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Abstract

The presence study was in realized the study on
‘Role of consumer club in promoting consumer
awareness and knowledge among Undergraduate
students’. In this study, a organized Hausians
consumer club, under the consumer club got the
activity done. The major findings of personal profile
of students revealed that 84.0 Percent of the students
were found to be the age group of 18-20 years.
Education status of students depict that (33.33%)
equal percent of students were from B.Sc. 1% year,
2" year and 3™ year. The existing level of consumer
awareness and knowledge was (x =10.7£0.8) and (X
=8.8+1.5) respectively. In the existing consumer
awareness among students as per class results
represents that the students of 3™ year (X =16.4+2.3)
having significantly higher level of awareness
than 2" (X =12.4+2.4) and 1% year (X =12.9+2.7)
students similarly existing knowledge was also
found to be higher in 3" year (X =11.5+4.8) and 2™
year (X =11.4+7.3) then 1% year (X =10.3+7.0)
students. A consumer club was established in
Department of Family Resource Management on
17-01-2023. A training (15 days) programme was
organized under which experts delivered lecture on
consumer awareness and knowledge. A handbook
manual on A way to green consumer was prepared.
Consumer awareness and knowledge was found to
be significantly increased (‘t’=11.8, ‘t’=20.7) after
training among students i.e X =10.7+0.8 and 9.0+5.5
which was low at earlier (X =13.9£3.0 and X
=11.2+8.3). Students of 3" year (X =11.2+1.0 and X
=9.4+5.4) had significantly gain higher level of
awareness and knowledge than 2" (X =10.6£0.7
and X =8.944.2) and 1% year (X =10.3+0.6 and X
=8.7£3.7) after training.

Keywords: Consumer, Awareness, Knowledge and
undergraduate

I.  Introduction

A consumer is someone who purchases
products and services. The consumer is a key player
in the Indian economy since they make wise
decisions as buyers, deciders, and influencers in the
marketplace. But today's consumers are dealing with
a number of issues, including inadequate knowledge
and awareness of the market, trade, goods, services,
and many others, which are both directly and
indirectly influencing their decision-making and
purchase behaviour. Understanding consumer rights
is crucial for society and a means of preventing
producer fraud (Gupta and Pal, 2007).

To help people become wise consumers,
consumer advocacy groups use teaching facilities to
offer quick training sessions, seminars, and other
consumer education initiatives.(Pandey,
2009).Consumer education can play a crucial role in
educating adolescents to make wise purchasing
decisions by fostering critical thinking, raising
awareness, and motivating civic engagement. One
of the most effective and fascinating tools for
safeguarding customers, especially the young, is
consumer education. Consumer education primarily
focuses on the abilities, values, and information
necessary for surviving in a consumer society. In a
larger sense, consumer education is a procedure that
can improve children's ability to assume
responsibility for their own lives, those of their
families, and their responsibilities to society and the
environment. Consumer (Muralidharan, 2016).

Objectives

1. To evaluate students about their existing
level of consumer awareness and knowledge

2. To establish the consumer club to enrich
the awareness and knowledge among students

3. To assess the post facto level of students
awareness and knowledge
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I1.  Methodology
The study was conducted in three phases

Phase |: To evaluate students about their
existing level of consumer awareness and
knowledge.

Locale of study: The campus of CCSHAU, Hisar
was selected purposively for the study to find out
the consumer awareness and knowledge level
among students. Present study was conducted on 45
Under Graduated students randomly selected from
CCSHAU, Hisar.

Sampling procedure:

For present study students from the class of B.Sc 1%
year, 2" year, 3" year were taken as students. Total
15 students were taken from each class. Thus the
sample was comprises a total of 45 students.
Variables and their measurements

For the presence study, independent and dependent
variable were taken such as age, education, gender
and mass media as independent variables and level
of consumer awareness and knowledge as
dependent.

Tools and techniques for data collection:

A questionnaire was developed and data was
collected through personal interview schedule.
Phase Il: To establish the consumer club to
enrich the awareness and knowledge among
students

Phase-I1, was undertaken under three subheads:
Subhead I: A consumer club was established in
department of Family Resource Management on 17-
01-2023. Proper procedure was followed for
developing consumer club by finalizing objective,
membership, logo, registration and function of the
club.

