


Consumer Awareness of Rights and Responsibilities in India: A Narrative Review of Empirical and Policy Literature



Abstract
Consumer awareness of rights and responsibilities is a prerequisite to an effective consumer protection system and fair market functioning. In India, rapid economic growth and digitalization have created a significant demand for informed and responsible consumers. The facts show that despite having the comprehensive legal frameworks, awareness of consumer rights is uneven, and the use of mechanisms for grievance redressal is limited among different socio, economic groups. This study conducts a narrative review of empirical and policy, oriented literature to explore consumer awareness of rights and responsibilities in India. The review is a synthesis of the key themes related to rights awareness, the awareness action gap, consumer responsibilities and ethical behaviour, and emerging challenges in digital markets. The findings show that the basic consumer rights awareness has gone up; however, the translation of knowledge into effective action is still low. Consumer responsibilities have hardly been acknowledged in either research or policy discussions.
The study also points out that digital literacy, data privacy, platform accountability, and manipulative digital practices are some of the major concerns in India's digital marketplace. It ends with the strong consumer education and policy agenda integrated with legal awareness, ethical responsibility, and digital competence, which will not only further consumer empowerment but also facilitate fair market practices.
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1. Introduction
Consumer awareness of their rights and obligations is a major factor that contributes to maintenance of fair market transactions that are of benefit to all parties involved. In India, fast growth of the economy, expanding consumer markets, and increasing digitization have made the need for informed and responsible consumers even more urgent. Legislative frameworks such as the Consumer Protection Act of 1986 and its subsequent revision in 2019, although providing a wide range of safeguards, their impact is mainly determined by level of consumer understanding and taking up of these protections (Rizzi, 2017; Ishwar et al., 2018; Devi & Kalita, 2020). The present research works indicate that consumer awareness in India has gone up with time; however, the increase varies significantly between areas and socio, economic groups. Awareness is frequently confined to such fundamental rights as safety and choice, while knowledge of grievance redressal mechanisms and consumer education are at a very low level (Devi & Kalita, 2020; Devi & Rao, 2016; Bharti & Kumar, 2023). Besides that, increased awareness does not necessarily lead to increased consumer activities, thus the knowledge, action gap continues to exist (Moran, 2020).
One of the major limitations of the existing research has been to focus primarily on consumer rights, while the issue of consumer responsibilities has received relatively little attention. Responsible consumption, ethical decision, making, and the use of redressal mechanisms in an informed manner are some of the factors that contribute to the sustainability of market integrity, however, these facets have been only briefly touched upon (Penz & Stöttinger, 2005. The limitation of such an imbalance is that it hampers a comprehensive understanding of consumer empowerment.

The shift of traditional markets to digital platforms has, in fact, raised the level of consumer awareness. The use of e, commerce, digital payments, and online services is not only dependent on legal knowledge but also on digital literacy and being aware of the new risks such as data being used in an unauthorized way and manipulative design practices (Chawla & Kumar, 2022; Luguri & Strahilevitz, 2021; Moran, 2020). In such context, the present research undertakes a narrative review of the empirical and policy, oriented literature to find out how much consumers in India are aware of their rights and responsibilities. The review maps out the main themes, points out the gaps in the research, and draws attention to the issues that are arising, especially in digital marketplaces.

2. Review Methodology
This research uses a narrative review method to combine the written works about consumer awareness, rights and responsibilities in India. The authors of this paper believed that a narrative framework was suitable because it aimed to combine the results from different fields without making a statistical aggregation of the results (Dwivedi et al., 2021; Rana & Paul, 2020).
Records in Scopus, Web of Science, and Google Scholar were thoroughly checked. Words such as consumer awareness, consumer rights, consumer responsibilities, consumer protection, digital consumers, e, commerce, and India were mixed to make the search. Only peer, reviewed journal articles published in English were taken into account to ensure academic reliability.
The literature reviewed in this study primarily covers the period from 2005 to 2025, allowing for the inclusion of both foundational studies and recent developments related to digital markets and regulatory reforms. Thematic analysis was conducted by grouping studies into key themes based on their primary focus, including consumer rights awareness, awareness-action gap, consumer responsibilities, digital consumer challenges, and grievance redressal mechanisms.
Inclusion criteria limited the focus of studies to consumer awareness, behavior, protection mechanisms, and ethical consumption, with India as a source or strong conceptual relevance of Indian markets. Theoretical frameworks supported by older studies were still available; however, the majority of the literature reflecting the digital and regulatory developments has been considered. A total of 42 peer, reviewed articles were selected and thematically analyzed based on these criteria.



