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From the “Principal”

r-------------------.

I am delighted to unfold the latest edition of Awaken- The Annual

| Magazine of Consumer Club. In every nation, the consumer directly or
indirectly determines the direction of growth and development. The

' progress of the economy depends on the satisfaction of the consumer as

| he/she is the ultimate endpoint of all manufacturing activities.
Consumer satisfaction and protection of their rights, especially in the

| digital world, is very important. The increased dependence on the
internet and mobile amidst the crises of the pandemic has posed new
challenges to the consumers. Therefore, it is very important that

' consumers are made aware of their, rights, existing legislation, and ways

|

|

|

l

!

l to avoid being cheated. '
' l
l

|

l

l

l

l

Awareness of the consumer in this digital
world is of utmost necessary to fight against
frauds and malpractices. I can see that a
good attempt has been made by members of
Consumer Club through this edition of the
magazine. I congratulate the team and wish
them more success in the coming years.
Best Wishes.

1- LAt

¢, o \ Dr. Kalpana Bhakuni |
a

4 L_ S //(‘.\ Principal
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From the “Teacher

Convener”

[
l It gives me immense pleasure to share with all the 2020 issue of Awaken- the l

Annual magazine of Consumer Club. This year, the theme of the magazine is

' "Global Niche with a Click-Rise of Digitalisation, The theme was selected keeping

| in mind the experiences and challenges faced by everyone due to the increased use

' of digital technology for education, office work, shopping, and entertainment, We l
today live in a virtual world where there is no control over time and space. The
magazine brings forward the report of the online activities conducted by the club

' to continue its work towards making consumers aware of their rights.

Principal Dr. Kalpana Bhakuni whose constant support

and motivation have gone a long way in taking out the
publication. [ also thank the editorial team, contributors l
for their hard work, and the entire team of Consumer '
Club for their support in making the newsletter a success. '
The publication of the newsletter is just a way to

encourage and engage students in writing and reading, l
Lastly, I hope all of you relish the issue and wish all the |
readers happing reading. |

/A/AM haiod |

Dr. Archana Prasad

Assistant Professor l
.

l Department of Sociology
L x N N N N N N N N N N N N N N N N N N ]

[ would like to take this opportunity to thank our l




From the “President”

Being the 'Pandemic President' for
Consumer Club,2020-21 was definitely
a lovely roller coaster ride, which I'd '
trade for nothing.

From organizing meetings to
conducting events and gearing up for
the fest, I definitely missed the
college campus and the physical
atmosphere, but it's all worth it when
you are backed by such a supportive
and helpful team of 84!

l

|

l

l

|

|

Every single thing was a challenge '

online, but the team turned it into '

an opportunity and the whole tenure l
a8 the President helped me become a

better version of myself. '

This designation would definitely act |

a8 a milestone in my college life, I'd '

cherish these moments forever. l

|

|

Pranati Bhatia

President

'-------------------- 05



Ms. Mamta Bhushan
(Faculty)

Consumer Club 1
7/
Faculty -

From Left to Right: Shivani, Sakshi Jha, Janvi, Pranati Bhatia (President), Dr. Archana
Prashad (Teacher Convener), Dr. Kalpana Bhakuni (Principal), Ms. Shweta Jain (Faculty),
Devika Rajesh, Hiya Khanna, Shivangi Bose, Ishita Saxena
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AWAKREN

the consumers club of kamala nehru college.
universily of delhi

@  ABOUT AWAKEN-
8 THE CONSUMER CLUB

Kamala Nehru College has been the pioneer in Delhi University
for establishingits Consumer Club on 29th November 2005. The
alm of the Consumer.Club is “to educate the students to act as
healthy consumers by making them aware about their rights and
redress mechanisms so as to act as beacons for the society”. The
Club is being managed and exuberantly run by selected faculty
members and student office bearers. The Club believes that an
aware consumer Is an asset for any society and its motto is
“Speak up to be heard”. The Club releases its annual magazine,
‘Awaken’, aimed at inculcating consumer awareness, consumer

rights and responsibility. 0



“Privacy is dead,
and social media

holds the smoking
gun”

Pete Cashmore

We live in an era of unexpected and unprecedented Social media platforms like Facebook and its very
growth and advancements. Time has undoubtedly been  owned WhatsApp are much popular and the

a dear friend of technology and encouraged onset of leading platforms to cater to online needs of
continual development for digital space that it’s not consumers. It’s no wrong to say they are

Just an era; it’s an era of digitalization assisted by pervasive; used by everyone irrespective of their
technological media. Long ago, we only had a few socio-economic backgrounds. Facebook and
regularly visited places for our social activities and that WhatsApp render their consumers a lot of services
solely governed our interactions with who and when.  |ike social interaction via audio, visual and written

Now living in a world, where keys and programs and  media. Such platforms are also an avenue for
software support the whole foundation of technology  husiness models wherein businesses reach out to

media, provides us with impeccable time and their prospective consumers, generally and
opportunity to have indefinite social interaction, having  specifically. Off lately, Facebook, WhatsApp are
no boundaries on with whom and when. Many social practicing unfairly towards their consumers by

media platforms have been the bearers to provide such  mjshandling the users’ data and personal
service to their users sitting at home from all corners of  jnformation, thus hindering their privacy and

the world. Not only it builds communication and creating reluctance in their minds. That lack of
interaction with our acquaintances but creates a trust is understandable given the recent history of
globally knitted world online, interacting and sharing high-profile consumerdata breaches by such

with anyone in any part of the world. platforms.

Certain aspects like maintenance of privacy of user information has
been the key issue off lately. However, there is variation in
consumers’ willingness to data sharing and accessibility like basic
identity details, entertainment information tended to be the less
worrisome. But the access to personal data of users by mega tech
giants has been head scratching for them. The data generated create
both an opportunity for enterprises to improve their consumer
engagement and earn more by providing such data to businesses that
can better understand the unmet needs or preferences of those users.
Variety of data like location tracking and personal details help
incredibly to many organisations for better insight to consumers
lives and their activities. For example, usage of data to better
understand the consumer’s pain points and unmet needs help them
develop the services to cater and tap those latent needs .
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Facebook harvested user data for targeted advertising, particularly political advertising, to apparent success.
It centres around the collection of personally identifiable information of up to 87 billion people , gaining
access to personal data of Facebook users due to the confluence of a variety of factors. WhatsApp’s new
policy unveiled recently and updated its privacy policy guidelines stating WhatsApp would share transaction
data, device information, IP addresses, Internet connection, Battery level, Software and mobile model used
by its users (device level information) with Facebook.. Although personal chats and media exchanged will
not be hindered as it is end to end encrypted. Yet, the revised privacy norms concern the users a lot and
many have shown immense displeasure to such move.

The government had written to WhatsApp to withdraw the proposed changes to its privacy rules and had
sought clarifications on a set of queries from it. WhatsApp and Facebook refuted allegations of data sharing.
There was no response heard from these tech giants on its policy amendments and all queries on company’s
move were unanswered. Following a user uproar, WhatsApp said on January 15 that it was moving back the
date on which people will be asked to review and accept the terms. The previous deadline was February 8.

Protection and Ensuring privacy of data, information and ultimately the consumers is absolute undying
responsibility on the part of such big giants. Primarily, it’s an irrefutable and mandate thing to cater to their
privacy and respect their fundamental right of privacy and safety. Secondly, such firms should keep in mind
that the world market is highly competitive and there are many other alternatives that can cater to consumer
privacy and win their trust, consequently losing out their customer base. So consumers are the soul of the

market and disappointing them is silly and foolish. Pragya Goel

B. Com(Hons.)

3rd year

CORONAVIRUS AND THE INDIAN ECONOMY

year 2020 has just ended and it didn’t, in the least, fail to stand out in terms of creating history, for
the records. The Onset of 2020, brought about a lot many ups and downs at the global level and its
consequences are suffered by people a little extended to the year 2021.

All thanks to the epidemic turned pandemic, coronavirus!

