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Rezumat 
În ultimul deceniu, au fost tot mai multe dovezi care descriu 
relevanța încrederii în vânzătorii online cu amănuntul și lipsa de 
proceduri pentru protecția clienților. Scopul acestui articol este 
de a examina determinanții vânzării online cu amănuntul pentru 
consumatorii electronici, factorii critici care afectează comerțul 
online cu amănuntul, și percepțiile consumatorilor asupra calității 
serviciilor online cu amănuntul. 
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Abstract 

Over the past decade, there has been increasing 
evidence describing the relevance of trusting the online 
retailer, purchaser trust in e-commerce, and the 
absence of customer protection procedure. The 
purpose of this study is to examine determinants of 
online retail for e-consumers, critical factors that affect 
online retailing, and consumers’ perceptions of online 
retailing service quality.. 
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1. INTRODUCTION 

The main objective of this paper is to explore and describe determinants of overall contentment in online 

retailing, the connection between trust and customer inclination to trust, and the protection of rights and 

concerns of online shoppers. This paper aims to analyze and discuss buyers’ position and aim to 

engage in e-commerce conducts, the domestic customer transacting in the e-global market, and 

efficient shopper protection in the conditions of e-commerce. 

2. THE GROWTH OF ONLINE RETAILING 

The rise of the internet as a steady and dependable channel for managing e-commerce (Nica, 2015a) 

offers entities and their providers a cost effective and generic method of setting up supply chain 

connections. The articulation of the business-to-business (B2B) e-commerce supply chain as an 

expenditure-reducing technology has been altered to integrate B2B supply chains as an intrinsic and 

crucial element of organizational competitive benefit. Link contentment is vital for supporting the durable 

interorganizational connections, such as B2B e-commerce trading associations, needed to attain 

sustainable competitive benefit. In the circumstances of B2B e-commerce trading associations, justice 

senses and guarantee are influential to the constitution of confidence in a trading associate (confidence 

enhances link contentment with the trading associate, but senses of a trading associate’s B2B e-

commerce risk reduce link contentment). Organizational confidence of the trading associate is crucial 

for the evolution of link contentment. (Hampton et al., 2012) The home-developed platforms establishing 

the increase of online transactions and the significant functions of social media and mobile gadgets are 

essentially reconfiguring the manners Chinese customers buy products and services. China’s 

substantial and expanding middle-class is advancing brand awareness, a raising tendency to buy first-

rate quality and/or separately gratifying goods, and an adherence to brand fidelity and repeat business. 

Home-developed e-commerce companies cover a considerable portion of the Chinese e-commerce 

arena and manage a more significant amount of dealings than their more prominent international rivals. 

Social media platforms are a significant supplementary determinant or assistant of e-commerce 

undertakings: having almost instant response and easy-to-utilize interfaces, they are a necessity in the 

existence of Chinese shoppers, increasing their inclusion into the e-commerce chain. Mobile gadgets 

are a progressively essential component in China’s e-commerce market. Mobile buying corresponds 

with the Chinese shopper’s inclination for swiftness, and the advantage of “any moment” purchasing. 

The tendency for “smarter” and more operational phones and tablets, combined with the emerging 

employment of social media platforms to enlighten and link customers, will stimulate the continued 
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increase in the amount and share of “m-commerce” dealings. Businesses aiming admission into China’s 

aggressive e-commerce market should establish a scheme that involves a complete perception of the 

target market (Nica and Potcovaru, 2014), how customers assess and buy items, and how they choose 

to use technology in the community market. (KPMG, 2014)  