Subhead Il: Further awareness and knowledge
among students was imparted through lectures. A
series of lecture were organized under Hausians
consumer club i.e. introductory class, pre- data

collection, consumer education, logo and slogan
making competition, poster making competition and
post data collection. All the lectures were delivered
by expert (Faculty of C.R. law college).

Subhead I1lI: A package of information was
prepared in form of manual on a way to green
consumer.

Phase-111: To assess the post facto level of
students’ awareness and knowledge

To assess the impact of training on the awareness
and knowledge level of students pre developed
questionnaire was used and data was collected
through personal interview schedule

Analysis of data:

The collected data was suitably coded, tabulated and
statistically analyzed using frequency, percentage,
means score, correlation to draw meaningful
inferences. To study the difference between pre and
post ‘t’ test was used.

I11. Result
Study conducted in three phases:
Phase I: To evaluate students about their existing
level of consumer awareness and knowledge

Personal profile of the students

The data reported in Table-1.1 indicates
that 84 percent of the students were found to be the
age group of 18-20 years followed by 8.8 percent
having age between 20- 22 years and few were
(6.6%) having 22-24 year of age. Then education
status of students depict that equal percent of
students (33.3%) were belongs to each class i.e
B.Sc. 1% year, 2" year and 3™ year. As per use of
mass media more than forty percent (46.7%)
students were found to be using social networking
sites for mass media exposure followed by
television (28.9%), newspaper (20.0%) and
hoardings and banners (4.4%).

Table 1.1 Personal Profile of the students

\Variables B.Sc Total (%)
(N]—
Category Syrfe) ROyriee) Boyrioe) )
(n=15) (n=15) (n=15)

IAge (years) 18-20 15(100.0) 11(73.3) 12(80.0) 38(84.4)
20-22 - 4(26.7) - 4(8.9)
22-24 - - 3(20.0) 3(6.7)

Education B.Sc 1%tyr 15(100.0) - - 15(33.4)
B.Sc 2"yr - 15(100.0) - 15(33.3)
B.Sc 3"yr - - 15(100.0) 15(33.3)

Use of Newspaper 3(20.0) - 6(40.0) 9(20.0)

mass T.V 4(26.7) 4(26.7) 5(33.3) 13(28.9)

media Social 8(53.3) 9(60.0) 4(26.7) 21(46.7)

Networking Site
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‘ Hoarding &

Banners

2(13.33) 2(4.4)

Existing level of consumer awareness and
knowledge among students

Result in Table 1.2, depict that the
existing level of consumer awareness and
knowledge among students. Mean value of
consumer awareness and knowledge related to

consumer education of the students was found to be
X =4.0£0.1 and X =2.240.4 respectively. Overall
consumer awareness and knowledge among
students were found to be X =10.7+0.8 and X
=8.8+1.5. That showed students were having more
awareness as compare to knowledge.

Table 1.2 Existing level of consumer awareness and knowledge among students (N=45)

Sr.no.  |Variables Consumer awareness Consumer knowledge
(MeanzStd.) (MeanzStd.)

1 Consumer education 4.0+0.1 2.2+0.4

2 Consumer protection act 18.0+2.1 17.7+1.3

3 Redressal mechanism 6.8+0.9 8.2+0.83

4 Rights and responsibility 7.0+0 5.7+0.87

5 Legislation 7.9+1.1 5.8+0.9

6 Consumer information 7.0+0 10.6+1.4

7 Standardization marks 13.8+1.3 18.4+2.2

8 Consumer problem 37.6+4.0 9.2+1.2

9 Consumer and environment 8.4+1.0 4.8+0.9

10 Consumer organization 16.8+2.1 6.2+1.2
Consumer awareness and knowledge 10.7+0.8 8.8+1.5

Existing consumer awareness among students as
per class

Data in Table 1.3, depict the existing
consumer awareness among students as per class.
The table shows that the mean value of consumer
education of the students of first, second and third
year was X =4.2+0.4, X =4.2+0.4 and X =4.6=0.8,
respectively with critical difference 0.46, which

shows that level of consumer awareness was same
in students of all classes. Further, the mean of
consumer awareness was X =12.9+2.7, X =12.4+2.4
and X =16.4+2.3, respectively. Critical difference
1.8 shows that students from Il year were
significantly having high consumer awareness than
Itand 11"%year students.