Coronavirus, a term that is familiar to people across the
globe now, has already taken a toll over the lives of about
2,095,766 people. People throughout the countries have
severely faced the consequences. Although a vaccine has
been out now, its unavailability to the common people
still poses a threat over their lives. People have not only
physically been paying for it, but have also suffered a lot
mentally and spiritually. The economic growth of the
country too nowhere stands at the peace, leading to a lot
of disruption in the lives of the people. People have had a
hard time trying to keep up with their basic needs while
the virus continued to spread. Economically, things
haven’t been very favourable since the onset of
2020. Major growth indicators of the economy are highly
impacted.
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A lot of people have not only lost their jobs but have also incurred a huge loss to prior savings due to the
lockdown that was imposed when covid was at its peak in the country. The earnings for all those who
continued doing their jobs from home, also took an unstable turn and it became almost tough for them to be
able to cope up with the ongoing situations. The major affected sectors were construction, hotels, mining
among many others. The output and income generated from these sectors fell sharply and would continue to
do till the time the recession prevails in the country.

India’s growth in the fiscal year 2020, went down to
about 3.1%. Up to 53% of the businesses were
expected to incur a significant downfall. The gross
domestic product (GDP), which wasn’t already in
the best of positions, lost all records and fell terribly
in the April-June quarter figur
unemployment rose to a numb
cope up with. With restaurants
downfall with about Rs. 1,00,C

Automobile sector Rs .2300 ¢
Aviation had a stark fall of Rs
down by about Rs 10, 00,000 ¢

ery day.
ry, going

The badly hit sector of the eco
badly due to the inability of th on. As a
process of production, growth

Moving onto the next most hit
operating at the best of its cap:
Germany, having the base hub

Therefore, it has just been mac 5 sector.

e 1930s.
in short,

Some people have also equalle
Others have predicted a globa

has been the worst downfall that the economy can cope with.

Ishika Sharma
B.A.(Hons) English

3rd year
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DECODING THE ADVERTISING OF
SANITARY PRODUCTS

Camouflaged by newspapers and black coloured poly bags, sanitary products like pads, tampons and
menstrual cups are sold in such a discreet manner as if they were a contraband instead of a necessity. Imagine
seeing this advertisement — a young women who is generally a female student, undergoing the pangs of
menstrual cramps and leakage of blood on her attire suddenly discovers this manna from heaven called
‘sanitary pads’. Seems quite natural, doesn’t it? However, that is where the problems with advertising of
sanitary products start.

The current advertisements of sanitary products focus on creating an alternate version of the woman who
undergo menstruation. These advertisements run on a similar theme and idea and lack originality as the
fundamental premise in all of them remains the same which is the idea that these pads empower woman to
carry out their daily activities with complete rigor and enthusiasm when that isn’t the case. Sanitary products
only provide comfort to women during menstruation and by no means, do they resolve the unending cramps,
nausea, headaches, mood swings, sweating, bloating etc. These advertisements create the myth of a woman
who ‘can do it all” during their periods ignoring the differences in the experiences faced by woman across
where caste and class lines.

An imagery that is parallel in all of these advertisements is the ‘white” colour that is generally associated with
‘purity’ and any stain of blood on a woman’s clothing is frowned upon by the onlookers in these
advertisements. These advertisements rarely uplift and celebrate the womanhood as they subject the main
customers of the sanitary products to patriarchal notions again. The ads don’t dare to showcase the real blood
and instead use a blue liquid to depict menstruation. While depicting real blood can be nauseating for some
but it is crucial to depict it as it represents the biological process of menstruation in its true form. Moreover,
the various catchphrases and euphemisms used to address menstrual hygiene products exacerbate the stigma
around a seemingly biological and natural process.

However, here is some food for thought, why are we so afraid of having informative ads about periods that
actually educate youngsters irrespective of their genders about it? | can still recollect how my school organized
a session exclusively for girls about periods and never bothered to educate the boys about them before the
chapter related to reproduction was started in class. We were explicitly told not to discuss about it with our
male friends and that is the story in most parts of the country. Sex education in our country is in a dismal state
and even the latest National Education Policy 2020 brushes it under the rug. Considering the need of awareness
around menstrual hygiene and sexual awareness, menstrual hygiene brands can be the spear headers of busting
the myths and taboos around these issues by adopting a feminist outlook towards advertising that engages
with the customers. Instead of seeing a cisgender superwoman on her period, let’s create advertisements that
feature people across the spectrum who menstruate.

Pratishtha Agrawal
B.A. (Hons) Political Science
1t year
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FAST FASHION- A& DILEMM A&

The term that has been buzzing around for quite some time now — Fast fashion. What is it anyway and why
do we need to talk about it? A basic Google search would give its definition as, “inexpensive designs that
move quickly from the catwalk to stores to meet new trends.”

The fast fashion
phenomenon

Quick, cheap and disposable

Fast fashion can be summarised in these three words -
quick, cheap and disposable. This basically means that
along with quick production and cheap pricing, the clothes
aren’t going to last in your wardrobe for very long. This
business model has rapidly grown in countries like US, UK
and China while has seen a potential growth in India, Brazil,
Norway and Japan.

Let’s dig a little deeper to understand the context. The
fashion industry in the twentieth century ran on four seasons
a year — fall, winter, spring and summer. Legacy brands like
GAP, Ralph Lauren, J crew, Hollister and Hilfiger released
huge amounts of clothes in seasonal releases. They spent
months in designing lines, buying and treating fabrics,
manufacturing in bulk and distributing. It was a whole
process that could take up to 21 months.

Fast fashion companies are killing legacy brands by reducing this time period to roughly 4 months. They

work on two theories:

1. Quick Response Manufacturing - where they just knock off the original designs quickly, keep raw

materials on hand and streamline distribution.

2. Dynamic Assortment — which means constantly pumping out products to see what sells. So instead of 4
seasons a year, we now have roughly 52 seasons a year; new trends coming in every week. An average
person in America purchases 68 articles of clothing a year as compared to 12 in the 80s.

Fast fashion companies knock off the original designer piece
and sell it under their brand at a very nominal rate. A rip off
of a $160 piece at retail can be found in a Zara and H&M
store for $50. But how is this even legal?

People tend to confuse knockoffs with counterfeits.
Counterfeits are exact copies of the original product,
including its symbols while knockoffs just resemble the
design, which basically makes them legal. The fast fashion
manufacturing process leaves a lot to be desired and pieces
are often thrown away after no more than a few years. Each
rapidly produced garment isn’t built to last and is made to
seem as ‘easy come, easy go’ as possible.

15



Environmental Impact and Human
Rights Violation

According to data available, textile production in 2015
created more greenhouse gases than international flights and
maritime shipping combined. Brands like Forever21 use
toxic chemicals, dangerous dyes, and synthetic fabrics that
seep into water supplies in foreign countries where the
clothing is made and at home where the clothing is washed.

Getting rid of these clothes is even worse. An average
American throws away 80 pounds of waste a year while
87% of the fabric used in producing these clothes ends in
landfills or is incinerated. The production of the clothes
takes place in countries like Bangladesh, Vietnam,
Indonesia and the hourly wages of the workers is as low as
$0.13; not to mention the hazardous working conditions
they deal with.

What next?

The solution isn’t to stop purchasing but to wear your clothes for longer. Just by wearing your clothes for 9
months longer, you can reduce your carbon footprint for that garment by 30%.

Secondly, shop second hand. Thrift stores aren’t a recent concept but have now grown in numbers. Thrifting
means to purchase items that have been loved by a previous owner, but are usually in good shape with
enough life left to be useful to a new owner. A rise in thrift stores on social media platforms has been
prominent since last few years.

Lastly, buying a garment from a responsible brand ensures that you have agency over your personal style,
are getting a quality product, and are protecting those that need it most.

Sources: Palak Mathur
e Natural Climate Change — Journal B.Com Hons.
e BBC 3rd year
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The ongoing pandemic has had all pervasive effect on all facets of the society. Needless to say, the field of
Intellectual Property Rights has been vastly affected too. Intellectual Property Rights is a pertinent field in
today’s regime of law, however, not that prominent in India.

What are Intellectual Property Rights? Under a general parlance, IPR is the right given to a person over
the creation of his mental capabilities. For instance, an invention or a new product et cetera. They usually
give the creator an exclusive right over the use of his/her creation for a certain period of time. Thus, named
as “Intellectual” property. IP is protected in law by, patents, copyrights and trademarks, generally. These
enable people to derive benefits from what they invented by investing their skills and resources.

