should be given along with net quantity. Trade names 

should have prior approval of the licensing authority. When any preservative or coloring agent is 

used, a statement to that effect should be given. When permitted artificial flavoring agent is used, 

the words, ―Artificially Flavored‖, should appear on the label in prominent letters and in 

continuance of the name of the product. 

 The list of ingredients should also be given. Terms which may bear some geographical 

significance with reference to a locality other than in which either the factory is located, or the 

product is manufactured, can be given on the label after being qualified by the word, ―STYLE‖, 

―BRAND‖, or ―TYPE‖, as the case may be. No statement, word, picture or design, which may 

convey a false impression or give a false indication of origin or quality, can appear on the label. 

 
Agricultural Grading & Marking (AGMARK) Rules 

 Agmark rules relate to the quality specifications and needs of certain agricultural products to be 

eligible for Agmark Certification. They also specify the type of packages that can be used for various 

products and labeling declarations that have to be given. Some of the food products that have been 

covered under these rules are edible nuts, ghee, honey, pulses, spices and condiments and vegetable 

oil. 

 
Edible Oil Packaging (Regulation) Order, 1998 

 In order to ensure availability of safe and quality edible oil in packed form, the Central 

Government promulgated on 17th September, 1998 a Packaging Order under the Essential 

Commodities Act, 1955 to make packaging of edible oil, sold in retail, compulsory unless 

specifically exempted by the concerned State Governments. Uniform methods for testing the quality 

of edible oil, including the Thin Layer Chromatography (TLC) method for detection of Argemone 

oil was prescribed and circulated to all State Governments and manufacturers. A substantial 

quantity of oil production is in the small-scale or unorganized sector. Further, a sizeable proportion 

of the population is living below the poverty line. It may be difficult for them to afford the 

additional cost of packaged oils. It is in view of these situations that the State Governments have 

been empowered to exempt any edible oil from the provisions of this order in specific 

circumstances. 

 
Reliefs Available to Consumers in Case of Defect in Packaging  

 Depending on the nature of the complaint and relief sought by the consumer, and the facts of 

the case, the Redressal Forum/Commission may order one or more of the following reliefs: 

 Removal of defects from the goods or deficiencies in services in question. 

 Replacement of the defective goods. 
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 Refund of the price paid. 

 Award of compensation for loss or injury suffered. 

 Discontinuance of unfair trade practices or restrictive trade practice or not to repeat them. 

 Withdrawal of hazardous or dangerous goods from being offered for sale. 

 Provision of adequate costs to aggrieved parties 
 

Conclusion 

 Packaging is being recognized as a major industry in all developing countries. Packaging has a 

significant role to play- right from the field up to the consumer's table .This is not surprising as all 

the products manufactured or processed are packed in some way or the other, so as to safeguard the 

interests of the consumer and the society. Consumers require reassurance that packaged foods are 

fit for consumption and the packaging itself can provide the vehicle to convey this information, as 

demonstrated through the use of "use-by" and "best before" date stamps, and mechanical tamper-

evident devices that protect the integrity of closures for rigid containers The packaging industry has 

an opportunity in hand but also needs to play the role of good corporate citizen and needs to 

perform the role of an educationist for the public at large. The laws and regulations that apply to 

these products are very critical. These laws act as a measure of protection and self-satisfaction for 

the customers in terms of quality and quantity. 
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Abstract 
 In an electronic commerce environment, trust is more difficult to build and even more critical for success than in 
traditional commerce. Trust is a long-term proposition that may be tough to build and easy to lose. This paper presents a 
new conceptual model for online trust, which illustrates the phases of building online consumer trust and outlines the 
necessary interactions between consumers, vendors and referees to progress from one trust phase to another. This model 
can help to further our understanding of online trust, provide online vendors with methods for building consumer trust, 
and direct future research in this new and critical field. Subsequently, a survey is conducted to validate our model and 
investigate the impacts of seals-of-approval provided by trusted third parties as a mediating factor in building and 
maintaining online trust. We found that the general awareness and influence of such seals was still relatively low. 
However respondents agreed that the influence and impact of third-party referees varies according to the phases of the 
trust lifecycle. Additionally, we confirmed that a breech of trust will cause most consumers to revert back to the chaos state 
of trust where it may be more difficult to re-establish online trust. Conclusions from this research are discussed and areas 
for future research are proposed.  
Keywords: electronic commerce; trust; trusted third-party; seal-of-approval; lifecycle, security, privacy, reliability  

