
 

International Journal of Engineering, 

Science and Humanities 
An international peer reviewed, refereed, open-access journal 

Impact Factor: 8.3     www.ijesh.com    ISSN: 2250-3552 

 

Volume 15 Issue 01 (January-March 2025)                                                                              11 

 

Consumer Grievance Redressal in E-Commerce: An Analytical Study of the 

Consumer Protection Act, 2019 
 

Kajal Goyal 
 

Research Scholar, Kanoria PG Mahila Mahavidyalaya, Jaipur 
 

 

Abstract:  

Consumer grievance redressal is an essential mechanism for ensuring fairness, transparency and 

accountability in the marketplace. With the rapid growth of e-commerce, the significance of 

consumer protection has increased substantially. The Consumer Protection Act (CPA) 2019 in 

India has introduced comprehensive provisions to safeguard consumers’ rights, particularly in the 

online environment. This paper critically examines the grievance redressal mechanism under the 

CPA 2019 with a special focus on e-commerce. It discusses the legal framework, analyzes key 

challenges such as cross-border disputes and data privacy and evaluates the Act’s strengths and 

limitations. A literature review highlights global perspectives, consumer behavior trends and 

technological challenges in the e-commerce sector. The study concludes that while the CPA 2019 

has revolutionized consumer protection in India, it needs to be further strengthened to address 

emerging digital challenges. Recommendations are provided for policymakers, e-commerce 

platforms and consumer rights advocates to improve the redressal framework and align it with 

international best practices. 
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1) Introduction:  

"Redressal of consumer grievance" is the process of responding to and fixing problems or 

complaints that customers have about the goods or services they bought (Yang, 2005). It means 

giving customers a way to get help or money back when they are unhappy with a product or service 

or have had problems with it. In the setting of consumer protection, the redressal process is 

important to make sure that customers have access to effective ways to solve their problems 

(Bhattacharya, 2019). It gives customers a way to seek settlement, compensation, or other forms 

of help if their rights have been broken or if a product or service has caused them harm. The 

settlement process usually includes a number of steps, such as making a report with the right body 

or organisation, giving proof or paperwork of the problem and negotiating or working out the 

problem through a conflict resolution process (Kovtun, 2021). The goal is to give customers a fair 

and easy way to solve their problems and get the right kind of help. Consumer protection laws, 

such as the Consumer Protection Act of 2019, often have parts that explain how and when 

consumers can get their problems fixed. These laws may set up places for resolving consumer 
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disputes or give businesses instructions for how to handle and react to consumer issues in a fast 

and effective way (Padigela 2021). By making sure there is a strong way for consumers to get their 

rights back, consumer protection laws aim to boost consumer trust, support fair business practises 

and give consumers an equal chance to get their rights back when they have been broken. 

Consumer rights and protection are crucial elements of any economic system, particularly within 

the expanding realm of e-commerce. The study's contribution to broader understandings of 

consumer protection within e-commerce. The Consumer Protection Act (CPA) 2019 in India 

represents a significant advancement in consumer rights, particularly within the e-commerce sector 

(Ministry of Law and Justice, 2019). As an analytical piece on this legislation's effectiveness, this 

study offers significant insights into its real-world impacts, contributing to the literature by 

providing a comprehensive understanding of the CPA 2019's strengths and shortcomings. The 

blend of these methods provides a well-rounded perspective on the CPA 2019 and its effects on 

the e-commerce sector (Kumar, 2022). To conduct a comprehensive review of this piece, the 

examination will cover the original study's key findings, the implications of these findings within 

the broader context of consumer protection and e-commerce and recommendations for further 

research. The review also critically evaluates the research methodology, the data analysis and the 

conclusions drawn, providing a holistic perspective of the work's value and contribution to the 

field. 

2) Literature Review: 

Castillo et al. (2023) analyzed the drivers and barriers of online channel usage intention in the 

post-COVID era. They identified relevant segments of e-commerce consumers versus physical 

shoppers using the modified UTAUT2 model and CHAID method. The study included 491 

Portuguese and 345 Spanish users, revealing differences in the adoption of electronic channels 

between the two countries. Socio-demographic variables had minimal influence on intention, while 

factors such as fear of technology, data privacy, perceived risk and switching costs acted as 

detractors for using online channels. Strategic recommendations were provided to improve e-

commerce platform usage based on the identified segments. 