Table 1.3 Existing consumer awareness among students as per class (N=45)

Sr. |Variables 1t year 2nd year 3rd year /Annova
no. (n=15) (n=15) (n=15) (CD)
1 Consumer education 4.240.42 4.240.42 4.6+0.82 0.4

2 Consumer protection act 21.0+3.1° 22.6+3.6° 27.2+2.12 2.2

3 Redressal mechanism 8.1+2.0° 9.1+2.2° 11.6+1.22 1.4
4 Rights and responsibility 7.7+1.6 7.8+1.5 9.8+2.7% 1.5

5 Legislation 9.0+2.6° 11.1+3.0P 13.0+1.82 1.8

6 Consumer information 7.8+1.22 7.7+1.0% 7.8+1.32 0.9

7 Standardization marks 16.8+4.1° 15.8+2.4° 20.9+4.32 2.7

8 Consumer problem 42.0+7.3P 39.0+3.8° 45,5+3,92 3.8

9 Consumer and [10.0+2.0° 8.4+1.62 9.9+1.52 1.2

environment

10  |Consumer organization 21.2+3.8P 20.8+3.4° 24.3+1.6° 2.3
Consumer awareness 12.9+2.7° 12.4+2.4° 16.4+2.32 1.8
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Existing consumer knowledge among students
as per class

A result in table 1.4, depict the existing
consumer knowledge among students as per class.
The data in table 4.6 reflect that students from I,
11" 111"year were found to be having significantly
(CD=0.4,1.3) same level of knowledge about

consumer education (X =2.4+0.5, X =2.5+0.6 and X
=2.6+0.5) respectively. The data represent that
student from 111" year (X =11.5+4.8) were found to
be having significantly (CD=4.8) higher level of
consumer knowledge compare to students of 11" (X
=11.4+7.3) and I* year (X =10.3+7.0).

Table 1.4 Existing consumer knowledge among students as per class (N=45)

Sr. o 15t year 2" year 3rd year Annova
no. ariables (n=15) (n=15) (n=15) (D)

1 Consumer education 2.4+0.5° 2.5+0.6" 2.6+0.5° 0.4

2 Consumer protection act 21.7+2.3° 21.0+1.6° 21.7+£2.3? 1.3

3 Redressal mechanism 9.2+1.2° 11.0+0.9° 11.2+1.22 0.8

4 Rights and responsibility 6.8+0.8% 6.8+1.1° 6.3+0.72 0.6

5 Legislation 6.6+0.9° 6.7+0.9° 8.0+1.9° 0.7

6 Consumer information 12.9+1.82 13.242.2° 13.1+1.22 1.3

7 Standardization marks 20.1+4.2° 23.4+2.7° 23.4+3.4° 2.6

8 Consumer problem 10.8+1.9° 11.4+1.0° 11.9+1.22 1.0

9 Consumer and environment 5.9+1.12 6.0+£1.22 6.3+£0.82 0.8

10 Consumer organization 7.0+1.0° 9.0+1.8% 9.2+0.8% 0.9
Consumer knowledge 10.3+7.0° 11.4+7.32 11.5+4.82 4.8

Phase Il1l: To assess the post facto level of and post awareness level with the mean value level

students on consumer awareness and knowledge
Consumer awareness among students at pre and
post exposure stage

Results in Table 1.5, depict the level of consumer
awareness among students at pre and post exposure
stage.Table-4.12 shows that difference between pre

of consumer education among students was X
=4.0+0 and X =4.3£0.6 with difference of 0.3.
Overall results of consumer awareness was found
to be increasing from pre X =10.7+0.8 to post X
=13.9+3.0 exposure stage represent significant

impact of training among students.

Table 1.5 Consumer awareness among students at pre and post exposure stage (N=45)

Sr. no \Variables Pre Post df ‘t’ value
1 Consumer education 4.0+0 4.3+0.6 0.3 8.1**

2 Consumer protection act 18.0+2.1 23.6+4.0 5.6 3.9**

3 Redressal mechanism 6.8+0.9 9.6+2.3 2.8 12.7**
4 Rights and responsibility 7.0£0 8.4+2.2 1.4  |9.5**

5 Legislation 7.9+1.1 11.0+3.0 3.1 4.3%*

6 Consumer information 7.0+0 7.8+1.1 0.8 8.3**

7 Standardization marks 13.8+1.3 17.8+4.2 4 4.4**

8 Consumer problem 37.6+4.0 42.245.8 4.6 7.0**

9 Consumer and environment 8.4+1.0 9.4+1.8 1.0 9.3**

10 Consumer organization 16.8+2.1 22.1+3.4 5.3 5.5%*
Consumer awareness 10.7+0.8 13.9+3.0 3.2 11.8**

Consumer knowledge among students at pre exposure stage for consumer education (X

and post exposure stage

Findings of Table 1.6, depict the consumer
knowledge among students at pre and post
exposure stage. The mean value at pre and post