 
Introduction  
 Everyday we place our trust in people and the services those people provide. We trust that our 

friends will not betray our confidences, that the water we drink will not make us ill, that the 

building we work in will not collapse, that the vendor we buy from will not overcharge us, and so 

forth. In order to be productive and comfortable in our lives, we must routinely place our trust in 

these familiar environments. By and large, the Internet, and electronic commerce (e-Commerce) in 

particular, is not a familiar environment where we blindly place our trust. When compared with 

traditional commerce, e-Commerce is more impersonal; more automated, provides fewer direct 

sensory cues, has less immediate gratification, entails more legal uncertainties, and presents more 

opportunities for fraud and abuse. Therefore trust is more difficult to build in this online 

environment.  

 In order for e-Commerce to flourish, consumers must not be fearful that they will be cheated, 

defrauded, have their credit card numbers stolen, or receive poor quality goods or service. Vendors 

envision the Web as a viable alternative to traditional channels and a new arena for developing 

personalized relationships with consumers within this context, trust becomes a critical component 

for fostering and improving this customer relationship. However, recent surveys have shown that a 

lack of trust is still one of the biggest concerns for Internet consumers. This paper is structured as 

follows: the concept of trust is discussed from several perspectives. It specifically examines trust in 

an electronic commerce environment. A new online trust building model is presented and discussed 

and from this model, focus is placed on referee trust, which is examined in more detail. Various 

propositions for examination are also outlined.The paper presents the methodology and the data 

analysis of a survey sampling experiment designed to validate our model and test our propositions. 

Finally, conclusions and areas for future research are presented.  

 

TRUST IN E-COMMERCE: EVALUATING THE IMPACT OF  

THIRD-PARTY SEALS 
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The Concept of Trust  

 Trust is a complex concept that has been studied by many disciplines, such as sociology, 

psychology, and business, among others. Sociological research tends to examine trust from the 

perspective of social relationships (Barber 1983; Good 1988). Trust can be held by individuals, social 

relationships and social systems. It is a concept that is difficult to capture and study, thus, 

sociological research presents many varied definitions and propositions of trust. To build trust, most 

researchers agree that experience is critical and information about past behavior, goals and 

reputation are required. Additionally, trust is commonly viewed as a dynamic process which must 

be built over time and is dependent on situational context some sociologists also believe that trust 

cannot exist in the absence of risk. Interpersonal trust has been extensively examined from a game 

theory perspective, where communication, experience and motivation are major trust determinants. 

In particular, Deutsch identified three motivational inclinations: (i) cooperative; (ii) individualistic; 

and (iii) competitive. As with the sociological view, psychologists have also considered trust to 

entail elements of risk and vulnerability.   

 Trust can be increased by a reputation for reliable, fair and consistent behavior. Trust is also 

increased when the consumer believes the vendor has made investments on his or her behalf, such 

as customization of products. From a vendor‘s perspective, the development of consumer trust is 

highly desirable, since it leads to the establishment of long-term exchange relationships.  

 
Trust in E-Commerce  

 Trust is more difficult to build and more critical in online, versus offline, business environments 

for example, most people do not hesitate to order merchandise over the telephone or pass a credit 

card to an unknown salesperson. If an error occurs in these types of transactions, we trust the 

service provider to correct the error. However, we do not observe the same levels of trust in online 

environments, as we do in our everyday lives. We are far more skeptical and cautious about passing 

personal information through Internet channels. Online transactions are more impersonal, 

anonymous and automated than offline transactions. This de-humanization of business relations is 

also accompanied by an increase in the technical means and opportunity for fraud and abuse.  

