
 

 
251 

 

CONSUMER AWARENESS AMOUNG RURAL CONSUMERS IN CHITTOOR DISTRICT 
TOWARDS THE CONSUMETR PROTECTION LAWS 

 
1Dr. L.Narayana Swamy and 2Dr.K .Pattabhiramaiah 

1Assistant Professor of Commerce, S G Govt. Degree College, Piler, A.P, India 
2Post Doctoral Fellowship, Dept of Economics, S V University, Tirupati 

 
Abstract 
 
 The consumers in India in general have not been showing enough interest in involving 
themselves in the consumer movement. Lack of proper education and rational thinking, and a sense of 
social responsibility on their part are among the leading causes. Moreover, among the people in 
general, there is a tendency to put up with social evils rather than resist and fight against them. This is 
true even when they are aware of the menace they are exposed to. In view of the widely prevalent 
consumer exploitation in India, the government has brought out a number of statutory regulations to 
protect the consumer interest. Unfortunately, these measures are not effectively working towards 
consumer protection due to multifarious reasons. Widespread illiteracy, poverty, ignorance of 
consumers legitimate rights and lack of organized efforts to check the market evils are among the 
major factors contributing to the plight of the consumer in our county. 
 
 Having been for ages, victims of various kinds of exploitation, their natural tendency has been 
to reign themselves passively to the situation. Even among the educated, there is a reluctance to take 
any initiative to remedy a social problem, however small it may be. Unless consumers become well 
aware of their rights, understand market practices, and know the legal frame work to protect their 
interests, one can’t even dream of finding a solution to the problems of exploitation. The present study 
“Consumer Awareness about the Consumer Protection Laws”is a modest attempt in this direction. 
Rural Consumers have been chosen for this study particularly because they constitute the largest part 
in the market. They are also the most vulnerable to Consumer exploitation. 
 
Key Words:Consumer Awareness, Rural Consumers, Legal Frame Work, AGMARK, Consumer 
Protection Act, 2019, Consumer Education 
 
Introduction  
 
 Consumers constitute the largest economic group in any country and are considered to be the 
core of all our economic activities. They need greater attention from all dimensions of marketing 
sphere. As Philip Kotler  aptly explained “Marketing is analyzing, organizing, planning and 
controlling of the firm as well as consumer impinging resources, policies and activities with a view to 
satisfy the needs and wants of chosen customer groups at a profit”. 
 
 Gulshan stated that the consumer is the forgotten man of the modem Indian economy. He is 
the least organized and the most centrifugal element in the circle of investment, production, sale and 
consumption, and is generally taken for granted as one who has anyhow to buy in order to live. 
Therefore, protection of their interests and rights is very important. As a matter of fact, this is the 
major goal of any modem Welfare State. 
 
 In India the consumer eats food that is adulterated, drinks water that is contaminated and 
breaths air that is polluted. He breathes air, which is highly harmful to his lungs or used the drugs, 
which are totally bannedin developed countries. Lack of awareness on the part of consumer, forces 
him to eat foodstuff with harmful and artificial colours which damages his health. Likewise, the 
payment high fee by a student for the sub-standard educational facilities that are provided by various 
institutions, payment of telephone charges by the telephone subscribers for the telephone which is out 
of order, payment of sewerage charges to the Sewerage Board for the drainage system which cokes 
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very often etc., are the examples of the unawareness of the consumer as to his rights against the poor 
services offered by the businessmen. With a vast number of goods and services that are offered now, 
it has become essential for a consumer to know his rights. In the present economic and social scenario 
the knowledge of consumer protection is very important as each one of us is a consumer in one form 
or other. 
 

If all the businessmen scrupulously follow the customer-oriented marketing i.e., producing 
the quality goods that are required by the consumers, there will not be any dissatisfaction among the 
consumers. Because of the unfair trade practices indulged in by some businessmen such as supplying 
spurious and adulterated products, pricing the products very high, packing the products deceptively, 
giving false advertisements, etc., the consumer is being cheated. This requires a well regulated 
mechanism to see that the consumers get satisfaction for the money, which they spend. 

