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Abstract

The digital revolution has significantly altered the consumer landscape in India, with online marketplaces and e-
commerce platforms becoming integral to modern commerce. This shift, while enhancing convenience and
accessibility, has also exposed consumers to novel forms of exploitation, including data breaches, misleading
advertisements, unfair trade practices, and limited access to redressal mechanisms. In response, the Consumer
Protection Act, 2019 (CPA), supported by the Consumer Protection (E-Commerce) Rules, 2020, seeks to provide
a robust regulatory framework for ensuring consumer rights in the digital domain.

This dissertation critically examines the role of the CPA in regulating digital platforms, focusing on the
effectiveness of key statutory provisions such as Section 2(7) (definition of consumer), Section 18 (powers of
the CCPA), and Section 94 (measures for digital consumer protection). It also evaluates the duties imposed on
e-commerce entities under Rules 4, 5, and 6 of the E-Commerce Rules, particularly in relation to grievance
redressal, transparency obligations, and the prohibition of unfair trade practices.

The study explores the practical challenges faced by consumers, including lack of awareness, jurisdictional
hurdles in cross-border transactions, and inefficiencies in online dispute resolution (ODR) systems. A
comparative lens is applied to evaluate India's regulatory framework alongside international standards, such as
the European Union's General Data Protection Regulation (GDPR) and the United States’ Federal Trade
Commission (FTC) guidelines, identifying best practices and potential reforms.

Using doctrinal research and supplemented by case law and empirical insights, the dissertation concludes that
while the CPA has made notable strides in addressing digital consumer issues, there remain critical gaps in
enforcement, platform accountability, and technological adaptation. It recommends a multi-pronged approach—
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combining legislative reform, regulatory clarity, enhanced consumer education, and cross-border legal
collaboration—to fortify consumer trust and legal efficacy in India’s rapidly evolving digital marketplace.

Introduction

The advent of digital technology and the exponential growth of e-commerce have revolutionized consumer
behavior and the commercial landscape globally. In India, this digital transformation has provided consumers
with unprecedented convenience, wider product choices, competitive pricing, and seamless transaction
experiences. However, these benefits are accompanied by significant legal and regulatory challenges. Consumers
in the digital marketplace often encounter issues such as misleading advertisements, fake reviews, unfair contract
terms, deficiency in service, cyber fraud, and data privacy violations. The traditional legal mechanisms, designed
primarily for physical marketplace transactions, have proven inadequate to address the complexities and
vulnerabilities emerging in the online space.

Recognizing these gaps, the Indian legislature introduced the Consumer Protection Act, 2019 (CPA), a
modernized statute intended to replace the outdated Consumer Protection Act of 1986. The new Act incorporates
digital commerce within its scope and establishes mechanisms tailored to address grievances arising from online
transactions. A notable development under this legislation is the formulation of the Consumer Protection (E-
Commerce) Rules, 2020, which provide specific duties for e-commerce platforms, define unfair trade practices
in the digital context, and mandate the appointment of grievance redressal officers by online sellers and
marketplaces.

This dissertation critically explores the effectiveness of the CPA and the E-Commerce Rules in regulating digital
platforms and online marketplaces. It examines whether these laws are sufficient to protect the interests of
consumers and ensure accountability of e-commerce entities. Special emphasis is placed on the Central
Consumer Protection Authority (CCPA), a regulatory body empowered under the Act to investigate unfair trade
practices, enforce consumer rights, and penalize non-compliant platforms.

The study delves into the major challenges faced by consumers in the digital economy, such as lack of awareness,
jurisdictional ambiguities in cross-border e-commerce, weak enforcement of redressal mechanisms, and the
misuse of algorithms and data by platforms. It also evaluates the role of technology—such as Online Dispute
Resolution (ODR) systems, artificial intelligence, and blockchain—in strengthening consumer protection in the
digital age.

