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ABSTRACT

Background. The background of this research is driven by the rapid
growth of the e-commerce industry, which has changed the business
environment around the world. In this situation, consumer protection
policies play an important role in regulating the business practices of e-
commerce companies to protect the interests of consumers. However,
it is possible that the implementation of such policies is not consistent
or effective, raising questions about their actual influence on the
business practices of e-commerce companies.

Purpose. This research aims to thoroughly study how consumer
protection policies affect the business practices of e-commerce
companies, with a focus on case studies in online marketplaces. It is
hoped that this research will gain a better understanding of the extent
to which consumer protection policies encourage e-commerce
companies to implement responsible and transparent business
practices.

Method. Primary data were collected through interviews or surveys
with e-commerce companies operating in the online marketplaces
selected as case studies. To support the results from primary data,
secondary data, such as policy documents and company activity
reports, were also analysed. Qualitative and quantitative analyses were
conducted to find patterns and relationships between consumer
protection policies and business practices of e-commerce companies.

Results. Studies show that consumer protection policies influence the
business practices of e-commerce companies in online marketplaces.
Companies that follow these policies tend to implement more ethical
business practices, such as ensuring clear product information, return
policies, and handling consumer complaints.

Conclusion. This research shows that the implementation and
enforcement of consumer protection policies are critical to improving
the business practices of e-commerce companies. E-commerce
companies can build strong consumer trust, strengthen brand image,
and guarantee sustainable growth in this competitive industry in the
long run.
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INTRODUCTION
The e-commerce industry has become a major

driver of global economic growth, changing the way
people buy and sell goods and services (Shen et al., 2019).
Amid these rapid dynamics, it is important to consider the
effects of consumer protection policies on the business
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operations of e-commerce companies (Mufioz-Villamizar et al., 2021). By providing clear
guidelines for e-commerce companies to operate ethically and responsibly, consumer protection
policies play an important role in ensuring thatconsumers are adequately protected when conducting
online transactions (Stallone et al., 2021).

The e-commerce industry has become a major force in the global economy in the ever-
evolving digital age, transforming the way we shop, interact and conduct business (Minatogawa et
al., 2019). However, this rapid growth poses new challenges to protecting consumers in the context
of online transactions (Chueamuangphan et al., 2020). Maintaining a balance between business
interests and consumer safety in this dynamic e-commerce ecosystem requires consumer protection
policies (Satar et al., 2019).

Although a great amount of effort has been made in various countries to implement consumer
protection policies, there are still some problems in terms of effective implementation and
enforcement. Moreover, policy changes to respond to new trends and emerging challenges are
becoming increasingly important in the context of an ever-evolving online marketplace (C.-N. Yang
et al., 2019). Therefore, it is imperative to conduct in-depth research on how consumer protection
policies affect the business practices of e-commerce companies in online marketplaces (Wakil et al.,
2019).

Questions arise about how consumer protection policies impact the business operations of e-
commerce companies, especially in online marketplaces that are constantly evolving due to
complicated regulations and consumer safety requirements (Mohamad et al., 2021). Factors that are
critical to e-commerce customer experience include pricing policies, clarity of product information,
return policies, and response to consumer complaints (Ram & Xu, 2019). The influence of these
policies can cover various aspects.

These case studies provide valuable insights into the real dynamics between consumer
protection policies and e-commerce companies' business practices (Chen et al., 2019). By analysing
these specific cases, we can understand how e-commerce companies implement, understand, and
respond to these policies in their daily operations (Pangestu et al., 2020). In this way, we can
discover patterns, trends, and opportunities to improve consumer protection (Bravo et al., 2022).
These case studies are important because they provide an in-depth understanding of how consumer
protection policies interact with the business practices of e-commerce companies in online
marketplaces (Padigela & Suguna, 2021). By analysing specific cases, we can understand how these
policies are interpreted, implemented, and influence the operational strategies of companies (Arora
et al., 2020).