- Amidst this crisis, IPR has been ghastly affected in
various nations across the globe. As the nation was
hit by this pandemic, priority has been given to
health and sanitation. Due to prodigious increase in
the need for prioritizing health of the masses, IP
infringement rights have been mitigated insidiously.
Recently, India strongly defended its stance that the
World Trade Organization should waive off all
Intellectual Property Rights that may create
hindrance while acquiring vaccines, treatments, or
technologies that may come as a global response to
defeating the novel coronavirus.

Intellectual Property is generally governed by the
TRIPS regulations where TRIPS stands for Trade-
Related Aspects of Intellectual Property Rights,
however, to a disdainful surprise, were never
designed to address a global public health crisis like
COVID-19, the country stated at the informal
meeting of TRIPS Council on November 20.

Therefore, working as per these policy regulations which have not even been articulately defined would
have never been a good idea. Many Countries like Chile, Israel, Germany, Canada and France have
proactively worked on it and eased their laws, even enacted new laws to favour Compulsory Licenses to be
granted in order to effectively use, produce and sell any medicine or vaccine protected by IPR in that
country.

Another change has been observed in Patent Pools. Patent pool can be defined as an agreement between two
or more patent owners to license one or more of their patents to one another or to third parties. Often, patent
pools are associated with complex technologies that require complementary patents in order to provide
efficient technical solutions. (mondag.com)

In these tough times, many patent owners have joined hands together to pool their patent rights and give
greater accessibility coupled with affordability to products. Imagining the world order bereft of these
flexibilities in the IPR regulation midst these abstruse times, is quite impossible. A pertinent question would
rise, “What if the IP owner of the Covaxin denied giving rights to any third party? Adiba Raza

B.A. (Hons.) English
17
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{IS recipe was reje

1,009 times before
anyone accepted It.

‘Kentucky Fried
Chicken’ quickly
became a hit. His
face still appears In
their logo. His
goatee, white suit
and western string
still continue to

symbolise the brand.

e company for
1llion dollars.
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RISE OF OTT PLATFORMS

In recent years, India has seen a major rise in the
viewership and popularity of ‘Over-the-top’ (OTT)
platforms. At present, there are more than 30 OTT players
in the Indian market. These players target different
audiences based on the content that they provide. OTT

/
platforms should ideally be targeting the “millennial" group or UTT ,/

o

the age group of 18-35 years. However, the actual situation is
quite in contrast to this common belief. The increasing number
of smartphone users and the coming of major data service P|ATFRM
\\

providers like Jio who have brought down the data costs
significantly, have flipped the entire scene. Surprisingly, due to
the above mentioned factors, the viewers of these OTT
platforms include not only the higher class but also the masses.

The facts and figures are a clear depiction of the increasing popularity of the OTT platforms. According to a
media and entertainment report released by PwC, the Indian OTT market is expected to become the sixth-
largest by 2024.

Initially, majority number of OTT platforms in the Indian industry had catch up shows. However, the entry of
global players like Netflix and Amazon Prime Video offered users

e y a plethora of original content and took the Indian industry to new

“0‘5‘_3‘ b 2.4 B\GFL‘ heights.

e vid The spreading of corona virus is considered to be a game changer
‘ YUPPTV! for the OTT industry. This year had seen econ_omies suffer, markets
A sonv ALT crash and phases of lockdown and amid all this, the OTT platforms

. BALAJI came across as a ray of sunshine for the lockdown weary

- —— population. Since all the activities were shut, especially the theatres,
\,oot E'(‘Bos QTT platforms got a billionaire _dollar qpportunlty .to make an
\"," irreplaceable impact on the entertainment industry. This distressed

time gave these platforms a hungry and captive audience. Also,

many films which originally to be released in the theatres were released on these platforms. The earnings of

the OTT platforms increased significantly due to the pandemic. These platforms witnessed a 30 percent rise
in the number of paid subscribers.

m

Discussion about the rise of OTT platforms gives rise to another debate about the competition between the
OTT platforms and the theatres. These platforms have certainly made experiencing movies and shows a lot
more convenient and affordable but one should not forget that humans are social beings. Watching movies by
going out gives an opportunity to socialize. Thus, the fun of using watching movies in theatres as an occasion
is irreplaceable. Also, competition from OTT platforms is not new for theatres as they have seen worst
challenges during VCRs, VCDs, DVDs and piracy days. Lastly, imagine a blockbuster like Baahubali
releasing on an OTT platform. This definitely would have killed the magic of the mega opus. Thus, for such
films, which make use of sound effects, VFX etc., theatrical experience cannot be replaced. Nevertheless, we
can say that the customers today have a platter full of options and the freedom to choose any of them as per
their interest.

Summing up, I wish to reiterate that in a short span of time, the Indian OTT market has been extremely
successful-in-carving a niche for itself.

Kashish Bhatia

B.A. (Hons.) Economics

1t Year
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System and
India
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Voting in general, has seen humongous

development over the span of years. Not
to mention, modern methods of voting,
the evolved systems have only eased out
the process. While the entire world is
expanding and exploring the perks of
digitization, this served as a boon and
one of the major milestones in India.

Indian voting has seen several setbacks in each method that evolved. Drawing a
comparison between the new method of internet voting and the initial methods such as
Electronic VVoting Machines (EVVMSs) and ballot system, it would be hard to mention
which one overpowers the others because they all possess their pros and cons.

Coming to what Internet Voting exactly serves

Internet VVoting allows a voter to cast the vote through online mediums more easily and securely,
and undoubtedly, at his or her own comfort. The voter turnout in India has been fluctuating a
lot and never seems to be satisfactory and the results need a longer wait. In a democratic country
like India, each and every citizen needs to cast his or her vote to a party of their own to enjoy
certain privileges. Certain difficulties always prohibit some categories from doing so but global

digitization has hit every corner of the Earth and hence, this seems like an important success.

In Internet VVoting, a person can vote from their place without having to travel, making a
queue outside the polling booth, and waiting longer to cast a single vote. Weather conditions
and security issues make it worse. It's less time-consuming and provides additional security.
A citizen has to be registered with the authorities on the online medium and doing this, his
name would not appear in the lists at the polling booths. A person is given a username and
password (that is changeable) to log in. There will be no sign-up link. After a person casts
the vote, he or she cannot log in again until the next elections are held.

20



Post the casting of votes, the results are calculated automatically from the system which
saves a lot of time and one doesn't have to wait months longer for the results to be out.
Gujarat was the first state in India to provide this advantage. All six municipal
corporations of Gujarat- Ahmedabad, Vadodara, Surat, Rajkot, Bhavnagar, and

Jamnagar- offering online voting.

In EVMSs, a voter is supposed to press the button
corresponding to the symbol and party name of P »
his or her choice. Coming to EVMs, they
possess several advantages and disadvantages B
too. Undoubtedly, EVVMs are cost-effective and
require less time as there's no need to print and
produce limitless ballot papers for the entire
population. The transportation and carrying of
EVMs are easier and they are more portable.
The counting of the votes is at a greater pace
and the results are stored until they are manually
erased. The EVM’s can be turned off right after
the voting is over and their estimated shelf life
is of around 15 yrs. Since one vote is counted
only once, there is no chance of bogus voting.

The limitations would include the candidate knowing about how many people voted for him
or her, the ability to hack this system and tampering, inaccessibility at one's comfort, the traits
to alter the results via computer technology, higher susceptibility to fraudulent activities, and
several aspects related to physical security such as damage or malfunction.

Moving to the ballot paper voting system, it is the traditional voting system where the voters
cast their votes on ballot papers which are then cast into a box in secrecy. Now here's where
the limitations lie- no chance of automation, loads of manual work and counting of votes, very
time consuming, unlimited printing of ballot papers, difficult for the illiterate people to cast
their vote, and sometimes, even physically challenged people need to face some difficulties

in using a ballot paper.

Keeping this aside, paper ballots, however, adhere to the three most important electoral
principles keeping the secrecy, counting of votes in front of the representative, and the
confirmation that the vote has been registered. It is very evident that there are both pros and
cons to each method that exists and in recent reports, it has been in discussions that it is the
ballot paper which fulfils the basic and important criterion of voting and electoral systems.
However, one thing this evolution roadmap highlights is the advent of digitization, which has

no going back. :
Riya Chandra

B.A. Program (English+ Psychology)
2" year
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HETHNT o ERIeT AR H 8 3R hdar der
Ao SeIR?

