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JAGO
Sayani Rani says....

An aware consumer is an 
empowered Consumer. 

Be Aware of the Provisions of  
Consumer Protection Act, 1986 and become 
an enlightened Consumer .

Consumers can also call

011-27662955,56,57,58 (Normal Call Charges Apply)
(9.30 am to 5.30 pm - Monday to Saturday)

National Consumer Helpline No. (1800-11-4000 
(From BSNL/MTNL lines)

 

Toll Free) Ministry of Co sumer Affairs, Food and Public Distribution
Department of Consumer Affairs, Government of India,
Krishi Bhawan, New Delhi-110 001 Website:www.fcamin.nic.in

n
Issued in public interest by

The above details are 
indicative. For detailed 

information, 
log on to www.ncdrc.nic.in
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Department of Consumer Affairs: An Overview

The Department of Consumer Affairs (DCA) is one of the two Departments under the 
Ministry of Consumer Affairs, Food & Public Distribution. The mandate of the Department 
is consumer advocacy. 

India was a pioneer in consumer advocacy with the Consumer Protection Act (CPA), a 
path breaking legislation at the time, enacted in 1986 and the establishment of a separate 
government department dedicated to consumer affairs as early as in 1997. Translating this 
mandate into action entails: 

•	 Enabling consumers to make informed choices; 

•	 Ensuring fair, equitable and consistent outcomes for consumers; and

•	 Facilitating timely and effective consumer grievance redress. 

1.1	The Year at a Glance:

Several new initiatives have been undertaken to mainstream consumer advocacy on a 
government wide basis. These include:

•	 Modernizing the legislative framework for consumer protection and quality assurance 
through comprehensive amendment of the Consumer Protection Act, 1986 and the 
Bureau of India Standards Act, 1986. These amendments are proposed in the form of 
new bills that the Parliament would consider and enact in the ensuing year.

•	 An inter-ministerial group on consumer advocacy has been established comprising key 
sectors – Food, Agriculture, Health, Commerce, Industry, Transport, Financial Services 
and Housing – to foster policy coherence and coordinated action to prevent consumer 
detriment. 

•	 Potatoes and Onions were brought under the purview of stock-limits to enable state 
governments to issue stock control orders and undertake anti-hoarding measures. 

•	 The number of price reporting centres were increased from 57 to 71 to strengthen price 
monitoring of essential commodities.

•	 The Grievance Redress mechanism was strengthened by integrating facilities provided 
by the National Consumer Helpline (NCH) and the Consumer Online Resource & 
Empowerment Centre (CORE).

Chapter 1                                                                
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•	 A Trade Facilitation Cell was opened in BIS to facilitate ease of doing business and 
encourage trade with other countries.

•	 The process of funding Voluntary Consumer Organisations (VCOs) through grants from 
the Consumer Welfare Fund was simplified through the system of “Call for Proposals” 
and digitized for greater transparency. 

•	 Joint awareness campaigns were launched on consumer rights and responsibilities 
in key sectors - Health, Food, Financial Services and other Departments for greater 
consumer awareness. 

•	 Financial assistance was released to State 
Governments for strengthening Consumer 
Courts and to modernise the testing 
laboratories under Legal Metrology. 

•	 The Annual Conference of Food Ministers 
of State Governments/UTs adopted an 
integrated action plan on tackling food 
inflation. 

•	 Under the Swacch Bharat Abhiyan, steps 
have been initiated to formulate/upgrade 
standards on potable water, street food 
and garbage disposal. 

•	 A simplified scheme of Self-declaration 
of conformity (S-DoC) was introduced to 
provide for ease of doing business and help 
industry to conform to quality assurance 
standards. 

•	 Steps were initiated for setting up referral 
food testing laboratories in all branches of 
the National Test House to facilitate better 
food testing. 

•	 Facilities were provided to engineering 
students for hands-on Skill Development 
in the National Test House laboratories. 

•	 A National Conference on Consumer Rights 
was held to engage with all stakeholders 
and prioritise focus areas of consumer 
protection.
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•	 Grahak Suvidha Kendras to be managed 
by Voluntary Consumer Organisations – 
to provide a host of consumer support 
services – were launched on a pilot basis at 
six locations viz. Bangalore, Patna, Jaipur, 
Ahmedabad, Calcutta and Delhi.

•	 A web based portal to serve as a central 
registry for consumer complaints against 
misleading advertisements was launched.

 1.2	Commitment to Consumers

The DCA seeks to empower consumers through awareness and education; enhance 
consumer protection through prevention of unfair trade practices; enable quality assurance 
and safety through standards and their conformity; and ensure access to an affordable and 
effective grievance redress mechanism.

Consumer markets for goods and services have undergone profound transformation 
since the enactment of the Consumer Protection Act in 1986. Liberalization, privatization and 
deregulation; innovations in new technologies and products; the growth of new consumer 
services; and the rising aspirations of the consumers for better goods and services have been 
the major drivers of change. The modern marketplace contains a plethora of increasingly 
complex products and services. The emergence of global supply chains, rise in international 
trade and the rapid development of e-commerce have led to new delivery systems for goods 
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and services and have provided new opportunities for consumers. Equally, this has rendered 
the consumer vulnerable to new forms of unfair trade and unethical business practices. 

Addressing these challenges requires policy coherence, coordinated programme 
implementation, harmonization of regulatory action and an institutional mechanism by 
which the interventions of government produce optimal results. Taking the benefits of 
good governance to the common citizen has been the primary focus of the Department. 
This is done in partnership with multiple stakeholders – relevant line departments of the 
government of India, state governments, regulatory agencies, and voluntary consumer 
organizations.

1.3	Impact of Technology on Consumers

Information technology is quickly altering the way people do business all over the world. 
Business processes are transforming rapidly and Internet technology, mainly the World 
Wide Web (www) as an electronic medium of exchange has given rise to a de-territorial 
virtual market place. The new age consumer often engages with a remote but interactive 
marketplace characterized by high levels of heterogeneity and therefore needs to be digitally 
enabled. In the business-to-consumer segment, sales through the web have been increasing 
manifold over the last few years. The number of consumers who use the Internet not just for 
mining information but also for purchasing goods is growing. 

   Innovative product and service delivery systems like Direct Selling, Multi-Level 
Marketing and e-commerce do sometimes pose problems typical of cross-border 
transactions in both goods and services; risks of poor quality and unsafe products; as 
well as predatory, exploitative and unfair trade practices. These pose new challenges to 
creating awareness among consumers to prevent consumer detriment besides rendering 
the grievance redress process impersonal and the dispute resolution process complex, 
time consuming and expensive.

The department is therefore working on an institutional apparatus that combines the 
strengths of the government and the voluntary sector, is technology driven and is geared to 
making timely interventions. The Consumer Protection Bill, 2015 and the Bureau of Indian 
Standards Bill, 2015 are efforts to provide the basis for such praxis.
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THE DEPARTMENT AND ITS MANDATE
The Department has been entrusted with administering:

	Internal Trade

	 The Bureau of Indian Standards Act, 1986

	 The Bureau of Indian Standards

	 The Consumer Protection Act, 1986

	 The Essential Commodities Act, 1955 (10 of 1955) (Supply, Prices and Distribution of 
Essential Commodities not dealt with specifically by any other Department)

	 The Prevention of Black Marketing and Maintenance of Supply of Essential Commodities 
Act, 1980 (7 of 1980)

	 Consumer Cooperatives 

	 Regulation of Packaged Commodities 

	 The National Test House

2.1	Functional and Organizational Set up

Shri Ram Vilas Paswan took charge as Cabinet Minister in the Ministry of Consumer 
Affairs, Food & Public Distribution with effect from 26th May 2014.

Shri Keshav Desiraju, IAS assumed charge as Secretary, Consumer Affairs (CA) with effect 
from 12.2.2014.  A Principal Economic Adviser, an Additional Secretary and a Joint Secretary 
assist the Secretary (CA).

2.2	Citizens’ Charter

Citizens’ Charter of the Department of Consumer Affairs, a declaration of commitment 
of the Department to achieve excellence in the formulation and implementation of policies 
and procedures of the Department of Consumer Affairs for the benefit of consumers and the 
public at large, is available at http://consumeraffairs.nic.in.

2.3	Right to Information Act, 2005

The information required to be made available to the citizens under Section 4 of the 
Right to Information Act, 2005 is posted on the Departmental website http://consumeraffairs.
nic.in.  The list of Central Public Information Officers of various Divisions for providing 

Chapter 2                                                                
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information to the public under the Act is also available on the Department’s website along 
with the details of the Appellate Authorities concerned.  The status of implementation of 
the RTI Act in the department and the details of the reports sent to CIC are displayed on the 
website under RTI section.  Online RTI applications and First Appeals are being disposed 
online since the launch of RTI web portal with effect from 22nd May 2013.  So far, more than 
2229 RTI applications and above 137 First Appeals have been received through the online 
RTI portal.

All tender notices and other decisions of public importance are being posted on this 
website regularly.  E-procurement and e-processing of tenders in the CPP Portal (eprocure.
gov.in) in procurements costing more than the prescribed limit as stipulated by the Ministry 
of Finance, Department of Expenditure instructions for all Ministries/Departments are 
being followed from 1st January 2012. 

2.4	Vigilance

The Department of Consumer Affairs has a Chief   Vigilance Officer (CVO).  The Additional 
Secretary is designated as the CVO in addition to his normal duties assigned to the post. The 
Deputy Secretary/Director (Vigilance) and the Vigilance Section support the CVO.

This Department monitors the vigilance work of the Bureau of Indian Standards (BIS), 
the National Consumer Cooperative Federation of India Ltd. (NCCF), the National Test 
House (NTH) Kolkata, the Indian Institute of Legal Metrology (IILM) Ranchi and the National 
Consumer Disputes Redress Commission (NCDRC). 

The CVOs of the subordinate organizations report to CVO of the Department in vigilance 
matters where necessary in addition to sending their progress reports to the Central Vigilance 
Commission. Vigilance Officers have also been appointed in all attached/subordinate 
Offices under this Department like NTH and its regional labs, IILM to coordinate with CVO 
in vigilance related matters and issue of Vigilance Clearances.
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CONSUMER ADVOCACY

The DCA operates the Consumer Welfare Fund (CWF) to provide grants for strengthening 
consumer protection and to catalyze the Voluntary Consumer Movement in India.   A wide 
network of Voluntary Consumer Organizations (VCOs) is doing commendable work to raise 
awareness amongst consumers of their rights and responsibilities and enhance consumer 
welfare by way of consumer awareness programmes; counseling and guidance; grievance redress 
and mediation services. These VCOs are supported through CWF grants for diverse projects 
including consumer education, training, legal support, the comparative testing of products 
and services, and dissemination of the findings. Steps have been taken to enhance the 
transparency in and to digitize the process of approving projects for grants under the CWF 
through a ‘Call for Proposals’ made twice a year and published on the department’s website. 
The proposals received in response are examined and shortlisted by an intra-departmental 
appraisal committee chaired by the Joint Secretary, Consumer Affairs and the final approval 
of projects done by an empowered inter departmental committee chaired by the Secretary, 
CA.

3.1	Consumer Awareness

The Department has been conducting a countrywide 
multimedia awareness campaign since 2005 on various 
issues related to consumer rights and responsibilities 
across diverse subjects. “Jago Grahak Jago” has today 
become a household axiom. More recently, joint publicity 
campaigns have been launched in partnership with the 
related Government Departments/ Organizations that deal 
with a mass consumer clientele. For instance, on food, with 
the Food Safety & Standards Authority of India (FSSAI); on 
financial services with the Reserve Bank of India (RBI); and 
on medicines with the National Pharmaceutical Pricing 
Authority (NPPA) through various electronic and print 
media such as Television, Radio, Newspapers and outdoor 
advertising.

The consumer awareness campaign is implemented through the Directorate of Audio 
and Visual Publicity (DAVP), the Doordarshan Network (DD) and the All India Radio (AIR). 
The year-wise allocation and expenditure on the campaign during last five years is set out 
in table 1.

Chapter 3                                                                
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Table 1: Year-wise allocation and Expenditure on Consumer Awareness  
during the Last Five Years

 	 (Rs. In crore)

S. No. Year BE RE Expenditure

1 2010-11 84.02 80.67 80.27

2 2011-12 87.23 87.23 85.73

3 2012-13 89.00 58.00 66.46

4 2013-14 75.00 71.00 68.07

5 2014-15 75.00 76.47 76.43

A brief overview of the multi-media campaign to reach out to consumers across diverse 
sectors and geographies is given below:

3.1.1.	 Publicity through Doordarshan

D o o r d a r s h a n 
(DD) has a significant 
geographic reach. 
It also has a diverse 
viewership cutting 
across the urban-
rural population 
segments. DD has 
been the primary 
electronic medium for 
the “Jago Grahak Jago” 
campaign. DD enables 
the department to 
reach out to the target 
audience in remote 
areas and the vast 
rural population of the 
country.

3.1.2.	 Publicity through All India Radio and FM Stations

All India Radio provides the unique dimension of having access to almost 99% of the 
country’s population and on account of easy portability of radio sets the medium provides 
an effective platform for reaching out to the migrant population, construction workers, 
farm labourers and farmers who often carry radio sets with them while at work or during 
travel. FM Stations as a medium of publicity have shown tremendous growth.  Therefore, the 
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network of FM Stations of the AIR as well as private FM Stations empanelled by DAVP have 
been utilized as part of the publicity campaign under ‘Jago Grahak Jago’. The department is 
now exploring the  ‘Community Radio’ network to access rural communities. 