The aim of this research is to thoroughly study how consumer protection policies affect the
business practices of e-commerce firms, with a particular emphasis on case studies in online
marketplaces (Zhang et al., 2020). By analysing how business practices and policies interact with
each other in a real context, it is hoped that we can gain a better understanding of how these policies
affect the behaviour of e-commerce firms and the consequences for the market and consumers as a
whole (Jain et al., 2020).

Using a case study approach, this research aims to fill this knowledge gap by thoroughly
studying the impact of consumer protection policies on e-commerce firms' business practices
(Huynh et al., 2020). By focusing on online marketplaces, we are able to understand how e-
commerce companies adapt to consumer protection policies, as well as the impact of such policies
on service quality, customer satisfaction, and brand perception (Industrial Engineering Department,
Universitas Serang Raya, Serang, Banten, Indonesia. et al., 2019).
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This study not only enhances the theoretical understanding of the relationship between e-
commerce business practices and consumer protection policies, but also has significant practical
consequences (Shan et al., 2019). By understanding how consumer protection policies affect
business practices, regulators can create better policies to support more responsible and transparent
business practices, and e-commerce companies can use these findings to improve their practices
(Creazza et al., 2023). Therefore, this research is not only academically relevant, but also important
for driving progress in the ever-changing e-commerce environment (Jauregui-Velarde et al., 2022).

As a result, this research not only adds to the research on consumer protection and e-
commerce literature, but also has significant practical consequences for e-commerce firms,
regulators, and consumers (Vejacka, 2019). By understanding these complex dynamics, we can find
ways to improve consumer protection and more sustainable business practices in the ever-evolving
online marketplace (Zeng et al., 2023).

RESEARCH METHODOLOGY

This research will use a qualitative approach with a case study as the main methodological
framework. This approach was chosen because it allows researchers to gain an in-depth
understanding of how consumer protection policies interact with e-commerce companies' business
practices in the context of online marketplaces (Nand & Bhatt, 2022). This approach allows
researchers to explore the context, nuances and complexities that may occur in this relationship.

The process of selecting research cases will be conducted carefully. The cases selected will
include a range of e-commerce companies operating in internet marketplaces with varying
consumer protection policies (Aziz, 2022). This selection will allow for a more in-depth analysis of
how consumer protection policies affect the business practices of e-commerce companies (Bee Yin
etal., 2022).

Two main methods will be used to collect data: interviews and document analysis. Firstly,
investigators from the e-commerce companies that are the subject of the case study will be
interviewed thoroughly. These interviews will focus on their understanding of consumer protection
policies, how these policies are implemented in their business operations, and how these policies
affect the company's business practices (Villegas-Ch. et al., 2022).

In addition, document analysis will be conducted to gain a better understanding of the e-
commerce firms' business practices and how consumer protection policies are reflected in
documents such as policies, financial reports, and other internal documents (Carter, 2021). This will
allow researchers to see the context and business practices that may not be visible through
interviews.

Qualitative data analysis will be conducted. Qualitative data obtained from interviews and
document analysis will be coded and thematically analysed to find patterns, themes and
relationships between consumer protection policies and business practices of e-commerce
companies (Piskunova, 2022).

The researcher's track record, use of structured interview guidelines, and accurate
transcription of interviews will increase credibility. In addition, data triangulation will increase
credibility by comparing and matching interview results with document analyses.

A key focus will be research ethics, which will ensure that all interview participants give
ethical consent, that data remains confidential, and that information is collected and used in a way
that is in accordance with the principles of good research. Using this method, the research is
expected to provide in-depth insights into how consumer protection policies affect the business
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practices of e-commerce companies in online marketplaces (Artemyeva et al., 2022). The research
will also discuss how this impacts companies, consumers and the market as a whole.