STTaY 2020 & 3N & ARG H UgT R I
T HTHT GTH AT | HRIAT HTHAT & Taa1 o Tre-
arer &2 & AferersaR 3R A i #7797 8 st o9l |

PRIAT IR o JohlT o §16 $TRd H HTACSR Fr
TSR IR & 3T & 378 aeT|

AT 2019 H HTATTSSR FT ISR R H S9T379T 10

mmwmmmzozoﬁ%aﬂﬁgmw@

3R TSR 2020 T Tg 400 FIS T Tg T 1T
SEh HEY HRUT HRIAT AAH T Aol & SeGe1T AT
el 300 H TR AT AT o AT 2020 7

TSR TeT=1T & ohaT|
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AR A AfAcssr & i e 5773 - Yhe afrer 33
fafaes (Sere), Rgedre gfaeiat fafacs (erswara)
3R et 39T wigde faifAes (SR §3d) &7 STAay
2020 H ISR # 85 yfaerd fgEaeRY & St AT 2020 d&
31T 377 39 T2 &1 3@ S |

e H A 60 Tl ehigel Jerd ATcISoR A 1Y
TP AT GhHUT H Tt T Teh FHTAT AT HTAT ST
& | It T A gfarar s A 97 fAfor= & 31fereh olait
T HRIAT ARIH 37T TUC A of Yol § 3R HRA H 10
fhfore & 31t AT s aRRE A FFAT BT T ¢ |
IS T AT & o IR & 3170l Ui aut 3
ATACTSSR o ST # 10-15 GARrd &1 aTfieh X A ggfer
glafl |

faf@es, gar fafaes AR SAfa deRedisr faffes Sie Ao & dedt 3usierdr a&d3il $r wufaat

22



TSR & Teh [gFH TN heoll el o [T &1 TS & | QRIS FoATed dTell =T 3ATforaT 3337 8ff Afteser
& STSTR # e, TS| 3MSEHT o TEATIST T F 3791 5 hRETeA I AeTellel 1S & ScUIGT hT HYUT el 6]
geof fear| AR A "I Feliea”, Bl 3T Teolt FollalX ! ST H olied fhaT|

HETHART 3THIFAT STdgR 3R Tl I SeaT Vel | AR TAELT AR Taeodr siisy, Hadle iR e
Y AT A FoN A e[ g & | STHFATIHT ohT &M AR 3T B HTRATHA et AT TN & | TTAT T
ﬁﬁmwmmmaﬁ%ﬁmnaﬁﬁm%wﬁsa%mmmﬁwﬁwgm%l
AT oh AR el of HfeTSed o Scules H e H g |

a9l hogAR HTX Us TRITS deH fafAes o ¢ Afegor & STofRk A waer foham| TR 9ed o 39en
3cUTe, 'dRIYICH STS & dgd died [hdT, el a9l F 53U 'gISoil e d’ & AT F §T9IR & 3dRT o8 391
378 2019 #F Treirdi YT Toeier SrARer & 3ifEIfed har|

HYfAAT I Teh &aT fAATT AS8T I 3TaTHdT BT & T 37 3cure s arar ¢ i I8 99.9 ufaera
HIETUT3T T AT 8 781 Al Y 3 Ueh e ST & Tecl 3cUIe X Hehdl o | Rl 3 31ef
ﬂﬁwﬁma@m%mqﬁﬁmﬁmﬁzﬂ?ﬁmmaﬁmrﬁﬁl

HRT Aol TA1eT & T & dardiiet (iderilet AR HIfasiRies) I Aol el § afehet [yl &
ITHR 3HY HTACTSS hT AT H HHT T 1 3G 78T & | AIACISTR &S T Tehelaled @HTS Scural H
&, ST Seold ATAToIh-3MTe IReT 3R ded ITRaaHHIuT 3R AR H AGIARIUT o TS o HROT

TR TE3MT o fIT oo Icutal § FAATARA 81 10 § ST Hfasy 3 8 sEeh! ST’ & delad
giel hl 3FHIG oINS ST BT g |

Ananya Pandey
B.A. (Hons.) Hindi

2" year
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* fohcat A 3ifehs §1 el Tg aore €1 ¢ IR Fo e
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FErT T #AT Aol eTo SIaReoT St o1 87T 37 &1 T 2032-32 (2021-2022) FT 3TH Folc TEdd HaT &
3R FoTE & 37T &Y THTH Tl F ITENAEY HEUTAT & ToTe [aReINOT 3Te YE BT IT & | IS e aleiell &
ol IS D, T§ ATSTH! & T ToTc shl 3TTaTT HIAAT IR G & olfehat 3oT Tl o srer TATAT hleT &2 B |
37T 3 ST ST AT o gA | TG STt AT ST & T IR TaRT HRIAT Hlel 7 Torg dTRaeh FHAl & AR d
ISR TgT & 3HH Ig SoTe Al q SRTEITE

gleliich 3TTRIehcTa TaReINeh TET Shegd & ol (e halT 31 g1 aATgeh &1 gA T FOd ST & Y 3R e & HIR
o i1 | TGl §Hel HRAEI [AReVehT & Toie AR & FHgra ol fig3il o oR STell 8 Sl g4 o9TdT & Y Ush
e 3R T ARART AR Bled o AT SATeTedT ST & JTERDHR TeT IR o 3Tl U & | 9T
HR ST T Fg Tl T TG S ATeAT & IT HTHehT SIe ! WTell it dTell o |

T Il S1cl hid § Selehdd cordl AT 3T 2T, ol $H T 3T TN T o A SeTehd ol H 1S B
TET AT IR T, Sorg Y TXT 37130 oY 2 Iy T &Y § FTfeh 3 T 7 TET 2 Y 3 T i I HT
e ST 3R s T & FATET 3H o URIeT LRI ol 3T 61 YehleT 1T | TTel R SToTel T T Y

ol STehT Tecll € T Al QX G273l STl RRATT el &, STal 31Tof HERISE H eTel hl hiAd H I I
€, ST $oTeh TALCIehT ohl o €1 BT ITAY AT STaT SoT IR P AH ST 31T AT 3R 7 &1l W R fowarm sie
T T T ITAT AT HT STY ITEhT Pl IS WTH e Aal USIT ol iched Heh g ATHA ¢ Thdl & |

(AR : STTEAT.SIH & Foic 03¢ AT )
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STET ek cleheiteh 3R 3T HF TR IS ST a1 i dl 38 Fofc # e AT, d9eiy, aele e
AT HEAT BT o] Sofah TTEH AN 81 1T 8, SHeb elldl 3R Hiol ofd, 3iTel aréd S e 3nfe
o1 TET 81 91T 8 F[eh ST ofaTad aTell HIAT Qoeh ohl TS [T AT & | Teliieh GEnT 3R HR TIT 434,
f3TPIEed, argudl, Ter 5 31 TS e 3Tfe; STl IR HIAT leeh I Sel feaT 1T & 3R 316 Ig 3T Sid
37fehel 16T I | TET TENST, AT 3T IR ITTc- 2 Tel Qeeh shid Y ferm a7 & | 3R 319 SFIES
Sery Gliest 1 |re @ & dt 3T o0 3 STietell ST6 ¢ el HIelT 31X AIGT T HIAT eh I ATST Teray
B T2 &, 31 e e 31e0 8 e SRA TR |

(HTHIR: & faFde.shiA S gore RAIE )

SHh 3TeTdT 3R Ueh HIHTY [ARANOT fohaT ST Al I8 $& el & i Soic & Aedl gl i g- 3manfad
$Ys, 3T ool ( TerEeT afolel 3Nfoid 3aer, TS ST 37T ) | Tollieesh, Ao, Phice 311fe W e
SYE! TTSiol 9 STl A Ig Scule HAgel 61 91V o, 37T AT hl SR § &l ¢l SHIell e, Urell &TeT, el
aTel 31fe; o g M &1 1= €1 8T SR T e T ol Aol §5 & ol DO ol T 31 G &, S Arellst &
3cuTe;, SYAT I, 318 Foll 19T HaT d ¥ STRIUT TES 81 1T & | ST & AT AR TR 3 317ax
SThIECHeY ol US SAcUHc ol O SI9TT 31T & T Sl ST dloll h G S¢ T G |

(| Y a1 33T, sle i RUIE)

37cT: TG gl ST Fehell ¢ b A SoTe &1 AT SToll &1 &, & G H STl bl SFHIGT IR TRT 6T ST elfeheT
DR & SHeh IS ¢ I [EATH F ITeTGEAUT T GURA dTell STole IR &A1 8, Tg €)Y aelr Tretam

T 3119 3MTSHT 3R T 3T g T ST T STHT =T 31T 8T & 31T 3rfeaasar gedt 9R arasy 31Ty
& AT LT

=

1. Jansatta's Live Updates on Income Tax and other details.
2. The Quint's Article on 15 Things You Need To Know About The Union Budget.
3. Hindi.oneindia.com's update on list of cheaper and costlier items.