 
Agarwal observed that, rural consumers are unaware of their rights and legislative measures 

enacted by the government. Nearly 40 per cent of the people live below the poverty line and the rural 
publics are not integrated into the main stream of consumerism. Also, they do not have access to the 
information and infrastructure concerning consumer protection provided by the government. 
 
OBJECTIVES OF THE STUDY 
 
The following objectives are framed for the present study  
 
● To assess the extent of awareness of the respondents regarding the  Drugs and Cosmetics Act to 

protect their interest and the procedures to get their grievances redressed. 
● To assess the extent of awareness of the respondents regarding the Prevention of Food 

Adulteration Act to protect their interest and the procedures to get their grievances redressed. 
● To assess the extent of awareness of the respondents regarding the Standards of Weights and 

Measures Act to protect their interest and the procedures to get their grievances redressed. 
● To assess the extent of awareness of the respondents regarding the Essential Commodities Act to 

protect their interest and the procedures to get their grievances redressed. 
● To assess the extent of awareness of the respondents regarding the Consumer Protection Act to 

protect their interest and the procedures to get their grievances redressed 
 
HYPOTHESES  
 
(a) There is no difference between male and female in rural areas with regard to Consumer 

Awareness.  
(b) Awareness of rural consumers about Consumer Protection Laws is not significant.  
 
SAMPLE DESIGN 
 
 Chittoor District consists of three Revenue Divisions namely Chittoor, Tirupati and 
Madanapalle. There are 1950 inhabited Villages and 8,48,607 Households in the district as per 2011 
Census. The present study is confined to rural areas only. For the purpose of the selection of Villages, 
Chittoor Rural Mandal in Chittoor Revenue Division, Tirupati Rural Mandal in Tirupati Revenue 
Division and Madanapalle Rural Mandal in Madanapalle Revenue Division are chosen purposively. 
Ultimately, the required number of villages is chosen by random sampling technique. By using 
random sampling technique 50 households among men and 50 Households among women in each 
Rural Mandal of respective Revenue Divisions are selected for the purpose of detailed study. 
Therefore, the total number of sample Households came to 300. 
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SOURCE OF DATA 
 
 The study is based on the data drawn from primary and secondary sources. Primary data are 
collected through a house to house sample investigation with the help of an Interview Schedule. 
 
 The secondary data are drawn mainly from the Journals relating to Consumer  
Awareness, Periodicals and Annual Report 2010-11, published by the Ministry of Consumer Affairs 
Food and Public Distribution, Government of India, New Delhi and Records ofDistrict Consumer 
Forum Chittoor, 2010-11.  
 
TOOLS OF ANALYSIS 
 
 The field research data as well as data collected through secondary sources were subjected 
and analysed with the help of appropriate statistical techniques. Percentages and Chi-square (χ2) tests 
were used to study the level of awareness among the rural consumers. 
 
CONSUMER PROTECTION LAWS IN INDIA 
 
 The consumer in India is like a minor-he needs special protection. This is not because of 
paucity of laws to protect his interest in India. But this may be due to his nervousness to make us of 
themselves or because he has unaware of them. There are around 40 consumer protection laws 
pertaining to every aspect of consumer’s life which can protect him from the clutches of the 
middlemen who indulge in malpractice in the channels of distribution of essential goods.  
 
THE DRUGS AND COSMETICS ACT, 1940 
 
 The Drugs and Cosmetics Act, 1940 and rules made there under regulate the import, 
manufacture, sale and distribution of drugs and cosmetics. No person or firm can stock, sell or 
distribute drugs without having proper licence by the State Government for this purpose. It is 
mandatory under the law that every dealer must issue a cash memo for the drugs sold to a consumer. 
 
 The table -1 shows the respondents about the Drugs and Cosmetics Act, 1940. It is clear from 
the table that about 25.67per cent are aware and 74.33 per cent are unaware of the Drugs and 
Cosmetics Act. Among men, about 30.67 per cent are aware and 69.33 per cent are unaware. Among 
women, about 20.67 per cent are aware and 79.33 per cent are unaware. The aware persons of both 
men as well as women are high in Tirupati Division followed by Chittoor and Madanapalle. 
 