3.1.3	 Publicity through Print Media using Newspaper Advertisements: 

Advertisements have been released through DAVP in national dailies as well as regional 
newspapers in local languages in accordance with the new advertisement policy of the 
DAVP.  Each advertisement has been released through a network of over 300 newspapers 
throughout the country.  Leading DAVP empanelled magazines have also been used for the 
publicity.  The print advertisements and Ad spots for the electronic media have focused on 
subjects of interest to a wide cross-section of society.  Some of these include:

•	 Maximum Retail Price (MRP) by which 
consumers have been educated about the 
concept of MRP and related issues. 

•	 The importance of quality assurance 
and safety standards for products and 
the different standards – voluntary and 
mandatory - notified by the Government 
and applicable to consumer centric 
products. 

•	 Education and awareness on quantity 
assurance or the value for money 
through various provisions of weights 
and measures.

•	 Issues in the education sector especially 
awareness about the credibility 
of institutions and the validity of 
their degrees/courses through print 
advertisements and TV/Radio spots.
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•	 Issues concerning the banking and insurance sectors to educate consumers about their 
right to different services provided by the banks and insurance providers. 

•	 Education and awareness about the 3-tier consumer dispute resolution mechanism.

•	 Information on how to file a complaint, where to file a complaint and the format of the 
complaint letter.  

•	 Awareness and education about misleading advertisements.

•	 Anti Tobacco campaign. 

3.1.4	 Publicity through Electronic Medium by telecast of Video Spots:  

The Department has promoted video spots on various consumer related issues such as 
the provisions of Consumer Protection Act, Banking Services, Medicines, Travel Services, 
Grievance Redress system, MRP, ISI and Hall-Mark which are telecast through Doordarshan 
and the Satellite channels such as Sony, Star Plus, Zee News, Star News, Doordarshan 
National Network, Kalyani programme of DD-I, Krishi Darshan, Regional channels such 
as the Sun Network, ETV Network, ZEE TV network, Discovery, Sahara Network and other 
popular satellite channels.  

3.1.5	 Publicity in North Eastern States: 

The Doordarshan Kendras of North Eastern States ensure that the message reaches out 
in the local language. The audio as well as video spots were produced in the local languages 
specific to the North-eastern region such as Assamese, Khasi, Garo, Mizo, Manipuri and 
Naga. The AIR Kendras, the private FM channels and the newspapers having editions in NE 
regions are being utilised for taking the campaign to the Northeast. A Special campaign has 
been carried out through the newspapers in the NE region.

3.1.6	 Use of Sports Events: 

In order to reach maximum number of consumers, the Department has telecast/
broadcast video/audio spots containing consumer related information during the popular 
sports events particularly the Cricket Series: the India–England Test and ODI Series 2014; the 
India Australia Cricket series 2014, and the India-Australia-England one day Cricket Series 
2015, where the audience interest is maximum. The Department also made use of the ICC 
Cricket World Cup 2015.

3.1.7	 Publicity through the Outdoor Medium:

Mediums available through DAVP such as banners, hoardings, Metro panels, bus panels, 
Tirupati Access Cards, Mata Vaishno Devi Access Card, LCD Screens in Railway stations, 
Advertisement on IRCTC Menu Card and such other facilities were suitably utilized for the 
publicity campaign.   
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3.1.8	 Assistance to State Governments / UTs:

Considering the importance of the active participation of the State Governments in the 
awareness campaign to the rural, remote and backward areas, the States/UTs have been 
actively associated in the programme especially in expanding the geographic reach of the 
campaign on consumer awareness. The grant in-aid/support to States/UTs has been a key 
component of the programme that has helped enhance its reach and effectiveness. 

3.1.9	 National Consumer Helpline:  

The National Consumer Helpline and the Toll Free Number 1800-11-4000 shifted its 
operation from Delhi University to the Centre for Consumer Studies, Indian Institute of 
Public Administration w.e.f. May, 2014 for dissemination of credible information, counselling 
Consumers and to redress their grievances. The toll free number facility is available to 
consumers from 9-30 A.M. to 5-30 P.M. on all the working days. Adequate publicity has 
been given to the National Consumer Helpline to encourage consumers to make use of this 
facility.

The publicity around National Consumer Helpline has been increased comprehensively 
through both the print and electronic media.  This has resulted in a significant increase 
in the number of calls being handled by the National Consumer Helpline - a measure of 
growing consumer awareness. 

3.2	The Rural Consumer

The rural consumer was earlier not considered an important segment in the market due 
to low purchasing power and the limited size of the market. However, liberalization and 
privatization of the economy has resulted in our markets being integrated with global supply 
chains. This combined with the information explosion and aggressive marketing has given 
rise to a rapidly growing rural demand for consumer goods. Saturation of the urban markets 
and the lure of the vast untapped rural market are now market forces that the producers of 
consumer goods and the providers of services can no longer resist. However, as the exposure 
to mass media and information technology grows, rural consumers are emerging more 
informed about products and services, and their dependence on the traditional reference 
groups is gradually waning.

3.3	Feedback / Evaluation mechanism       

Evaluation of awareness programmes is done by engaging reputed organisations/ 
agencies such as the Indian Institutes of Management. These agencies conduct surveys 
across the country to assess the level of awareness of consumers on their rights/ 
responsibilities as well as the consumer protection institutions /programmes that they can 
access. The number of requests received over consumer help lines, at the consumer foras 
and other redress units also serve as indicators of the effectiveness of the campaign. 
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It is clear that the general awareness amongst consumers on their rights and reponsibilities 
is fairly high in urban areas of the country especially the metros and the large cities. The 
challenge is in the vast and remote hinterland where the level of awareness is low and is 
exacerbated by low literacy and the proliferation of sub-standard goods and services. Poor 
consumer awareness, misleading advertisements and unfair trade practices often combine 
to place the rural consumer at the risk of exploitation besides the risk of serious consumer 
detriment to children and women at risk as a consequence of unsafe, counterfeit and poor 
quality products of mass consumption. This therefore is an area of consumer protection 
that will constitute the focus of the department’s efforts in the ensuing year. 

3.4	Consumer Welfare Fund

The Central Excise and Salt Act, 1944 was amended in 1991 to enable the Central 
Government to create a Consumer Welfare Fund into which unclaimed central excise revenues 
not refundable to the manufacturers would be credited annually.  The Consumer Welfare 
Fund was created in 1992 with the objective of providing financial assistance to promote 
and protect the welfare of the consumer, create consumer awareness and strengthen the 
voluntary consumer movement in the country, particularly in rural areas. The Department 
of Consumer Affairs operates the fund, set up by the Department of Revenue under the 
Central Excise and Salt Act, 1944.  

The Consumer Welfare Fund Rules were notified in the Gazette of India in 1992 and 
Guidelines were framed in 1993. Under the Consumer Welfare Fund Rules, since revised in 
2014, any agencies/organizations engaged in consumer welfare activities for at least a period 
of five years and registered under the Companies Act, Societies Registration Act, Cooperative 
Societies Act or any other law for the time being in force are eligible for financial assistance 
from the Fund.

A sum of Rs. 16.17 crore was available in the Consumer Welfare Fund as on 31.03.2014.  
Of this balance, a budget provision of Rs. 15.00 crore was provided during the financial year 
2014-15. An amount of Rs. 13.11 crore was utilized from the fund in 2014-15.
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CONSUMER PROTECTION

Asymmetry in market information, the explosive growth of advertising and aggressive 
marketing has constrained Consumer Sovereignty. Many of the problems encountered 
by consumers fall in the domain of other related departments, which by the nature of the 
allocation of business to them, do not have a consumer specific focus. This fragmentation 
of roles and responsibilities has created an intrinsic contradiction, in that; government 
policy on consumer advocacy is at one centralized location – the DCA – while the response 
apparatus is fragmented across several line departments. Price monitoring and interventions 
to moderate the market forces to stabilize prices in commodities of common consumption 
is a case in point. The outcome, as a result, measured in terms of mitigating consumer 
detriment, raising consumer awareness, enhancing consumer protection or enabling 
consumer grievance redress has been less than optimal. 

Simply put, consumer advocacy needs to be mainstreamed in the policy frame of all 
related departments and organizations of government. The effort should be a seamless 
consumer advocacy thrust across government by which the whole is more than the sum 
of its parts. Clearly, the multiplier effect of pooling resources, leveraging the institutional 
outreach and integrating policy and programme content will strengthen consumer advocacy 
on an economy wide basis. 

Hence the emphasis of the new government is on seamless consumer advocacy on a 
government- wide basis by which the common consumers are better protected. An inter-
ministerial Group on Consumer Advocacy has been established with the Secretary, DCA 
as the chair. This group has now initiated several significant steps for consumer protection 
and welfare. These include specific actions to set quality assurance and safety standards for 
goods and services in diverse sectors under the Swacch Bharat Abhiyan as well as the Make 
in India Campaign.

The Department of Consumer Affairs has initiated a number of steps to promote a 
responsible and responsive consumer movement in the country.  Such measures include 
the use of multi-media campaign for promoting consumer awareness and encouraging 
consumers’ involvement through efforts of Government and Non-Governmental 
Organizations and others. 

Chapter 4                                                                
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The main objectives of the consumer protection programme are:

(i)	 To create suitable administrative and legal mechanisms which would be within the easy 
reach of consumers 

(ii)	 To engage with both Government and non-Governmental Organizations to promote 
and protect the welfare of the consumers.

(iii)	To involve and motivate various stakeholders including consumer organizations, 
industry, regulators and citizens especially the women and youth to participate in the 
programme. 

(iv)	To generate awareness among consumers about their rights and responsibilities; 
motivate them to assert their rights so as not to compromise on the quality and safety 
of goods and services; and to seek redress of their disputes in the appropriate consumer 
forum, when required.

4.1	The Consumer Protection Act, 1986

A key milestone in consumer advocacy in the country was the enactment of Consumer 
Protection Act, 1986. This Act provided the legislative framework to better protect the 
interests of the consumer by creating a formal but quasi-judicial dispute resolution 
mechanism exclusively for consumers. This progressive legislation established the three-
tier quasi-judicial consumer dispute redress machinery at the National, State and District 
levels aimed at providing simple, speedy and affordable redress to consumers. As on date 
644 District fora, 35 State Commissions and the National Commission at the apex level are 
functioning in the country. The results, however, have been sub-optimal resulting in delays 
and the accumulation of cases. Irrespective of the causes the credibility of the consumer 
courts have come into question.

4.2	Salient features of the Act:

a)	 The Act enshrines six rights of consumers namely, Right to Safety; Right to be 
informed; Right to choose; Right to be heard; Right to seek redress & Right to consumer 
education.

b)	 The provisions of the Act are in addition to and not in derogation of the provisions of 
any other law for the time being in force.

c)	 It is an umbrella legislation covering goods & services, but excluding transactions not 
involving consumers from the purview of the Act.

d)	 A consumer can seek redress against any manufacturer and trader of goods/service 
provider, so long as the goods purchased or service availed of was for a consideration.

e)	 The Act provides for simple, inexpensive and timely redress of consumer complaints.
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f)	 The provisions of the Act are not only compensatory in nature but also preventive and 
punitive in character. 

g)	 The Act also provides for setting up of Consumer Protection Councils at the Central, 
State and District levels, which are advisory bodies to promote and protect the rights of 
the consumers.

Fourteen cities across India have been notified by the Central Government where the 
National Commission can hold its Circuit Bench sittings in addition to New Delhi where it 
ordinarily functions. In pursuance of these provisions in the law, the National Commission 
has been holding Circuit Bench setting every year since 2005. During the last 3 Circuit 
Benches sittings held in Nagpur and Chandigarh in February, September & November 2014 
- the National Commission has disposed off 29 & 44 cases respectively.

Though the responsibility of establishing consumer fora at the District and State levels is 
that of the States/UTs, the Central Government has been implementing the following plan 
schemes for improving the functioning of consumer fora.

4.3	CONFONET Scheme

The scheme of ‘Computerization and Computer Networking of Consumer Fora in the 
country, (CONFONET)’ was launched during the 10th Plan period in March 2005 at a cost of 
Rs.48.64 crore. The scheme had been extended during 11th Plan period with a total outlay of 
Rs.25.69 crore. Under the scheme, the Consumer Fora at all the three tiers throughout the 
country were to be fully computerized to enable access of information and quicker disposal 
of cases. The National Informatics Centre (NIC) is implementing the project. The scheme has 
been extended during 12th Plan period with a total outlay of Rs.70 crore. During the financial 
year 2014-15, Rs. 10 crore has been released under this scheme. As at the end of March 31, 
2015, 516 district fora and 34 state/UT commissions have been connected digitally under 
the scheme.

4.4	 Strengthening Consumer Fora

The Central Government has been extending financial assistance to States/UTs for 
strengthening the infrastructure of consumer fora so that adequate facilities are made 
available at each consumer forum, required for their effective functioning. Infrastructure 
facilities being provided under the scheme include construction of new building for the 
consumer fora, carrying out additions/alterations/renovation of existing buildings and 
grant for acquiring non-building assets such as furniture and office equipment. Under the 
plan Scheme ‘Strengthening Consumer Fora (SCF) Phase –II’ during financial year 2014-15, 
an amount of Rs.507.65 lakh has been released to State Government of West Bengal.                     