Table 1. Thematic Classification of Reviewed Literature
	Theme
	Core Focus
	Representative Studies

	Consumer Rights Awareness
	Knowledge of consumer rights, access to information, use of protection mechanisms
	Devi & Kalita (2020); Bharti & Kumar (2023)

	Awareness-Action Gap
	Difference between knowledge of rights and actual consumer behaviour
	Moran, 2020; Patel et al., 2025

	Consumer Responsibilities & Ethics
	Ethical consumption, sustainability, informed decision-making
	Penz & Stöttinger (2005)

	Digital Consumer Challenges
	E-commerce risks, digital payments, privacy, dark patterns
	Chawla & Kumar (2022); Luguri & Strahilevitz (2021); Mathur et al. (2019)

	Redressal & Institutional Trust
	Grievance mechanisms, online dispute resolution, institutional effectiveness
	Patel et al. (2024)



3. Conceptual Background: Consumer Rights and Responsibilities
Consumer awareness is the conceptual base of consumer protection which helps individuals to take part in the market effectively. Consumer awareness, in the simplest way, is a consumer understanding of product information, market practices, and the legal measures that protect their interests. In India, this understanding is mainly derived from the Consumer Protection Act which recognizes core consumer rights as the right to safety, information, choice, redressal, and consumer education (Raju & DSouza, 2010; Parasuraman et al. , 1988). These rights are designed to lessen information asymmetry and to protect consumers from unfair and deceptive practices. Nevertheless, modern research works point out that consumer protection cannot be realized through the implementation of rights alone. The idea of the consumer responsibility underlines role of consumers as conscious and ethical participants in the market. Responsibilities entail making informed purchasing decisions, checking product information, not abusing grievance mechanisms, and taking into account, social and environmental impacts of consumption (Penz & Stöttinger, 2005). In this case, awareness is not limited to the legal knowledge but also includes ethical judgement and behavioral competence.

Consumer rights and the responsibilities are thus mutually dependent. Knowing one's rights gives the consumer the power to ask for protection, while behaving responsibly guarantees that such protection tools work effectively and fairly. Research reveal that the educated consumers with high market literacy are more likely to be aware of their rights and to show the responsible consumption behaviour (Devi & Kalita, 2020; Bharti & Kumar, 2023; Viswanathan et al., 2008; Viswanathan et al., 2009). This implies that consumer education is instrumental both in enhancing awareness of the law and in encouraging ethical behaviour in the market. During the last several years, this conceptual framework has been further developed due to the expansion of digital markets. Consumers in online transactions have to understand not only the traditional rights but also the issues related to data privacy, platform accountability, and digital security (Chawla & Kumar, 2022). Therefore, consumer awareness in the current Indian scenario can be considered as a complex concept that combines legal rights, consumer responsibilities, and digital literacy. Such a conceptual framework forms the foundation for the present discussion of empirical consumer, awareness and, behaviour data that will be followed in the subsequent sections.
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Figure 1. Conceptual framework linking consumer education, awareness, rights, responsibilities, and market outcomes

4. Consumer Awareness in India: Evidence from Literature
Consumer awareness research in India has shown that awareness levels have somewhat changed for good and slowly throughout the years, but they are still very uneven between different socio, economic groups and regions of the country. The first surveys have revealed that consumer rights understanding was very low, especially among consumers from rural areas and the low, income groups, even though formal legal protections were in place (Panda et al., 2015; Dror et al., 2015; Raju & DSouza, 2010). Awareness has, however, remained to be influenced by factors like education, income, and access to information even in the last few years (Devi & Kalita, 2020; Bharti & Kumar, 2023). One of the major themes identified across the studies is that consumers recognize more of their basic and most visible rights, such as the right to safety and choice, while the knowledge about complaint procedures, redressal forums, and consumer education is at a very low level. Such a selective awareness restrains consumers from fully taking advantage of the protection framework and, thus, is often the reason for the passive acceptance of unfair practices (Moran, 2020).

Several studies have been pointing out the difference that still remains between knowing and doing. Firstly, consumers might in general say that they are aware of their rights but, only a handful of them actually take the step of seeking redressal of their grievances whenever they face a problem. Such factors as complicated procedures, lack of trust in institutions, shortage of time and the inefficiency of complaint mechanisms even from the point of view of those who have not tried them prevent consumers from going to formal authorities with their complaints (Moran, 2020; Patel et al., 2025). Therefore, just being aware of the problem does not always lead to a consumer behaviour that is in line with empowerment. Whoever makes the decisions and institutions that reach out to the people with the information they need have a great influence on the level of awareness. Consumer education through mass media and public relations activities has been helpful in making consumer protective laws more known; however, the work that has been done is still debated as being of a temporary nature and focusing mainly on giving information rather than teaching. Without perpetual involvement and providing the means of practical application, consumers could find themselves in a situation of recognising in theory what their rights are but they are still lacking the assurance to effectively implement them (Devi & Kalita, 2020).