By drawing comparisons with global best practices such as the General Data Protection Regulation (GDPR) of
the European Union and the consumer protection strategies of the Federal Trade Commission (FTC) in the United
States, the dissertation seeks to identify gaps and recommend legal and policy reforms that can make India’s
digital consumer protection framework more responsive, transparent, and future-ready.

Legal Framework Under the CPA, 2019: A Digital Paradigm Shift

The Consumer Protection Act, 2019 (CPA, 2019) marks a significant evolution in Indian consumer law.
Replacing the outdated 1986 statute, the new Act reflects the contemporary realities of a rapidly digitizing
economy. With the explosive growth of e-commerce platforms, online marketplaces, and digital payment
ecosystems, consumers today face risks that were previously negligible in the era of physical retail.

The Act addresses these changes head-on. Notably, Section 2(7) broadens the legal definition of a “consumer”
to include individuals who engage in online transactions. This ensures that the same level of legal safeguards
applies whether a consumer purchases goods from a local shop or an international online seller. By closing this
definitional gap, the law provides a legal foundation for redressal in the virtual economy, allowing consumers to
seek remedies for fraud, deception, and other digital harms.
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Further reinforcing consumer rights in the digital realm is the establishment of the Central Consumer Protection
Authority (CCPA) under Section 10. The CCPA is tasked with investigating violations, initiating class-action
suits, and issuing directions for the recall of unsafe products. Under Section 18, the authority is empowered to
take swift action against unfair trade practices, including those that occur via online platforms.

Section 21 adds an essential enforcement dimension by specifically targeting misleading advertisements—a
common feature in digital marketing. This is particularly important given the prevalence of third-party vendors
on e-commerce platforms, who often post exaggerated or false claims. The CCPA can now hold such vendors—
and even endorsers—accountable by imposing penalties or banning deceptive promotions.

In an online marketplace where counterfeit products, manipulated reviews, and digital scams abound, the CPA
2019 provides a strong legal framework. However, its success depends not only on the clarity of its provisions
but also on the efficiency of enforcement mechanisms, consumer awareness, and cooperation from digital
platforms.

Effectiveness of Online Dispute Resolution (ODR) Mechanisms

The digitalization of commerce has brought not only convenience and accessibility to consumers but also an
exponential increase in the number of consumer disputes. These disputes—ranging from delivery failures and
defective products to refund issues and misrepresentation—are often minor in monetary value but significant in
volume and frequency. Traditional litigation systems, with their procedural delays, high costs, and physical
presence requirements, are ill-suited to efficiently resolve such digital grievances.

Recognizing these limitations, the Consumer Protection Act, 2019 (CPA, 2019) introduces a modern, tech-
enabled alternative in the form of Online Dispute Resolution (ODR) and mediation mechanisms. These
innovations are designed to streamline consumer grievance redressal, particularly in the fast-paced world of e-
commerce.

Legal Provisions Supporting ODR

Sections 74 to 81 of the CPA, 2019 institutionalize mediation as a key form of Alternative Dispute Resolution
(ADR). Under Section 74, the Act mandates the creation of Consumer Mediation Cells at the district, state, and
national levels, empowering them to conduct proceedings that are informal, conciliatory, and efficient. These
mediation platforms are particularly impactful for digital disputes, where the consumer and seller may never
have met face-to-face and where documentation is largely electronic.

Significantly, Section 79 gives legal force to settlements reached through mediation, making them binding and
enforceable. This enhances trust in the ODR process and encourages both consumers and sellers to engage
constructively.

Mandates Under E-Commerce Rules, 2020

In tandem with the CPA, the Consumer Protection (E-Commerce) Rules, 2020 further strengthen the ODR
ecosystem. Rule 4(3) requires every e-commerce platform to appoint a grievance officer, whose responsibilities
include:

« Acknowledging consumer complaints within 48 hours,
e Resolving the complaints within one month,
« Maintaining a transparent record of redressal efforts.