 Trust in business-to-consumer (B2C) e-Commerce is established very differently than in 

business-to-business (B2B) e-Commerce environments because relationships are often shorter in 

term and more transaction-oriented. In this paper, the focus on the B2C e-Commerce environment. 

In this context, Head et al. distinguish between ―hard‖ and ―soft‖ trust, where ―hard trust‖ includes 

issues of security whereas ―soft trust‖ encompasses privacy and quality of service dimensions. 

―Hard trust‖ centers on technical solutions to provide secure interactions, so that consumers feel 

confident that the information they transmit during a transaction will arrive uncorrupted and will 

not be improperly leaked to others for example, encryption techniques can protect information 

during transmission, and firewalls and encryption can protect private customer information once it 

is stored.  Issues of ―soft trust‖ cannot be as easily resolved through the application of technology 

solutions. ―Soft trust‖ includes trust in the privacy of personal information and trust in the vendor‘s 

quality of service to conduct business and provide valuable services, it is often necessary for online 

vendors to collect information from customers. Branding has been shown to be important in 

overcoming some e-commerce obstacles without contact with ―real‖, physical elements (such as 
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salespeople, buildings, products, etc.), online consumers heavily rely on brands, which are symbols 

of quality that can evoke trust. Positive past experiences and feelings of control also help to build 

trust in quality of service other online trust engenders may include well-designed websites and 

assurances from independent third parties. 

 
A Model to Understand E-Commerce Trust  

 In the B2C e-Commerce environment, three main parties interact to determine consumer trust 

levels. These trust parties are:  

 
•  Consumers 

 Consumers seek trust before interacting with a vendor to acquire their products or services. 

They have significant experience in the traditional market, but may not be as familiar with or 

comfortable in the online marketplace. Individual consumers will differ in their ―trusting‖ 

personality traits and the pace at which they attain the trust required to start transacting with an 

online vendor.  

•  Vendors 

 Vendors seek to build trust among consumer in order to sell their product or services. They may 

have both a physical and an online presence, or solely operate in the electronic marketplace. 

Vendors with a physical presence that have an established, commonly recognized brand with a 

built-in trust factor are proving to be more successful in the electronic marketplace compared to 

their pure online counterparts. Consumers who recognize the Web storefront as an extension of an 

existing business may perceive it to be more legitimate 

•  Referees 

 Referees are third-parties who provide independent recommendations on the trustworthiness of 

vendors. Trust referees may come in many forms, from individual recommendations to privacy and 

security trust ―seals‖ to media representatives/watchdogs. Referee types are discussed in more 

detail in the next subsection. In particular, this paper focuses on trust seals as a mediating factor in 

building online consumer trust.  

 Lewicki and Bunker propose that breeches or violations of trust will have different outcomes in 

different phases of the trust lifecycle. Although a trust violation will likely end a relationship in 

earlier phases of the lifecycle, in later phases, relationships may continue if the trustor (consumer) 

perceived the violation circumstances to have been beyond the control of the trustees (vendor). In 

our Online Trust Building Model, we show that a breach of trust will most often send a consumer 

back to a state of chaos. This is particularly true if the consumer perceives the vendor to have 

knowingly executed the violation. However, if the relationship between the consumer and vendor is 

strong (at the maintain stage) and the violation is not perceived to be intentional, then trust violation 

consequences may be less severe, possibly reverting to a previous phase.  

 The Online Trust Building Model introduced above focuses on the consumer‘s position and 

activities at the different phases of the trust lifecycle. It is important to note, however, that the 

consumer trust level in an online vendor and consequently his/her position within the trust 

lifecycle is highly dependent on the interactions between the three trust parties identified in our 

model (consumer, vendor, referee).  
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Word-of-Mouth  

 Word of mouth, spread through individual experiences, can have a powerful influence on the 

level of trust consumers have in vendors. Consumers may find it difficult, however, to judge the 

trustworthiness of information.  

 
Watchdogs  

 Watchdogs are independent organizations, centers or media representatives that identify 

vendors‘ violations or breeches of trust and publicize their actions to alert consumers for example, 

EPIC (Electronic Privacy Information Center) and CDT (Center of Democracy and Technology) act 

as privacy watchdogs that continuously monitor the privacy practices of online vendors and 

provide a forum for consumers to communicate their privacy concerns. The vigilance of these 

watchdogs can help to quickly halt and correct the improper practices of vendors. For example, on 

November 1, 1999, The New York Times printed a story about Real Networks‘ alleged privacy leaks. 

