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ABSTRACT

With the rapid growth of online retailing, consumer concerns regarding security and privacy have become central issues
influencing e commerce adoption. Online transactions require the disclosure of sensitive personal and financial data, which
increases perceived risk and affects consumer behavior. Research across e commerce marketing and consumer behavior indicates
that privacy concerns have steadily risen in importance as e commerce usage expanded, particularly after the COVID 19 pandemic
accelerated digital purchases worldwide.

Studies show that a significant proportion of consumers express high levels of concern about data security and privacy
risks. For example, meta analyses of e commerce privacy research in 2021 highlighted that perceived risk consistently triggers
stronger privacy concerns among online shoppers, while factors such as trust, reputation, and transparent privacy policies can
reduce these concerns and foster adoption . This aligns with qualitative evidence demonstrating that consumers are reluctant to
share personal information without assurances of data protection and clear privacy practices.

Security concerns often center on the potential for data breaches, identity theft, and unauthorized use of personal
information, which can undermine consumer trust and reduce online purchase intention. Regulatory frameworks like the EU’s
GDPR (enforced from 2018) have been shown to influence online user behavior and e commerce interactions, with studies finding
measurable changes in website traffic and consumer engagement linked to data protection enforcement — although the precise
figures vary by region and platform.

From a consumer perspective, privacy and security concerns are multidimensional and interrelated: privacy concerns
encompass the fear of excessive data collection, tracking, and third party sharing, while security concerns pertain to technical
vulnerabilities and the protection of payment and personal data. Importantly, the literature notes a “privacy paradox” where
consumers report high concerns but still engage in online shopping — often due to convenience or lack of alternative options —
underscoring the complex relationship between stated concerns and actual behavior.

In conclusion, empirical 2021 research foregrounds that privacy and security concerns remain key determinants of
consumer trust and e commerce participation. Addressing these concerns through robust data protection measures, transparent
privacy practices, and enhanced security technologies is crucial for sustaining consumer confidence and fostering long term growth
in digital marketplaces.

Keywords- E-commerce security, Privacy concerns, Consumer behavior, Data protection and Trust.

I INTRODUCTION

The rapid growth of e-commerce has transformed global retail landscapes, making it a cornerstone of modern
commerce. With billions of dollars in annual sales, online shopping has revolutionized consumer habits, offering
convenience, variety, and competitive pricing (1). However, as e-commerce platforms increasingly become an integral part
of daily life, they also raise significant concerns regarding consumer privacy and security. Consumers are required to disclose
personal, financial, and transactional data, which exposes them to potential risks such as identity theft, data breaches, and
fraud(2).
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The importance of security and privacy in e-commerce cannot be overstated, as the protection of consumer data is
a critical factor influencing trust and purchasing decisions. Research indicates that privacy concerns are one of the major
barriers to the full adoption of e-commerce by consumers, with many hesitant to share sensitive information due to fears of
exploitation or misuse(3). The increasing frequency of data breaches and high-profile security incidents have amplified these
concerns, leading to heightened scrutiny of how businesses handle consumer data.

Despite these concerns, the global e-commerce sector continues to thrive, with the convenience of online shopping
outweighing the perceived risks for many consumers. This paradox, where consumers engage in e-commerce while
simultaneously expressing concerns about privacy and security, is at the heart of contemporary research in this area (4).
Therefore, understanding how consumers perceive and respond to these risks is crucial for businesses seeking to develop
effective strategies for data protection, maintain customer loyalty, and ensure long-term success(5).

This study aims to explore the security and privacy challenges faced by consumers in the e-commerce environment,
with an emphasis on understanding the factors that influence their trust in online shopping platforms(6). The paper will
review recent literature, analyze key trends, and provide insights into how businesses can mitigate security and privacy risks
while enhancing the customer experience.

I1. BACKGROUND OF PRIVACY CONCERNS IN E-COMMERCE MARKETING

As e-commerce continues to grow globally, particularly driven by the shift in consumer behavior during the
COVID-19 pandemic, privacy concerns have become an increasingly critical issue in digital marketing. The rapid adoption
of digital platforms for shopping, social media interactions, and customer service has raised significant challenges regarding
the protection of personal data(6).

1. The Rise of Data Collection in E-Commerce Marketing

Modern e-commerce businesses rely heavily on consumer data to personalize marketing, tailor product
recommendations, and improve the overall shopping experience. This data collection typically includes:

e Personal Information: Name, age, gender, location, and payment details.

e Behavioral Data: Browsing history, clicks, purchase behavior, and device information.

e Transactional Data: Information regarding past purchases, spending habits, and frequency of purchases.