The more recent literature has expanded the debate of consumer awareness to the digital and service, based markets, which is a reflection of the structural changes in the Indian economy. Awareness of online transactions, digital payments, and platform, based services has become a necessity. Even though digital platforms provide more accessible information and complaint mechanisms, a low level of digital literacy still limits the participants' effectiveness, especially among those who use it for the first time (Chawla & Kumar, 2022; Faishal, 2025). On the whole, the literature indicates that consumer awareness in India is a complex concept, influenced by the capabilities of the individual, trust in institutions, and the changing market conditions. Awareness has been better at different times, but there are still structural and behavioral barriers that limit the effect of consumer empowerment.

5. Consumer Responsibilities and Ethical Behaviour
While the recognition of consumer rights has been the focus of a lot of studies, the literature is gradually acknowledging that consumer responsibilities are just as significant for successful protection of consumers. Consumer responsibilities are the rights of the individuals to be careful, ethical, and responsible when making consumption decisions. Among them are confirming product information, making rational decisions, using complaint channels in the right way, and not abusing legal protections (Penz & Stöttinger, 2005). Several researches have shown that the knowledge of one's responsibilities is far below the knowledge of one's rights. Consumers may demand to be protected from unjust practices, but they may not always take such actions that will result in fair markets. The imbalance is at the root of the so-called awareness action gap in which consumers have the knowledge but do not convert it into constructive participation in the marketplace (Viswanathan et al., 2021).

Education is one of the main factors that determine responsible consumer behavior. Research shows that consumers with high levels of education and market literacy are more prone to consider the ethical aspects of the product quality, environmental impact, and fair pricing along with other aspects when making purchasing decisions. These consumers are also more inclined to use redressal mechanisms in a rational way, instead of choosing informal or passive ways of expressing their dissatisfaction. Ethical consumption has become important in India, mainly in relation to sustainability and ecologically friendly purchasing. Several studies reveal that ethical and green consumption awareness significantly influences consumer intentions, though the real adoption still remains quite patchy (Dollyno & Faishal, 2025), due to factors such as price sensitivity, convenience, and lack of trustworthy sources of information. These results indicate that the development of responsible consumer behavior depends not only on individual awareness but also on the prevailing market conditions. Recent Indian studies also indicate that the environmental awareness significantly influences ethical purchasing decisions, though adoption remains constrained by price sensitivity and information gaps (Shoaeinaeini et al., 2022; Tiwari et al., 2023).
Overall, the literature highlights that the consumer protection is most effective when the rights awareness is complemented by responsible behaviour. Strengthening consumer education to include ethical decision-making and responsibility awareness can contribute to a more balanced and the sustainable consumer ecosystem in India.

6. Digital Markets and Emerging Challenges
The proliferation of digital markets has dramatically changed the consumer experiences in India, thus, besides creating new opportunities, it has also brought up some risks. While e-commerce platforms, digital payment systems, and app, based services have facilitated access and made the lives of users easy, they have also increased consumers' exposure to issues such as complicated contracts, information overload, and the platform, driven decision, making (Chawla & Kumar, 2022; Libana, Cabanillas et al., 2020). Therefore, consumer awareness in the digital world goes beyond the traditional legal knowledge and it is more of a skill. Various studies reveal that consumers are frequently ill, informed concerning their digital rights such as data privacy, refund policies, platform accountability, and secure payment practices. Although digital platforms normally offer the grievance redressal options, few consumers are even aware of the ways through which they can use these mechanisms, thus, they hardly utilize them (Patel et al., 2025). The difference is that this is largely the case of newbie users and consumers who have limited digital literacy skills.

[bookmark: _GoBack]One of the issues raised by the literature is a growing concern about the manipulative digital practices that are generally called dark patterns. These design strategies purposely exploit the behavioural biases in order to steer consumer decisions, which in turn may result in unintentional purchases, subscription traps, as well as excessive data sharing activities (Mathur et al., 2019; Luguri & Strahilevitz, 2021; Nouwens et al., 2020; Sin et al. , 2022; Zac et al. , 2025). Inadequate awareness of those practices puts consumers in poor decision, making situations and also weakens the power of already existing regulatory safeguards. Online dispute resolution (ODR) tools have been recognized as a significant institutional reaction to digital consumer problems. Studies indicate that ODR setups may lead to the improvement of accessibility, efficiency, and transparency in the process of handling consumer grievances (Patel et al., 2025). Nevertheless, their effectiveness is mainly contingent upon the consumer trust, awareness, and digital competence. In the absence of adequate knowledge, a great number of consumers find themselves excluded from these digital protection mechanisms.
In sum, the research points out that digitalisation has not only broadened the scope of consumer awareness but has also introduced the need for digital literacy and ethical platform engagement. Besides, consumer education and regulatory oversight in digital markets need to be enhanced in order to eliminate the vulnerabilities that consumers may have and at same time to promote fair and accountable market practices.