The Strengthening Consumer Fora (SCF) scheme has been extended during 12th Plan 
period with a total outlay of Rs.143.95 crore. The scheme has a sub-component named as 
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“Consumer Counseling and Mediation (CCM)”. With a view to decentralize the decision 
making power, an Empowered Committee under the chairmanship of the Chief Secretary or 
Secretary-in-charge of Consumer Affairs has been empowered in each State for the purpose 
of making further allocation of funds for the construction/Strengthening of infrastructure of 
individual consumer fora, based on a local need-gap analysis.

4.5	State Consumer Helpline

	 Under this scheme State Consumer Help lines are being set up by State Governments 
with financial support from the Department. The objective is to encourage a dedicated 
Consumer Grievance Redress mechanism at the State level and help in resolving cases through 
Mediation. These State Help lines are being networked with the Nodal Portal set up at the 
Centre for Consumer Studies (CCS), located in the Indian Institute of Public Administration 
in New Delhi. Under this scheme the State Governments are being provided a one time non-
recurring grant for establishing the State Helpline and a recurring grant for five years for 
operating the State Consumer Helpline. It is the responsibility of State Government to run 
the Helpline thereafter. This scheme has been extended during 12th Plan period with a total 
outlay of Rs.18 crore. So far 32 States/UTs have been sanctioned funds under this scheme. 
During the financial year 2014-15 up to 31.03.2015, Rs.2.12 crore has been released to 10 
State Governments.

The Statement of Cases filed/disposed off/pending in the National Commission, State 
Commission and District Fora are at Annexure-I. 

4.6	Setting up of Complaint Handling/Counseling/Guidance Mechanism.

The endeavor of the Department is to partner with credible and committed voluntary 
consumer organisations in the task of raising awareness amongst consumers as well as to 
redress their grievances where possible. Towards this end the department has created some 
key collaborative platforms. The brief outline of each of these is set out below.

4.6.1	 National Consumer Helpline (NCH)	

A National Consumer Helpline which was operating from Delhi University is now being 
operated from the Centre for Consumer Studies at IIPA from the 2nd Week of May 2014. The 
Project recognizes the need of consumers for a Telephone Helpline to deal with a multitude 
of problems arising in their day-to-day engagement with the market, business and service 
providers.

Consumers from all over the country can access the toll-free number 1800-11-4000 and 
seek telephonic counseling for problems that they face as consumers relating to various 
sectors. The service is available in English and Hindi. The average number of complaints 
received average 10,000 in a month and the redress success rate averages 40-45%. The 
project was sanctioned Rs.4.00 crore in 2014 for a period of three years.
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National Consumer Helpline supports consumers by:

-  	 Guiding consumers in finding solutions to problems related to products and services. 

-  	 Providing information related to companies and regulatory authorities. 

-  	 Facilitating consumers in filing complaints against defaulting service providers

-  	 Empowering consumers to use available consumer grievance redress mechanisms and 
educating consumers about their rights and responsibilities.

4.6.2 Consumer Online Research and Empowerment (CORE) Centre.

Consumer Online Research and Empowerment (CORE) Centre project is an initiative 
taken by the Ministry to institutionalize web based consumer awareness & protection 
information technology applications.  The project is being executed through the Consumer 
Coordination Council (CCC), an apex federation of voluntary consumer organisations. It 
has a membership of over 77 grass root Consumer Organizations, spread across the country, 
some of which are, or have been members of the Central Consumer Protection Council 
(CCPC), set up under the Consumer Protection Act.

The main objectives of the CORE Center Project are:

I.	 Influencing policies, legislation and administrative frameworks towards promoting 
consumer interests.

II.	 Empowering consumer protection groups to work towards strengthening the civil 
society in the democratic system of the country.

The project has been sanctioned at a cost of Rs.75.00 lakh spread over a period of eighteen 
months, out of which Rs.50.00 lakh has been released so far.

4.6.3 Council for Fair Business Practice, Mumbai, Maharashtra (CFBP)

As part of new initiatives to enhance the levels and reach of consumer protection and 
welfare activities, the Department has considered and approved a project by the Council 
for Fair Business Practice, Mumbai, Maharashtra (CFBP) for consumer complaint handling. 
An amount of Rs.6.00 lakh each year was sanctioned for 5 years. The same was revised to 
Rs.12 lakh each for the 4th and 5th year instalments. Though Rs.12 lakh was released as 4th 
instalment, it was decided to restrict the 5th instalment to Rs.6.00 lakh only, due to paucity of 
funds.	

4.7	Comparative Testing of Products & Services

4.7.1.	 Centre for Comparative Testing of Products and Services (Voice Society)

The VOICE Society, New Delhi undertook comparative testing of 6 products & 2 services 
during the year 2014 at a cost of Rs. 40 lakh with the objective of disseminating to empirical 
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data on product quality and safety.  Grant in aid of Rs. 40.00 lakh for the project was released 
during the month of September 2014.

The objectives of comparative testing of products and services are to:

	Provide consumers unbiased information that will enable them to make a rational 
choice among major brands available in the market.  This will help them get value for 
money.

	Help raise public awareness regarding quality and safety and bring demand pressure to 
bear on manufacturers to improve the quality of products.

	Serve as the basis for advocacy campaigns for policies that will enhance consumer 
protection.

	Communicate with government, regulatory and standards authorities on the test-results 
for appropriate action against malpractices, if any.

	Educate consumers about the product; amongst many in the market that will likely suit 
their needs best and thus strengthen consumer choice.  

	Draw public attention to unsafe goods and unfair trade practices.

	Verify the claims made by different brands especially of health related products against 
the relevant national Standard for that product.

4.7.2 CONCERT Trust Chennai

The Department of Consumer Affairs has approved and sanctioned the proposal for 
financial assistance for Comparative Testing of 3 products and 1 service at a cost of Rs. 40.00 
lakhs. The amount was released in the month of August 2014.

4.7.3	 M/s Consumer Education and Research Centre (CERC), Ahmedabad 

CERC has been sanctioned an amount of Rs. 1.25 crore grant in aid to expand its 
consumer protection and service activities over a period of 5 years. Three instalments of 
Rs. 25 lakh each have been released, first in the month of December 2012, second in the 
month of June 2014 and third in the month of March, 2015. The laboratory tests products 
in three categories, viz. food, chemicals, pharmaceuticals, domestic electrical appliances, 
accessories, lighting products, and fans. It also tests personal care products- hair, skin, and 
dental care products. The test reports are published in the magazine. The reports carry the 
manufacturers’ response to the test findings as well. Consumers are provided with ‘Best Buy’ 
information for sustainable consumption by way of product comparative test reports.

4.8	Scheme for promoting work at Research Institutions/Universities/ Col-
leges on Consumer Protection and Consumer Welfare

This scheme was launched in 2004 to foster research and empirical work in the field of 
consumer protection and to address the complex issues that consumers confront in the 
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new and emerging modes of marketing and propose a robust framework that will best serve 
to prevent consumer detriment. This work will then feed into policy making and reforming 
the institutional apparatus for better consumer protection. The DCA partners with select 
universities to work on diverse consumer related domains. The Indian Institute of Public 
Administration, New Delhi, has been identified as the nodal organization to administer the 
scheme.   The Department of Consumer Affairs has sanctioned and released grant in aid of 
Rs. 66.25 lakh during the financial year 2014-15.

4.9	Creation of Chair/Centre of excellence in Institutions/Universities:

(i)	 A Chair on Consumer Law and Practice has been established in National Law School 
of India University (NLSUI), Bangalore. The primary objective of the Chair is to act as a 
‘’Think Tank” for the DCA on research and policy related issues on consumer law and 
practice and to also develop Consumer Affairs as a distinct subject of study at Under 
Graduate and Graduate levels. Grant in aid of Rs.15 lakh has been sanctioned and 
released to NLSUI for carrying out additional activities by the chair/Centre on Consumer 
Law and Practice in the year 2014-15.

(ii)	 A project of the Administrative Staff College of India, Hyderabad to establish a Centre for 
Rural Consumer Studies at its campus at a cost of Rs. 1.50 crore over a period three years 
was approved and is underway. An amount of Rs.45.00 Lakhs as the first instalment and 
Rs.38 lakhs as second instalment have been released in 2012 and 2013 respectively. The 
project will be completed in 2015.

(iii)	The Department of Consumer Affairs has established a chair at the National Law Institute 
University, Bhopal, M.P. Grant in aid support of Rs.94.45 lakhs spread over a period for 5 
years will support the activities of the chair from 2010-15.

The objectives of the project of NLIU, Bhopal are:

a).	 To study how Consumer Protection Law adapts itself to changing socio economic 
realities.

b).	 To study key issues relating to Unfair Trade Practices (UTP’s) and propose equitable 
solutions.

c).	 To develop and promote knowledge, training and research capabilities in law related to 
Consumer Protection and UTP’s.

d).	 To foster knowledge transfer and promote cooperation within areas affected by UTP’s.

4.10	 Consumer Clubs

The scheme for promoting consumer club in schools was launched in the year 2002, 
under which a Consumer club can be set up in a Middle/High/Higher Secondary School/
College affiliated to a Government recognised Board or University. A grant of `10,000/- 
per consumer club is admissible under the scheme. This scheme was decentralized and 
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transferred to the Government of States/UTs w.e.f.1.4.2004. Eligible Organisations / VCOs 
can submit proposals under the scheme to the Nodal Officers in the Food, Public Distribution 
and Consumer Affairs Departments of the respective States/UTs. Funds are released by 
Central Government to the nodal officers in the state on receipt of the list of schools from 
the states. Till date about 7749 consumer clubs have been set up in Schools/Colleges in 
23 States/UTs including Andhra Pradesh, Chhattisgarh, Gujarat, Haryana, Karnataka, 
Maharashtra, Orissa, Punjab, Rajasthan, Tamil Nadu, Uttarakhand, West Bengal, Himachal 
Pradesh, Sikkim, Mizoram, Arunachal Pradesh, Lakshadweep, J&K, Tripura, Pondicherry, 
Kerala, Chandigarh, Nagaland.

4.11 Consumer Welfare Funds in the States 

In the year 2003, the States/UTs were encouraged to establish a Consumer Welfare Fund, 
as a corpus fund, at the State level to support voluntary organisations undertaking advocacy 
work at the grass root level.  The scheme envisages a one-time grant from the DCA provided 
the state makes a contribution to the corpus from its own resources too. The states are 
free to adopt their own guidelines for administering this Fund, consistent with the Central 
guidelines.  The State Governments are also required to designate a nodal agency in the 
State to operate the Scheme.   The present ratio of funding is 75:25 by the Centre and State 
(90:10 in the case of Special Category States/UTs). Such corpus funds are to be maintained 
in separate accounts and the income generated therefrom utilised for financing state/local 
consumer protection programmes. Corpus Funds have been set up in ten States including 
Gujarat, Andhra Pradesh, Orissa, West Bengal, Bihar, Nagaland, Karnataka, Tamil Nadu, 
Madhya Pradesh and Kerala.
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CONSUMER GRIEVANCE REDRESS

The Consumer Protection Act, 1986 provides a three-tier quasi-judicial consumer 
dispute resolution mechanism in the country to adjudicate complaints filed before them 
and to provide speedy redress to consumers. This includes:

•	 The National Consumer Disputes Redress Commission (National Commission) at the 
apex level with territorial jurisdiction over the whole country and pecuniary jurisdiction 
to consider consumer disputes/complaints involving claims above Rs.1.00 crore and 
with appellate jurisdiction over State Commissions.

•	 36 State Consumer Disputes Redress Commissions (State Commissions) with territorial 
jurisdiction over the State/ UT concerned and financial jurisdiction to entertain 
consumer complaints involving claims above Rs.20.00 lakhs and up to Rs.1.00 crore 
and with appellate jurisdiction over the District Fora.

•	 644 District Consumer Dispute Redress Fora (District Forum) with territorial 
jurisdiction over the district and pecuniary jurisdiction up to Rs.20.00 lakhs.

5.1	On-line Monitoring of Cases in Consumer Fora

A major initiative on consumer dispute resolution has been the programme to 
fully digitise the operations of the consumer courts. The Consumer Forum Network 
(CONFONET) has linked the Consumer Fora in the country through a Computer Network 
and any citizen with an internet connection can access the cause list of a district forum 
or a State Commission, check the status of his case and read the orders passed in a case, 
online, from the comfort of his home. This is fully operational in respect of 444 District 
Fora and 32 state commissions besides the National Commission. Other District Fora 
are expected to go live soon. The DCA is working on the next level objective of enabling 
consumers to file complaints online. 

As per the latest reports made available by the National Commission the average 
disposal of cases in all three levels of Consumers Fora in the country is an impressive 
91.21%. The total number of cases filed and disposed of in the National Commission, State 
Commissions and District Fora as on 31.03.2015, since inception, is given below:
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Sl. 
No.