RESULT AND DISCUSSION

The results show that consumer protection policies have a significant impact on the business
practices of e-commerce companies in online marketplaces (Licapa-Rodriguez et al., 2021).
Through in-depth analyses of a number of case studies, it can be seen that consumer protection
policies play an important role in shaping the way e-commerce companies interact with customers
and conduct their business (Lim et al., 2021). Consumer protection policies encourage e-commerce
companies to increase transparency and clarity in product information (Roy & Tang, 2021).
Companies that adhere to these policies tend to provide more complete and clear product
descriptions, which include information on specifications, sizes, and materials, so that consumers
can make smarter purchasing decisions.

Consumer protection policies affect e-commerce companies' return policies (Alfanur &
Kadono, 2019). Companies that implement consumer protection policies usually have return
policies that are more flexible and easily understood by consumers, such as simpler return
processes, longer return times, and fairer refund policies. In addition, consumer protection policies
have an impact on how e-commerce companies handle customer complaints (Bozzi & Mont'Alvéo,
2019). E-commerce companies that pay attention to these policies tend to be more responsive in
handling customer complaints and providing satisfactory solutions for customers, which increases
customer trust and enhances the company's brand reputation in the online marketplace (Teodorescu
etal., 2023).

Despite the obvious positive impact, e-commerce companies may face difficulties in adjusting
their operations to meet the requirements of consumer protection policies, especially in terms of
administrative costs and complexity (Agrawal et al., 2023). Overall, the results show that consumer
protection policies have a significant impact on the business practices of e-commerce companies in
the online marketplace (Tiwari & Sharma, 2022). E-commerce companies can strengthen
relationships with consumers, increase trust, and ensure long-term growth in a competitive business
environment by implementing effective consumer protection policies (Desai & Ganatra, 2022).

The results show that consumer protection policies significantly affect the business practices
of e-commerce companies in the online marketplace (Naunthong, 2022). By analysing in-depth case
studies, we can further understand how these policies affect various operational and strategic
aspects of e-commerce companies (Barquero et al., 2022). One of the key findings is that e-
commerce firms are encouraged by consumer protection policies to increase the transparency and
clarity of product information (X. Yang, 2021). This is seen in more complete and clear product
descriptions, which give customers a better understanding of what they are buying. This increases
consumer satisfaction and increases consumer trust in the company.

In addition, consumer protection policies affect the return policies of e-commerce companies
(Henama, 2021). Companies that are subject to these policies tend to have return policies that are
more flexible and easy for customers to understand. This makes customers more confident when
making purchases because they have a sense of security. E-commerce companies that pay attention
to consumer protection policies also tend to be more proactive in handling customer complaints and
providing satisfactory solutions (Business Management Program, Management Department, BINUS
Business School Master Program, Bina Nusantara University, Jakarta, Indonesia, 11480 et al.,
2021). This improves relationships with affected consumers and enhances the company's reputation
in the eyes of society.
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However, consumer protection policies for e-commerce companies still face some barriers.
For some businesses, changing their operations to fulfil the requirements of such policies may be
difficult, especially in terms of administrative costs and complexity. Therefore, to ensure the
effective implementation of these policies without compromising companies' efficiency and
innovation, a holistic and sustainable approach is required. Overall, the research findings suggest
that consumer protection policies are essential for shaping the business practices of e-commerce
companies in the online marketplace. By following these policies, e-commerce companies can build
strong relationships with consumers, increase trust, and ensure that their businesses will survive the
fierce competition. Consequently, consumer protection policies focus on legal compliance as well
as the creation of additional value for consumers and firms.

The research findings show that the implementation of consumer protection policies has been
a key driver for improving the transparency and quality of product information provided by e-
commerce companies in online marketplaces. The implementation of these policies positively
affects the way e-commerce companies interact with consumers in terms of providing information
about their products. Increased clarity in the description of products offered by e-commerce
companies is an important component of this positive effect. Companies tend to provide more
complete and clear information about their products in an effort to fulfil the requirements of the
consumer protection policy. This information may include product specifications, sizes, materials,
care instructions, and other relevant information. As such, consumers can make smarter and better-
informed purchasing decisions about the goods they are interested in.