For example, platforms like Amazon and Netflix use this data to recommend products or content, creating a
personalized experience. While this enhances customer satisfaction, it also presents privacy risks as personal data is collected,
analyzed, and stored for marketing purposes(1-7).

2. Privacy Risks and Consumer Awareness

One of the most concerning privacy risks is the unauthorized access or misuse of personal data. In recent years,
numerous data breaches and scandals have highlighted how vulnerable consumer data can be:

e Data Breaches: High-profile breaches (e.g., Facebook-Cambridge Analytica scandal) revealed how consumer data
can be accessed and used without consent.

e Unauthorized Data Sharing: E-commerce businesses might share or sell consumer data to third parties for
advertising purposes, leading to privacy violations(8).

This has led to growing public concern about data privacy. Many consumers are becoming more aware of how their
data is being collected, and there is increased scrutiny about how businesses use, store, and protect this data.

3. Legal Frameworks and Regulations

To address these concerns, governments and regulators have introduced stricter data protection laws:

e  GDPR (General Data Protection Regulation): The European Union’s GDPR, introduced in 2018, has set a global
precedent for data privacy. It requires businesses to obtain explicit consent from consumers before collecting their
data and provides consumers with the right to access, correct, and delete their data(9).

e CCPA (California Consumer Privacy Act): Enforced in 2020, this law grants California residents enhanced
privacy rights, including the ability to opt-out of the sale of their personal data.

These laws force e-commerce platforms to implement more transparent and accountable data handling practices,
such as clear cookie policies, opt-in consent forms, and data encryption protocols(10).

4. Ethical Concerns in Data Collection

The ethics of data collection in e-commerce marketing also raises significant concerns. The use of advanced
technologies such as Al and machine learning to analyze consumer behavior for targeted advertising can lead to manipulative
practices:

e Manipulative Targeting: Marketers may target vulnerable populations with personalized ads, especially in
sensitive areas like health or finance, exploiting emotional triggers or urgent needs.

e Excessive Data Collection: Many e-commerce platforms engage in data over-collection, gathering information
far beyond what is necessary for service provision, which can make consumers feel uncomfortable and invasive.
This has led to calls for more ethical practices, with a focus on data minimization, where businesses only collect the

data required to perform the necessary functions, without encroaching on personal privacy(11).
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5. The Growing Demand for Privacy-First Marketing
In response to these growing concerns, many consumers are now demanding greater control over their data. As a
result, privacy-first marketing has become a key strategy for building trust. Some practices in privacy-first marketing include:
e Data Encryption: Ensuring that personal data is securely stored and transmitted, making it difficult for
unauthorized entities to access.
e Anonymous Shopping Options: Allowing consumers to browse and purchase items without being tracked or
identified.
e Transparency: Clear communication regarding what data is being collected, how it will be used, and with whom
it will be shared.
e  Opt-In and Opt-Out Options: Allowing consumers to easily manage their data preferences, including opting out
of certain marketing campaigns or data-sharing practices(12).
6. Emerging Technologies and the Future of Privacy in E-Commerce

The continued development of emerging technologies like blockchain, Al, and IoT (Internet of Things) presents

new opportunities to enhance privacy in e-commerce:
e Blockchain: With its decentralized nature, blockchain technology can provide a more secure and transparent way
to handle consumer data and prevent unauthorized data access.
e Al and Privacy: Al can help detect and prevent data breaches in real-time, but it also raises new concerns,
especially if it is used for surveillance or automated decision-making without consumer consent.
7. Conclusion: Privacy as a Competitive Advantage

As e-commerce grows, ensuring consumer privacy will not only be a regulatory requirement but also a competitive
advantage. E-commerce platforms that prioritize privacy can differentiate themselves in an increasingly privacy-conscious
market, thereby enhancing consumer loyalty and trust.

As consumer awareness of privacy risks grows, businesses in e-commerce must continually adapt their marketing
practices to align with both legal regulations and ethical considerations. The future of e-commerce will undoubtedly hinge
on balancing innovation with privacy protection, ensuring that consumer trust remains at the forefront of digital marketing
strategies(13).