Name of Agency Cases filed 
Since inception

Cases disposed 
of since 

inception

Cases 
Pending

% of 
Disposal

1. National 
Commission

93860 83294 10566 88.74

2. State Commissions 701099 611588 89511 87.23

3. District Fora 3605886 3330848 275038 92.37

Total 4400845 4025730 375115 91.48

5.2	Filing of Complaints in the Consumer Forum

Consumer complaints can be filed in a District Consumer Forum, State Commission 
or National Commission, as the case may be, by an aggrieved consumer, a recognized 
voluntary consumer organisation in which the aggrieved consumer is a member, one or more 
consumers having the same interests and the Central Government or State Government, as 
the case may be, either in its individual capacity or as a representative of the interests of 
the consumers in general. The complaint should contain particulars of the dispute and the 
relief claimed and should include copies of such documents as are necessary to prove the 
claim including photocopies of the bill/cash memo/voucher, brief details of the nature of 
the defect in the product or the deficiency in the service and the relief claimed. The fees 
payable on total value of goods or services plus compensation claimed in a case filed in 
a District Forum are Rs.100/-, Rs.200/-, Rs.400/- and Rs.500/- for a value of Rs.1.00 lakh, 
above Rs.1.00 lakh and up to Rs.5.00 lakhs, above Rs.5.00 lakhs and up to Rs.10.00 lakhs 
and above Rs.10.00 lakhs and up to Rs.20.00 lakhs respectively. For a complaint up to a total 
value of Rs.1.00 lakh no fee is payable for Antyodaya Anna Yojana cardholders. In the State 
Commissions for a claim value including compensation of above Rs.20.00 lakhs and up to 
Rs.50.00 lakhs the fees payable is Rs.2000/- and Rs.4000/- for claim plus compensation of 
above Rs.50.00 lakhs and up to Rs.1.00 crore. In the National Commission the fee payable is 
Rs.5000/- for a claim plus compensation value of above Rs. 1 crore.

5.3	Consumer Rights

The Consumer Protection Act, 1986 enshrines and provides to all consumers certain 
rights including the:

•	 Right to be protected against marketing of goods which are hazardous to life and 
property;

•	 Right to be informed about the quality, quantity, potency, purity, standard and price of 
goods to protect the consumer against unfair trade practices;

•	 Right to be assured, wherever possible, access to an authority of goods at competitive 
prices;
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•	 Right to be heard and to be assured that consumers’ interests will receive due 
consideration at the appropriate forum;

•	 Right to seek redress against unfair trade practices or unscrupulous exploitation of 
consumers; and

•	 Right to consumer education.

5.4	Major Initiatives 

An important step initiated by the government in recent months has been to modernise the 
legislative framework that governs consumer affairs. The DCA has finalised comprehensive 
amendments to the Consumer Protection Act as well as the Bureau of Indian Standards Act. 
The amendments proposed seek to ensure that the consumer disputes redress mechanism 
serves the consumers with quick, inexpensive and simple redress of their grievances, 
establish an institutional arrangement to prevent unfair trade practices, incorporate the 
concept of product liability in consumer protection and enable mediation as an Alternate 
Dispute Resolution (ADR) arrangement. The major amendments proposed include:

•	 Establishing an authority called the Central Consumer Protection Authority to investigate 
unfair trade practices; initiate class action in appropriate cases; order refund, recall or 
replacement of defective products; and the withdrawal of misleading advertisements 
and carrying out of corrective/compensatory advertisements.

•	 Introducing product liability to enable consumers to sue for damages for injury caused 
by defective products/ deficient services.  

•	  Enhancing the pecuniary jurisdiction of the District Forum, State Commission 
and National Commission to Rs.50.00 lakhs, Rs.10.00 crore and above Rs.10.00 crore 
respectively to provide greater access to citizens.

•	 Enabling e-filing of cases and not requiring personal appearance till the stage of 
admission. Cases not admitted within 21 days will be deemed admitted. 

•	 Enabling consumers to file cases in the District Forum with jurisdiction over his place 
of residence, rather than the place where the transaction was conducted, to provide for 
ease of access.

5.5	National Cooperative Consumers’ Federation of India Ltd. (NCCF)

The National Cooperative Consumer’s Federation of India (NCCF) is an apex consumer 
cooperative organisation registered under MSCS Act, 2002 and administered by the DCA.    
NCCF operates its business activities through its head office at New Delhi and 34 branches 
located in State capitals across the country. With a 78 percent shareholding, Government is 
the majority owner of the NCCF.
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The NCCF has played a major role in strengthening the consumer cooperative movement 
in the country.  Recently, it has ventured into new activities like procurement of food grains, 
to ensure minimum support price to farmers.   Equally, in times of scarcity, the NCCF 
has undertaken direct market intervention operations to ensure that vegetables of mass 
consumption like Potatoes and Onions are available in the market at reasonable rates to 
consumers.  It has also contributed to consumer welfare by importing pulses and offering it to 
cardholders under the Public Distribution System under various subsidy schemes. It provides 
support in the distribution of essential consumer goods to its 145 member cooperatives and 
other Government agencies at reasonable prices through the retail outlets.  
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QUALITY ASSURANCE AND STANDARDS
Quality assurance and safety of products and services are central to preventing consumer 

detriment. When Shri C. Rajagopalachari, the first Governor General of independent 
India said, “Standards are to industry as culture is to society”, he succinctly captured 
the importance of standards in our daily lives. Standardization forms the cornerstone of 
consumer protection. The Indian Standards Institution later transformed into the Bureau of 
Indian Standards was established in this backdrop. For a common consumer, it is normally 
not possible to assess the quality of the product purchased, at its face value by merely looking 
at it, touching or smelling it.  Standards are used as the basis to assess the quality of the 
product to be purchased. The Presence of certification marks such as on a product implies 
that the product has been produced according to a specific standard. The ISI mark of the BIS 
is synonymous with quality and safety. 

 ,                                                      ,                                                    ,

Standards are authoritative statements of the criteria necessary to ensure that the 
material, product or procedure is fit for its intended purpose.  Product standards generally 
prescribe optimum levels of quality, safety and performance as well as sampling and methods 
of practical evaluation.

Prescribing stringent standards laid down by the Bureau of Indian Standards (BIS), 
the National Standards Body of India, facilitates quality assurance and safety. Adoption of 
Indian Standards is generally voluntary in nature and their implementation depends on 
adoption by concerned parties.  An Indian Standard becomes binding if the Central or State 
Governments stipulates it in a contract referred to in legislation or makes mandatory by 
specific orders. 

6.1	Bureau of Indian Standards

The Bureau of Indian Standards was set up as a statutory organization under the Bureau 
of Indian Standards Act, 1986 taking over the assets and liabilities of the Indian Standards 
Institution (ISI) that came into existence in 1947.  The Bureau has its Headquarters in New 
Delhi.  It has a network of 05 regional offices, 32 branch offices and 08 laboratories which act 
as effective link between BIS, government, industry and consumers. 

The Bureau has made steady progress in the various fields of its key activities namely 
Standards formulation, Product certification, Management system certification and 
Hallmarking.
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The BIS has taken several measures to promote a culture of quality in the manufacturing 
process. It has developed over 19000 quality standards and enforces conformity to standards 
in diverse sectors across over 28000 licensees who use the ISI quality mark in manufacturing 
their products. 

The DCA has finalized major amendments to the BIS Act. These amendments seek to 
strengthen the quality assurance regime for goods and services in India; prevent the entry 
of sub-standard goods; eliminate the dumping of poor quality products; provide for ease 
of doing business in India and make the market surveillance and testing of products more 
stringent. The list of products under mandatory certification will be expanded significantly 
to provide Indian consumers products of better quality. This transformation in our quality 
assurance eco system will catalyze the ‘zero defect, zero effect’ approach under the Make in 
India campaign.

Some of the recent initiatives undertaken on standards include:

1.	 A Trade Facilitation Cell in the BIS to facilitate trade with other countries. 

2.	 Simplified types of conformity schemes have been launched so that industry can 
adopt the quality standards with ease and manufacture standardized products in the 
country.

3.	 A scheme of marking unique ID numbers on every piece of hallmarked Jewellery is 
proposed to be launched so that hallmarked articles can be traced and consumers are 
assured of the purity of the gold and are not misled or cheated by jewelers / assaying 
centres.

International participants of the 47th International Training programme on ‘Standardization and 

Quality Assurance’
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4.	 For better enforcement of standards, a new scheme has been launched wherein common 
consumers can send the ISI marked products for testing in BIS labs or BIS recognised labs.

5.	 A mobile App is being launched which will allow consumers to verify the genuineness of 
the BIS marked products. 

Under the Swacch Bharat Abhiyan, the DCA has asked the BIS to formulate / update the 
national quality assurance standards for:

a)	 Potable piped water supplied by Municipal / Government agencies 

b)	 Street food and

c)	 Garbage and solid waste disposal

BIS officials at ‘Walkathon’ organized by the Sports Authority of India on 02 Oct 2014

Signing of MoU between BIS, India and DGSM, Oman
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NATIONAL TEST HOUSE

The National Test House (NTH) is 
a premier test and quality evaluation 
laboratory for industrial, engineering 
and consumer products under 
the administrative control of the 
Government of India since the year 
1912. This century old Scientific and 
Technological Organization was 
established originally by the Indian 
Railway Board as a captive test 
and quality evaluation laboratory 
(originally known as Government Test 
House) at Alipore, Kolkata with a view 
to examine the quality of the various products meant to be used by the Indian Railways.  The 
first regional laboratory was set up by NTH in Mumbai in the year 1963 and subsequently at 
Chennai (1975), Ghaziabad (1977), Jaipur (1994) and Guwahati (1996). 

The National Test House works in the field of Testing, Evaluation and Quality Control of 
various engineering materials and finished products, calibration of measuring equipment/
instruments and devices. To be precise, the NTH issues test certificates in scientific & 
engineering fields to certify conformity to national/international specifications or customer 
standard specifications.         

Revenue performance for the three  year period 2012-2015
(Rupees in lakhs)   

Sl. No. Name of the Region 2012-13 2013-14 2014-15

1 NTH(ER), Kolkata 363.86 477.4 496.05

2 NTH(WR), Mumbai 248.43 235.54 238.77

3 NTH(SR), Chennai 216.67 280.36 329.31

4 NTH(NR), Ghaziabad 465.96 451.97 476.86

5 NTH(NWR), Jaipur 121.73 125.09 145.67

6 NTH(NER), Guwahati 29.45 24.67 41.22

Total 1446.10 1595.03 1727.88
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Dr. Bijendra Kumar DG, NTH addressing review meeting chaired by Shri. G. Gurucharan, IAS, Additional 
Secretary DCA on 24th June 2014.

 The 20th Executive Council meeting of  the NTH  held at NTH(ER), Kolkata on 13th November, 2014



45



46



47

WEIGHTS AND MEASURES

Legal Metrology (Weights and Measures) Laws form the basis of commercial transactions 
in the modern market place. It is the basis of quantity assurance to a consumer by ensuring 
the accuracy of measurement in such transactions, thus guaranteeing value for money. The 
Government enacted the Legal Metrology Act, 2009. (1 of 2010), consolidating two older 
legislations: the Standards of Weights & Measures Act, 1976 and the Standards of Weights & 
Measures (Enforcement) Act, 1985. The Legal Metrology Act, 2009 has come into force from 1st 
April 2011. Seven sets of Rules have also been notified for better implementation of the Act.

The Legal Metrology Division of the Department of Consumer Affairs oversees the 
implementation of the Legal Metrology Act 2009, and aims to safeguard the interests of 
consumers to get the correct quantity for the price charged by ensuring use of the correct, 
tested calibrated and certified weights and measures.   The Legal Metrology (Packaged 
Commodities) Rules mandates certain consumer-friendly declarations: the name and address 
of the manufacturer / packer / importer; the name of the commodity; the net quantity; the 
maximum retail price (MRP), the month and year of manufacture / packing / import and 
consumer care details pertaining to pre-packaged commodities.  The powers for enforcement 
of the Legal Metrology Act 2009 and the Rules under the Act stand delegated to the Controllers 
of Weights and Measures in the respective state governments. The Secondary Standards of 
weights and measures of all States / UTs are verified through the Regional Reference Standards 
laboratories situated at Ahmedabad, Bengaluru, Bhubaneswar, Guwahati and Faridabad. 

8.1	Recent Initiatives

	 Application formats have been simplified and digitised to make them precise as well as 
to provide for the ease of doing business.

	 Declarations by way of red dot /brown dot marking on the package for non-vegetarian 
contents and green dot for vegetarian content in soaps, shampoos, tooth  pastes and 
other cosmetics and toiletries have been made mandatory through the Legal Metrology 
(Packaged Commodities) (Amendment) Rules, 2014.

	 To safeguard the interest of weavers, any thread that is sold in coils to handloom weavers 
has been exempted from the provisions of Legal Metrology Packaged Commodities Rules.

	 For the strengthening of Legal Metrology, grants have been released to State Governments 
for the construction of laboratory buildings and installation of standard equipment for 
verification of weights and measures. 

Chapter 8                                                                
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The Department has already adopted new specifications in The Legal Metrology (General) 
Rules, 2011 in accordance with the recommendations of the International Organization of 
Legal Metrology (OIML). The Rules cover new specifications of Automatic Rail Weighbridges, 
Clinical Thermometers (digital type), Automatic gravimetric filling instruments, Standard 
Weights for testing higher capacity weighing machines, Discontinuous totalizing automatic 
weighing instruments, Sphygmomanometer (Blood Pressure measuring instruments) & 
CNG gas dispensers etc. 