This created such a public embarrassment for the company that its privacy policy was amended the 

very same day.  

 
Certificate Authorities  

 Cryptography is essential to transactional security on the Internet. Most cryptographic protocols 

for secure electronic transactions require the presence of a trusted third party, such as a bank or 

certificate authority (CA). The CA verifies the link between the identities of individuals or vendors 

and their corresponding public keys, through the use of digital certificates. The CA does not vouch 

for the trustworthiness of the vendor, but simply authenticates the vendor‘s identity for example, 

VeriSign (http://www.verisign.com) and Entrust (http://www.entrust.com/) are leading 

Certification Authorities that authenticate, issue and manage digital certificates on the Internet.  

 
Seals of Approval  
 Trust in interactive spaces is not only determined by providing measures for security. To 

promote trust in electronic markets, researchers suggest providing credible signals to differentiate 

among vendors. While certificate authorities simply authenticate a vendor‘s identity, seals of 

approval aim to assure consumers that a vendor‘s site is a reliable and credible place to do business. 

Vendors may convey this information by placing the sign, logo, or seal of a trusted third-party (TTP) 

on their website. Consumers may click on the seals of approval displayed on vendor sites to obtain 

detailed disclosures of the TTP.  

 
Online Consumers are Aware of Seals- of - Approval Programs 

 Some research has suggested that seals-of-approval may impact a consumer‘s decision to 

purchase from an online vendor. For example, Kover et al. (2000) conducted a study on the Web 

Trust seal, where they found that consumers who paid more attention to the seals and disclosures of 

web sites had a stronger intent to purchase online than their counterparts. Cash ell proposed that 

online vendors that display a seal-of-approval on their websites may boost consumer confidence 

and increase sales. Interestingly, a study by Nöteberg found there were no significant differences 

between the effects that different seal types had on the likelihood of purchase. As long as it was a 
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TTP that was providing the assurance, they were significantly more likely to make a purchase than a 

vendor that did not display a seal. Therefore, we propose the following:  

 
Seals-of-Approval Positively Influence Consumers’ Online Purchasing Decisions 

 The Online Trust Building Model presented above proposes that trust is developed over time 

and can be characterized as passing through phases of a lifecycle. This concept is supported by 

various other researchers. This model also suggests that the influence of referee recommendations 

varies according to the consumer‘s location in the trust lifecycle. Findings from the Princeton Survey 

Research Associates also suggests that the importance of seals-of-approval declines somewhat with 

experience.  

 
The Influence of Seals-of-Approval Will Vary According to the Phases of the Trust Lifecycle  

 The above proposition seeks to validate the referee influence component within the Online 

Trust Building Model. Another component of our model that requires further validation is the effect 

of a breach of trust. There is evidence to suggest that a breach of trust may cause consumers to 

revert back to an earlier phase (often the chaos phase) within the trust lifecycle However, more 

recent evidence of this phenomenon is lacking.  

 
Conclusion  

 Researchers warn that a lack of trust may be the most significant long-term barrier for realizing 

the full potential of electronic commerce. Since business-to-consumer electronic commerce is still in 

its infancy, trust in this new market is still relatively scarce. However, various approaches have been 

suggested to help accelerate the trust building process for the online consumer. For example, 

emphasizing existing branding or an established offline presence, designing websites that induce 

customer confidence through professionalism and usability, assuring transaction security, privacy 

and reliability through third-party recommendations, and fulfilling online promises can go a long 

way to engender consumer trust in online vendors. This paper present a new conceptual model for 

online trust, which illustrates the phases of consumer online trust and outlines the necessary 

interactions between consumers, vendors and referees to progress from one trust phase to another. 