MAHIMA
&
B. A (Hons.) HINDI

2nd year
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https://www.jansatta.com/business/budget-2021-india-live-fm-nirmala-sitharaman-speech-live-updates-income-tax-slab-rate-and-other-details/1627901/
https://hindi.thequint.com/amp/story/business/business-news/nirmala-sitharaman-union-budget-2021-15-things-you-need-to-know
https://hindi.oneindia.com/news/india/budget-2021-full-list-of-cheaper-and-costlier-items-601580.html

FEH, T 3N HEIH 35441 TR F1a5 -19
FT T3

HRT H TATHUAS (MSME) &7 $¥ & dTg GET &8 8T SR Y&l i & AR saraaris
ATRTEATAT T T FHST ¥l H T AL o A1 ICATAAT 3R FATHeTD! & [T Tolelel HTeT o &I
H R AT & HRA H THTHUHS T 3JATAT T&a1 63 AT & 3R I8 110 RfaTer cafFaar i
USHR ST &1 IR THTHUAS TAHY 31K 3fRas @ud & fow 6,000 & 318 3cqre) T 3cuTesT hid
g1 SISIHITSTH o 3Hiehs! & 3THN, dR H TATHUAS H HTd 3cUIGT T Hod 147,390.08 AT
STer & 3 2017-18 & NIl el fAATT T 48.56% ATeTeT AT &1 THATHUHAS dRaeh Foa 3T 3myfcl
FEATHT & HIY ITH FAX & TehlehOT o HUeh H & 3N dTReeh SATIR JUMTIAT H HgeaqoT ${fHehT fo3s1 @
g1 2019 o 37iehgt & Tl TeldT & 7o ST &1 o Fool Hehel B 3cTe; H 29% T ATeTeT fe2T|

faffe= Rk, eet 31k Tderon & aR-aR” @rfad forar § 6 I8 813 o & amenfoes-3nfdes fawmm & fow
3 T HIH AT g1 Tg T 2025 dh 5 TS Slo T JAcTTETAT & & Hl gl el h TLHR
AT TR & & 3R 3T AgeaquT &1 Silcll & | VATHUAS &1F 38 o1& & $iick AgeaquT affaenr foyem
e &, Torael ShETd # 50% A 31Tk ATl hl 3FHIE & | TRCATT THUHTHS &1 hl &1 378 8fY 3ot
g 3R T8y FRUT § b TXRR Fr AT 379 S5 disTs 3R ITEIS & 1Y ool TR AT d= o TAToT
& forT 31fRe 3eTERoT &

Ueh 2T SATUY FAThsT3+T hT BIYUT o THUHUHS Hifolehl, [AAear3it 31 a1l fRdemRent S 3r9eariad
THY H uHier STeT T i ot T TEATel shi FeiTelel T 37o737d o161 AT| TEATRA SllehsI3e ol 3cdTea
31 3mgfet afshansit 3 e e & foT dRIR AT, e AT T @] 3R FARAT I ITeretrdr |
ARRIcH T TT| I A ST 2020 o SRIeA, $H &1 Tl FOT Fehlcll, Holedl / dcief, JeMfaieh &g,
3TTE & HTRIT il fer AT ohT HIHAT hiall TS|

gdetor RO & uar e § fF Fifas -19 HeTART & YHITAT THUHTHS ahl 3T & 20-50% aht har 31TS &,
forast qea 3R oy 3eAT it U Tl 1 FHAT HLAT IS T &, HET §I § aleldl Dl HAT &
HROT| TR TEI3HT & BRITR H HIH il dlel IeTH [dal dfehal AT wTehcl FaTe & HTHS H
6 Al FS IETAT o AT TEJ3N T EITT higd ol I TAH AT & S &3 AfAerssr 3R
IEATEH, NS fohe, IoT: T HIEh ScATIS ol Sculest 3R HRehol HAT A oial H TETH ¢ | o &¥al
# HIS[e TATHTHAS I faaer MY @l Junferdl 3R GG cllehsi3e JTaeilsl & HRUT HIthl HiSA1SaT
T HTHAT AT 93T

IE hdol 3¢TH Ig! & [T Yol TcIAl ol HTHAT fohaT; FgT cTeh o ITHIFATINT T UISY ST 31T
Y B3 fEAT ST &1 S IS o 39e] AT bl AT it H IFHALTAT o HROT g I &,
Y % HRUT 36T HIATAIT Sl Tlell Y GAT AR HART & HROT 39 3cdTeeT &l A a1 AfTsT &
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TG H 39S dT 3R AT AT & 9IS Ueh 30Tl 9T GEATAT af fondT oY 7w oy 3eme ar ganfaa
ANTEAT FI FaT = F 0 @ET H @ W gl e 3fARTGdar F FRUT TR i R F [Fearg
JoTa 31 3rcuarar H AIfAT sThRe) aTg arad o) & oI Ueh erererT T 3Ta2Tehar 27|

31ieeh HSY, HAT 9 AATd o H1Y, §H F9-eahls FHedl, T2l e IR &1 Shioed it o folw arodq @i
foram| Ta-favaaeiy #Rd AN U A1 2T Saeid Heal & WHAT S & v & famar amr
AT; THUHUHAS I derdT fGar ST 38T & 3R 37 facel ¢2if R e R £

5 Yahol & g BT 15 Ted 39TAT # T 6 T e @ THTHTHS 1 GrFd Felel T higd A1 F 6 391
g

e THUATHS F forv gRemyT TR gRdads
« hise 3R fad Aster

. sFady aEier & fArv the & 3rde

o Sl WHIHI THEH H g

« THUHUHS I SehrIT IR HY fHehrEy

. dfRges fAfaer 3rEdieR

= A 3‘_ i
THTHUHAS HATTY $o1 SeTAT bl ATRGeh sietled 3R FafY fgcTerent & forw 31f8ren 3refepet iR et saireny,
AT FRIGRY AT 7 FUR e T TG2T 7 e 30T T 8| Tg 817 SIS, T 3¢eaqaedn &
f&enTd, TSI ©TE, SATIR & Hleled, Taeiiar 817 o fenrd, THels F@OT 311fe S Agcaqot ddrell &
AT ST &1 7o A@er R 3T sf@er gomel & fdest st 7 B9 817 1 smfeRy Agcatper
& TR GarT gi¥d faffiest sifaat Shr awherar & faw|

HR & fohdlY 8t TR & IeTH e AT T TG, R UT MGRIehI31T, SToTR H SSTd, 0TI, HThIhL T,
Hed FAER0T, SATR & 3maurE & F7d, Rt 31 &3 3R 31 el @ 55T W@ &1 TFHR GanT 3310
T AT FGHI F 417 h TelT Teh 3cUReh oh & H 1Y el ol 3FHIG 6, o hdol HETHART H Fafad BRI
T 16T Ao & AT, Ifcs Ta Ioarad HTTST HT IR Hlat & forw o

Ananya Pandey
B.A. (Hons.) Hindi
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10.

JUIZ ON POPULAR JINGLES

This popular jingle was said by the Kargil war hero Captain Vikram Batra.

This jingle celebrates the uniqueness of friendships and reminds us of our college friends who help
us to survive the early morning online lectures.

This jingle makes us go “awwww” collectively in our heads and features a cute breed of dogs.

This jingle invokes the inner Archimedes inside our soul as we feel a weird sense of eureka after
consuming the brand it advertises.

This jingle celebrates women who work as dairy workers and has been sung in a Rajasthani beat.
Hint: It advertises a brand which is associated with the White Revolution.

This jingle features a popular 90s actor from Bollywood and makes to paint our ‘world’.