The Government ensures through Legal Metrology Act, 2009 that all weights and measures 
used for trade or commerce or for protection of human health and safety are accurate and 
reliable so that users are guaranteed correct weight and measurement. This in turn helps 
consumer protection by ensuring that the consumer gets the right quantity for the price that 
he/she has paid. 

The Legal Metrology (Weights and Measures) Regulation in India also regulates the sale 
of commodities in "Pre-Packed form". The Legal Metrology (Packaged Commodities) Rules 
2011 require mandatory declaration of certain basic information to the consumer. This 
ensures the consumer has the information required to enable her/him to make informed 
choices. The Rules also require importers to provide these basic declarations on imported 
packages, similar to those for indigenous packages. This ensures protection to the consumer 
even in respect of imported products.

8.2	Regional Reference Standards Laboratories 

The Regional Reference Standards Laboratories (RRSL) are located at Ahmedabad, Bangalore, 
Bhubaneswar, Faridabad and Guwahati. These RRSLs serve as a vital link in dissemination of the values 
of national standards of Legal Metrology down to the commercial level. Two additional laboratories 
- at Varanasi, (Uttar Pradesh) and Nagpur, (Maharashtra) - are proposed. The laboratories maintain 
Reference Standards of appropriate accuracy and provide the following services: 

•	 Verification of Legal standards of the States. 

•	 Calibration of mass, length, volume, pressure gauges, load cell, thermometer,  
weighing and measuring instruments and Flow Meters. 

•	 Model approval tests of weighing and measuring instruments. 

•	 Training and Seminars on weights and measures.  

The RRSL, Faridabad has been accredited by NABL and the final NABL Audit for the 
Accreditation of RRSL Bhubaneshwar has been completed. The State Government has 
allocated Land for RRSL, Varanasi.

8.3	Indian Institute of Legal Metrology, Ranchi (IILM). 

The DCA also administers the IILM, a premier training institution in the field of legal 
metrology. The IILM provides training to legal metrology officers from India and abroad. 
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The Institute provides a four-month basic-training course to the enforcement officials 
of Legal Metrology (Weights and Measures) departments of the states as well as of other 
countries. The Institute has been conducting training seminars on Consumer Protection 
for the non-judicial members of the State Commissions and the District Fora set up under 
the Consumer Protection Act. The Institute in addition, conducts workshops and seminars 
of shorter duration on specific topics to update the knowledge of the enforcement officers 
on the latest developments in the field of legal Metrology. On an average, the Institute trains 
about 200 personnel a year. 

8.4	International Co-operation 

The Legal Metrology Division of the Department is a member of the International 
Organization of Legal Metrology and works in collaboration with it. The Director (LM) is a 
member of CIML TC6 and other technical committees. 

The Department of Consumer Affairs has started a Technical Co-operation programme 
with the Government of Japan called “Country focused Training Course for Social and 
Industrial Infrastructure in Legal Metrology in India” through JICA, Japan. 

An agreement for training/transfer of technical knowledge has been signed between the 
Legal Metrology Organizations of both countries.

The first batch of 12 Legal Metrology Officers from all over India attended the course 
from 22nd February, 2015- 14th March 2015 in Tokyo, Japan.

Shri Manoj Parida, IAS, Joint Secretary hands over ISO 9001:2008 certificate to  
Shri B.N. Dixit, Director, Legal Metrology Division
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ECONOMIC DIVISION

9.1	 PRICE MONITORING

The DCA operates a Price Monitoring Cell (PMC) tasked with monitoring prices of select 
essential commodities. The monitoring is done in respect of both retail and wholesale prices 
on a daily basis. The Cell monitors the prices of 22 essential commodities, which include 
cereals, pulses, vegetables, edible oils, sugar, milk etc. collected form 71 reporting centres 
across the country  through the  Civil Supplies Department of States/UTs.

	 The prevailing price situation as well as the other factors that impact prices, both in the 
domestic and the international markets are analyzed and brought to the notice of the inter-
ministerial consultation mechanism for appropriate policy action. Based on the analysis 
of price data received, specific interventions are undertaken including allowing import of 
various items of mass consumption at Zero or concessional import duties; restriction on 
exports, when necessary; prescribing stock holding limits under Essential Commodities Act; 
and allocation of food grains at affordable prices under the Targeted Public Distribution 
System (TPDS).

	 An important initiative underway is the scheme for strengthening the Price 
Monitoring mechanism at the centre and in the states as well as strengthening the services 
of the National Informatics at the Centre (NIC). The Price Monitoring Cell (PMC) monitors 
the prices of 22 essential commodities, viz., rice, wheat, atta, gram dal, arhar dal, moong dal, 
urad dal, masoor dal, tea, sugar, salt, Vanaspati, groundnut oil, mustard oil, milk, soya oil, 
palm oil, sunflower oil, gur, potato, onion and tomato.

	 The retail prices and wholesale prices on a daily basis are collated from 71 centres 
based on the information furnished by the State Food and Civil Supplies Departments. These 
daily commodity prices are available on the website of the Department (http://fcamin.nic.in) and 
are updated regularly. Analysis on price movement in relation to production, procurement 
and export/import of select essential commodities, international prices and other relevant 
factors are made for arriving at policy interventions.

	 The DCA is working on increasing the number of reporting centres from 71 at present 
to 100 by the end of 2017 in  a phased manner, enhancing coordination with States/UTs 
to make price monitoring more effective, expanding the list of essential commodities 
currently monitoring keeping in view the changing consumption pattern through periodical 

Chapter 9                                                                
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market surveys, commodity specific research  on consumption pattern through periodical 
market surveys, commodity specific research studies/surveys such as demand – supply 
and consumption pattern analysis of essential food items to facilitate appropriate policy 
intervention. Price Monitoring Cell(PMC) initiated commodity specific studies/surveys 
such as for pulses and a  study on structural  factors behind food inflation. During the year 
2014 to 2015, PMC also held a Regional workshop for North Eastern Region price centres at 
Guwahati, Assam state. 

Graph showing the trend in the rate of inflation in   CPI (R+U), CPI (IW) and   WPI 
during April, 2014 to March, 2015

The CPI(Combined=Rural + Urban) based inflation rate at 4.38 % in November, 2014 
was the lowest recorded during this period while  inflation rate at 8.59 % in April 2014 was 
the highest  recorded during the same period.  The CPI (IW) based inflation rate at 4.12% in 
November, 2014 was the lowest during this period, while inflation rate at 7.23% in July, 2014 
was the highest.  The WPI based inflation rate also was at the lowest of  -2.33 % for the month 
of March, 2015 from the highest at 6.18 % in the month of May 2014.             

	   The availability of most of the essential commodities remained comfortable during 
the period under review. In the case of pulses and edible oils, imports were resorted to meet 
the demand supply mismatch.  Monthly average retail  prices of 22 essential commodities 
at major metropolitan cities from April, 2014 to March, 2015 are given in Annexure II.  
Commodity-wise position on prices, production and availability of essential commodities 
are briefly analyzed in the following paragraphs.

Source: D/o Industry Policy & Promotion & Labour Bureau.
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9.2	Rice and Wheat

During the current year (April, 2014 to March, 2015), the retail prices of rice have shown 
a mixed trend at most of the reporting centres. The all India monthly average retail prices 
of rice across centres were in the range of Rs. 27-29  per kg during April 2014 to March, 2015 
whereas it lay between Rs. 25-28 per kg during April 2013 to March, 2014. 

The All India monthly average retail and wholesale prices of rice

Source: State Civil Supplies Departments
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The  all India monthly average retail prices of wheat across centres were in the range of 
Rs.21-23 per kg during April, 2014 to March, 2015 as compared to Rs.20-22 per kg during 
April, 2013 to March, 2014. 

The All India monthly average retail and wholesale prices of Wheat

Source: State Civil Supplies Department
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9.3	Pulses

 	 As per 2nd    Advance Estimates 2014-15 released by M/o Agriculture & Cooperation,  
area under pulses is reported at 23.37 million Hectare which is lower by  5.73% as compared to 
the 24.79 million Hectare as per 2nd Advance Estimate of last year published by DAC, Ministry 
of Agriculture. Areas under tur (Kharif)  and gram (Rabi)   has decreased during the season 
by 4.68% and   13.45%  whereas area under urad(Kharif and Rabi) and moong(Kharif and Rabi) 
has increased  by 6.78% and 4.77% respectively as compared to the corresponding period last 
year(source : D/o Agriculture & Cooperation). As per the 2nd Advance Estimates for 2014-15, 
pulses production is estimated at 18.43 million tonnes as against the 2nd Advance Estimate of 
2013-14 at 19.77 million tonnes. Production of major pulses for 2014-15 is estimated at (figures 
in brackets indicate the 2nd advance estimate for 2013-14): Tur 2.75 m.t (3.34 m.t), Moong 1.39 
m.t (1.28 m.t), gram8.28 m.t(9.79 m.t)and Urad 1.61 m.t (1.59 m.t).
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Source: Department of Industrial Policy and Promotion

9.4	Edible Oils

As per 2nd Advance Estimates for the year 2014-15, production of total nine oilseeds is 
estimated at 298.32 lakh tonnes as against 329.83 lakh tonnes during the corresponding  last 
year,  shows a decrease  of  9.57 % in production. This is due to the decrease in the production 
of Groundnut to 74.68 lakh tonnes from 91.40 lakh tonnes, rapeseed &mustard to 73.63 lakh 
tonnes from 82.51 lakh tonnes, safflower to 0.78 lakh tonnes from 1.17 lakh tonnes and 
Soyabean to 116.41 lakh tonnes from 124.48 lakh tonnes. Whereas, the production of Castor 
seed has increased  to 19.11 lakh tonnes from 16.46 lakh tonnes and Sesamum to 7.01  lakh 
tonnes from 6.72 lakh tonnes over the same period of previous year.
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Around 54% of the domestic requirement of edible oils is met by imports, of which Crude 
Palm Oil constitutes about 59% and Soyabean oil about 17%. During the current year 2014-
15 (Oil year November-October), the total import of edible oils is reported at 52.50(upto 
March 2015)  lakh tonnes as compared to 116.18 lakh tonnes during the 2013-14( Source : 
Department of Food & PD).

9.5	Vegetables

Vegetable prices fluctuate depending on the availability and seasonal factors. Government 
kept a close watch on the prices and availability of vegetables, especially onion, potato and 
tomato.

9.6	Onion

As per 1stAdvance Estimate 2014-15 of National Horticultural Board, area under onion 
cultivation has been estimated at 1.19 million Hectare during 2014-15 which is 0.83% lower 
than the previous year.  The production of onion is estimated at 19.36 million tonnes during 
2014-15 as compared to 19.40 million tonnes during 2013-14 which is 0.20% lower than the 
previous year.

As informed by Department of Commerce, a quantity of 13.58 lakh tonnes of onion was 
exported during 2013-14 as against 18.22 lakh tonnes during 2012-13. In current year 2014-15,  
8.8 lakh tonnes of onion has been exported.  Onion is mainly exported to Bangladesh, 
Malaysia, Dubai, Sri Lanka, Bahrain, Nepal, Singapore, Muscat, Kuwait, Doha/Qatar, 
Mauritius etc. 

	 The all India monthly average Retail prices of onion across centres were in the range 
of Rs. 17-28 per kg during April, 2014 to March, 2015 as compared to Rs. 17-57 per kg during 
April, 2013 to March, 2014. 
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The All India monthly average retail and wholesale prices of Onion   

Source: State Civil Supplies Departments.
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9.7	Potato

As per 1st  Advance Estimate of National Horticultural Board, area under potato cultivation 
has been estimated at 1.99 million Hectare during 2014-15 as compared to 1.97 million Hectare  
for the last crop year 2013-14(final).  The production of potato is estimated at 42.17 million 
tonnes during 2014-15 as compared to 41.56 million tonnes during 2013-14(final).

The all India monthly average retail prices of potato across centres were in the range of 
Rs.16-30 per kg during April 2014 to March, 2015 as compared to Rs. 14-25 per kg during 
April, 2013 to March, 2014. 

9.8	Tomato

The area and production of tomato during 2014-15 (1st Advance Estimate) is 0.85 
million  hectares and 18.31 million  tonnes as compared to area of 0.88 million  hectares 
and production of 18.74 million  tonnes during 2013-14 (Final Estimate). (Source: National 
Horticulture Board).

The all India monthly average Retail prices of tomato across centres were in the range 
of Rs.17-50 per kg during April, 2014 to March, 2015 as compared to Rs. 16-44 per kg during 
April, 2013 to March, 2014. 

The All India monthly average retail and wholesale prices of Potato 

Source: State Civil Supplies Departments.
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9.9	Milk
The all India monthly average Retail prices of milk across centres were in the range of Rs. 

36-39 per litre during April, 2014 to March, 2015 as compared to Rs. 33-36 per litre during 
April, 2013 to March, 2014. 

The All India monthly average retail and wholesale prices of tomato

Source: State Civil Supplies Departments.
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9.10	 Salt

The all India monthly average Retail prices of salt increased and were in the range of Rs. 
14-15 per kg during April, 2014 to March, 2015 as compared to  Rs. 14 per kg during April, 
2013 to March, 2014. 