Lero et al. (2022) conducted a study on customer satisfaction (CS) segments by analyzing nearly 

270,000 responses from a CS in 140 e-commerce stores. They developed a business analytics 

(BA)-informed framework to extract insights from the CS segments. The study identified 11 CS 

segments related to the checkout process and 8 CS segments related to the aftersales experience. 

These segments were named based on customers' ratings of various issues. The study demonstrated 

how one e-commerce store utilized the identified CS segments to implement automated marketing 

actions, such as social media sharing strategies for satisfied segments and discounts for less 

satisfied segments. The findings contributed to the literature on customer satisfaction and provided 

valuable insights for decision-making in targeted advertising and benchmarking. 
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Treiblmaier et al. (2021) explored the potential impact of blockchain-based technologies on e-

commerce. The paper highlighted the disruptive potential of blockchain in various business 

applications and processes. Blockchain's ability to create trustless systems raised questions about 

existing business models and processes that ensured trust, reliability and enforceability. The paper 

presented a framework and 19 high-level research questions categorized into technological, legal, 

organizational, quality and consumer issues. It illustrated how blockchain could affect different 

elements of e-commerce in these areas. Despite the industry's high expectations, uncertainties 

remained about the optimal way to capitalize on blockchain technology's benefits. The paper 

emphasized the promising nature of blockchain technology in addressing specific problems and 

enabling innovation in e-commerce. 

Silva et al. (2022) investigated the reasons for Brazilian e-commerce nonusers' reluctance to make 

online purchases. Through cluster analysis of a nationwide on information and communication 

technology usage, three clusters of e-commerce nonusers were identified: those exhibiting high 

reluctance, disbelief in e-commerce and the need for tangible evidence. Despite varying reasons, 

the common barrier of tangibility hindered e-commerce adoption. The study emphasized the 

importance of recognizing the value of tangibility and suggested alternative approaches to engage 

potential users. 

Hossain et al. (2021) explored the influence of website quality on online compulsive buying 

behavior (OCBB). The study found that the quality of online shopping websites positively affected 

consumers' usage of a credit card and online impulsive buying behavior. Both factors, in turn, 

positively influenced consumers' OCBB. The study contributes to understanding the relationship 

between website quality and OCBB, providing insights for future research and practical 

implications. 

Shareef et al. (2018) focused into how protections against identity theft affected customers' trust, 

the cost of goods and services, business performance and their intention to buy (PI) when shopping 

online. The study found that confidence and practical success had a big effect on PI, but that the 

price of goods or services did not have a direct effect on it. The results show how important it is 

to build trust and use identity theft security measures to influence a consumer's decision to buy. 

Ustyianovych et al. (2022) used cohort analysis to study what online shoppers did during the 

COVID-19 disaster. Using an e-commerce dataset, the study proved that cohort analysis works 

and found factors that affect customer knowledge and trust. Cohort analysis was useful for looking 

at user happiness, keeping an eye on technology and understanding how customers act. But there 

are some problems, like the need for more specific cohort traits and the fact that identifying cohorts 

could be hard. 

Izonin et al. (2021) focused into a mathematical model for how a 5Ge base station works with an 

e-commerce-focused environment. The model shows the process as a multi-pipeline queue system 
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that manages how resources are shared between virtual network parts. The study showed that the 

forced termination method and system resource management mechanism allowed the 5Ge base 

station to handle requests even though some virtual network segments were full. 

Raimundo et al. (2021) conducted a literature review on consumer marketing strategy for e-

commerce. The review highlighted the changes in marketing strategies brought about by e-

commerce, including leveraging new technologies and social media. The study emphasized the 

importance of understanding consumer needs, facilitating consumer marketing strategy and 

sharing innovative information in the context of e-commerce. 

Harada et al. (2022) proposed a loss prediction model for customer churn in B2C e-commerce 

enterprises. The model combined k-means customer segmentation with support vector machine 

(SVM) prediction. The study demonstrated the significance of customer segmentation and the 

superiority of SVM prediction in improving churn prediction accuracy, with implications for 

customer relationship management. 

Sudirjo et al. (2023) investigated the impact of Generation Z consumer behavior on site qualities, 

privacy security, online shopping services and shopping enjoyment. The study found that site 

features directly influenced online impulse purchase behavior, while privacy security had limited 

direct impact. Shopping pleasure played a mediating role in online impulse purchases among 

Generation Z consumers. 