Consumer protection policies also encourage e-commerce companies to improve the quality
of product information they provide to customers. The information that companies provide becomes
more accurate, detailed, and tailored to customer needs, which helps customers make better
purchasing decisions and increases consumer trust in companies and their brands. Consumers as a
whole see the benefits of consumer protection policies on the transparency and quality of product
information. When customers have access to complete and accurate information about the products
they are interested in, they tend to feel more confident when shopping online, which can lead to
more satisfaction and less uncertainty.

Despite the significant benefits, there are still challenges to implementing consistent
transparency and quality of product information across e-commerce platforms. Some companies
may face difficulties providing complete and accurate product information for various reasons, such
as limited resources or a lack of understanding of the importance of transparency to maintain strong
relationships with consumers. Therefore, e-commerce businesses should understand the importance
of transparency and quality of product information in consumer protection policies. By prioritizing
the provision of complete, accurate, and relevant information to customers, businesses can
strengthen relationships with customers, increase trust, and ensure long-term growth in a
competitive online marketplace.

Research shows that consumer protection policies have a significant impact on the return
policies implemented by e-commerce companies in online marketplaces. Research also shows that
these policies are critical to determining a company's return strategy and how consumers perceive
the services they receive. Increased flexibility of return policies is one of the main impacts of
consumer protection policies. E-commerce companies that are subject to these policies tend to offer
customers longer return times and simpler return processes. This gives customers the assurance that
they have the option to return the product without any hassle or additional costs if it does not meet
their expectations.
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From a company's perspective, a more flexible return policy can also be beneficial. While
returns can be financially challenging for companies, especially if they occur in large quantities,
these more customer-friendly policies can result in greater customer loyalty and better brand
reputation in the long run. Consumers who feel they can return products easily are more likely to
make those purchases again in the future and recommend the company to others. A more flexible
return policy can also improve customers' perception of the service provided by an e-commerce
business. Consumers often see return policies as evidence of a business's reliability and
trustworthiness. Therefore, businesses can build an image as a company that cares about consumer
needs and satisfaction by creating a return policy that is fair and easy to understand.

Despite their significant impact, more flexible return policies may also pose challenges for e-
commerce businesses. Some companies may face difficulties in handling large quantities of goods
or in conditions that cannot be resold. Therefore, it is important for businesses to develop effective
and efficient return management strategies. Overall, the analysis of the impact of consumer
protection policies on goods return policies shows that these policies benefit not only e-commerce
companies but also consumers as companies can strengthen relationships with consumers, increase
loyalty, and build a better brand reputation in an increasingly competitive online market.

The case studies conducted show that consumer protection policies greatly influence how e-
commerce companies handle consumer complaints in a more responsive manner. E-commerce
companies have a clear framework for handling consumer complaints due to policies that govern
consumer rights and protection. As such, companies have a legal and ethical foundation to
proactively and seriously address consumer complaints. This gives customers confidence that their
complaints will be handled in a fair and prompt manner. In addition, consumer protection policies
encourage companies to create more responsive processes and systems for handling consumer
complaints. As a result, companies tend to have more systematic and effective mechanisms to track,
record and respond to consumer complaints in a timely manner. This includes employee training on
problem solving and communication, as well as the use of technology to monitor and assist with
communication and resolution of consumer complaints.

Consumers can also see the benefits of a more responsive response to their complaints. When
customers feel cared for and heard when they have a problem, they tend to feel more satisfied with
their shopping experience. This can increase customer loyalty and the company's brand image in the
eyes of the public. If customers feel that their complaints are handled well, they are also more likely
to suggest the company to others. Nonetheless, there are still challenges to implementing a more
responsive response to consumer complaints. Some businesses may face difficulties in managing
multiple complaints, especially if they have limited resources. Therefore, it is important for
companies to create an efficient plan to prioritize and handle consumer complaints in an effective
manner.