The All India monthly average  retail and wholesale prices of salt
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Chapter 10                                                                
ESSENTIAL COMMODITIES REGULATIONS AND ENFORCEMENT

This Department, inter alia, is also administering the following Acts:

(a) 	 The Essential Commodities Act, 1955 (EC Act, 1955)

(b)	 The Prevention    of   Black-marketing   and    Maintenance of  Supplies of  Essential   
Commodities Act, 1980 (PBM Act, 1980)

Ensuring the availability of certain commodities, namely Essential Commodities, to 
the economically weaker people of the country at a fair price is a key objective of these 
legislations. To achieve this national goal, control of the production, supply and distribution 
of, and trade and commerce, in commodities essential to the general public as human 
beings is to be ensured statutorily. To serve this purpose, under Article 246, entry no. 33 of 
the concurrent list of seventh schedule, the Parliament passed the Essential Commodities 
Act, 1955, assented to by the President of India on 1st April 1955.  

The Essential Commodities Act, 1955 provides for the control of production, supply, 
distribution of essential commodities for maintaining or increasing supplies and for 
securing their equitable distribution and availability at fair prices.   Most of the powers 
under the Act have been delegated by the Central Government to the State Governments.  
Exercising powers under the Act, various Ministries/Departments of the Central 
Government and State Governments/UT Administrations have, from time to time and 
when necessary, issued control orders for regulating production, distribution, pricing and 
other aspects of trading in respect of the commodities declared as essential.  At present 
only following seven commodities considered essential to protect the interest of the 
farmers and the large section of people “below the poverty line” have been retained under 
the Essential Commodities Act, 1955:  

(1)	 Drugs;

(2) Fertilizer, whether inorganic, organic or mixed;

(3) Foodstuffs, including edible oilseeds and oils;

(4) Hank yarn made wholly from cotton;
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(5) Petroleum and petroleum products;

(6) Raw jute and jute textile;

(7)   (i) Seeds of food-crops and seeds of fruits and vegetables;

	 (ii) Seeds of cattle fodder; and

	 (iii) Jute seeds;

	 * (iv) cotton seed

	 * Included vide Notification dated 29.12.2009.

*	 the term “Foodstuffs” includes raw and prepared food and the ingredients required 
to prepare food.

The States/UTs have to be pro-active in preventing violations under either of these two 
important socio-economic legislations because they are aimed at providing protection 

to the vulnerable sections of society. During the year the State Governments/UT 

Administrations, have reported that 131767 raids were conducted, 11988 persons arrested, 

3185 persons prosecuted and 2074 persons convicted during the year 2014 (updated as on 

31.12.2013). 

In the context of food inflation during July-September 2014, there had been widespread 

concern on the rising trend in prices of essential commodities of mass consumption. The 

situation was reviewed by the Govt. and it was decided with the approval of the Cabinet to 

keep in abeyance some provisions of the central order dated 15.02.2002 (which allowed any 

dealer may freely buy, stock, sell, transport, distribute, dispose, acquire, use or consume 

any quantity of wheat, paddy/rice, coarse grains, sugar, edible oilseeds and edible oils and 

shall not require a permit or license therefore under any order issued under the Essential 

Commodities Act, 1955) to enable the State Governments/UT Administrations to take 

effective action for undertaking de-hoarding operations under the Essential Commodities 

Act, 1955 in respect of pulses, edible oils, edible oilseeds, rice and paddy, onion and potato. 

The validity of all these orders has been extended from time to time. At present stock limits 

are permitted for pulses, edible oils and edible oilseeds for a period up to 30.09.2015 and 

onion and potato up to 02.07.2015 vide Central Order dated 03.07.2014. The validity of the 

Central order dated 29.11.2013 in respect of paddy and rice allowed to lapse on 30.11.2014, 

hence no stock limit is applicable to these commodities since 01.12.2014.  

On 28.11.2013 the Government approved exemption to exporters having IEC Code 

issued by Directorate General of Foreign Trade (DGFT) from the purview of stock holding 

limits under the Essential Commodities Act, 1955 with respect to edible oilseeds, edible 
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oils and rice. This will help exporters benefit from economies of scale and bigger operation 

for optimally meeting exports on a long-term basis.

The Prevention of Black-marketing and Maintenance of Supplies of Essential 
Commodities Act, 1980 is being implemented by the State Governments/UT 
Administrations for the prevention of unethical trade practices like hoarding and black-
marketing. The Act empowers the Central and State Governments to detain persons whose 
activities are found to be prejudicial to the maintenance of supplies of commodities 
essential to the community. As per reports received from the State Governments, 
detention orders were issued in respect of 142 persons under the Act during the period 
from 01.01.2014 to 31.12.2014.  The Central Government and the State Governments 
also have powers to revoke the detention orders. While the Tamil Nadu and to some 
extent Gujarat Governments have been implementing the Act effectively, much more 
work needs to be done in the other states. 
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THE BUDGET AND FINANCIAL REVIEW

The Additional secretary and Financial Adviser heads the Internal Finance Division 
of the Department of Consumer Affairs, Ministry of Consumer Affairs, Food and Public 
Distribution. 

The Integrated Finance Division seeks to:

•  	 Ensure that the Ministry adheres to the schedule for the preparation of the budget and 
in conformity with the instructions issued by Finance Ministry from time to time.

•  	 Maintain complete departmental accounts in accordance with the requirements under 
the General Financial Rules (GFR) and ensure that the Ministry maintains accounts of 
expenditure against the Grants or Appropriations directly controlled by it and obtains 
figures of the expenditure incurred by the subordinate offices as well. 

•  	 Review the progress of expenditure against sanctioned grants through maintenance 
of necessary Control Registers and to issue timely warnings to controlling authorities 
where the progress of expenditure is uneven

•  	 Ensure the proper maintenance of the Register of Liabilities and commitments as 
required under the GFR to facilitate realistic preparation of budget estimates, watching 
of book debits and timely surrender of anticipated savings;

•  	 Screen the proposals for supplementary demands for grants;

•  	 Advise the Administrative Ministry on all matters falling within the field of delegated 
powers. This includes all powers other than those devolving on a Ministry in its capacity 
as Head of Office. I.F. Division must ensure that the sanctions issued by Administrative 
Ministry in exercise of delegated powers clearly indicate that they issue after consultation 
with IF Division.

•  	 Coordinate the preparation of Outcome Budget of the Department;

•  	 Ensure high quality appraisal and evaluation of Schemes/Projects with requisite rigor.

•  	 Follow up on the settlement of audit objections, inspection reports, draft Audit Paras 
and ensure prompt action on Audit Reports and Appropriation Accounts.

Chapter 11                                                                
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11. 1 	Payments and Accounting Organization

The Secretary of the Department of Consumer Affairs is the Chief Accounting Authority 
who is assisted by AS & FA and Chief Controller Accounts of the Department of Consumer 
Affairs. The departmentalized payment and accounting organization of the Department 
of Consumer Affairs has four Pay and Accounts Offices located at New Delhi, Mumbai, 
Chennai and Kolkata besides one Principal Accounts Office located at New Delhi. The 
Chief Controller of Accounts is the Head of the payment and accounting organization of 
Department of Consumer Affairs. 

The Payment and Accounting Organization under the Chief Controller of Accounts is 
responsible for:

(i)	 Arranging payments through Pay and Accounts Offices and cheque drawing and 
disbursing officers for pay and allowances, provident fund claims, office contingencies, 
miscellaneous payments, loans and advances to Government Servants and others as 
well as grants-in-aid. 

(ii)	 Issue of Pension Payment Orders (PPO) in respect of retiring Government servants and 
payment of retirement benefits.

(iii)	Supervision & Monitoring of Utilization Certificates.

(iv)	Maintenance of Loans and Grants in Aid to State Governments/PSU/Autonomous 
Bodies.

(v)	 Technical Advice to Ministry/Department/PSU/Autonomous Bodies.

(vi)	Review of Expenditure under Modified Cash Management System.

(vii)	The Internal Audit Unit is responsible for conducting the inspection and internal audit 
of offices of all Drawing and Disbursing Officers (DDO’s) and other auditable units of 
the Departments of the Ministry. 

The Principal Accounts Office of this Ministry generates periodic reports like the monthly 
accounts, Expenditure Statements, Plan Expenditure Review, Annual Accounts etc.  The 
monthly accounts   provide   an overall Head-wise picture of Receipts & Payments.  The 
Principal Accounts Office compiles the monthly accounts submitted to it by the various 
PAOs through e-lekha.  The consolidated account of the Ministry is sent to the Controller 
General of Accounts, Ministry of Finance for further consolidation of accounts of the Union 
of India. 

Internal Audit is managed by two Audit Parties, one at Kolkata and one at   Headquarters 
New Delhi under the overall control of Chief Controller of Account. The Internal Audit 
examines several areas including management of records, implementation of various 
financial & accounting manuals, pointing out financial irregularities & procedural lapses.   
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Special Audit of “Legal Metrology Division” (LMD) of the Department of Consumer 
Affairs was also conducted during the period 27th October to 18th December, 2014 on the 
directions of the Ministry, and a Draft Report has also been issued.

Summary of Audit Observation

Action Taken Notes on the Outstanding Audit Reports of the C&AG

ATNs in respect of Audit observations pertaining to the Department of Consumer Affairs 
(as on 31.12.2014):

Name of Ministry/
Department

CAG Reports 
of 2011-12

CAG Reports of 
2012-13

CAG Reports of 
2014

Total 
(1+2+3)

(1) (2) (3) (4)

Ministry of Consumer 
Affairs, Food & PD

(Department of Consumer 
Affairs)

0 1 1 2

Report No. 25 of 2014
Laid in Parliament on 28th November, 2014

Union Government (Civil) Combined Civil and Autonomous Bodies
Combined Audit Report Civil and Autonomous Bodies

MINISTRY OF CONSUMER AFFAIRS, FOOD & PUBLIC DISTRIBUTION
Department of Consumer Affairs

Unauthorized Expenditure

The Department of Consumer Affairs met its additional requirement of funds by arranging 
` 1.08 crore through two statutory bodies under its administrative control.  The action of 
the Department had the effect of exceeding the budgetary provisions and circumventing 
Parliamentary authorization.   (Paragraph 3.1) 
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Chapter 12                                                                
PROPAGATION OF OFFICIAL LANGUAGE

The Department has a Hindi Division under a Joint Director (OL) that is responsible for 
the translation work of the department and Implementation of the Official Language Policy 
of the Government of India in the department and its attached and subordinate offices and 
their field organizations.  

During the year, appropriate action was taken to ensure implementation of the provisions 
of the Official Languages Act and the Rules framed thereunder.  For ensuring compliance 
with the provisions of the Official Languages Act, 1963 and rules framed thereunder, 
checkpoints have been set up in the Department.  Effective steps were taken for adherence 
to these check points. The attached/subordinate offices under the Department wherein 80% 
or more of staff (except Group “D”) have a working knowledge of Hindi have been notified in 
the Gazette of India as required under Rule 10(4) of the Official Languages (use for Official 
Purposes of the Union) Rules, 1976.  Orders to make all correspondence in Hindi under rule 
8(4) of the said Rules have also been issued by the Department and the offices so notified 
under rule 10(4).

The Annual Programme for the year 2014-2015 for implementation of the Official 
Language Policy of the Union, issued by the Department of Official Language as well as 
orders issued by them were circulated in the Department and to all the attached/subordinate 
offices for compliance.  Progress made in this regard was reviewed through the quarterly 
reports received from them and critically discussed in the meetings of the Official Language 
Implementation Committee.

Regular meetings of the Official Language Implementation Committee, set up in the 
Department to review the progress made in implementation of Official Language policy in 
the Department as well as in its attached/subordinate offices were held during the year. 
Emphasis was laid in the meetings on innovative ideas for promotion of Hindi as also for 
complementary use of regional languages. 

The Meeting of the Hindi Salahakar Samiti of the Ministry was held on the 19th of February 
2014.  Follow up action on the decisions of the meeting is being taken.
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Chapter 13                                                                
CITIZEN CENTRIC E-GOVERNANCE INITIATIVES

Government has focused on improving productivity and reforming its internal processes 
to enhance transparency in decision-making and provide for citizen-friendly, prompt and 
effective governance. This focus is best captured by the adage ‘Minimum government, 
maximum governance’. To achieve this objective the department has increasingly digitized 
its functions. A brief overview of the electronic governance initiatives is given below: 

13.1	 Implementation of e-office: 

The Department of Consumer Affairs has fully automated decision-making processes. 
Electronic files based on the e-office software of the National Informatics Centre form the 
bulk of the decision-making bases in the department. This has helped in simpler, faster and 
transparent decisions and has enhanced productivity.

13.2	 e-book: 

An e-book containing the initiatives and achievements of the department has been 
published on the website of the Department (http://consumeraffairs.nic.in). This provides the 
basic information that a consumer might need, including answers to frequently asked 
questions (FAQ’s) that are useful in a downloadable format. 

13.3	 Pay Roll software: 

The entire Drawing and Disbursing of pay and other allowances of the employees have 
been fully automated.

13.4	 Parliament Questions and Answers: 

Questions and answers, pertaining to the Department of Consumer Affairs, raised both 
in Lok Sabha and Rajya Sabha are available on the department’s website for public access.