=2.140.4 and x =2.5+0.5), consumer protection act
(x =17.7£1.3 and x =21.1£1.8), legislation (X
=5.840.9 and x =7.1+1.1), depicts the significant
(t=2.4, 11.2, 9.8, 7.4, 8.7) increase in level of
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consumer knowledge among students. Through
training had significantly impart knowledge level

of students, as training was significantly (t=20.7)
increasing the level of knowledge at post stage.

Table 1.6 Consumer knowledge among students at pre and post exposure stage (N=45)

Sr. \Variables Pre Post df ‘t’ value
no.

1 Consumer education 2.2+0.4 2.5+£0.5 0.3 2.4*

2 Consumer protection act 17.7£1.3 21.1+1.8 3.4 11.2**
3 Redressal mechanism 8.2+0.83 10.5+1.4 2.3 9.8**
4 Rights and responsibility 5.7+0.87 6.7+0.9 1 7.4%*
5 Legislation 5.8+0.9 7.1+1.1 1.3 8.7**
6 Consumer information 10.6£1.4 13.4+1.8 2.8 11.6**
7 Standardization marks 18.4+2.2 22.3+3.8 3.9 0.1**
8 Consumer problem 9.2+1.17 11.3+1.5 2.1 12.5%*
9 Consumer and environment 4.8+0.9 6.1+1.0 1.3 6.7**
10 Consumer organization 6.2+1.2 8.4+1.6 2.2 10.6**
Consumer knowledge 9.0+5.5 11.1+8.3 2.1 2.7%*

Consumer awareness among students at post as
per class (N=45)

Findings of Table 1.7, depict the consumer
awareness among students at post as per class. The
data reflects that students from IStyear (4.0+0),
[1"year (X =4.0+0) and I11™ear (X =4.0+0) at post
stagewere found to be having significantly same

level of awareness about consumer education.
Overall students from 111 year (X =11.2+1.0) were
found to be having significantly (CD=0.5) higher
level of consumer awareness compare the students
of 11" (X =10.6£0.7) and I* year (X =10.3£0.6) at
post stage.

Table 1.7 Consumer awareness among students at post as per class (N=45)

Sr. \Variables st nd rd /Annova(CD)

no. 1 year 2 year 3 year
(n=15) (n=15) (n=15)

1 Consumer education a a a 5
4.0+£0 4.0+£0 4.0+£0

2 Consumer protection act b b a 1.3
16.8+0.7 17.4+2.0 19.7+2.2

3 Redressal mechanism b b a 0.6
6.4+0.7 6.6+0.8 7.4+1.0

4 Rights and responsibility a a a L
7.0+0 7.0£0 7.0£0

S Legislation a a a 0.8
7.6£1.0 8.0+£1.2 8.2+1.0

6 Consumer information a a a 5
7.0+0 7.0£0 7.0£0

7 Standardization marks a a a 0.9
13.6+1.2 13.8+1.4 14.1+1.4

8 Consumer problem a a a 2.9
37.2+4.9 36.4+3.7 39.2+2.9

9 Consumer and |3 a a 08

Environment 8.2+1.0 8.2+1.2 8.7+0.9 '

10 Consumer organization b a a 1.4
15.4+1.5 17.4+2.4 17.6+1.7

Consumer awareness b b a 0.5
10.3+0.6 10.6+0.7 11.2+1.0
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Consumer knowledge among students at post as
per class

A data in Table 1.8, depict the consumer
knowledge among students at post as per class.
Regarding overall consumer knowledge, students

from 111 year (X =9.4+5.4) were found to be
having significantly (CD=3.3) higher level of
knowledge compare the students of 11" (%
=8.9+4.2) and I* year (x =8.7+3.7) at post stage.