This iconic jingle promises to retain and give a ‘milky-white’ color to our white clothes. (Hint-
Hema, Rekha, Jaya and Sushma apparently use this brand)

This jingle features a type of scooters which are rarely found these days on roads but always elicit a
nostalgia in us.

This iconic jingle was theme song of Indian Premier league 2013 and it is so catchy that you should
never hear it before an exam.

This jingle is the ‘King of all jingles’ and the representative of this brand passed away in 2020.

Answers -

Yeh Dil Maange more (Pepsi)
Har ek friend zaroori hota hain (Airtel)

You and | (Vodafone)

Googly woogly whoosh (Ponds)

Mero Gaam (Amul)

Har Ghar ki Raunak badani ho (Nerulac Paints)
Washing powder nirma (Nirma Detergent)
Hamara Bajaj (Bajaj Scooters)
Dil Jumping Japang (IPL 2013)
10 MDH Masale (MDH)

LN hAWNR
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“Dish networks™ (yes, the popular
brand, too, once violated the
consumer rights) can be called out
for calling the customers if they
have violated the national Do not
call registry and still call its
customers, it is still in breach of the
Consumer Protection Act when you
use automatic dialling systems to
call people with pre-recorded
messages without their pre written
consent. This rule is the basis of the
Telephone Consumers Protection
Act (TCPA), an area of Consumer
Protection law,
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FAMOUS ONLINE SHOPPING APPS

1
2
9
B
4 7
10
3 5
&
Across Down

2. Ane-commerce company endorsed 1. Online grocery store in India endorsed by
by Alia Bhatt and Ranbir Kapoor Shahrukh Khan

3. “Specsy is the new sexy” 5. Owned by the world’s richest man

4, “Unbox Zindagi” 7. “Big Beauty Sale”

6. Online shopping site for fashion and | 10. One of the most commonly used apps for
lifestyle. Has made Bhuvan Bam its | selling used things. Tagline- « par bech
first digital brand ambassador. de”

8. Owned by Reliance Industries.

Tagline-

“Doubt is out”

9. An American multinational and

commerce corporation. Tagline-

“Connecting buyers and sellers

globally”

Answers:

ACross

2. Flipkart 3. Lenskart 4. Snapdeal 6. Myntra 8. Ajio

Down

1. BigBasket 5. Amazon 7.Nykaa 10.OLX

9. Ebay
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ACTIVITIES TIMELINE

(FROM SEPTEMBER 2020 TO FEBRUARY 2021)

“MAGAZINE COVER MAKING
COMPETITION”

Organised on 22nd February 2021

: for our Annual Magazine
“Awaken” on theme “Rise of
Digitalization- Global Niche
with a Click”

“WEBINAR”
On 13th January 2021, we
organized its first virtual session
on the topic ‘E-commerce and
Consumer Protection’ with
Professor Sriram Khanna as the
guest speaker.

——— ORIENTATION

meinzm — Held an Orientation
Program on 21

""{ November, 2020 to

enlighten the freshers. /CEEEEEEEEEEE:

“SOCIAL MEDIA
MARKETING”

The social media pages of
the Awaken have alwa

v T
gl i

AWAKEN

- mm mm mm mm mm mm o mm Em o Em Em Em Em Em Em Em Em o Em Em Em e = o

“OUR VERY FIRST

BLOG” _
———————————————————— Launched blog site- CC

KNC Speaks, available
on WordPress. managed
by the Editorial team.

aimed at peopld

= QR
Ur—.ﬁhruu *n

-

- e e o mm mm mm e e e o mm e mm o e e e o e o e = =

_____________________________________

“RANGOLI MAKING  /EEEEEEEEEEEEEEET T
COMPETITION”’

('l{l ATIVE WRITING

COMPETTTION

(} IIIII(’ =

Organised an online Rangoli
making competition on =%
November 15th, 2020. *

fs'r—*.,._,i
]

sigsf

“CREATIVE WRITING
COMPETITION”

On 30" October 2020, hosted
Intra-College creative writing
competition.
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CREATIVE WRITING COMPETITION

Last semester, Awaken- The Consumer Club of Kamala Nehru College started extraordinarily, hosting an Intra-

college Creative Writing Competition, hosted by that witnessed impressive participation with several interesting
pieces. The topic of the competition revolved around the theme- " The Life Jacket in a Drowning Boat** that
centred the view on the analysing the paradigm shift in consumer behaviour amid COVID-19. The theme, as twisted
as it sounded, was based on metaphorically assuming COVID-19 to be a drowning boat, whilst the consumer rights
act as the only life jacket. The openness of the competition, such as the reasonable word limit of 500, both Hindi
and English mode of expression and a handful number of days, invited a good number of participations from several
colleges. The theme was in adherence to the society's central point as well as the current scenario of the world
under the clutches of a pandemic, being hit by COVID-19. The judgement criteria were very fair and based on the
creativity of the writer, originality of the content, the concept as projected by the writer and grammatical strength
of the article. In the end, three ingenious yet compelling articles were chosen as the best and the writers were lauded
with their pesitions along with a social media feature on the official Instagram page of Awaken.

RANGOLI MAKING COMPETITION

rjz%;"m’fﬂ'}"ff
I hll‘lk Vlsuallse Create 1. iy Clinlen, 18 A Progrmme

(Fnglishe sirnd Prvehudogy), el Year

Creativity is seeing what everyone else has seen, and thinking what no
one else has thought”, to keep up with this, Awaken- The Consumer
Club of Kamala Nehru College organised an online Rangoli making
competition on November 15th, 2020. The competition was aimed to
challenge the situation with creativity as students were required to make
the rangoli from their respective places and send a time lapse video to
the organisers. Many students actively participated and made the
competition successful. The pandemic restricted both the organisers
and the participants physically but everyone knocked their creative side
with equal enthusiasm to make the best use of their time and talent. The
efforts of the organisers met with an overwhelming response by the
participants who even stated that they look forward to more such
competitions in the near future.

2 Purnima Pruthi, BoA (hons.)
Econmivs, jod vear
1. Palak Mathur, Beom Hong, jed vear

L2 | OUR FIRST EVER BLOG

(14
TO gain you voice, you have to forget about having it

heard” ~ Allen Ginsberg

#SPEAKUPTOBEHEARD has always been our motto at Awaken.
: : We always encourage our members to plunge into new ventures and
v push themselves to ultimately find their voice. The club provides a
A safe haven for its members to grow by providing a platform that
allows for reflection which is essential to experiential and practical
improvement. We launched our first ever blog site- CC KNC
Speaks, in October 2020, available on Word Press. The blog is
. managed by the Editorial Team. The blog focusses on providing
o= | content that helps increase consumer awareness amongst its readers
s through articles, case studies and other short write-ups.
Follow this link to visit our blog: http://cckncspeaks.wordpress.com
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SOCIAL MEDIA MARKETING

Awaken, in all terms, proves the accuracy of its name “Awaken”. It creates awareness among the

people regarding their “rights to be heard by speaking up”.

The social media pages of the Awaken have always aimed at people’s awareness. We have done our
bit to make the consumers, more responsible ones. By engaging into extravagant campaigns and
posting in a great deal about the rights that one should comply with, Awaken has been carrying
forward a really informative campaign.

We here also try to give in our best support information to make a string of post placards wherein
we try to give a heads up to the consumers regarding all that they need to know regarding the
manipulative practices. Awaken makes sure that it tries to bring its consumers to speak up against
what should be done and what shouldn’t be!

u!’l‘l é (CCOUNCIL €&

Fost

2 . ORIENTATION PROGRAM

AMREEN
THE CONGUNIR CLLG

[
AMALA NEHRU COLLCE.
UHNERLTY OF BRI

ORIENTATION 2020

T e Awaken, the Consumer Club of Kamala Nehru College held an

OATE | 21-H-2020 (SATURDAY)
TRAC: APTA ONWARDS

VERAIC COOGAE MEET! Orientation Program on 21 November, 2020 to enlighten the freshers

- about the activities it undertakes to achieve its objective of educating
the students to act as healthy consumers by making them aware about
their rights. The beginning of the program was marked by the
introduction of the faculty and council. This was followed by an
informative presentation which spoke about the working of the club
and the events that it indulges in over the year. The presentation also
gave a description of the various teams within the club and specified
the tasks each team performs. After this, a question answers round
took place in which the faculty and the council solved the queries of
the freshers. Almost hundred freshers displayed interest in knowing

more about the club by attending the orientation.