These timelines are critical to ensuring timely justice and preventing consumer frustration. However, the success
of this provision hinges on platform compliance, which, as observed in practice, is inconsistent across the digital
market.

IJCRT25A4745 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | 0890


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 4 April 2025 | ISSN: 2320-2882

While larger platforms may have structured customer service and escalation mechanisms, smaller players often
lack standardized protocols, leading to delays or lack of resolution altogether. This gap highlights the need for
centralized monitoring by the Central Consumer Protection Authority (CCPA) to ensure uniform compliance
across digital entities.

Issues of Misrepresentation, Fraud, and Fake Reviews

The rapid expansion of e-commerce has brought with it a surge in deceptive practices that directly undermine
consumer confidence and trust. Among the most pressing concerns are misrepresentation, fraud, and the
proliferation of fake reviews, all of which compromise transparency in the digital marketplace. Although the
Consumer Protection Act, 2019 (CPA, 2019) and the Consumer Protection (E-Commerce) Rules, 2020 aim to
address these issues, enforcement remains a significant challenge.

Misrepresentation

Misrepresentation occurs when sellers or platforms provide false, incomplete, or misleading information about
a product or service, thereby influencing consumers to make uninformed or erroneous purchasing decisions.
Section 2(47) of the CPA, 2019, defines such conduct as an unfair trade practice, explicitly prohibiting false
claims about the quality, quantity, or standard of goods and services.

In support of this, Rule 5(3) of the E-Commerce Rules, 2020, mandates that e-commerce platforms ensure sellers
accurately disclose critical product details—including pricing, warranty terms, and return policies. Despite these
legal safeguards, compliance is often lacking. Many online listings still feature doctored images, exaggerated
claims, or incomplete descriptions, thereby misleading consumers at the point of sale.

Fraudulent Transactions

Online marketplace fraud takes various forms, including the presence of scam sellers, counterfeit products, and
instances where goods are not delivered after payment. In many cases, consumers are tricked into purchasing
from sellers who disappear post-transaction or deliver substandard items that-differ from their online
representations.

Under Section 20 of the CPA, 2019, the Central Consumer Protection Authority (CCPA) is empowered to
investigate such frauds and initiate punitive action. Additionally, Section 94 authorizes the government to frame
rules to curb unfair practices in the digital economy. However, enforcement is complicated by the anonymity of
online vendors and the absence of a cohesive mechanism to regulate cross-border e-commerce, making it difficult
to hold fraudulent sellers accountable—particularly those operating outside Indian jurisdiction.

Fake Reviews and Manipulated Ratings

Another critical threat in the digital marketplace is the use of fake reviews to mislead potential buyers. Many e-
commerce platforms permit or fail to regulate the manipulation of product ratings and consumer feedback, often
allowing paid reviews, bot-generated testimonials, or incentivized ratings to skew consumer perception.

Rule 6(1) of the E-Commerce Rules, 2020, prohibits the publication or facilitation of false or misleading reviews
by online platforms. However, the practical implementation of this rule remains limited, as most platforms lack
adequate monitoring tools or dedicated systems to detect and remove inauthentic content.

To combat this growing issue, it is essential to introduce stricter Al-based review verification systems, enforce
greater accountability on platform operators, and ensure robust adherence to Section 21 of the CPA, 2019, which
empowers the CCPA to take action against deceptive advertisements and endorsements.
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Compliance of E-Commerce Platforms with the Consumer Protection (E-Commerce) Rules,
2020

1 Key Provisions and Regulatory Scope

The Consumer Protection (E-Commerce) Rules, 2020, introduced under the authority of the Consumer
Protection Act, 2019, were enacted to regulate the rapidly growing e-commerce sector and safeguard the rights
of digital consumers. These Rules address critical challenges unique to online transactions, including fraud,
misrepresentation, lack of transparency, and unfair trade practices. By imposing a standardized framework of
duties on e-commerce platforms and sellers, the Rules seek to ensure accountability, transparency, and effective
grievance redressal in the digital marketplace.