Kumar et al. (2022) examined the legal framework for protecting online consumers in India, 

analyzing the Consumer Protection Act, 2019 and the Consumer Protection (E-commerce) Rules, 

2020. The study highlighted the importance of a secure and reliable system, customer trust-

building factors and the role of the newly enacted regulations in safeguarding consumer rights and 

promoting the growth of e-commerce. 

Padigela et al. (2021) examined the evolution of e-commerce and the persistence of high cart 

abandonment rates. They proposed an approach to analyze cart abandonment and developed a 

recommendation algorithm based on collaborative filtering to enhance revenue generation. The 

study highlighted the significant impact of price on purchase behavior and found that cart 

abandonment was more common in the electronics category. Existing customers were more likely 

to leave their carts than new customers and price played a role in how customers made their 

decisions. 

Prathap et al. (2023) investigated how COVID-19 will affect India's mobile payment services 

(MPS). The study found that the perceived health danger, the quality of the mobile payment service 

and the perceived seriousness of the disease all made people think that MPS was more valuable. 

Because of this, they were happier with the service and more likely to keep using it. Also, the link 

between perceived health danger, value views and MPS quality was moderated by how involved 

the buyer was.  
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Chauhan et al. (2018) analyzed COVID-19 had on online shopping and they found that the chance 

of infection had a good effect on how helpful and easy online shopping was seen to be. But it didn't 

change people's plans to shop online very much. The study showed how important perceived value 

and ease of use are when it comes to online shopping intentions and actions.  

Hrytsyna et al. (2021) examined changes in foreign trade like e-commerce and m-commerce, as 

well as the effects of the COVID-19 outbreak. They found key trends like using big data, making 

experiences more personal, e-mail marketing, the shift from offline to online shopping, multimodal 

strategies and more mobile purchases. The study expected that global e-commerce sales would go 

up and it stressed the value of good transportation for the growth of e-commerce and m-commerce 

in the future. 

Sagot et al. (2022) conducted study to help businesses figure out how to better use customer 

comments when making new goods. They stressed how important it was to change the website 

and product descriptions to meet the needs of customers from different cultures. The goal of the 

study was to create a tool called CACP (Computer-Assisted Culturalization Process) that would 

help websites use culturalization in their planning processes. The study looked at how Chinese and 

French users see product pages differently. This was done by doing a basic evaluation of websites 

from trial automakers. A case study about the webmaster of a global manufacturing company 

helped explain the planned approach even more. 

Vu et al. (2021) emphasized how important it is to think about human factors and usability when 

designing and testing web pages. They talked about how websites should be user-centered and try 

to make people's lives easier. The study talked about different types of popular websites, like those 

for sharing information, social networking, e-commerce and entertainment. It also stressed the 

importance of page design, navigation, multimedia integration, search design and universal 

resource locator design, among other things. 

Sousa et al. (2020) explored how important trust is to the building and upkeep of e-commerce 

systems. They discovered that companies that plan for trust have a big edge over their rivals. The 

study gave a complete list of trust-inducing design cues and used two websites to run an online 

trial to see how the design of a website affects how users feel about it. The results showed that a 

website's design has a big effect on users' trust. They also showed how important professional 

design and different design elements are for making a good first impression and making people 

more likely to buy. 

Rahi et al. (2017) focused about customer service in online banking. They stressed that while cheap 

prices were a big part of the early success of e-commerce, customer service is a much more 

important part of the process of buying something online. The study showed how important it is 

to give customers good services, such as personalised care, deals that are done quickly and 

correctly and a quick answer to questions or complaints. The writers emphasised how important 
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customer service is in getting shoppers to use online services and keeping customers coming back. 

Also, they stressed how important business image and website design are when it comes to 

providing services to customers. 

Rita et al. (2019) examined the idea of customer service in e-commerce, with a focus on the amount 

of service and how returns are handled. Customers often get help when they buy something in a 

store, but online businesses rely on customers being able to help themselves. But some online 

businesses hire customer service workers to give detailed information about their products through 

real-time web-based media like online help lines, live chat and social network sites. The study 

found that customer service didn't have a big effect on how people thought about the website's e-

services in general. Also, not every buyer needs customer service for every transaction, which 

shows that it has a limited effect on quality. 

