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Introduction 

 Consume protection is an old concept but has a greater relevance today with the increase 

in unfair trade practices.  The consumers in India stand exposed to several evils of trade and 

require protection.  The foremost among the evils is over pricing at the retail level of the 

agricultural and other commodities which are not packed and on which the prices are not 

indicated.  In the case of such commodities particularly, there is always scope for price variation 

and the traders tend to make the best of the situation.  Due to the absence of communication 

facilities, want of time or due to the lethargic attitude of consumers, the consuming public tend to 

patronize the same group of retail shops for their day-to-day requirements and they are thus to be 

at the mercy of the traders. 

 The consumers are exploited through different forms by all the middlemen in the 

distribution channel.  There is no reservation of any method to any middleman or group.  They 

use any method, as they feel convenient and expedient for the purpose.  But, for the convenience 

of understanding, the different forms of exploitation are classified on the basis mostly committed 

by the trade groups or at the particular level of marketing activities.  Further the different forms 

given are only representatives and do not complete the scope of consumer exploitation.  

I At the level of manufacturing: Defective products, Low or poor quality products, unsafe or 

dangerous products, Adulteration, False warranty, Products left out unpriced and Conspicuous 

name. 

II At the level of distribution: Deceptive packaging, Hazardous containers, Deceptive Labeling, 

Futurist Pack, Overprinting/over labeling of price, Overweight stated, Admixture of poor/sub-

standard products, Imitation of brand, Fraudulent use of standard marks and Spurious goods. 

III At the level of promotion: Cheating through advertisement, promotional contests, prize 

coupons and free gifts along with the every unit or group of purchase of the products. 

 Consumer cooperatives are registered bodies under the respective State Cooperative 

Societies Act.  It is the an enterprise owned by consumers and managed democratically which 

aim at fulfilling the needs and aspirations of their members.
1
 They operate within the market 

system, independently of the state, as a form of mutual aid, oriented toward service rather than 

pecuniary profit. Consumers' cooperatives often take the form of retail outlets owned and 

operated by their consumers, such as food co-operatoves.
3  

Here consumer cooperatives include 

Cooperative stores, the village credit society and Employees cooperative society also.  In this 

paper an attempt is made to analyse how the consumer cooperatives protect the interest of 

consumer. 
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Statement of the Problem 

 From the foregoing analysis, we can come to know the conditions of consumers and their 

protection in India. India lives in villages and majority of the population lives in rural areas. The 

rate of literacy being low in rural areas, the awareness about consumer protection is also very 

low compared to Indian urban consumers. It does not mean that Indian urban consumers are far 

ahead of their counterparts of rural areas. Urban consumers are still exploited by middlemen and 

they are yet to seize themselves with their rights and responsibilities. The present study has been 

undertaken to understand the consumer protection extended by consumer cooperatives to their 

members and clients.  

These are the days where we cannot distinguish a member with non-member and their 

knowledge and awareness about their rights and responsibilities in their consumer cooperatives. 

Even if our consumer cooperatives genuinely discharge certain activities to protect the interest of 

the consumers, such activities are not known to the consumers. To assess the awareness of the 

consumers about the consumer protection and the role played by consumer cooperatives, this 

study has been undertaken.  

Methodology and Sampling 

 Survey method has been followed for this study.  Primary information have been 

collected by administering a schedule prepared for the members of the consumer cooperatives.  

A multi stage sampling technique has been followed for this study.  Mayiladuthurai region is the 

study area.  Three consumer cooperatives, one super market and one village coopearative society 

have been selected using random sampling.  Twenty-one member respondents from each 

societies’ area of the operation have been selected using stratified random sampling.  The 

stratification’s are low, middle and high-income groups. 

Limitations of the study 

 The researcher confronted several; difficulties in collecting information.  As this topic is 

surrounded by innumerable Acts, such legal aspects have not been covered.  The research 

heavily depended upon the opinions of the consumer respondents. 

 

Analysis through Correlation  

 

The Correlation is applied to find how far the Consumer Cooperatives protect the interest of 

consumers. The following are taken as scale and it is assumed that Consumer protection is a 

dependent variable and the following are the independent variables.  

1. Availability  

2. Weight  
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3. Quality  

4. Price  

5. Customer Service  

6. Discount Offer  

7. Economy of Scale  

8. Producers’ Instruction  

9. Quick Service  

10. Malpractice 

 

Table 1  Consumer Protection of Lower Income Group  

DEPENDENT  

VARIABLE  

INDEPENDENT VARIABLES  

Consumer  

Protection  
Availability  Weight  Quality  Price  

Customer  

Service  

Discount 

Offer  

Economy of 

Scale  

Producers’  

Instruction  

Quick 

Service  
Malpractice  

20  15  9  14  13  9  13  4  8  7  0  

9  7  17  5  18  8  4  7  9  8  4  

4  9  4  6  3  7  11  18  10  7  6  

2  4  5  10  1  11  7  6  8  13  25  

r  0.8972  0.3693  0.6312  0.6628  -0.1030  0.4900  -0.5211  -0.3997  -0.5797  -0.7303  

Table 2   Consumer Protection of Middle Income Group  

DEPENDENT  

VARIABLE  
INDEPENDENT VARIABLES  

Consumer  

Protection  
Availability  Weight  Quality  Price  

Customer  

Service  

Discount 

Offer  

Economy of 

Scale  

Producers’  