7. Research Gaps and Future Directions
Despite the increasing number of studies about consumer awareness in India, there is still significant gaps that need to be addressed. Firstly, most of the existing research is concentrating on measuring the level of awareness while only a few studies are focusing on how awareness actually affects the consumer behaviour. The continued awareness action gap suggests a call for the investigations which look at behavioural outcomes rather than knowledge. Secondly, the concept of consumer duties and moral behaviour has not been sufficiently deeply discussed in the empirical research. Although a few studies have recognized the ethical and sustainable consumption, there is a limited systematic review of responsibility awareness as a source of market fairness (Penz & Stöttinger, 2005). The forthcoming research should consider integrating concept of rights and the responsibilities into one single framework in order to provide a more accurate picture of genuine consumer participation.

Thirdly, fast expansion of digital markets globally has led to the very few India, specific research studies investigating digital consumer vulnerability in India. Research in recent times has been mainly on e-commerce protection and online dispute resolution; however, there is very little evidence of consumers being aware of data privacy, platform accountability, and manipulative digital practices in the Indian context (Chawla & Kumar, 2022; Mathur et al., 2019; Koh & Seah, 2023).
Most of the research works mentioned in the literature have also been based on cross, sectional designs, thus providing only a limited understanding of the long-term impact of consumer policies and education initiatives. Studies which follow individuals over time and investigate the effects of the different policies are necessary to understand the influence of regulatory reforms and digital literacy programs on consumer empowerment in the long run (Bharti & Kumar, 2023; Patel et al., 2025).

8. Conclusion and Policy Implications
This narrative review looked at the consumer awareness of rights and responsibilities in the India through a synthesis of empirical and policy, oriented literature. The review points out that while consumer awareness had expanded over time, it is still very uneven and fragmented. This is because factors such as education, income, location, and institutional effectiveness significantly influence awareness (Devi & Kalita, 2020; Bharti & Kumar, 2023). Most of the time, awareness is confined to only basic rights, whereas knowledge and the use of redressal mechanisms are still at a very low level.
One of the main ideas that can be derived from the review is the longstanding difference between awareness and action. Knowing consumer rights does not, in fact, lead as a rule to active consumer participation or effective grievance redressal. The mentioned gap points to the vital role of measures aimed at raising institutional trust, making complaint procedures more straightforward, and offering practical guidance in tandem with awareness initiatives.

The review, in addition, indicates that consumer protection should not only be based on a rights approach. Consumers, by the way, should also be involved in the process through practicing ethical consumption and making informed decisions, which will lead to fair and sustainable markets. However, these aspects are still significantly neglected in the research and policy frameworks (Penz & Stöttinger, 2005). Responsible consumer education can pave the way for more balanced consumer empowerment. Besides that, digitalisation have expanded concept of the consumer awareness to include digital literacy, privacy awareness, and platform accountability. Regulatory reforms and the online dispute resolution (ODR) mechanisms can be seen as steps in the right direction; nevertheless, their effectiveness depends on the consumers' capacity to understand and trust these systems (Chawla & Kumar, 2022; Patel et al., 2025). Therefore, it is very important that digital literacy is advertised through the appropriate channels.
From the perspective of policy, the research results signal the need for long, term, inclusive, and education, focused consumer protection measures. Policy makers are encouraged to move beyond temporary effects of awareness campaigns and employ more comprehensive strategies that will involve legal knowledge, ethical responsibility, and digital competence.
The study points to the necessity for policy interventions that extend consumer protection measures beyond short, term awareness campaigns and towards sustained education, based strategies. Simplifying the processes for lodging grievances, regaining institutional trust, and making online dispute resolution (ODR) mechanisms more visible and user, friendly are areas where policymakers should invest their efforts. The inclusion of consumer rights, responsibilities, and ethical decision, making aspects in the formal education curriculum as well as community, level training programmes will go a long way in tackling the awareness action gap that has remained persistent over time. Moreover, targeted digital literacy programmes that focus on the data privacy, platform accountability, and deceptive online practices are indispensable in safeguarding consumers in the rapidly growing digital markets. Such well, coordinated policy interventions have the potential to not only raise consumer levels of empowerment but also result in fair, transparent, and sustainable market outcomes in India.
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