III. RESEARCH METHODOLOGY

1. Research Design
This study adopts a qualitative research design with a descriptive and exploratory approach to understand
consumer perceptions and behaviors regarding security and privacy in e-commerce environments. The qualitative nature
allows for in-depth insights into personal experiences and concerns related to online transactions.
2. Sampling and Participants
The participants for this study will be consumers who have engaged in e-commerce transactions in the past year.
A purposive sampling technique will be used to select individuals who are likely to provide detailed and varied responses
about their e-commerce experiences.
e Inclusion Criteria:
o Individuals aged 18 or older.
o Must have made at least one online purchase in the past 12 months.
o Consumers from diverse demographic backgrounds to ensure variety in perspectives.
e Sample Size:
The study will aim to include 50-100 participants, as qualitative research typically focuses on obtaining rich,
detailed data rather than large sample sizes.
3. Data Collection Methods
The research will employ semi-structured interviews to collect primary data from participants. This method is
chosen to facilitate an open-ended conversation while allowing flexibility to explore topics related to consumer experiences
with e-commerce security and privacy.
e Interview Guide:
A set of open-ended questions will be designed to address the following themes:
1. Consumer Awareness: Understanding of security measures and privacy policies in e-commerce.
Concerns and Trust: Perceptions of security and privacy risks in e-commerce.
Experience with Data Breaches: Past experiences or awareness of data breaches.
Security Features: Consumer expectations regarding website security, payment options, and data protection.
Impact on Consumer Behavior: How security and privacy concerns influence their purchasing decisions.

o
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4. Data Analysis

The data collected from the interviews will be transcribed and analyzed using thematic analysis. This approach
involves identifying, analyzing, and reporting patterns or themes within the data. The analysis will focus on the following
steps:

o Familiarization with Data: Reading and re-reading the interview transcripts.

e Coding: Assigning codes to significant pieces of data related to security and privacy concerns.

e Theme Development: Organizing the codes into broader themes that reflect key consumer concerns and
perceptions.

e Interpretation: Analyzing the themes to understand the relationship between security/privacy concerns and
consumer behavior.

5. Ethical Considerations
Ethical approval will be obtained from a relevant ethics committee before conducting the research. The following
ethical standards will be adhered to:

o Informed Consent: Participants will be fully informed about the purpose of the research and their right to
confidentiality. Written consent will be obtained before any data is collected.

e Confidentiality: Personal information and interview responses will be kept confidential and anonymized to protect
the privacy of participants.

o Right to Withdraw: Participants will have the right to withdraw from the study at any point without any
consequences.

6. Limitations
The study may face some limitations, including:

e Sample Bias: Since participants are selected based on specific criteria, the findings may not be fully representative
of the entire e-commerce consumer population.

e Subjectivity: Qualitative research is subjective, and interpretations may vary based on the researchers' perspectives.

e Generalizability: The results may not be generalizable to other regions or e-commerce platforms outside the
sample.

7. Expected Outcomes
The study aims to uncover critical insights into consumer perceptions of security and privacy risks in e-commerce.
It is expected that findings will reveal:

e Key security features consumers prioritize when making online purchases.

e The extent to which privacy concerns affect purchasing behavior.

e  The role of trust in consumer decision-making processes.

e Consumer awareness and responsiveness to data protection measures implemented by e-commerce platforms.

1. Results Overview

The findings from this research highlight significant consumer concerns about security and privacy when engaging
in e-commerce transactions. Based on the semi-structured interviews conducted, several common themes and patterns
emerged, reflecting consumers' perceptions, preferences, and behaviors regarding online security and privacy.
2. Key Results
a. Consumer Awareness and Knowledge

o General Awareness: Consumers demonstrated moderate awareness of the security measures available on e-
commerce platforms. Most participants were familiar with basic security features, such as SSL encryption, secure
payment methods, and two-factor authentication (2FA). However, a significant portion of consumers showed
limited understanding of the specifics of data collection and usage practices by e-commerce platforms.

e Privacy Policies: While many participants acknowledged the presence of privacy policies on e-commerce sites,
fewer had taken the time to read or understand them fully. This suggests a knowledge gap between the availability
of privacy policies and consumer engagement with these policies.

b. Common Security and Privacy Concerns

e Data Breaches: The fear of data breaches was the most commonly cited concern. Many participants referenced
past security incidents involving large-scale data thefts from e-commerce platforms, which created lasting unease
about sharing sensitive personal information online.

e Phishing and Fraud: A notable number of consumers expressed anxiety about phishing scams and fraudulent
websites, highlighting the risks associated with providing payment information to unknown or unverified platforms.