TABLE -1 
AWARENESS ABOUT THE DRUGS AND COSMETICS ACT, 1940 

 
Tirupati Chittoor Madanapalle Total Grand  

Total Men Women Men Women Men Women Men Women 

Aware  
18  

(36.00) 
12  

(24.00) 
15  

(30.00) 
10  

(20.00) 
13  

(26.00) 
9  

(18.00) 
46  

(30.67) 
31  

(20.67) 
77  

(25.67) 

Unaware  
32  

(64.00) 
38  

(76.00) 
35  

(70.00) 
40  

(80.00) 
37  

(74.00) 
41  

(82.00) 
104  

(69.33) 
119  

(79.33) 
223  

(74.33) 

Total  
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
150  

(100.00) 
150  

(100.00) 
300  

(100.00) 

 χ2 = 1.7143 N.S χ2 = 1.3333 N.S χ2 = 0.9324 N.S χ2 = 3.9310 N.S  

 
Note: Figures in parentheses indicate percentages to column totals  
Source: Primary Data  
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It is clear from the calculatedχ2values that there is no significant difference at 5 per cent level 

between men and women in each division and 1 per cent level in total with regard to the awareness 
about the Drugs and Cosmetics Act, 1940. 
 
THE PREVENTION OF FOOD ADULTERATION ACT, 1954 
 
 The Prevention of Food Adulteration, Act, 1954 has been enacted with an object of 
eradicating the anti-social evil and for ensuring purity of food sold to the public. It protects the 
consumers against adulterated and contaminated foodstuff. It makes it criminal offense to sell any 
food product, which is adulterated ormisbranded. Under this Act, any article of food is considered 
adulterated if it turns out to be different from that which it is declared to be or retains any substance 
which makes it injurious or is prepared or packed or kept in unhygienic conditions or contains 
impurities. 
 

The awareness about the Prevention of Food Adulteration Act, 1954 in Chittoor District is 
shown in the following table. 

 
TABLE-2 

AWARENESS ABOUT THE PREVENTION OF FOOD ADULTERATION ACT, 1954 
 

 
Tirupati Chittoor Madanapalle Total Grand  

Total Men Women Men Women Men Women Men Women 

Aware  
37  

(74.00) 
20  

(40.00) 
32  

(64.00) 
21  

(42.00) 
33  

(66.00) 
19  

(38.00) 
102  

(68.00) 
60  

(40.00) 
162  

(54.00) 

Unaware  
13  

(26.00) 
30  

(60.00) 
18  

(36.00) 
29  

(58.00) 
17  

(34.00) 
31  

(62.00) 
48  

(32.00) 
90  

(60.00) 
138  

(46.00) 

Total  
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
150  

(100.00) 
150  

(100.00) 
300  

(100.00) 
 χ2 = 11.7911.S χ2 = 4.8575 N.S χ2 = 7.8526 N.S χ2 = 23.6715.S  
 
Note: Figures in parentheses indicate percentages to column totals 
Source: Primary Data  
 
 The above table reveals that about 54 per cent of the respondents are aware and 46 per cent of 
the respondents are unaware about the Prevention of Food Adulteration Act, 1954. Among men, about 
68 per cent are aware and 32 per cent are unaware. Among women, about 40 per cent are aware and 
60 per cent are unaware. Male consumers are more aware than female consumers in all the selected 
three divisions of Chittoor District. 
 
 It is clear from the calculatedχ2values that there exists a significant variation between male 
and female in Tirupati division, Madanapalle division and total with regard to the awareness about the 
Prevention of Food Adulteration Act, 1954.But there is no significant difference at 1 per cent level 
between male and female inChittoor division.  
 