While consumer protection policies have a significant positive impact on the business
practices of e-commerce companies, there are some issues to overcome when implementing them.
This case study shows some of the challenges that e-commerce companies may face when
implementing consumer protection policies in the online marketplace. The cost of implementation
is one of the main issues. E-commerce companies often have to spend a lot of money to comply
with consumer protection policies, especially when it comes to establishing systems and processes
that comply with the policy requirements. These additional costs can increase the financial burden
of the company, especially for small and medium-sized businesses that may not have many
resources.
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In addition, administrative issues are a significant obstacle to the implementation of consumer
protection policies. Such policies may involve complex procedures and requirements, which require
in-depth understanding and careful oversight from the company. A company's day-to-day processes
may be disrupted because of this, and additional resources are required to ensure proper
compliance. It is also difficult to adapt business operations to the requirements of consumer
protection policies. E-commerce companies may need to significantly change their business
practices to meet the requirements of the policy. Such changes require a lot of time, effort and
resources, and may disrupt existing business operations. In addition, e-commerce companies
operating on a cross-border basis may face difficulties in implementing consumer protection
policies due to complicated laws and differences in rules between countries. Companies may
experience difficulties and losses due to differences in legal and regulatory frameworks, especially
if they have to comply with different regulations in various jurisdictions.

CONCLUSION

A case study of how consumer protection policies affect the business practices of e-commerce
companies in the online marketplace. It provides a useful understanding of how these policies affect
the way businesses operate and interact with consumers. Consumer protection policies benefit e-
commerce companies as they encourage them to provide more complete and clear product
information, increase consumer confidence, and help them make smarter purchasing decisions. E-
commerce companies' return policies are affected by consumer protection policies by encouraging
policies that are more flexible and accessible to consumers. This provides a sense of assurance to
consumers and increases trust in the company while strengthening the relationship between the
company and consumers.

In addition, these policies encourage businesses to respond more responsively to consumer
complaints. Responding to complaints quickly and effectively can increase consumer satisfaction,
create a positive image of the company, and strengthen the long-term relationship between the
company and consumers. However, it should not be overlooked that there are some difficulties
encountered in implementing consumer protection policies. E-commerce companies have to
overcome several challenges, including implementation costs, administrative issues, and difficulties
to adjust business operations. E-commerce companies should adopt a holistic and sustainable
approach to address such issues. Such an approach includes allocation of adequate resources,
creation of efficient compliance strategies, and collaboration with external stakeholders. Overall, e-
commerce companies should implement consumer protection policies as an important step to build
strong relationships with consumers, increase trust, and ensure sustainable business growth in the
long run. By understanding the impact, difficulties, and consequences of these policies, companies
can position themselves for success in an increasingly competitive online marketplace.

AUTHORS’ CONTRIBUTION

Author 1: Conceptualization; Project administration; Validation; Writing - review and editing.
Author 2: Conceptualization; Data curation; In-vestigation.

Author 3: Data curation; Investigation.

Author 4: Formal analysis; Methodology; Writing - original draft.

Author 5: Supervision; Validation.

204 RIL| Vol. 2| No. 2| 2024



The Influence of Consumer Protection Policies on the Business Practices of E-commerce... | Research Papers

REFERENCES

Agrawal, A., Kaur, P., & Singh, M. (2023). Customer Segmentation Model using K-means
Clustering on E-commerce. 2023 International Conference on Sustainable Computing and
Data Communication Systems (ICSCDS), 1-6.
https://doi.org/10.1109/ICSCDS56580.2023.10105070