Følstad et al. (2018) focused on customer service as it relates to robots, which are seen as a 

potential way to help customers. Customer service is a key part of what online businesses do to 

make customers more loyal and happy. Traditional customer service uses a lot of resources and 

requires skilled reps to connect with customers on a human level. Chatbots, on the other hand, 

have been found to be an option in this study. Chatbots are getting a lot of support from the 

suggested customer groups. They are seen as a way to change customer service from being based 

on conversations and being human to being based on self-service and being automatic. Chatbots 

can save money over human service because they can help and support customers when they need 

it. 

Raman et al. (2019) presented a way to figure out how likely it is that women will buy things 

online. The study showed how important it is to understand how women's views, the ease of 

shopping online, customer service and emotional values affect their desire to do so. Customer 

service was found to be a very important part of how women feel about shopping online. Even 

though trust didn't directly affect the choice to buy, it did affect how women felt. The story talked 

about how important ease, customer service and trust are in the theory of reasoned action (TRA). 

It also talked about how important it is for online businesses to build consumer trust to get people 

to shop online. 

Bhattacharya et al. (2019) focused on online shopping is becoming more popular in India and 

online customer experience (OCE) is important for long-term success. Based on research that had 

already been done and conversations with online customers, the study made a combined model of 

OCE. Indian internet users' data was gathered and the results backed the model. This helped people 

understand OCE in the Indian setting and come up with tactics for online stores. 

Vigram et al. (2020) focused on Customers' happiness with the quality of online shops and how 

they use electronic trade. The study asked 201 people what they thought about the quality of e-

commerce websites. It drew attention to the fact that customers can make direct purchases online 
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using computers, tablets and smartphones, among other devices. E-commerce between businesses 

and customers (called B2C) and between companies (called B2B) was talked about. The goal of 

the study was to show how customers can be happy with the standard of online shops. 

Yeh et al. (2010) emphasized how important privacy and safety are when shopping online. The 

study showed that security is an important factor that can slow the growth of e-commerce and 

affect what people decide to buy. Information leaks, identity theft, privacy breaches and hacking 

are all examples of security risks that can make it hard for customers to believe and decide what 

to do. The study made it clear that e-commerce companies should put the safety and protection of 

customer data at the top of their list of priorities. Third-party trust, public-key encryption 

infrastructure and certification groups can help build trust. But the study found that security and 

privacy got the lowest average score from shoppers. This shows that these things need more 

attention in the online shopping world. 

3)   Analyses of a Key Importance:  

The goal of the Consumer Protection Act of 2019 is to give consumers more rights and make it 

easier for them to get their problems fixed. When it comes to e-commerce, where customer service 

and trust are very important, the act can be a very important way to protect clients and make sure 

they are happy. The act recognises that customer service is a big part of how people think about a 

business and addresses the need for businesses to deal with customer complaints quickly and 

effectively. It talks about how important quality is in e-commerce platforms, such as website 

design, information safety and security, which is in line with what the papers talked about said. By 

following the rules of the Consumer Protection Act 2019, companies can build trust, improve 

customer service and make sure that customers are happy. The fact that the act focuses on how to 

deal with customer complaints and disagreements shows how important it is to do so in a fair and 

fast way. Overall, the lessons learned from the last conversation line up with the ideals of the 

Consumer Protection Act of 2019, which stresses the importance of customer service, trust, ease, 

security and quality in online shopping. The act sets up a legal framework to protect consumer 

rights and encourage a good customer experience. This can help the e-commerce business grow 

and improve while protecting consumer interests. 

The study presents an in-depth analysis of the Consumer Protection Act (CPA) 2019's impact on 

consumer grievance redressal in e-commerce. Its thoroughness, as reflected in the multi-pronged 

research methodology, offers a rich understanding of the Act's effectiveness. However, certain 

areas could be further improved upon to increase the overall comprehensiveness of the research. 