Obligations of E-Commerce Entities (Rule 3)

Rule 3 outlines the core responsibilities of e-commerce entities, placing them under a legal obligation to ensure
that all information about goods and services presented on their platforms is truthful, accurate, and non-
misleading. According to Rule 3(1), product listings must include transparent disclosures regarding price,
product specifications, warranties, delivery costs, and return policies. Additionally, platforms must provide users
with a clear and user-friendly interface to initiate returns or request refunds in the case of defective products.
These measures aim to foster consumer confidence and reduce incidents of deceptive trade practices, which are
increasingly common in the online ecosystem.

Mandatory Disclosures (Rule 4)

Under Rule 4, e-commerce platforms are required to prominently display specific details concerning their
operations and the products sold. This includes the name, address, and contact information of the sellers, along
with policies on return, refund, and exchange. Such information must be conveyed in a clear and accessible
manner, ensuring that consumers are fully informed before making a purchase. These transparency requirements
are vital for reducing information asymmetry and combating the rampant misrepresentation and ambiguity often
encountered in online transactions.

Advertising Standards (Rule 5)

Rule 5 addresses the regulation of advertising on e-commerce platforms. It mandates that all advertisements
hosted by e-commerce platforms must be truthful and not misleading in any way. Platforms are obligated to
verify the accuracy of claims made in promotional content and are prohibited from making exaggerated or false
representations about product benefits. To avoid confusion, Rule 5(2) further stipulates that advertisements must
be clearly distinguishable from platform content, ensuring that consumers can differentiate between sponsored
promotions and organic listings.

Protection Against Unfair Trade Practices (Rule 6)

Rule 6 introduces critical safeguards against deceptive practices and counterfeit products. Under Rule 6(1),
platforms must implement systems to verify the authenticity of the products sold through their websites. This
includes screening for counterfeit goods and ensuring sellers comply with quality standards. The duty to prevent
fraudulent transactions lies jointly with both the platform and the sellers.

Furthermore, Rule 6(5) prohibits artificial price manipulation, a tactic often used to mislead consumers regarding
discounts or inflated demand. This rule aims to create a level playing field for both consumers and legitimate
sellers, contributing to the integrity and sustainability of the e-commerce ecosystem.
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Grievance Redressal (Rule 4(3) & Rule 6(3))

To strengthen consumer grievance mechanisms, Rule 4(3) requires e-commerce platforms to appoint a Grievance
Officer, who must acknowledge consumer complaints within 48 hours and resolve them within 30 days. This
provision seeks to provide a timely and structured method of complaint resolution, thereby reducing escalation
and enhancing consumer satisfaction.

Moreover, Rule 6(3) encourages platforms to establish efficient dispute resolution mechanisms, including the
integration of Alternative Dispute Resolution (ADR) tools such as mediation and arbitration. These processes
are especially relevant in digital commerce, where the high volume of low-value disputes demands cost-effective
and time-sensitive solutions.

Accountability and Review Authenticity (Rules 9 & 10)

Rule 9 deals specifically with the authenticity of user reviews, requiring platforms to disclose whether customer
reviews are genuine or influenced by sellers. This is a direct response to the growing issue of fake reviews, which
can mislead consumers into purchasing substandard or misrepresented products.

Finally, Rule 10 addresses the liability of e-commerce platforms in cases of non-compliance. It holds platforms
accountable for ensuring adherence to all provisions of the E-Commerce Rules, including oversight of sellers
operating on their websites. Violations may result in penalties or other enforcement actions under the Consumer
Protection Act, 2019, thereby reinforcing the importance of platform responsibility in consumer protection.

Consumer Protection Councils and Their Role in Digital Consumer Protection

The Consumer Protection Councils, established under the Consumer Protection Act, 2019, serve as essential
policy advisory bodies aimed at safeguarding and promoting consumer interests across India. These councils
operate at three administrative levels—national, state, and district—and are constituted under Section 4 of the
Act.