Alfanur, F., & Kadono, Y. (2019). Analysis on E-commerce Purchase Intention and Decision in
Java and Sumatra. 2019 International Conference on Information Management and
Technology (ICIMTech), 635-640. https://doi.org/10.1109/ICIMTech.2019.8843731

Arora, A., Sharma, M., & Bhaskaran, S. (2020). Blockchain Technology Transforms E-Commerce
for Enterprises. In U. Batra, N. R. Roy, & B. Panda (Eds.), Data Science and Analytics (Vol.
1230, pp. 26-34). Springer Singapore. https://doi.org/10.1007/978-981-15-5830-6_3

Artemyeva, M. V., Garina, E. P., Kuznetsova, S. N., Potashnik, Y. S., & Bezrukova, N. A. (2022).
Ecommerce Surge as an Element of a Modern Economy Integration Mechanism
Development. In E. G. Popkova (Ed.), Imitation Market Modeling in Digital Economy:
Game Theoretic Approaches (Vol. 368, pp. 492-500). Springer International Publishing.
https://doi.org/10.1007/978-3-030-93244-2_54

Aziz, W. A. (2022). Digital Marketing Competencies as a Factor in the Success of E-Commerce
Small Businesses in International Markets. 2022 International Conference on Data
Analytics for Business and Industry (ICDABI), 402-411.
https://doi.org/10.1109/ICDABI56818.2022.10041460

Barquero, M., Marin-Raventds, G., & Lopez, G. (2022). Designing a Diagnosis Instrument to
Determine e-Commerce Readiness for Micro and Small Enterprises in Rural Areas. CLEI
Electronic Journal, 25(2). https://doi.org/10.19153/cleiej.25.2.11

Bee Yin, J. Y., Md Saad, N. H., & Yaacob, Z. (2022). Exploring Sentiment Analysis on E-
Commerce  Business: Lazada and  Shopee. TEM  Journal, 1508-15109.
https://doi.org/10.18421/TEM114-11

Bozzi, C., & Mont’Alvao, C. (2019). An Analysis of Usability Issues on Fashion M-commerce
Websites’ Product Page. In S. Bagnara, R. Tartaglia, S. Albolino, T. Alexander, & Y. Fujita
(Eds.), Proceedings of the 20th Congress of the International Ergonomics Association (IEA
2018) (Vol. 824, pp. 3—12). Springer International Publishing. https://doi.org/10.1007/978-
3-319-96071-5 1

Bravo, R., Gonzalez Segura, M., Temowo, O., & Samaddar, S. (2022). How Does a Pandemic
Disrupt the Benefits of eCommerce? A Case Study of Small and Medium Enterprises in the
US. Journal of Theoretical and Applied Electronic Commerce Research, 17(2), 522-557.
https://doi.org/10.3390/jtaer17020028

Business Management Program, Management Department, BINUS Business School Master
Program, Bina Nusantara University, Jakarta, Indonesia, 11480, Octora, A., Kurniawan, H.,
Gultom, L. F., & Sundjaja, A. M. (2021). The Determinant Factors of Food and Beverage
Small and Medium Industries Competitive Advantage that Mediated by E-Commerce
Adoption Level in Bogor. International Journal of Emerging Technology and Advanced
Engineering, 11(8), 58—71. https://doi.org/10.46338/ijetaec0821_08

Carter, S. (2021). UX and E-Commerce: Comparing the Best Practices in Europe, Asia, North
America, South America, and Africa. In J.-E. Pelet (Ed.), Advances in Business Information
Systems and Analytics (pp. 316-352). IGI Global. https://doi.org/10.4018/978-1-7998-3756-
5.ch018

Chen, C., Liang, C., Lin, J., Wang, L., Liu, Z., Yang, X., Zhou, J., Shuang, Y., & Qi, Y. (2019).
InfDetect: A Large Scale Graph-based Fraud Detection System for E-Commerce Insurance.
2019 IEEE International Conference on Big Data (Big Data), 1765-1773.
https://doi.org/10.1109/BigData47090.2019.9006115