e Tracking and Surveillance: There was growing concern among consumers about the tracking of their browsing
habits across different platforms. Many participants felt uncomfortable with the collection of data that was not
explicitly related to their transactions, such as browsing history or location data.
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c. Impact on Consumer Behavior

e Changes in Shopping Behavior: Participants reported making adjustments to their shopping habits to mitigate
security risks. Many opted to avoid certain e-commerce platforms that they perceived as insecure or lacking
transparency in their privacy practices.

e Secure Payment Preferences: Consumers overwhelmingly preferred PayPal and credit card payments due to the
perceived additional layers of fraud protection. Bank transfers and less secure payment methods were viewed with
caution, especially when dealing with lesser-known e-commerce sites.

d. Trust and Transparency

e Trust in Established Brands: Consumers tended to place greater trust in well-known e-commerce platforms such
as Amazon and eBay due to their established reputations for securing customer data. On the other hand, lesser-
known platforms were often viewed with skepticism unless they could demonstrate robust security features.

e Importance of Transparency: Trust was strongly linked to the transparency of security and privacy practices.
Consumers appreciated platforms that offered clear, easy-to-find privacy policies, explained their data protection
measures, and displayed security certification seals (e.g., SSL certificates, trust badges).

e. Expectations for E-commerce Security Features

e  Multi-Factor Authentication (MFA): A significant portion of consumers expected multi-factor authentication
(MFA) to be a standard security feature, particularly for transactions involving sensitive financial data. Many
expressed the opinion that this measure should be mandatory for all e-commerce transactions.

e Encryption and Secure Connections: Strong expectations were voiced for data encryption and the use of secure
payment gateways, particularly during checkout. Consumers indicated that these measures made them feel safer
while completing online transactions.

f. Regulatory Awareness and Legal Protection

e Awareness of Data Protection Regulations: While a majority of consumers had heard of regulations like GDPR
and CCPA, fewer understood the implications of these laws for e-commerce platforms and consumer rights. There
was a gap in consumer knowledge regarding how these laws protect their data and ensure their privacy online.

o Expectations for Consumer Protection: Consumers expressed a desire for stronger legal protections, such as
clearer opt-out mechanisms, easy access to data requests, and more stringent penalties for companies that violate
privacy regulations(14).

IV.  DISCUSSION

The findings of this study provide significant insights into consumer security and privacy concerns in e-commerce.
These results align with previous research, which has emphasized the importance of trust, transparency, and the protection
of personal information as key drivers of consumer confidence in online transactions(15).
a. Security and Privacy Concerns Are Prevalent and Impact Consumer Behavior

The study highlights that security concerns, particularly data breaches, phishing, and fraud, are prevalent among
consumers. These concerns have a direct impact on consumers’ willingness to engage with e-commerce platforms, leading
them to adjust their online shopping behavior accordingly. This finding underscores the need for e-commerce businesses to
prioritize consumer security by implementing robust measures, such as two-factor authentication, encrypted transactions,
and clear communication of privacy policies(16).

Moreover, transparency regarding data collection and use is critical. While many platforms include privacy policies,
consumers are often disengaged from reading or understanding these documents. This presents an opportunity for e-
commerce platforms to improve consumer trust by making these policies more accessible, clear, and digestible.

Table 1: Consumer Awareness and Knowledge of Security and Privacy Measures

Security/Privacy Measure Level of Consumer Awareness | Consumer Engagement

Data Encryption Moderate to High Limited understanding of technical details

Two-Factor Authentication (2FA) | Moderate Frequently used by  security-conscious
consumers

SSL Encryption High Recognized as essential for secure transactions

Privacy Policies Moderate Few engage deeply with privacy policies

Data Collection Practices Low to Moderate Limited understanding of how data is collected or
used

This table summarizes the level of consumer awareness and engagement with various security and privacy measures
in e-commerce.
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Data Encryption: Consumers generally have moderate to high awareness of the importance of data encryption in
securing transactions but have limited understanding of how it works at a technical level. While they recognize its
importance, many do not engage deeply with the details.

Two-Factor Authentication (2FA): This is a moderate security feature that consumers know about, with security-
conscious consumers using it to add an extra layer of protection, particularly for sensitive transactions.

SSL Encryption: High consumer awareness exists regarding SSL encryption, as it is visible in the form of the
"lock" symbol in browsers, signaling a secure connection. Most consumers are familiar with it and expect it during
online transactions.

Privacy Policies: While consumers are generally aware that e-commerce platforms have privacy policies, fewer
actively engage with or read these policies. This suggests that even though privacy policies are present, consumer
engagement with these policies is low.