This model can help to further our understanding of online trust, provide online vendors with 

methods for building consumer trust, and direct future research in this new promising field. From 

this model, this paper focused on the impact and influence of trusted third-party referees and their 

seals-of-approval as mediators for building online consumer trust. Since this was designed to be an 

initial investigation in this area, robust constructs were not painstakingly developed and utilized. 

Additionally, there are some inherent limitations with survey experiments. Turner and Martin 

caution that people‘s self-reported preferences often do not match their real world behavior. 

Representative samples may also be difficult to obtain, especially with online questionnaires.  

Future Research in this Area May Include the Following 

 This research examined the online consumer trust lifecycle from a holistic point of view. 

Respondents to our survey were asked to indicate their opinions and perceptions of online 

vendors and seals-of-approval in general, rather than focusing on a certain product or industry 

type. It seems likely that consumers‘ opinions and location within the lifecycle will depend on 
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the types of products or services being examined. Further research is needed to investigate this 

more fully.  

 This study showed that consumers are still relatively unaware of trusted third-parties and their 

seals-of-approval. Future research could focus on providing solutions to increase this awareness 

level, such as modifying where and how these seals are displayed.  

 This study focused on authenticating online vendors for consumers. However, vendors may 

also need consumer authentication to conduct online transactions. Future research could 

examine how trust in the consumer can be built and communicated for the online vendor.  
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Abstract 
 India’s e-commerce market is growing exponentially. According to recent data, e commerce spending has risen to $2.1 
trillion in the past few years and will reach $5 trillion by 2020. Such rapid growth promises a great future for the Indian e-
commerce industry signifying a strong market and increased customer demand. Despite these growth trends, many e-
commerce businesses fail to take off within their first year. Online sales require an exchange of personal data from the 
buyer to the seller, and so it becomes very important for businesses to pay attention to the country’s relevant privacy and 
data protection laws. Hence, it is worth exploring to present and this paper focuses on the various challenges which the e 
commerce industry faces today. 
Keywords: e commerce, rapid growth, online sales  

 
Introduction 

 Technological disruption has driven change in the e-commerce industry with shoppers 

embracing multiple touch points in their purchase journeys. Overall, there is tremendous potential 

for the e-commerce companies helped strongly by a growing internet user base and advancements 

in technology. However, this will not be without its share of challenges –operational, regulatory, 

digital, etc. A company‘s ability to prepare itself proactively to meet these challenges will decide the 

difference between a successful venture and a failed one. According to recent data, e Commerce 

spending has risen to $2.1 trillion in the past few years and will reach $5 trillion by 2020. Such rapid 

growth promises a great future for the Indian e-commerce industry signifying a strong market and 

increased customer demand. Despite these growth trends, many e-commerce businesses fail to take 

off within their first year. Hence, it is worth exploring to present and this paper focuses on the 

various challenges which the e commerce industry faces today. 

 
E Commerce Performances Across India 

 In terms of total sales and revenue, tier-I cities such as Delhi, Mumbai, Bangalore, and Kolkata 

are leading markets for online sellers: eight out of every 10 orders come from these cities. Moreover, 

rural towns and lower tier cities are fast emerging as promising markets for online retail – driven by 

rising disposable incomes, access to the internet, smart phone usage, and an inspirational and young 

population influenced by global consumer trends.  Conscious of these market trends, online retailers 

are already adopting strategies to diversify their consumer base. These include reaching out to 

customers in their native languages, attractive discounts, and cash back offers, and implementing 

loyalty programs to retain existing consumers.  

 
India’s  Growing  E Commerce  Space 

 Significant improvements in technology and the rapid pace of growth in the digital payments 

sector over the last three years have increased the number of Indians buying online.  In 2016 alone, 

over 69 million Indians bought their apparels and accessories, books, mobiles, laptops, and other 

electronic items online. By 2020, this number is expected to rise to over 175 million owing to the 
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technology transformation led by the rise in the use of smart phones and tablets, and improved 

access to the low-cost internet. The boost in popularity of online sales platforms and low investment 

risks present immense opportunities for traditional retailers. Leading players in the fashion retail 

industry like H&M and Zara are already looking at e-commerce as an additional channel for sales 

and consumer reach. 