At the apex is the National Consumer Protection Council (NCPC), which advises the central government on
policies related to consumer welfare. State and District Consumer Protection Councils perform similar roles at
their respective levels. Although these councils do not possess direct adjudicatory or enforcement powers, they
play a critical advocacy and consultative role in shaping consumer protection policy and ensuring its
responsiveness to emerging issues, including those in the digital domain.

In the context of digital consumer protection, the function of these councils is becoming increasingly significant.
With the proliferation of online fraud, counterfeit goods, deceptive advertising, data breaches, and cybercrimes,
the need for responsive policy mechanisms and public awareness has never been greater. The councils help
address these issues by:

e Advising the government on policy reforms and legislative updates needed to address new-age consumer
challenges.

« Organizing consumer education campaigns, particularly around safe online shopping practices, rights
under the CPA, and mechanisms for grievance redressal.

e Promoting awareness of data privacy rights, the risks of fake reviews, and the importance of platform
accountability.

e Acting as liaisons between consumers and regulatory authorities, especially in voicing systemic concerns
from different regions or sectors.
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One of their most important functions is consumer awareness building, particularly among first-time or
vulnerable internet users. Through campaigns, workshops, and partnerships with civil society organizations, the
councils help educate consumers on issues such as digital transparency, cybersecurity, and safe e-commerce
practices.

However, the impact of Consumer Protection Councils on digital consumer protection remains limited by their
lack of enforcement powers. Unlike bodies such as the Central Consumer Protection Authority (CCPA), these
councils cannot investigate complaints, impose penalties, or direct redressal actions. Their role remains advisory,
and their effectiveness largely depends on the receptiveness of government institutions and the implementation
of their recommendations.

For these councils to be more effective in the digital era, there is a need to:

« Strengthen their institutional capacities through training and digital infrastructure.

o Formalize partnerships with technology experts, civil society, and e-commerce platforms.

o Ensure their insights are integrated into real-time policymaking, particularly in rapidly evolving areas
like data privacy, digital payments, and cross-border e-commerce.

« Conclusion

e The rapid proliferation of digital platforms and online marketplaces has transformed the consumer
landscape in India, offering convenience, competitive pricing, and wide accessibility. However, this
digital transformation has also ushered in a new set of consumer vulnerabilities including fraudulent
practices, misleading advertisements, data privacy violations, and challenges in securing redress. The
Consumer Protection Act, 2019, alongside the Consumer Protection (E-Commerce) Rules, 2020,
represents a significant legislative response to these emerging challenges, aiming.to provide a robust
legal framework to safeguard digital consumers.

e This dissertation has critically evaluated the efficacy of the CPA in regulating online commerce and
found that the Act marks a progressive shift from its predecessor by directly addressing issues such as
product liability, deceptive practices, and the establishment of a centralized regulatory body—the Central
Consumer Protection Authority (CCPA). Provisions mandating transparent disclosures, timely grievance
redressal, and prohibition of unfair trade practices are significant advancements. Furthermore, the
incorporation of online dispute resolution (ODR) mechanisms reflects an alignment with the evolving
digital environment.

o Nevertheless, practical implementation remains uneven. Cross-border enforcement, lack of consumer
awareness, technological misuse like fake reviews, and inconsistent compliance from e-commerce
platforms continue to hinder the full realization of consumer rights in the digital domain. The CPA’s
enforcement mechanisms, while structured, often face challenges related to delay, jurisdiction, and
accountability, especially in transactions involving foreign entities.

e In conclusion, while the CPA and its accompanying rules have laid a strong foundation for consumer
protection in the digital age, ongoing policy refinements, technological safeguards, international
cooperation, and enhanced consumer education are essential to ensure that the rights of consumers are
effectively protected in the fast-evolving digital economy.
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