Table 1.8 Consumer knowledge among students at post as per class (N=45)

Sr.  |Variables st nd rd Annova(CD)
no. 1 year 2  year 3 year
(n=15) (n=15) (n=15)
1 Consumer education a a a 0.3
2.3+0.4 2.3+0.4 2.1+0.3
2 Consumer protection a a a 0.9
Act 18.2+1.0 17.5+1.4 17.4+1.2 '
3 Redressal a a a 0.62
Mechanism 8.420.7 8.2+1.0 8.1+0.6 '
4 Rights and |y a a 0.65
Responsibility 5.9+0.7 5.7+0.7 5.6+1.1 '
5 Legislation a b b 0.62
6.4+1.1 5.6+0.6 5.4+0.7
6 Consumer a a a 11
Information 10.8+1.5 10.6+1.7 10.4£1.1 '
7 Standardizationmarks a b b 15
19.6+2.6 18.6+2.2 17.1+0.9 '
8 Consumer problem a b b 0.8
9.7+1.2 9.2+1.2 8.8+0.9
9 Consumer and |y a a 06
environment 5.2+1.0 4.8+0.7 4.6+0.9 '
10 Consumer a b b 0.7
Organization 7.2+1.0 5.9+0.7 5.6+1.2 '
Consumer knowledge b b a 3.3
8.7£3.7 8.9+4.2 9.4+5.4

IV.  Conclusion

The major findings of personal profile of
students revealed that 84.0% of the students were
found to be the age group of 18-20 years, education
status of students depict that equal percent of
students (33.33%) were found to B.Sc. 1 year, 2™
year and 3" year. Cent percent of the students were
unmarried (100.0%). Result showed that more than
thirty percent (31.1%) students were found to be
using social networking sites for mass media
exposure. As per present study awareness level of
students regarding consumer education (X
=4.0+0.1), consumer problem (X =37.6+4.0), was
found to be high besides knowledge of same (X
=2.240.4, X =9.2+1.2, X =4.8+0.9 and X =6.2+1.2
respectively). Results of the existing level of
consumer awareness and knowledge among
students revealed that the students were having
more awareness (X =10.7£0.8) as compare to

consumer knowledge (X =8.8£1.5). Regarding
existing level of consumer knowledge among
students as per class it represent that student of 319
year (X =11.5+4.8) and 2" year (X =11.4+7.3) were
found to be having more knowledge than student of
1%t year (X =10.3+7.0). The result of data revealed
that consumer awareness of 3™ year (X =11.2+1.0)
was found significantly higher than awareness level
of 2" (x =10.6+0.7) and 1% year (X =10.3%0.6)
students at post stage. The data shows that the
overall consumer knowledge among 3" year
students (X =9.4+5.4) was found to be significantly
higher than 2" (X =8.9+4.2) and 1% year (X
=8.7+3.7) students at post stage.

References
[1]. Gupta, M. and Pal, A. 2007. Awareness as
an instrument to utilize consumer rights: a
consumer protection perspective. Sandesh-

| Impact Factor value 7.52 |

1ISO 9001: 2008 Certified Journal

Page 404



o

International Journal of Humanities Social Science and Management (IJHSSM)
Volume 3, Issue 4, Jul.-Aug., 2023, pp: 399-405

www.ijhssm.org

2.

[3].

[4].

[5].

Mastnath Journal of Management, 8(4):
53-62.

Muralidharan, 2016. Consumer club — A
primer. Published by consumer rights

education and awareness
trust.http://www.creatindia.org/new-
pdf/consumer-clubs-a-primer.pdf Data
reterived on 20.5.2023

Natarajan C. and Marishumar P., 2017.
“Investigation of awareness of women on
consumer rights in the rural context”.
International journal of advanced scientific
research &development, 4(2): 21-26.

Pathi, S. 2011. Consumer awareness and
consumer  protection  movement, In
Lalrintluanga, &Pathi, Srinibas., consumer
awareness and consumer  protection,
Dominant Publishers & Distributors (P) Itd,
New Delhi, India.Chapter-1,1-12.

Vijender, S. 2006. Consumer organisations-
Role and importance, In Agrawal, M.,
Consumer behavior and consumer protection
in India, New Century Publications, New
Delhi, India.Chapter-6, 86-97.

| Impact Factor value 7.52 |

1ISO 9001: 2008 Certified Journal

Page 405


http://www.creatindia.org/new-pdf/consumer-clubs-a-primer.pdf
http://www.creatindia.org/new-pdf/consumer-clubs-a-primer.pdf