Chueamuangphan, K., Kashyap, P., & Visvanathan, C. (2020). Packaging Waste from E-
Commerce: Consumers’ Awareness and Concern. In S. K. Ghosh (Ed.), Sustainable Waste

205 RIL| Vol. 2 | No. 2| 2024


https://doi.org/10.1109/ICSCDS56580.2023.10105070
https://doi.org/10.1109/ICIMTech.2019.8843731
https://doi.org/10.1007/978-981-15-5830-6_3
https://doi.org/10.1007/978-3-030-93244-2_54
https://doi.org/10.1109/ICDABI56818.2022.10041460
https://doi.org/10.19153/cleiej.25.2.11
https://doi.org/10.18421/TEM114-11
https://doi.org/10.1007/978-3-319-96071-5_1
https://doi.org/10.1007/978-3-319-96071-5_1
https://doi.org/10.3390/jtaer17020028
https://doi.org/10.46338/ijetae0821_08
https://doi.org/10.4018/978-1-7998-3756-5.ch018
https://doi.org/10.4018/978-1-7998-3756-5.ch018
https://doi.org/10.1109/BigData47090.2019.9006115

The Influence of Consumer Protection Policies on the Business Practices of E-commerce... | Research Papers

Management: Policies and Case Studies (pp. 27-41). Springer Singapore.
https://doi.org/10.1007/978-981-13-7071-7_3

Creazza, A., Ellram, L. M., & Colicchia, C. (2023). Culture counts: Implications of consumer
preferences for more sustainable ecommerce fulfililment. Journal of Cleaner Production,
382, 135288. https://doi.org/10.1016/j.jclepro.2022.135288

Desai, P., & Ganatra, K. (2022). Artificial Intelligence In Strengthening The Operations Of
Ecommerce Based Business. 2022 Interdisciplinary Research in Technology and
Management (IRTM), 1-7. https://doi.org/10.1109/IRTM54583.2022.9791598

Henama, U. S. (2021). eCommerce Within the Tourism Industry in the Global South: The Case of
the Sharing Economy in South Africa. In F. J. Martinez-Lopez & D. Lopez Lépez (Eds.),
Advances in Digital Marketing and eCommerce (pp. 280-290). Springer International
Publishing. https://doi.org/10.1007/978-3-030-76520-0_30

Huynh, T. K., Le, H.-D., Van Nguyen, S., & Tran, H. M. (2020). Applying Peer-to-Peer Networks
for Decentralized Customer-to-Customer Ecommerce Model. In T. K. Dang, J. Kiing, M.
Takizawa, & T. M. Chung (Eds.), Future Data and Security Engineering. Big Data, Security
and Privacy, Smart City and Industry 4.0 Applications (Vol. 1306, pp. 21-34). Springer
Singapore. https://doi.org/10.1007/978-981-33-4370-2_2

Industrial Engineering Department, Universitas Serang Raya, Serang, Banten, Indonesia., Widyarto,
W. O., Shofa, M. J., Industrial Engineering Department, Universitas Serang Raya, Serang,
Banten, Indonesia., Jamal, N. D., & Industrial Engineering Department, Universitas Serang
Raya, Serang, Banten, Indonesia. (2019). Key Performance Indicators On Supply Chain
Performance Measurement In An Electronic Commerce: A Literature Review. International
Journal  of  Engineering and  Advanced  Technology, 8(bc), 137-141.
https://doi.org/10.35940/ijeat.E1019.0585C19

Jain, A., Karthikeyan, V., B, S., Br, S., K, S., & S, B. (2020). Demand Forecasting for E-Commerce
Platforms. 2020 IEEE International Conference for Innovation in Technology (INOCON),
1-4. https://doi.org/10.1109/INOCON50539.2020.9298395