13.5	 GAMA: 

To tackle the problem of misleading advertisements, a dedicated portal (gama.gov.in) to 
serve as a central registry for complaints was launched on the occasion of the World Consumer 
Rights Day 2014 and will act as a central registry of complaints lodged by consumers.
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13.6	 Simplification and Digitization of various forms: 

To provide for ease of doing business the forms required to be used by consumers 
and citizens have been simplified and digitized. They have been put on the website of the 
Department for public access.  

13.7	 Price Monitoring System: 

The process of collection and compilation of price data on 22 essential commodities 
from 71 centres situated across the country has been fully automated. Reports are generated 
and circulated to various decision-making authorities. Also, a fortnightly report on select 
commodities is circulated to various decision-making authorities including PMO.

Shri Manoj Parida, IAS,  Joint Secretary of DoCA exchanging MOU with  
ASCI for handling complaints received through the portal gama.gov.in
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NUMBER OF SC /ST/OBC/PWD/EXM OFFICERS

The instructions issued by the Department of Personnel and Training from time to time 
regarding representation of Scheduled Caste/Scheduled Tribes/OBCs in direct recruitment 
and promotion to various grades and services were followed.

The number of persons belonging to Scheduled Castes, Scheduled Tribe, Other Backward 
Castes, Persons with Disabilities and Ex-Servicemen employed in the Department of 
Consumer Affairs and its attached/subordinate offices are as under:

Number of SC/ST/OBC/PWD/EXM/ Women Employees
(As on 31.03.2015)

Group of 
Post

Sanctioned 
Strength

Total 
Number of 
employees 
in position

Number of employees out of Col.3 belonging to

SC ST OBC Persons with 
Disabilities

EXM WOMEN

VH HH OH

1 2 3 4 5 6 7 8 9 10 11

Group A 172 130 21 7 13 - - 1 2 14

Group B
Gazetted

169 125 22 6 5 - - 2 - 32

Non-
Gazetted

240 145 19 2 19 - - 5 - 31

Group C 550 385 96 37 52 - 3 7 6 47

TOTAL 1131 785 158 52 89 - 3 15 8 124

VH – Visually Handicapped
HH – Hearing Handicapped
OH – Orthopedically Handicapped
EXM – Ex-serviceman
Note: The compilation includes information in respect of the Department of Consumer Affairs and the following 
attached/subordinate offices of the Department.
National Test House-Kolkata
National Consumer Disputes Redress Commission-New Delhi.
Indian Institute of Legal Metrology-Ranchi.
Regional Reference Standards Laboratories- (Ahmedabad, Bangalore, Bhubaneswar, Faridabad, Guwahati.
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Chapter 15                                                                
SCHEMES FOR THE BENEFIT OF PHYSICALLY DISABLED PERSONS

Number of Persons with Disabilities in Various Groups   (As on 31.03.2015)

Name of Ministry/Department:   Department of Consumer Affairs Office/Organization:

Group of 
Post

Sanctioned 
Strength

Total Number 
of Employees 

in position

Number of Persons with Disabilities 
Out of col. 3

VH HH OH

1. 2. 3. 4. 5. 6.

Group A 172 130 - - 1

Group B 409 270 - - 7

Group C 550 385 - 3 7

Total 1131 785 - 3 15

VH – Visually Handicapped
HH – Hearing Handicapped
OH – Orthopedically Handicapped
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Chapter 16                                                                
CONSTITUTION OF COMPLAINTS COMMITTEE ON SEXUAL HARASSMENT 
OF WOMEN AT WORK PLACE:

In compliance with the guidelines of the Supreme Court of India on the prevention of 
sexual harassment of women at the work place, a Complaints Committee was constituted in 
the Department of Consumer Affairs on 3rd August, 1998 that has since been reconstituted 
on 08.11.2013. Ms. Chandralekha Malviya, Principal Adviser as the Chairperson heads 
the Committee with Ms. Prema Bhatt, Under Secretary, Ms. Jayalakshmi Kannan, Under 
Secretary and one representative from YWCA, New Delhi as members and Sh. M.A. 
Chaudhury, Under Secretary as Member-Secretary. This Committee has been entrusted 
with the work relating to the time bound redress of grievances of women employees.

In addition, this Cell also functions as a Women’s Cell which broadly covers the following 
areas:

a)  	 To attend to and co-ordinate the action for improvement of working conditions for 
women employees of the Department.

b) 	 To attend to and expedite action on the complaints received from the women 
employees.

c) 	 Other general areas concerning the welfare of women employees.

While this Cell in this regard has received no complaint so far, interactive meetings are 
held periodically with all lady employees of the Department to get first hand information 
regarding their problems, if any, so that remedial measures can be taken.
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INITIATIVES IN THE NORTH EAST STATES

The Following are the highlights of the initiatives of the Department of Consumer Affairs 

for the North-Eastern States of India:

•	 Monitoring of 22 essential commodities from the North Eastern States, based on the 

daily and weekly price reports, is being carried out.  An sanction of amount of Rs. 1.55 

lakh was released to Assam Government for strengthening the Price Monitoring Cell at 

State.

•	 RRSL Guwahati is functioning from a new campus from 1st May, 2009 and provides 

services to North Eastern States in the field of Legal Metrology. The department has also 

provided Grant in Aid/equipments of Rs.2.51 crore to the North Eastern Region (NER) 

under the 12th five-year plan.

•	 To cater to the needs of the NER, the BIS has a branch office at Guwahati. This branch 

office through state level committee meetings co-ordinates the effective implementation 

of BIS policies and quality control orders of the Government of India. 

•	 The Parliamentary Consultative Committee Meeting was organized at Mizoram. 

Similarly, nine consumer awareness programmes, two educational utilization of 

standards programmes, one Licensee Meet and one consumer organizations meet were 

also conducted. A composite meet of consumers, consumer organizations & licensees/ 

industry was also held at Aizawl, Mizoram.

•	 BIS carried out publicity through participation in Annual Cultural Events of Tezpur 

University and International Trade Fair organized by the Kaziranga Multipurpose 

Women Society, Assam. 

•	 The total operative certification licences in all Seven North Eastern States as 

on 31 March, 2015 are 550 (409 licences for products and 141 licences are for 

Hallmarking).

Chapter 17                                                                
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The state-wise distribution of 409 Product Certification Licences and 141 Hallmarking 

Licences is as given below:		

Sl. No. State Product Certification 
Licences

Hallmarking 
Licences

1. Assam 269 113

2. Tripura 31 26

3. Manipur 15 -

4. Arunachal Pradesh 12 -

5. Mizoram 04 -

6. Meghalaya 63 02

7. Nagaland 15 -

Total 409 141

Guwahati also has a BIS laboratory with testing facilities in the mechanical field and has 
been testing products like High Strength Deformed Steel bars (HSD steel bars), corrugated 
and semi-corrugated asbestos cement sheet etc.

A Satellite branch of NTH was established in the year 1996 at C.I.T.I Complex, Kalapahar, 
Guwahati-781016 which was taken on rent from the Government of Assam with a view 
to meet the Testing, Evaluation & Quality Control requirements of materials and finished 
products from the North-Eastern region of the country. The Director of Commerce, Govt. 
of Assam, provided seven sheds for its office and laboratory premises with an approximate 
area of 12,600 square ft. and a hostel block.  NTH (NER), Guwahati has been established 
keeping in view the development of North Eastern region of the country through quality 
assurance of the consumable engineering products. 

At present, NTH (NER), Guwahati, provides the following services to its clients:

•	 Testing & Quality Evaluation of various Engineering Materials, viz., Civil & Chemical  
(building materials, paver blocks, coal, admixture etc.), Mechanical (TMT, Structural    
steel,  Aluminium section etc. )

•	 Providing Training in Testing Methodologies for Cement, Water, General Chemicals, 
Steel, etc.

•	 Providing Consultancy Services in the fields of Laboratory Set-up, quality of Ceramic     
Materials etc.

•	 Participating in the Project work undertaken by various NGOs and other organizations, 
depending on the existing facilities in NTH (NER), Guwahati.
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ANNEXURE-I
Statement of Cases Filed / Disposed of / Pending in  
the National Commission and State Commissions

(As on 31.03.2015)

Sl. 
No.

Name of State Cases 
filed since 
inception

Cases 
disposed 
of since 

inception

Cases 
Pending

% of 
Disposal

As On

  National Commission 93860 83294 10566 88.74 28.02.2015
1 Andhra Pradesh 34665 34195 470 98.64 28.02.2015
2 A & N Islands 42 38 4 90.48 31.01.2008
3 Arunachal Pradesh 70 67 3 95.71 31.10.2014
4 Assam 2757 2442 315 88.57 31.01.2015
5 Bihar 17568 12291 5277 69.96 31.05.2014
6 Chandigarh 13834 13732 102 99.26 31.12.2014
7 Chattisgarh 10948 10271 677 93.82 28.02.2015
8 Daman & Diu and DNH 25 20 5 80.00 31.03.2011
9 Delhi 44796 44083 713 98.41 30.09.2014

10 Goa 2613 2564 49 98.12 31.01.2015
11 Gujarat 50707 46493 4214 91.69 28.02.2015
12 Haryana 45329 44455 874 98.07 31.01.2015
13 Himachal Pradesh 25824 25585 239 99.07 28.02.2015
14 Jammu & Kashmir 6727 6170 557 91.72 31.03.2013
15 Jharkhand 5302 4824 478 90.98 31.03.2014
16 Karnataka 48806 44111 4695 90.38 28.02.2015
17 Kerala 27581 25704 1877 93.19 28.02.2015
18 Lakshadweep 18 16 2 88.89 31.12.2014
19 Madhya Pradesh 47261 39782 7479 84.18 28.02.2015
20 Maharashtra 65199 54192 11007 83.12 28.02.2015
21 Manipur 139 96 43 69.06 30.09.2008
22 Meghalaya 298 285 13 95.64 31.12.2014
23 Mizoram 211 204 7 96.68 31.10.2014
24 Nagaland 156 93 63 59.62 31.12.2014
25 Odisha 23430 16755 6675 71.51 30.11.2014
26 Puducherry 1000 968 32 96.80 28.02.2015
27 Punjab 33298 29970 3328 90.01 31.01.2015
28 Rajasthan 61199 55563 5636 90.79 31.01.2015
29 Sikkim 55 53 2 96.36 31.12.2014
30 Tamil Nadu 26106 23849 2257 91.35 28.02.2015
31 Telangana 1187 0 1187 0.00 28.02.2015
32 Tripura 1641 1599 42 97.44 28.02.2015
33 Uttar Pradesh 74300 47678 26622 64.17 28.02.2015
34 Uttarakhand 5359 4316 1043 80.54 31.12.2014
35 West Bengal 22648 19124 3524 84.44 31.12.2014
  TOTAL 701099 611588 89511 87.23  
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Statement of Cases filed/disposed of/pending in District Fora

(As on 31.03.2015)

Sl. 
No.

Name of State
Cases 

filed since 
inception

Cases 
disposed 
of since 

inception

Cases 
Pending

% of 
Disposal

As On

1 Andhra Pradesh 114075 111233 2842 97.51 28.02.2015

2 A & N Islands 330 301 29 91.21 31.03.2006

3 Arunachal Pradesh 411 378 33 91.97 31.10.2014

4 Assam 13704 11976 1728 87.39 31.08.2010

5 Bihar 95540 81712 13828 85.53 31.05.2014

6 Chandigarh 50573 49421 1152 97.72 31.12.2014

7 Chattisgarh 41592 37941 3651 91.22 28.02.2015

8 Daman & Diu and DNH 162 144 18 88.89 31.03.2011

9 Delhi 249505 234740 14765 94.08 31.12.2012

10 Goa 6799 6395 404 94.06 31.01.2015

11 Gujarat 193748 182142 11606 94.01 28.02.2015

12 Haryana 235524 222869 12655 94.63 31.01.2015

13 Himachal Pradesh 61016 57998 3018 95.05 28.02.2015

14 Jammu & Kashmir 20792 18855 1937 90.68 31.12.2007

15 Jharkhand 36076 32203 3873 89.26 31.05.2014

16 Karnataka 175273 163641 11632 93.36 28.02.2015

17 Kerala 193774 183925 9849 94.92 31.01.2015

18 Lakshadweep 77 65 12 84.42 31.12.2014

19 Madhya Pradesh 206343 189930 16413 92.05 28.02.2015

20 Maharashtra 286017 262664 23353 91.84 28.02.2015

21 Manipur 1037 1012 25 97.59 30.09.2008

22 Meghalaya 995 911 84 91.56 31.12.2014

23 Mizoram 3466 2819 647 81.33 31.12.2010

24 Nagaland 624 575 49 92.15 31.12.2014

25 Odisha 100217 93071 7146 92.87 30.11.2014

26 Puducherry 3066 2846 220 92.82 28.02.2015

27 Punjab 171043 167715 3328 98.05 31.01.2015

28 Rajasthan 386892 352076 34816 91.00 31.01.2015

29 Sikkim 335 316 19 94.33 31.12.2014

30 Tamil Nadu 109781 101878 7903 92.80 31.12.2014

31 Telangana 86467 82843 3624 95.81 28.02.2015

32 Tripura 3221 3091 130 95.96 28.02.2015

33 Uttar Pradesh 621397 546089 75308 87.88 28.02.2015

34 Uttarakhand 37613 34755 2858 92.40 31.12.2014

35 West Bengal 98401 92318 6083 93.82 31.12.2014

  TOTAL 3605886 3330848 275038 92.37  
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ANNEXURE-II

Monthly Average   Retail prices of 22 essential commodities 
April 2014 to March 2015  (Rs per kg).