Instruction  

Quick 

Service  
Malpractice  

15  9  11  11  16  10  16  3  11  9  1  

6  13  17  12  10  11  7  8  14  7  6  

9  7  2  6  3  9  9  13  6  8  7  

5  6  5  6  6  5  3  11  4  11  21  

r  -0.0059  0.0417  0.3412  0.6689  0.4436  0.9771  -0.7025  0.2712  -0.0975  -0.7534  

Table 3   Consumer Protection of Higher Income Group  

DEPENDENT  

VARIABLE  
INDEPENDENT VARIABLES  

Consumer  

Protection  
Availability  Weight  Quality  Price  

Customer  

Service  

Discount 

Offer  

Economy of 

Scale  

Producers’  

Instruction  

Quick 

Service  
Malpractice  

11  11  8  12  8  7  3  5  7  6  2  

8  9  10  6  7  23  19  5  10  5  7  

9  3  11  2  13  2  8  19  15  10  13  

7  12  6  15  7  3  5  6  3  14  13  
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r  -0.1089  0.2421  -0.1083  0.2548  -0.1252  -0.3897  0.0498  0.2604  -0.5813  -0.7436  

 

 

 

Table 4   Consumer Protection of Respondents  

DEPENDENT  

VARIABLE  
INDEPENDENT VARIABLES  

Consumer  

Protection  
Availability  Weight  Quality  Price  

Customer  

Service  

Discount 

Offer  

Economy of 

Scale  

Producers’  

Instruction  

Quick 

Service  
Malpractice  

46  35  28  37  37  26  32  12  26  22  3  

23  29  44  23  35  42  30  20  33  20  17  

22  19  17  14  19  18  28  50  31  25  26  

14  22  16  31  14  19  15  23  15  38  59  

r  0.8317  0.2635  0.5258  0.7698  0.1479  0.7309  -0.4728  0.2727  -0.6046  -0.8437  

 

Findings 

Availability of commodities  

The correlation analysis shows that the lower income groups are satisfied with the 

availability of commodities. The middle and higher income groups are not satisfied with the 

availability and thus the cooperatives are not protecting the interest of the consumers. But there 

is a high positive correlation in the case of lower income group.  

The lower Income group overwhelmingly supports the availability of commodities in the 

cooperative stores, while at the same time the higher income group feels exactly opposite. But 

they are not showing complete disinterest or disapproved of this particular view since they are 

only weakly and negatively correlated. The same thing is even applicable for middle Income 

group where the negative correlation is even more weak.  

Weight  

All the three groups are having positive correlation. They feel that they are protected by the 

Cooperatives from the point of weight and measurement.  

All the three groups feel that the weight and measures of goods supplied by the stores is 

being correct. The feeling of lower income group is high compared to other groups. The middle 

income group showed low positive. They feel that the material supplied is not being accurate.  

Quality  
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Regarding quality, the lower and the middle income groups are satisfied. The Cooperatives 

protect the interest of both lower and middle income groups.  

It suggests that the higher income group feels that the quality of items supplied by the stores 

is not up to their expectations i. e. it is below the average, but at the same time the lower and 

middle income groups feel that the quality of goods supplied is good and hence they are 

protected by the Cooperatives in this regard.  

Discount offer  

There is a high positive correlation in the case of middle Income group and it is moderate In 

lower income group. But it IS negative in the case of higher income group.  

Middle income group strongly feels that the consumer is well protected in case of discount 

offers. But at the same time higher income group feels the exact opposite thing.  

Economy of Scale  

Customers usually make bulk purchase to avail the trade discount offered by the seller. The 

result showed that the lower income and middle income group are having negative correlation 

and thus Cooperatives are not protecting the interest of them. There is low positive correlation in 

the case of higher income group.  

The lower income and middle income group feel that the trade discount offered on bulk 

purchases are not upto their expectations while the higher income group feels the opposite.  

Producers’ Instruction  

The seller has to follow the instruction given by the producer.  

The lower income group are not protected by the Cooperatives. But the middle and higher 

income group are having low positive correlation.  

Here in case of lower income group the negative correlation shows that they feel that the 

Cooperatives are not following the instructions given by the producers and hence they are not 

protected by the Cooperatives.  

Quick Service  

The analysis showed that all groups are not protected since they are having negative 

correlation. But the middle income group is protected by this scale to some extent, as they are 

having low negative correlation. From this, it is also evident that quick service is not equivalent 
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to customer service but just forms one portion or part of it. Here all groups feel that the service is 

slow.  

Malpractice  

All the three income groups are having negative correlation.  

They feel that there is no malpractice in Consumer cooperatives. All of them feel that they 

are protected by the cooperatives.  

The correlation analysis shows that all the groups are highly protected with availability of 

commodities, price, discount offer. All the groups support the weight, quality and customer 

service and they feel that the Consumer cooperatives are following the instructions given by the 

producers to some extent. All the groups are not protected by the scale of quick service and 

economy of scale. They feel that there is no malpractice in Consumer cooperatives.  

Suggestions 

 The grievance redressal system is non-existence in all the consumers cooperaives.  The 

manager deals any complaint from the consumers improperly by giving temporary solution and 

not a permanent solution.  So every society must create a grievance redressal cell consisting of 

consumers, members, government officials, lawyers etc. The morale of the employee’s in the 

consumer cooperatives is very low.  They must be motivated properly by means of providing 

monetary incentives and training.  Customer attraction is yet to be achieved by the consumer 

cooperatives. 
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