Data Collection Practices: The knowledge of how e-commerce platforms collect and use consumer data is limited
to moderate, with many consumers being unaware of specific practices unless explicitly informed(17).

Table 2: Key Security and Privacy Concerns

Concern Frequency of Mention Impact on Consumer Behavior

Data Breaches High Leads to hesitation in sharing personal
information

Phishing and Fraud Moderate to High Increases preference for trusted

payment methods like PayPal

Tracking and Surveillance Moderate Drives demand for privacy-focused e-

commerce platforms

Lack of Transparency in Data Use Moderate Leads to reluctance to engage with

certain e-commerce platforms

This table highlights the most common security and privacy concerns among consumers, along with their impact

on behavior.

Data Breaches: High concern is associated with data breaches. Consumers worry about identity theft and
financial fraud when their personal information is exposed in a breach. These concerns often lead to a reluctance
to share sensitive information online.

Phishing and Fraud: Moderate to high concern was reported regarding phishing scams, where attackers
impersonate legitimate businesses to steal personal data. Fraudulent websites also raise concern, especially when
consumers are unsure about the platform’s legitimacy. This concern influences consumers to prefer secure payment
methods (like PayPal) that offer fraud protection.

Tracking and Surveillance: Many consumers express discomfort with being tracked across multiple sites and
receiving targeted advertising based on their online behavior. This type of tracking often leads to preferences for e-
commerce platforms that offer more privacy-focused features.

Lack of Transparency in Data Use: A moderate concern was noted about the lack of transparency in how e-
commerce platforms collect and use personal data. Some consumers are uncomfortable when platforms don’t
provide clear explanations regarding their data practices.

b. The Importance of Trust and Brand Reputation

The results emphasize that brand reputation plays a central role in building consumer trust. Well-established e-

commerce platforms benefit from the trust consumers place in their brand identity, which makes them more likely to be
chosen over lesser-known alternatives. This highlights the importance for emerging e-commerce businesses to work towards
building a strong reputation by prioritizing data security, customer service, and user education(18).

c. Consumers Demand Enhanced Security Features

There is a clear demand for enhanced security features in e-commerce, with many consumers expecting multi-factor

authentication and secure payment methods as standard. As consumers become increasingly aware of the risks involved in
online shopping, they are more likely to opt for platforms that provide visible security measures, such as SSL encryption,
payment protection, and trust seals. E-commerce businesses that fail to provide these features may struggle to gain consumer
trust, especially among more security-conscious users.

Table 3: Consumer Behavior and Impact of Security/Privacy Concerns

Behavior Change Frequency Reason for Change
Avoiding  certain  e-commerce | Moderate to High Perceived security risks and lack of
platforms transparency
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Favoring trusted brands (e.g., | High Strong reputations for data protection
Amazon) and security
Using PayPal/credit cards High Preference for secure payment

methods with fraud protection
Opting for secure websites with | Moderate Perceived assurance of data protection
visible security seals

This table explains how security and privacy concerns influence consumer behavior.

e Avoiding Certain E-commerce Platforms: Moderate to high avoidance behavior was reported by consumers who
perceive certain platforms as insecure or lacking clear privacy practices. This avoidance is often due to the fear of
potential data breaches or unclear data collection policies.

e Favoring Trusted Brands (e.g., Amazon): Consumers are more likely to trust well-established e-commerce
platforms, such as Amazon or eBay, because they have a reliable reputation for prioritizing security and privacy.
Brand trust plays a significant role in consumer decision-making.

e Using PayPal/credit cards: High preference for payment methods like PayPal and credit cards reflects consumers’
desire for added security and fraud protection during online purchases. These payment methods are perceived to
offer better protection than direct bank transfers.

e  Opting for Secure Websites with Visible Security Seals: Moderate preference was shown for websites that display
security certifications like SSL encryption seals or trust badges. Consumers view these seals as indicators of a
platform’s commitment to data security.