Rice Unit: (Rs./Kg.)

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 28 29 29 30 30 31 31 30 30 30 30 29

Mumbai 30 30 30 30 30 30 30 30 30 30 30 30

Kolkata 25 24 25 26 27 27 27 25 23 22 23 24

Chennai 32 32 32 32 32 32 32 31 31 30 32 31

All India 
Average

27 28 28 28 28 29 29 28 28 28 28 27

Wheat

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 19 20 20 19 20 20 19 19 18 18 19 19

Mumbai 26 26 26 24 25 27 27 27 27 27 27 27

Kolkata

Chennai 30 30 30 30 31 31 30 32 32 32 31 30

All India 
Average

21 21 21 21 22 22 22 22 22 22 23 23

Atta (Wheat)

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 20 21 21 21 22 22 21 21 21 22 22 21

Mumbai 31 31 31 32 31 31 32 31 31 31 31 29

Kolkata 21 20 21 21 21 21 21 22 22 22 22 21

Chennai 32 32 32 32 33 33 33 34 34 34 33 30

All India 
Average

23 23 23 24 24 24 24 24 24 24 25 25

Gram Dal

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 49 50 49 49 49 49 49 48 49 55 55 55

Mumbai 64 64 62 60 58 53 52 52 50 51 51 51

Kolkata 47 45 45 46 46 46 46 46 45 45 44 45

Chennai 50 50 49 47 47 46 48 49 49 49 53 55

All India 
Average

49 49 47 46 46 46 46 46 45 47 48 49

Tur/Arhar Dal

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15
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Delhi 74 75 73 74 76 81 81 81 83 85 86 91

Mumbai 86 86 82 78 77 78 78 78 78 80 80 80

Kolkata 69 68 68 68 70 74 73 76 76 79 81 84

Chennai 75 72 72 72 75 80 83 83 85 84 89 93

All India 
Average

70 70 70 70 72 74 74 75 76 77 79 82

Urad Dal

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 70 71 74 77 82 83 82 79 82 84 84 87

Mumbai 82 82 80 80 81 82 81 81 81 81 81 81

Kolkata 62 64 68 69 73 74 69 70 73 78 81 82

Chennai 79 79 85 85 88 90 90 87 86 88 90 92

All India 
Average

67 69 71 73 76 79 76 76 76 78 79 80

Moong Dal

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-14 Dec-
14

Jan-
15

Feb-15 Mar-
15

Delhi 97 104 94 91 91 90 90 95 97 100 102 101

Mumbai 102 102 96 91 91 95 94 94 96 98 98 99

Kolkata 96 92 88 89 92 94 95 104 112 118 121 116

Chennai 100 100 99 93 95 99 97 100 109 111 111 108

All India 
Average

88 89 87 87 88 89 89 94 96 98 99 99

Masoor Dal

Centre Apr-
14

May-
14

Jun-
14

Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-14 Dec-
14

Jan-
15

Feb-15 Mar-
15

Delhi 67 69 69 72 77 79 80 80 81 85 83 85

Mumbai 73 73 74 76 78 78 78 78 79 81 81 81

Kolkata 60 60 60 60 61 66 70 74 72 72 71 69

Chennai 67 75 75 76 75 75 76 80 80 82 82 74

All India 
Average

63 65 65 66 68 69 70 71 72 74 74 73
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Groundnut Oil (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 158 165 158 156 155 148 146 146 143 144 143 144

Mumbai 127 128 123 121 118 121 125 128 127 131 129 127

Kolkata 118 117 118 120 119 117 112 110 114 117 117 117

Chennai 103 103 101 99 99 105 105 104 102 105 109 109

All India 
Average

122 122 119 122 121 120 119 119 118 119 120 119

Mustard Oil (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 102 102 102 106 106 104 106 105 106 112 109 110

Mumbai 92 93 93 94 96 97 98 97 98 99 97 94

Kolkata 94 92 92 92 92 94 95 98 100 101 101 99

Chennai     106 107 106 107 107 106 106 107 114 111

All India 
Average

98 98 97 97 97 97 98 98 98 99 101 100

Vanaspati (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 86 87 83 86 84 80 83 80 81 78 77 78

Mumbai 103 102 102 101 101 100 97 98 95 93 92 91

Kolkata 73 68 66 69 72 64 65 67 65 67 69 64

Chennai 88 87 85 85 87 86 86 88 92 90 89 90

All India 
Average

77 77 76 77 78 77 77 76 76 76 77 76

Soya Oil (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 96 96 96 96 86 86 88 87 87 89 87 88

Mumbai 95 95 95 94 93 90 90 87 87 87 85 85

Kolkata 83 82 80 81 80 79 79 80 80 82 84 82

Chennai                        

All India 
Average 85 84 84 84 84 84 84 84 83 84 85 85
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Sunflower Oil (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 106 106 106 106 103 103 105 100 99 104 98 100

Mumbai 86 86 85 84 82 82 82 81 80 82 80 80

Kolkata 87 86 86 86 84 83 82 84 84 85 86 86

Chennai 90 88 87 87 87 85 85 85 85 87 87 89

All India Average 96 96 95 96 95 94 94 94 94 95 95 94

 Palm Oil (Packed) 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi                        

Mumbai 64 64 63 61 60 61 62 61 61 62 61 60

Kolkata 68 65 64 65 65 61 62 62 61 61 63 63

Chennai 71 68 66 65 64 59 60 60 58 61 61 60

All India Average 72 71 71 71 69 67 68 67 66 68 67 68

Potato 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 22 24 24 28 30 33 36 33 20 15 14 14

Mumbai 29 31 31 27 28 30 31 32 31 29 28 26

Kolkata 14 18 17 17 20 21 20 21 19 11 8 8

Chennai 21 22 23 25 28 27 29 29 26 23 20 17

All India Average 18 20 22 24 27 28 29 30 24 19 18 16

Onion 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 21 23 23 33 31 31 33 32 30 32 33 31

Mumbai 24 26 29 29 27 30 29 31 30 28 27 26

Kolkata 15 19 22 32 28 25 23 26 28 26 23 19

Chennai 16 17 23 29 27 22 24 21 21 22 22 20

All India Average 17 19 21 28 28 27 26 26 25 25 25 24
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Tomato 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 24 18 15 39 58 47 35 24 28 36 37 32

Mumbai 23 23 22 40 60 41 28 24 24 28 29 27

Kolkata 14 17 24 47 60 47 35 30 23 18 13 14

Chennai 18 18 16 46 41 20 15 18 20 17 13 12

All India Average 17 18 18 35 50 37 30 24 23 23 21 20

 Sugar 

Centre
Apr-

14
May-

14
Jun-

14
Jul-
14

Aug-
14

Sep-
14

Oct-
14

Nov-
14

Dec-
14

Jan-
15

Feb-
15

Mar-
15

Delhi 36 37 38 37 37 36 36 35 34 34 34 33

Mumbai 37 38 38 39 39 39 38 38 38 37 36 33

Kolkata 36 36 36 36 35 35 35 34 33 33 32 32

Chennai 34 35 34 34 34 34 34 34 34 33 33 32

All India Average 36 36 36 36 36 36 36 36 35 34 34 33

Gur 

Centre Apr-

14

May-

14

Jun-

14

Jul-

14

Aug-

14

Sep-

14

Oct-

14

Nov-

14

Dec-

14

Jan-

15

Feb-

15

Mar-

15

Delhi 38 39 40 42 45 43 42 37 39 40 42 43

Mumbai 51 52 51 52 53 55 52 49 48 49 49 49

Kolkata    40 40 40 40 39 35 35 35 35

Chennai 50 48 50 50 51 49 49 50 56 51 50 46

All India Aver-

age

39 40 41 41 41 42 43 42 40 40 41 40

   Milk Unit: (Rs./Litre)      

Centre Apr-

14

May-

14

Jun-

14

Jul-

14

Aug-

14

Sep-

14

Oct-

14

Nov-

14

Dec-

14

Jan-

15

Feb-

15

Mar-

15

Delhi 36 36 38 38 38 38 38 38 38 38 38 38

Mumbai 41 41 41 41 41 41 41 41 41 41 41 41

Kolkata 32 33 34 34 34 34 34 34 34 34 34 34

Chennai 27 27 27 27 27 27 27 37 37 37 37 37

All India Average 36 36 37 37 38 37 38 38 38 39 39 39
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Tea Loose 

Centre Apr-

14

May-

14

Jun-

14

Jul-

14

Aug-

14

Sep-

14

Oct-

14

Nov-

14

Dec-

14

Jan-

15

Feb-

15

Mar-

15

Delhi 215 215 202 196 189 195 204 201 201 198 195 197

Mumbai 250 250 250 250 250 250 250 250 250 250 250 250

Kolkata 120 120 120 120 120 120 120 120 120 120 120 120

Chennai 220 220 220 220 220 220 220 220 220 220 220 220

All India Aver-

age

207 204 206 204 205 212 211 205 205 205 205 205

Salt Pack (Iodised) 

Centre Apr-

14

May-

14

Jun-

14

Jul-

14

Aug-

14

Sep-

14

Oct-

14

Nov-

14

Dec-

14

Jan-

15

Feb-

15

Mar-

15

Delhi 17 17 17 17 17 17 16 16 16 16 16 16

Mumbai 17 17 17 17 17 17 17 17 17 17 17 17

Kolkata 9 9 9 9 9 9 9 9 9 9 9 9

Chennai 17 17 17 17 17 17 17 17 17 17 17 17

All India Aver-

age

14 14 14 15 15 15 15 15 15 15 15 15

Source : State Civil Supplies Departments
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Tables

Statement showing BE, RE and Actual in respect of Department of Consumer Affairs 

for fiscal year 2010-11 to 2014-15 (Provisional)
 (Rs. In Crore)

Year Demand 
No.

Budget Estimates Revised Estimates Actuals

Plan Non-
Plan

Total Plan Non-
Plan

Total Plan Non-
Plan

Total

2010-2011 16 220.00 269.00 489.00 198.00 521.72 719.72 187.92 513.96 701.88

2011-2012 16 225.00 375.36 600.36 185.00 337.61 522.61 175.62 330.89 506.51

2012-2013 16 241.00 383.09 624.09 150.00 363.10 513.10 126.40 360.85 487.25

2013-2014 16 241.00 361.70 602.70 192.00 266.66 458.66 180.08 260.00 440.08

2014-2015 16 220.00 90.79 310.79 140.00 90.88 230.88 137.90  82.55  220.45

* Provisional Expenditure upto 31st March 2015 as intimated by Pr. Accounts Office and includes the amount of 
Rs. 51.73 crore authorized in favour of other Ministries/Departments.
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Section 1:
Vision, Mission, Objectives and Functions

Results-Framework Document (RFD) for Department of Consumer Affairs-(2013-2014)

To protect the rights and interests of consumers, to spread awareness about consumer rights, duties and responsibilities
and to promote consumer welfare by strengthening consumer movement in the country.

Mission

Strengthening consumer related legislations and effective implementation of various consumer welfare schemes and
disputes redressal system. Active participation of State Governments, academic and research institutions, training
institutions, National Law schools and voluntary organizations is envisaged to create a vibrant consumer movement in
the country. Enforce mandatory standards for consumer products and services ensuring consumer safety.

Objectives

1 Enhancement of awareness of consumers about their rights and responsibilities

2 Provision of effective, inexpensive and speedy redressal system to consumers

3 To augment infrastructure of enforcement machinery of Legal Metrology Department of States/UTs and implementation of the Legal
Metrology Act, 2009

4 Strengthening of National Test House (NTH) laboratories

5 Efficient Regulation of Commodity Futures Markets

6 Strengthening of Forward Markets and Forward Markets Commission

7 To promote and protect the interests of consumers through various Schemes

8 Completion of an independent evaluation of NTH Lab

9 Formulate Standards and strengthen Conformity Assessment of Products and Services

10 Implementation and regulation of Essential Commodities Act

11 Monitoring of prices of Essential Commodities

Functions

CONSUMER PROTECTION - Implementation of Consumer Protection Act, 1986 - National Consumer Disputes Redressal Commission .
- National Test House - Regulation of Packaged Commodities and implementation of new Act namely, The Legal Metrology Act, 2009.
CONSUMER AWARENESS - Jago Grahak Jago Multimedia Campaign. SETTING STANDARDS - Implementation of Bureau of Indian
Standards Act, 1986. REGULATION OF ESSENTIAL COMMODITIES ACT, 1955 - Implementation of Essential Commodities Act, 1955.
- Implementation of Prevention of Black Marketing & Maintenance of supply of Essential Commodities Act, 1980 CONSUMER
COOPERATIVES - National Consumer Cooperatives Federation (NCCF). COMMODITY EXCHANGES - Regulation of Commodities
futures through Forward Markets Commission. -

1

Vision

17/02/2014 3.00 PMGenerated on

Page : 2 of 25



111

Section 1:
Vision, Mission, Objectives and Functions

Results-Framework Document (RFD) for Department of Consumer Affairs-(2013-2014)

Implementation of Forward Contracts (Regulation) Act 1952 INcomplete

17/02/2014 3.00 PMGenerated on

Page : 3 of 25
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