In Africa, the restricted admission to financial services and accessibility of e-payments, the irrelevant 

degree of credit card access, the absence of government scheme on credit cards, the shortage of credit 

card proposals from the private sphere, conservatism among banks, and significant risk for shoppers 

are notable obstacles for the growth of e-commerce. The sluggish consumption of payment schemes for 

e-commerce has compelled the industry participants to incorporate their systems to platforms employed 

by mobile phone operators to engage more consumers. Mobile is the unique feasible infrastructure for 

e-services (fixed line or card infrastructure is exorbitant). Peer-to-peer (P2P) money transfers are an 

intensively kind of service accomplished by African customers. The most straightforward manner for m-

payments firms to attract shoppers is to maintain their offer uncomplicated and enable consumers to 

accomplish various kinds of dealings through locally constituted representatives that can provide hands-

on service. E-commerce need access to computers and low-cost broadband networks. Lacking an 

extensive network of bank divisions and more conventional payment tools, mobile money transfers have 

become tempting. (Lange et al., 2012)  

3. CONSUMER PROTECTION IN DIGITAL CONTENT MARKETS 

Online firms frequently look beyond contentment to establishing confidence for the purpose of 

diminishing the sensed risk of employing the service. The standard of service assessment is influenced 

by the outcome value of the service, requiring appraisal of the operation of service distribution. The 

standard of services supplied by an e-retailer is the chief incentive for shopper contentment and feelings 

of safety. The notion of personalization in an e-commerce environment includes: private attention; 

choices; comprehending the definite demands of consumers; and data concerning the goods 

adjustment. The presence of confidence in a connection is a type of safeguard against risks and 

unforeseen conduct. Customer purposes to buy a specific brand should develop substantially as his/her 

position toward it is more beneficial. The purpose of buying and repurchasing retains the behavioral 

constituent of reliability. (Kassim and Abdullah, 2008) A substantial comprehension of the moderating 

impact of the e-commerce established circumstances is indispensable to advise online companies on 

how to beneficially share out their confidence-building resources. The institutional framework 

unswervingly influences consumer confidence in primary transaction links, but may not have a function 

in impacting trust in the buyback position (returning shoppers chiefly depend on direct experience to 
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reassess confidence). Established mechanisms may not straight influence confidence or behavioral 

purpose in recurrent e-transactions with a seller, but may have a role via their capacity to moderate 

contextual risks. If online customers have little trust in the strength of established mechanisms to 

provide and carry out congruous rules of behavior in the e-commerce setting, then they demand 

supplementary guarantee for enhancing their credence in purchasing from the seller. A shopper’s 

contentment with a merchant indicates the latter’s achievement of the just outcomes and comfort of the 

consumer during their previous exchanges. (Fang et al., 2014) 

The combined feature of dependability and tangibles is the fundamental one in generating purchased 

contentment, whereas guarantee and empathy are essential aspects in establishing both buyer 

satisfaction and consumer trust. Confidence can be smoothly instilled by making the system reliable, 

safe, private, reactive, and customized for their customers. Firms should aim their before and after 

transactions service mechanisms in order to achieve shoppers’ disposition to participate in positive 

emotional loyalty to the advantage of the firm and its services. (Kassim and Abdullah, 2008) After 

accomplishing a transaction, customers state their anticipation via a post-purchase assessment process 

and establish their contentment degree. Once shoppers constitute their projections, they equate their 

understandings of transaction carrying out to the degree of expectation. Contentment is an emotional 

state indicating the customer’s affective feedback to the e-commerce transaction via the selling 

company on the internet. If shoppers are content with a former transaction, they tend to carry out future 

transactions via that e-retailers’ website. From a purchaser’s view, contentment is a thorough type of 

assessment to establish the value of what has been employed or supplied. Buyers’ confidence in an e-

retailer can be constituted via online activities associated with the e-market place. Longer-term links 

must be set up by furnishing their consumers adequate primary purchase experiences. (Kim et al., 

2009) 

4. POSITIVE DRIVERS OF CONSUMER TRUST IN E-COMMERCE 

Customers can profit from e-commerce concerning more extensive options and diminished prices (Nica, 

2015b), whereas business can employ e-commerce to get a wider group of shoppers. The main 

determinant for e-shopping is price, accompanied by sensed savings in time, the likelihood to 

accomplish price correlations readily, the adaptability in ordering any moment of the day/week and 

identifying a broader choice online. Shoppers’ e-acquisitions are likely to be oriented in the direction of 

those versions for which savings from e-acquisitions are more significant than average savings. 