The analysis provides a solid quantitative foundation, as demonstrated in the consumer                        

findings and the economic modeling used. However, the study's qualitative aspects could be 

strengthened. Inclusion of more in-depth interviews or discussions with stakeholders, such as 

consumer rights organizations, e-commerce business representatives, or policy makers, could 
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provide additional context and depth to the research (Chawla, 2022). In terms of content, the 

authors rightly point out the limitations of the CPA 2019 in addressing cross-border e-commerce 

disputes and data privacy issues. However, an analysis of how the Act compares with similar 

legislations in other countries could have added valuable insight into global best practices and 

potential areas for further legislative refinement (Chawla, 2022). Additionally, while the study 

highlights areas where the CPA 2019 falls short, it does not offer clear suggestions on potential 

legislative amendments to rectify these issues. A more detailed discussion on this front would have 

added practical value to the research and would be of interest to policy makers and other 

stakeholders in the e-commerce sector (Verma, 2019). 

The study under review offers critical implications for policymakers, e-commerce players and 

consumer rights advocates. The CPA 2019 has undeniably revolutionized consumer rights 

protection in India's e-commerce sector. However, the research findings underscore the need for 

the Act to evolve further to address the dynamic challenges in the digital marketplace effectively. 

The issues related to cross-border transactions and data privacy, as highlighted by the study, 

emphasize the need for international cooperation in consumer protection (Kumar, 2022). 

Policymakers should consider these findings as they strive to adapt and amend the Act to the 

rapidly changing e-commerce environment. The recommendation for international harmonization 

of e-commerce laws is a valuable suggestion that can be further explored in future research (Huang, 

2013). In terms of data privacy and cybersecurity, the study suggests that India's consumer 

protection law should take a more robust stance. In line with this, it would be beneficial to study 

models from countries with strong data protection laws, such as the General Data Protection 

Regulation (GDPR) in the European Union, to consider best practices for data protection in the 

context of e-commerce (Lero, 2017). 

The original research elucidates several important findings that significantly contribute to the 

understanding of the Consumer Protection Act (CPA) 2019's role and its impact on the e-

commerce sector. Firstly, the introduction of the CPA 2019 has led to a marked increase in 

consumer awareness about their rights in the e-commerce sector. The study's consumer                        

findings indicated a higher incidence of complaint filings post the Act's implementation, which is 

indicative of this heightened awareness (Kumar, 2022). This is a crucial observation, given the 

rapid growth of e-commerce and the corresponding necessity for consumers to understand and 

exercise their rights within this sphere. Secondly, the study highlights the Act's influence in 

promoting transparency and accountability among e-commerce platforms. The legal analysis 

conducted by the authors reveals that the Act's specific provisions regarding unfair trade practices 

and contractual terms have pushed e-commerce platforms to become more transparent in their 

dealings with consumers (Kumar, 2022). However, despite the evident positive impacts, the study 

also identifies several areas where the CPA 2019 falls short. One notable limitation is the Act's 
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relatively restricted scope when it comes to addressing cross-border e-commerce disputes, as the 

authors point out through various case studies. Another important aspect that needs more attention 

under the CPA 2019, according to the authors, is the matter of data privacy and cybersecurity 

(Kumar, 2022). These limitations are significant considering the global nature of e-commerce and 

the increasingly prevalent concerns about data privacy. 

Conclusion:  

The Consumer Protection Act (CPA) 2019 has proven to be a landmark step in strengthening 

consumer rights in India, especially in the fast-growing e-commerce sector. The study reveals that 

the Act has significantly increased consumer awareness, improved complaint filing mechanisms 

and enhanced accountability among online platforms. Its provisions on unfair trade practices, 

product liability and mandatory disclosures have improved transparency and consumer trust. 

However, despite these achievements, several limitations remain. The Act has restricted capacity 

to deal with cross-border e-commerce disputes, which is a major concern given the global nature 

of digital trade. Similarly, data privacy and cybersecurity issues require stronger provisions, 

particularly in light of rising incidents of data misuse and identity theft. The absence of robust 

international harmonization of consumer protection laws poses another challenge. For the Act to 

remain effective in the long term, policymakers must focus on: Strengthening cross-border dispute 

redressal mechanisms through international cooperation. Incorporating strong data privacy 

protections, inspired by models like the EU’s General Data Protection Regulation (GDPR). 

Building capacity in consumer forums and commissions to handle the growing volume of digital 

grievances efficiently. Encouraging consumer education and digital literacy to empower online 

shoppers. In conclusion, the CPA 2019 represents a strong foundation for consumer protection in 

India, but continuous reforms, technological integration and global collaboration are essential to 

ensure fairness, safety and trust in the evolving e-commerce marketplace. 
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