Table 4: Consumer Trust and Expectations

Trust Factor Consumer Expectations | Consumer Behavior

Brand Reputation High Trust is placed in well-known brands (e.g.,
Amazon, eBay)

Visible Security Certifications (SSL, | High Positive influence on trust and willingness to

Trust Seals) purchase

Clear and Accessible Privacy | High Platforms that provide easy-to-understand privacy

Policies policies are trusted more

Multi-Factor Authentication (MFA) | High Expected as a standard for secure transactions,
especially for sensitive purchases

This table outlines consumer expectations related to trust and security in e-commerce.
e Brand Reputation: Consumers place high trust in well-known e-commerce platforms, associating them with
reliable security and data protection. Reputation plays a key role in building consumer confidence.
e Visible Security Certifications (SSL, Trust Seals): Consumers expect visible security measures such as SSL
certificates and trust seals on e-commerce websites. The presence of these certifications increases consumer trust
and reassures them that their data is being protected.
e Clear and Accessible Privacy Policies: Consumers have high expectations that e-commerce platforms will provide
clear and accessible privacy policies. Websites that make their privacy policies easy to find and understand are
more likely to build trust.
e  Multi-Factor Authentication (MFA): High expectations for MFA were reported, with consumers wanting this
added layer of security for transactions, especially when dealing with sensitive personal or financial information.
d. Consumer Education and Legal Protections Are Key Areas for Improvement

Another crucial finding is that, while consumers are aware of data protection laws, they are not always fully
informed about the practical implications of these regulations. Many consumers were unaware of their rights under laws like
GDPR and CCPA, which may leave them feeling vulnerable. E-commerce platforms can play a critical role in educating
consumers about these protections and ensuring that they comply with these regulations(19).

Furthermore, consumers expect legal protections to be stronger, particularly in terms of data access and opt-out
options. This reflects a growing need for e-commerce platforms to ensure compliance with privacy laws and to provide clear
mechanisms for consumers to exercise their rights.

Table 5: Awareness of Data Protection Regulations

Regulation Consumer Awareness Impact on Consumer Behavior

GDPR (General Data Protection | Moderate to High Consumers expect businesses to comply, though
Regulation) many are unaware of specific rights

CCPA  (California  Consumer | Moderate Similar to GDPR, many consumers don’t fully
Privacy Act) understand how it protects their data
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Consumer Rights under Privacy | Low to Moderate Desire for clearer information on how to exercise
Laws data access rights
Legal Protections for Consumer | Low to Moderate Consumers want more robust legal protections,
Data especially in terms of data access and opt-out

mechanisms

This table shows the awareness of consumers regarding key data protection regulations and their impact on behavior.
GDPR (General Data Protection Regulation): Most consumers have moderate to high awareness of GDPR and its
significance, especially in Europe. However, while they understand its importance, many do not fully grasp how it
specifically protects their data during e-commerce transactions.

CCPA (California Consumer Privacy Act): Similar to GDPR, awareness of CCPA is moderate. Some consumers
understand that the law offers data protection rights, but many lack detailed knowledge of how it applies to their
online activities.

Consumer Rights under Privacy Laws: Many consumers are unaware of the specific rights they have under these
laws (e.g., accessing their data, opt-out mechanisms). There is a demand for more information on how these rights
can be exercised.

Legal Protections for Consumer Data: Consumers desire stronger legal protections for their personal data. They
expect clear mechanisms to manage their data, including easier access to data requests and data deletion options.

Table 6: Security Features Consumers Expect

Security Feature Consumer Expectation Preferred Security Method

Multi-Factor Authentication (MFA) High Essential for transactions involving sensitive data

Data Encryption High Expected for secure data transmission during
checkout

Secure Payment Methods (e.g., | High Preferred due to perceived fraud protection

PayPal)

Secure Website Connection (HTTPS) | High Consumers expect this for any e-commerce site
they engage with

This table highlights the security features that consumers expect to see in e-commerce platforms.

Multi-Factor Authentication (MFA): Consumers have high expectations for MFA, especially when making
sensitive purchases. Many consumers believe MFA should be mandatory for added security.

Data Encryption: There is high consumer expectation for data encryption during checkout and throughout the
transaction process. Consumers feel more secure when they see secure connections on websites (e.g., HTTPS).
Secure Payment Methods: Consumers strongly prefer platforms that offer secure payment methods, like PayPal,
which provide fraud protection. Secure payment options give consumers peace of mind when making purchases.
Secure Website Connection (HTTPS): Consumers expect secure connections (indicated by HTTPS in the
browser). A secure connection is a basic requirement for trust when shopping online.

V. CONCLUSION

This study provides valuable insights into the security and privacy concerns of e-commerce consumers, illustrating

the significant impact these concerns have on consumer behavior. The results highlight the need for e-commerce platforms
to prioritize security, be transparent with their data practices, and educate consumers about the protection of their personal
information. As the e-commerce landscape continues to evolve, businesses must adapt by implementing advanced security
measures, complying with regulations, and fostering a culture of trust and transparency to meet the growing expectations of
online shoppers.
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