THE STANDARDS OF WEIGHTS AND MEASURES ACT, 1976  
 
 As the title of the Act suggests, it aims at introducing standards in relation to weights and 
measures used in trade and commerce. The ultimate objective is to sub serve the interests of the 
consumers. The Act, therefore, is essentially a consumer protection measure as every article of 
manufacture, subject to the standards of weights and measures under the Act ultimately finds its 
application or use by or for the benefit of consumer.  
 



 

 
255 

 

 Standards of Weights and Measures (Amendment) Act, 1986 has empowered the voluntary 
organizations (Whether or not the consumer is a member of the organization) to make a complaint 
under the Act. 
 
 The respondents awareness about the Standards of Weights and Measures Act, 1976 is shown 
in the following table. 
 

TABLE -3 
AWARENESS ABOUT THE STANDARDS OF  

WEIGHTS AND MEASURES ACT, 1976 
 

 
Tirupati Chittoor Madanapalle Total Grand  

Total Men Women Men Women Men Women Men Women 

Aware  
20  

(40.00) 
12  

(24.00) 
18  

(36.00) 
10  

(20.00) 
18  

(36.00) 
10  

(20.00) 
56  

(37.33) 
32  

(21.33) 
88  

(29.33) 
Unawar
e  

30  
(60.00) 

38  
(76.00) 

32  
(64.00) 

40  
(80.00) 

32  
(64.00) 

40  
(80.00) 

94  
(62.67) 

118  
(78.67) 

212  
(70.67) 

Total  
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
150  

(100.00) 
150  

(100.00) 
300  

(100.00) 
 χ2 =2.9412 N.S χ2 =3.1746 N.S χ2 =3.1746 N.S χ2 =9.2624 S  

Note: Figures in parentheses indicate percentages to column totals  
Source: Primary Data  
 
 It is clear from the table that most of the respondents about 70.67 per cent are unaware of the 
Standards of Weights and Measures Act and only 29.33 per cent of the respondents are aware of this 
Act. 

Among men, about 37.33 per cent are aware and 62.67 per cent are unaware. Among women, 
about 21.33 per cent are aware and 78.67 per cent are unaware. This shows that men consumers are 
more aware than women consumers.  

 
It is clear from the χ2values that there is no significant difference at 5per cent level between 

men and women in each division of the district. 
 
But in total, there exists a significant variation between men and women with regard to the 

awareness about the Standards of Weights and Measures Act, 1976.  
 
THE PREVENTION OF BLACK MARKETING AND MAINTENANCE OF SUPPLIES OF 
ESSENTIAL COMMODITIES ACT, 1980  
 
 The Essential Commodities Act, 1955 contains comprehensive provisions to regulate 
production, supply, distribution, prices, trade and commerce in commodities considered essential 
under the Act. Its penal provisions are also very stringent. However, it could not deal effectively with 
certain mailpractices indulged in by unscrupulous elements like black-marketers, hoarders, and 
profiteers. Hence, it was felt necessary to supplement the Act by another legislation i.e., the 
Prevention of Black Marketing and Maintenance of Supplies of Essential Commodities Act, 1980. 
 
 The respondents awareness about he Prevention of Black Marketing and Maintenance of 
Supplies of Essential commodities Act, 1980 is shown in the following table. 
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TABLE -4 
AWARENESS ABOUT THE PREVENTION OF BLACK MARKETING AND  

MAINTENANCE OF SUPPLIES OF ESSENTIAL COMMODITIES ACT, 1980 
 

 
Tirupati Chittoor Madanapalle Total Grand  

Total Men Women Men Women Men Women Men Women 

Aware  
35  

(70.00) 
18  

(36.00) 
30  

(60.00) 
17  

(34.00) 
28  

(56.00) 
20  

(40.00) 
93  

(62.00) 
55  

(36.67) 
148  

(49.33) 

Unaware  
15  

(30.00) 
32  

(64.00) 
20  

(40.00) 
33  

(66.00) 
22  

(44.00) 
30  

(60.00) 
57  

(38.00) 
95  

(63.33) 
152  

(50.67) 