Awaken - Consumer Club,
Kamala Nehru College

AWAKEN
The Consumer Chbs
FAMALA NENFL OOULESE

WEBINAR

On 13th January 2021, Awaken-The Consumers Club of Kamala Nehru

College, Delhi organized its first virtual session of the year on the topic ‘E-
commerce and Consumer Protection’. Professor Sriram Khanna, a Professor Sriram Khanna

(Managing Editog Consumer Voice Magazine, Yoke Sealety

prominent consumer and civil rights activist was the guest speaker at the Fomes Hesdof s Dt of Cmre e Sl of G
Date: 13 January, 2021 (Wednesday)

webinar. Professor Sriram Khanna is the former Head of Department of Sheclpis

Uitwt Conthaire
Pt BV S200H 0925 Principal Tocusty Coontinatar
Nehinw 91384 34770 Dx. Ksdpana Bhadeuns e Aechann rasad
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Commerce of Delhi School of Economics, University of Delhi. He is
currently serving as the Managing Editor of Consumer Voice magazine
which publishes comparative product testing results and is a highly
acclaimed consumer activist of India. During the seminar, Professor
Khanna discussed the recent amendment in the Consumer Protection
Act with a special focus on e-commerce marketplace entities. He
outlined the definition of marketplace and entities in a lucid manner for
the attendees. Furthermore, he discussed the importance of
disseminating accurate information among the consumers instead of
misleading claims. He focused on the need of ensuring transparency
about the price of various products online on the e-commerce platform
so that the consumers don’t get duped and can make an informed
decision.

While discussing the recent amendment, he emphasized that the terms ‘marketplace’ and ‘inventory’ have
been properly defined and the vagueness regarding the aforementioned has been resolved for the benefit of
consumers.

Professor Khanna also discussed the ‘price discrimination clause’ which is basically a selling strategy that
charges customers different prices for the same product or service based on what the seller thinks they can
get the customer to agree to. He pointed out that price discrimination clauses are arbitrary and illegal in the
case of e-commerce entities and consumers can take legal recourses against these clauses. The discussion
regarding the amendment was followed by a question-and-answer session where the students ardently asked
their queries. During the question-and-answer session, Professor Khanna emphasized the importance of
learning digital marketing and widening one’s horizons to excel in their professional career. The session
concluded on a high note with the students expressing their gratitude towards Professor Sriram Khanna who
imparted valuable insights about the field.

MAGAZINE COVER MAKING
COMPETITION
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The world is but a canvas to our imagination.

COVER DESIGNING . .
COMPETITION As goes the saying, so is the fact and we here at Awaken constantly are on the lookout
R Tce e for opportunities to learn and grow together and create something beautiful along the
way. We preach creativity and believe in the power of art, and want to create a safe

GLOBAL NICHE WITH A CLICK- . _ L. . .
HiEo e ey space for budding artists to grow by providing them with a platform to shine. A cover
comar T . e designing competition was organized by the club on 22" February 2021 for our

Annual Magazine “Awaken”. The theme was “Rise of Digitalization- Global Niche
AT ARERN @ with a Click.” Entries were welcomed from all colleges and universities pan India.
2ER SespenERe A L, Both digital illustrations and hand drawn covers were embraced. \We received an
impressive turnout, 15 beautiful covers poured in from various colleges of Delhi
Universities. The event was loved by many and the submissions were exquisite and
impressed our judges. On 7" March 2021 the results were announced after much
deliberation. Mahima, a 2"? year student of Kamala Nehru College pursuing BA
Hindi Honors was able to rightly capture the essence of our theme, did exceptionally
well and bagged the first prize in the competition. She became a published artist by
providing the official cover for the current addition of our magazine. Certificates
were awarded to the select few who also won the hearts of our judges and presented
beautiful work. The participation was huge and we received positive feedback on the
organization of the event that we pulled off in this short period of time.
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FUN EVENT-

DAY-1 RESULTS!
13TH MARCH )
OUR PAGE

DAY-2 @AWAKENKNC
14TH MARCH
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GLOBAL NICHE WITH A CLICK - RISE OF DIGITALISATION

INAUGURAL

The flagship event of the Consumer’s Club- Consumidor’ 2021
officially commenced on 13" March, 2021. The event included a “* NWAKEN-THE CONSUMER'S cLUB 3
plethora of activities, both formal and informal competitions and saw KAMALA NEHRU COLLEGE =~ &
a humungous turnout from all colleges and universities pan India. On ielite to the

the first day of the event, the Inaugural Session was hosted. The event Lo
was klck_e(_j off with an introduction and a welcome of all the teach_ers INAUGCURAL CEREMONY
and participants, followed by the rules of the event. The enchanting

Vandana was sung by one of our members, Ms Priya Shukla in her Topic : Rise of digitalisation
sweet and mesmerizing voice. Indeed the perfect start to our event!

This was followed by the welcome speech by our Faculty Convenor, oo Mok
Dr Archana Prasad. The floor was then taken over by our President, T pelodas
Ms Pranati Bhatia who introduced our guest speaker for the day. §470 IS of experiancalntaaching

and research

The event was graced by Prof Varsha Jain, who is currently a professor
in Integrated Marketing Communications and the Co- chairperson,

Prof. Varsha Jain

March 13,2021 | 10 AM Onwards

FPM (Doctoral Level Program) at MICA (India). Prof. Jain has over Platform : Google Meet
Link :https://meet.google. com/kee-ynrt-jxo

17+ years of experience in teaching and research. She has authored FOR FURTHER DETAILS, CONTACT

resident)v91

over 100+ publications in international, national and trade journals, book chapters and case study collections.

Prof. Jain is recipient of more than 20 national and international awards and gold medals in research and
scholarship. She was here today to host our Inaugural Lecture on the theme “Global Niche with a Click.” The
lecture was very enlightening for all the people in audience, and the entire discussion was very informative
and engaging. The lecture was followed by a Question and Answer round wherein ma’am took up questions
from all the students and a wholesome discussion transpired. The event was concluded with a vote of thanks
by our Vice President, Ms Mahima who presented our guest with a token of appreciation on behalf of all the
members in audience, who were grateful to be a part of this fruitful session. Awaken - The Consumer Club

Kamala Nehru College f??;

QUIZZIT- THE QUIZ COMPETITION CONSUMIDOR'21

\ | , Presents

The aim of the competition was to provide an opportunity to students to _\ ' “* A Knowledge Test
present their knowledge of Consumer Rights, Marketing brands, -
consumer laws, e- commerce etc. The competition was divided into 2 Q:D[IZ]W

rounds: The Prelims and Mains.
Main Event - 13th March 2021
Time- 1 PM onwards
Platform - Google forms
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The prelims were held on 11" March, 3 pm. A Google Form was circulated to all the 70+ participants via
emails and WhatsApp. Results of the prelims were announced on the same day and top 20 participants made
it to the finals. The Mains were held on 13" March i.e. on the same day of the Annual Fest. The quiz
comprised of 20 questions, the participants were given 12 minutes to answer all the questions. The first three
high scorers were shortlisted and the winners and were awarded with cash prizes of Rs.3000, Rs. 2000 and
Rs. 1000 respectively.

The competition was graced by our external judges- Advocate Tejasvi Goel and Dr. Soma Sen Gupta
(Department of Commerce, Kamala Nehru College). The first position was secured by Milan Madaan of
Keshav Mahavidyalaya. The second and third position were bagged by Abhay Aggarwal of Deen Dayal
Upadhyay College and Arya Sawdia of Miranda House respectively. The winners were given cash prizes
and gift vouchers. The teacher conveners — Ms. Mamta Bhushan and Ms. Shweta Jain presented the vote of
thanks to the esteemed judges and the winners. The winners also expressed their opinions and the event was
well appreciated.

D -
e Awaken - The Consumer Club ot : . % Milan Ma':aan #1¥" navya dgarwal

CONSUMIDOR'21
\ ! , Presents

% 1056 Rachit Mandaw_ P
N\

\' Pranati Bhati
“ A Knowledge Test anati Bhatia

I\l
e Mamta Brushen & Muskan Sharma
- P
& &=
_ r &

8 ¥/
- / 4
Main Event - 13th March 2021 N 2 Ui L' Soma Sengupta
Time- 1 PM onwards

Platform - Google forms §’

Further queries - Prelims- 11th March 2021
Devika: +91 9711390705 Time- 3 Pm i .o jasvi . Devika Rajesh

MEME O MANIA- THE MEME MAKING COMPETITION

While social media is a platform for communication, memes are a way of expressing a culturally relevant
idea. Appreciated and enjoyed by all, Meme Making competition was one of our informal events. Meme-o-
mania was held in two stages, namely the Preliminary round and the Final round.