 
Payment Preferences In India 

 India is predominantly a cash economy. Despite government-led initiatives such as Digital 

India, Jan Dhan Yojana-Aadhaar-Mobile (JAM) scheme, and demonetization, which were in part 

geared to encourage a less-cash economy, much of India continues to prefer dealing in cash. Overall, 

60 percent of the total e-commerce payments in India are still made using the cash-on-delivery 

(COD) option. Even as the reluctance to go cashless remains, India‘s digital payments infrastructure 

is evolving to address the security, convenience, and accessibility concerns of Indian users. This is 

evident in the proliferation of start-ups in India‘s financial technology sector: more than 600 new 

enterprises have emerged in the field of lending, payments, insurance, and trading. In addition, 

global technology giants such as Google and Whatsapp are in deliberations with the Indian 

government to integrate their highly secured digital payment services with the Unified Payments 

Interface (UPI). Adoption of UPI-based payments by these high-tech companies will significantly 

improve digital payments security and boost its demand in India. 

 
Challenges before E Commerce Industry:   

 The challenges before the e commerce industry are as follows 

 
Borderless Economies 

 Mobile technology has empowered consumers and opened doors to a digital economy, taking 

globalization to a new level. Traditional boundaries are clearly blurring, with online retailers 

expanding to new geographies. This leaves companies to deal with government regulations, 

geopolitical status, "stateless income", and extensive local and international competition. Modern e-

Commerce businesses are in a race to provide the best premium services to their consumers while 

finding the right balance between globalization and localization. 

 
Building trust and brand as the key differentiator 

 Building consumer trust and brand loyalty is essential for any business to succeed. The 

traditional brand building exercises are mostly irrelevant in the current e-Commerce sector. It is 

easy to lose an online customer to the "next big thing". Failure to deliver on any one aspect of 

customers' demands would lead to failure in retaining them. 

 
Disparate Systems Lead to Poor Experience 

 There are various data management systems such as - Point of Sale (POS), Enterprise Resource 

Planning (ERP) and CRM systems. These systems differ tremendously in their architecture, 

deployment and usage; usually built on dated technology and are prone to stagnation. A great deal 

of resources (cost, time, labor) is being spent on separate systems, interfering with internal business 

demands and distracting the focus from the core tasks.  
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Lack of Cross-Departmental Collaboration 

 Modern companies face the challenge of collaborating between different departments, some 

geographically isolated and present in different time zones. Marketers, merchandisers and e-

Commerce managers need to learn to strategically operate through one integrated channel. 

 
Personalization 

 Modern e-Commerce thrives on delivering the best personalized experience to their consumers. 

Managing a repository of customer data is a challenge in itself, added to that e-Commerce 

companies have to understand how to use that data. Delivering customized content in the form of 

advertisements, special offers etc. are some of the methods which can be employed. 

 
Ease of use and Technology 

 Ease of use and advancements in techno logy have given consumers more power and increased 

global competition in the e-Commerce sector. The transition from a multi-channel business to an 

Omni-channel is another aspect that is not easily adopted by many companies. Managing logistics, 

seller registration, and inventory accounting present bigger challenges for the e-commerce 

companies To overcome these internal challenges would require greater deployment of manual 

resources and cannot just be solved through cloud services  

 
Profitability 

 This problem is more with the marketplace sellers as they have to bear deductions like 

marketplace commissions at an average of around 40% of the selling price. New sellers sometimes 

fail to calculate costs like packaging, cataloguing charges, handling and shipping etc. before fixing 

the selling price. Also, product returns make the things worse. Sometimes low profitability and 

selling at losses force many sellers to quit. 

 
Conclusion 

 Despite all the e-commerce challenges in India, online sellers can build a big business by 

following the various steps to overcome these challenges. By 2020, e commerce number is expected 

to rise to over 175 million owing to the technology transformation led by the rise in the use of smart 

phones and tablets, and improved access to the low-cost internet. The boost in popularity of online 

sales platforms and low investment risks present immense opportunities for traditional retailers. 

Take challenges as an opportunity in this field surely improve the overall performance as an e-

commerce entrepreneur. 
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