Numerous businesses are employing e-commerce as a component of a multi-route business scheme to 

reach customers and offer for sale their items. Businesses are promoting their products and services on 
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mobile gadgets, employing them as an instrument to attract shoppers. (European Commission, 2012) 

B2B e-commerce business alliances furnish sustainable competitive benefit when both purchasers and 

providers are involved in reciprocally advantageous and gratifying relational arrangements. For the 

business connection to surpass a dealing based reciprocity to a trading partnership susceptible of 

generating and preserving sustainable competitive benefit, confidence must intensify. Nonexistent 

employment of the B2B e-commerce arrangement, sustainable competitive benefit from business 

associates cannot be achieved. The financial and non-financial recompenses from interplays between 

entities and their business associates are advantageous to confidence in the trading partner. 

Confidence is influential in establishing and preserving the degree of contentment needed to secure 

durable business connections capable of generating sustainable competitive benefit. The extremely 

harmonized and tightly linked information systems required for entities to accomplish sustainable 

competitive benefit from connections with their business associate subject the entity to risk from the 

business connection. (Hampton et al., 2012) 

A value pattern of a sustainability plan should adjust to the value pattern of another plan. The concerned 

fusion of product-service in the value pattern of a sustainability business design is an outstanding, 

recurrent, and evolutionary move in tailoring the business type. Articulating a business design for 

sustainability is to formulate or identify a valuable possession structure and governance. Establishing a 

sustainable community (Nica, 2013) is equivalent to detecting several feasible business types for 

sustainability. In sustainability sphere, the independent entrepreneurs should work out and develop their 

business types examining product service range, possession structure, and centralization-

decentralization fusion. The positive result of a business type for sustainability relies on its own 

functioning level and the favorable outcomes of other associated business types and the admission of 

modifications by customers. (Lee and Casalegno, 2010) As its environment of performance is a website, 

the customer’s sense of technology influences its utilization. For the purpose of expanding and 

preserving dependable shoppers, e-commerce firms should establish good links with their buyers for 

long-run reciprocal benefit. Confidence is crucial wherever risk, unsureness and/or interconnection 

occur (Nica and Molnar, 2014), as it moderates risk. Purchaser’s beliefs and purposes associated with 

confidence in the web seller are determined by the degree of risk sensed by customers and their 

sensed degree of command on the data that they must reciprocate with the web seller. Shoppers share 

confidential data with a web seller only when they have faith in features of the site. Engaging in an e-

commerce rapport generates some consumer reliance on the web seller for goods and services. 

(Palvia, 2009) Mobile gadgets using the internet all over are carrying payments along. They have 

become an ecosystem for m-commerce (e-shopping for products or services using the mobile phone), 
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enabling developers to constitute their own m-commerce applications by using the mobile gadget. 

Buying digital products by using the mobile phone via mobile platforms is the most rapid developing 

sphere in e-payments. Reliability and recompense strategies directed at shopper keeping are a powerful 

marketing tool that is being enclosed with the payment. Compelled by the constant expansion of e-

commerce and the enlarging portion of e-commerce in retail expenditure (Nica, 2015c), banks should 

work harder towards the e-channel, to maintain shopper request for accessibility and safety. The rising 

rates of internet consumers, e-spending and embracing of current technologies are essential 

determinants for the expansion of e-commerce. The e-commerce market is to advance throughout the 

next years, whereas broadband pervasion rates will boost and the mobile internet will develop and 

stimulate the conjunction of online and offline routes. (Lange et al., 2012) 

5. CONCLUSIONS 

The overall results provide strong evidence for the role of e-trust in online retailing, links between 

businesses and buyers in commercial transactions, and open and foreseeable legal and self-regulatory 

models for e-commerce. My findings highlight the importance of examining innovation as a critical 

component for the long-run sustainability of e-commerce, the performance consequences of supply 

chain cooperation as associated with sustainability, and the chances that e-commerce brings about to 

further sustainability. 
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