The theme for the Preliminary Round was “Consumers in
Lockdown”. It was conducted through Google Forms, which was in

[ circulation by 7" March. There were a total of 22 registrations from
colleges all across India. A total of 2691 likes were received on these
f memes on our official Instagram handle. For the Final Round, which
took place on 14" March, top 12 participants with maximum number
f of likes were taken forward. The theme for this round was “Impact of
Digitalization on Consumers.”

AWRAKEN - THE CONSUMER CLUB
KAMALA NEHRU COLLEGE

Consumidor'21

Presents

The results were announced in the meeting by our Judges- Ms. Neelan SN AR BEY HATIN SRR
Jhawar (Associate Professor from IPCW)gangI/ Ms. Shv?/eta Jain (Associate MEME- O - MANIZA
Professor, KNC). The winners were as follows- first prize was awarded to B
Khilansha Mukhija, Nirma University; Second prize to Suraj Kunjwal of O
Galgotia University and the third prize to Sukriti Chaturvedi of Kamala Sad e
Nehru College. This fun event was loved by all, and feedback on the smooth ey i A
conduction of this challenging event was received by the parties involved. S\ DEREAT? ¢ maximim ke on'ie

~p¢ maximum likes on the
submitted meme!

Instructions to follow -

1) Preliminary submissions by
10th March 2021, 7pm.

3 6 For Queries -
Ishita Gupta- 9506636358
Shivani- 8826669533



Random Website: *Buy 2 low quality
facemasks with chocolate design for super
expensive price*

People on Internet:

AAVISHKAR- THE PRODUCT REBRANDING
COMPETITION

This competition was organized by the team to target the analytical and speed skills of the participants.
Alongside, it also gave the participants a chance to showcase their knowledge of products blended with
creativity. It was conducted in two stages. Round 1 included a set of jumbled words where the participants
had to unscramble them within a stipulated time of twenty minutes and submit via Google Forms. Based on
the responses and correct answers, a cut off was released and around 11 teams qualified to Round 2.
Thereafter, the teams had to create a product using the words guessed in the Awaken - The Consumer Club [z
last round. Using these words they had to come up with a product that _best e CONSUMIDOR'21
reflected the essence of all the words they were using. They had to design a Preseris

logo of the same, which had to incorporate the name of their product, and a A PRODUCT RE-BRANDING COMPETITION
suitable tagline. A presentation for the judges was followed next. The goal AAVISHKAR
for the participants was to place themselves in the shoes of the customer and i Date- 13th March 2021
design their product in such a way that it caters to the widest possible audien- -\ l /.
ce. The results were announced by our judges- Mr Ashish Kumar, a thought = —
leader and a Mentor of Change for Atal Innovation Mission, an initiative by
NITI Aayog (the think tank of the Government of India). He is also a techno
-manager currently working with Tata Consultancy Services and co judge
Dr. Sheetal Kapoor, Associate Professor, Department of Commerce, Kamala
Nehru College known for her renowned work in the field of sustainable
tourism, consumer protection, misleading advertising, Digital Marketing.
The first prize was bagged by The Mavericks- Devta Adhikari and Mayank from PGDAV College, the
second prize was secured by Ishika Sharma of Kamala Nehru College and the third prize was awarded to
Prakash Kumar from College of Vocational Studies. The feedback received from the participants indicated
that it was a great event pulled off elegantly by the team and witnessed a good footfall.

e Platform -(4,) Round-1

L&) Round-2

Teams of two or
individual allowed!

For queries -

Tanushl- 7983270258
Ishita- 7982942483

Shivangl- 8368719548

The feedback from our speaker Prof. Varsha Jain- “Thank you so much for the kind invitation, really
a pleasure to be with you. Students are very energetic and enthusiastic.” The event was a grand
success and could not have been made possible without the guidance of our teacher conveners and the
entire team of Awaken who pulled it off with perfection. P S :

MR.BROOK




CC Speaks

l_ockdown Diaries of our members!

My lockdown vacation involved quarantining any outside junk food in my house for several
months. Apparently, there was a time when people had gotten very enthusiastic about cooking junk food
recipes at home that mostly involved the use of wheat and suji, The stores near my area had fallen short of
the products. This was the scenario in several areas as well! | used to presume that my family was
responsible for half of the shortened supply. That had surely increased the sales of wheat and suji and
decreased the sales of the food joints used to order from. However, things weren't limited to this only.
Lockdown had even made the shopkeepers in my area stop selling Maggie in the shops just because the
demand and supply chain had inflated its price. | had to walk kilo meters to buy even a single pouch of
Maggie. Luckily, things have changed and I'm a foodie all over again.

-Hiya

Remember wishing the weekend would last forever? Yeah, this was definitely not what we had in mind.
Quarantine has been tough on extroverts like myself, but we've found our escape by indulging in online
shopping. God bless Nykaa and Amazon for providing all the essentials to my doorstep. Life wasn't perfect
but at least my wardrobe could be. Money can buy happiness when you know where to shop from!

My parents always told me that no one can accomplish anything by laying in bed all day, but look at me
now. I'm saving the world! Not the same can be said about my pocket money.

- Ishita Saxena

The new normal got us wearing masks and sanitizing our hands every now and then but when the pandemic
had just hit and the lockdown was announced, no one took masks and sanitizers seriously. People in metro
cities like Delhi & Bangalore were still accustomed to using these things due to the rising pollution levels.
But the people living in tier 2 and tier 3 city were unaware of what these were and guess who took the
advantage and tooted the innocent customers- the shopkeepers. | had gone to meet mom at her new posting
(in a tier 2 city) during my mid sem break and got stuck there as all modes of transport were disrupted. | was
shocked to know that the N 95 mask, which costed me 150 bucks in a big medical store in Delhi was being
sold on prices as high a 500 each in local shops. | was flabbergasted at this "khule aam kaala bazaari".

-Mahima
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It's almost been a year when we’d just got introduced to new terminologies such as
lockdown, quarantine, work from home, online classes and whatnot. It was unusual to be at home for twenty
four hours. During the lockdown | developed the habit of gardening and made little green plants as my new
friends. | explored new genres of music and learned to cook new recipes. | learned to appreciate self-love
and family time. Those long days contributed a lot to make me a better person. Sooner or later things started
going back to normal but life will not be the same again as an unexpected chapter has been attached to our
lives. The year 2020 ended but with the beginning of the new normal where we have to wear masks and
carry sanitizers. | hope that by the time we get used to this new normal, COVID-19 frays away from our
lives and we can get back to our kind of normal lives.”

- Sonam Aggarwal

“Who ever predicted that the entire globe would come to a pause? Who ever predicted that regular
temperature checks usages of masks and sanitisers would become the new normal? Uh, no one! So let's talk
my experience during the lockdown.

Hmm. Interesting. I'll be honest, it might sound weird but I actually enjoyed the lockdown. It made me value
small-small things. It enhanced my feeling of thankfulness and gratitude. | remember, during the initial
phase of lockdown, everyone got so paranoid that they started stocking grocery items hence leaving
absolutely nothing on the shelves. Finding a simple bar of dark chocolate during that time used to feel like a
treat. The lockdown taught me how to live with minimum things therefore making me realise the worth of
every small thing. That phase was also one of a kind. Guess what, though? I learnt how to cook!”

- Pranati Bhatia

“Almost all of us were dependent on our laptops and phones. I would consider these two as the literal
definition to my quarantined life. From hanging out with friends to video calls with them eating delicious
food to gazing at pictures of our favorite food - our ways of living completely changed. Watching Netflix
the whole day, scrolling through instagram and playing pubg had become some of my daily chores". Clearly,
airtel would be so proud of how I've contributed to its increasing demand in the industry. My social media
would have jumped in joy because | was using it more than ever! But my poor cell phone, it might have
prayed for me to use it less. Maybe that's why it hangs a lot now.”
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SPEAK UP TO BE HEARD