Total  
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
150  

(100.00) 
150  

(100.00) 
300  

(100.00) 
 χ2 = 11.6018 S χ2 = 6.7844 S χ2 = 2.5641 N.S χ2 = 19.2568 S  

Note: Figures in parentheses indicate percentages to column totals  
Source: Primary Data  
 It is evident from the above table that about 49.33 per cent are aware and 50.67per cent are 
unaware of the Act. Among men, about 62 per cent are aware and 38 per cent are unaware. Among 
women, about 36.67 per cent are aware and 63.33 per cent are unaware. Comparatively, men 
consumers are more (62 per cent) aware than women consumers (36.67) with regard to the awareness 
about the Prevention of Black Marketing and Maintenance of Supplies of Essential Commodities Act, 
1980. 
 From the calculated χ2values, it is clear that there exists a significant variation between men 
and women in Tirupati and Chittoor divisions and total. However, there is no significant variation 
exists at 5 per cent level between men and women in Madanapalle Division with regard to the 
awareness about the Act. 
THE NEW CONSUMER PROTECTION ACT,2019 

The new Consumer Protection Act was passed by Parliament in 2019. It came into force in 
July 2020 and replaced the Consumer Protection Act, 1986. 
Consumer Disputes Redressal Machinery  
The new rules have been framed under the Consumer Protection Act, 2019, which promulgates a 
three-tier quasi-judicial mechanism for redressal of consumer disputes namely District Commissions, 
State Commissions and National Commission. 
According to the new rules, District Commissions will have jurisdiction to entertain complaints up to 
Rs 50 lakh worth value of goods or services  the earlier limit of up to Rs 1 crore. 
State Commissions will now have jurisdictions for more than Rs 50 lakh and up to Rs 2 crore. 
The National Consumer Disputes Redressal Commission (NCDRC) will now have jurisdiction to 
entertain consumers complaints where the value of the goods or services exceeds Rs 2 crore as against 
the earlier limit of over Rs 10 crore. 

TABLE -5 
AWARENESS ABOUT THECONSUMER PROTECTION ACT, 2019 

 
Tirupati Chittoor Madanapalle Total Grand 

total Men Women Men Women Men Women Men Women 
 Aware 30  

(60.00) 
15  

(30.00) 
24  

(48.00) 
12  

(24.00) 
27  

(54.00) 
14  

(28.00) 
81  

(54.00) 
41  

(27.33) 
122  

(40.67) 
 

Unaware  
20  

(40.00) 
35  

(70.00) 
26  

(52.00) 
38  

(76.00) 
23  

(46.00) 
36  

(72.00) 
69  

(46.00) 
109  

(72.67) 
178  

(59.33) 

Total  
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
50  

(100.00) 
150  

(100.00) 
150  

(100.00) 
300  

(100.00) 
 χ2= 9.0909 S χ2= 6.2500 N.S χ2= 6.9864 S χ2= 22.1035 S  

 
Note: Figures in parentheses indicate percentages to column totals  
Source: Primary Data  
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 It is  observed from the table -5 that about 40.67 per cent aware and 59.33per cent are 
unaware of the Act. Among men, 54 per cent are aware and 46 per cent are unaware. Among women, 
27.33 per cent are aware and 72.67 per cent are unaware. Men consumers are more aware (54 per 
cent) than women consumers (27.33 per cent). The same trend prevails in all the selected divisions of 
the district. 
 
 It is obvious from theχ2values that there exists a significant variation between men and 
women in Tirupati and Madanapalle divisions and total with regard to the awareness about the 
consumer protection Act, 1986. But there is no significant variation exists at 1 per cent level men and 
women in Chittoor Division. 
 
CONCLUSION 
 
 It is very clear that legislative measures and provisions are sufficient and adequate. But the 
legislation alone cannot help the consumers in getting their due. Hence, Government machinery for 
implementing these legislations should be active in every respect. On the other hand, consumer 
education and consciousness is also essential for effective implementation of the legislation. 
Government agencies, educational institutions, voluntary organizations, intellectuals etc., should take 
initiative to enhance consumer awareness. 
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