Jauregui-Velarde, R., Arias, F. G. C., Salazar, J. L. H., Cabanillas-Carbonell, M., & Andrade-
Arenas, L. (2022). Mobile Application Design: Sale of Clothes Through Electronic
Commerce. International Journal of Advanced Computer Science and Applications, 13(7).
https://doi.org/10.14569/IJACSA.2022.0130793

Licapa-Rodriguez, R., Gomez-Ramos, J., & Mauricio, D. (2021). EcoBot: Virtual assistant for e-
commerce of ecological bricks based on Facebook Messenger. 2021 IEEE Engineering
International Research Conference (EIRCON), 1-4.
https://doi.org/10.1109/EIRCON52903.2021.9613191

Lim, S. C,, Ying Pan, X., Lim, S. P., Kang Lee, C., Tan, J. S., & Theam Lim, J. (2021). Factors
Influencing Continuance Intention of Ecommerce among SMEs in Northern Region of
Malaysia. 2021 International Conference on Computer & Information Sciences (ICCOINS),
53-58. https://doi.org/10.1109/ICCOINS49721.2021.9497163

Minatogawa, V. L. F., Franco, M. M. V., Rampasso, I. S., Anholon, R., Quadros, R., Durén, O., &
Batocchio, A. (2019). Operationalizing Business Model Innovation through Big Data
Analytics for Sustainable Organizations. Sustainability, 12(1), 277.
https://doi.org/10.3390/su12010277

Mohamad, M. B., Ghassan Kanaan, A., Aseh, K., Alawi, N. A., Thaher Amayreh, K., Moaiad, Y.
A., Mohsen Al-hodiany, Z., Pathmanathan, P. R., & Baker El-Ebiary, Y. A. (2021).
Enterprise Problems and Proposed Solutions Using the Concept of E-Commerce. 2021 2nd
International Conference on Smart Computing and Electronic Enterprise (ICSCEE), 186—
192. https://doi.org/10.1109/ICSCEE50312.2021.9498197

Mufioz-Villamizar, A., Velazquez-Martinez, J. C., Haro, P., Ferrer, A., & Marifio, R. (2021). The
environmental impact of fast shipping ecommerce in inbound logistics operations: A case
study in Mexico. Journal of  Cleaner  Production, 283, 125400.
https://doi.org/10.1016/j.jclepro.2020.125400

206 RIL| Vol. 2 | No. 2| 2024


https://doi.org/10.1007/978-981-13-7071-7_3
https://doi.org/10.1016/j.jclepro.2022.135288
https://doi.org/10.1109/IRTM54583.2022.9791598
https://doi.org/10.1007/978-3-030-76520-0_30
https://doi.org/10.1007/978-981-33-4370-2_2
https://doi.org/10.35940/ijeat.E1019.0585C19
https://doi.org/10.1109/INOCON50539.2020.9298395
https://doi.org/10.14569/IJACSA.2022.0130793
https://doi.org/10.1109/EIRCON52903.2021.9613191
https://doi.org/10.1109/ICCOINS49721.2021.9497163
https://doi.org/10.3390/su12010277
https://doi.org/10.1109/ICSCEE50312.2021.9498197
https://doi.org/10.1016/j.jclepro.2020.125400

The Influence of Consumer Protection Policies on the Business Practices of E-commerce... | Research Papers

Nand, S., & Bhatt, V. (2022). Factors Affecting Online Repurchase Intention on E-Commerce
Website. 2022 International Conference on Data Analytics for Business and Industry
(ICDABI), 680-683. https://doi.org/10.1109/ICDABI156818.2022.10041603

Naunthong, P. (2022). Understanding Characteristics of Organizations for E-Commerce Adoption
in the New Normal Era. 2022 7th International Conference on Business and Industrial
Research (ICBIR), 353-358. https://doi.org/10.1109/ICBIR54589.2022.9786424

Padigela, P. K., & Suguna, R. (2021). Segmentation of E-commerce users based on cart
abandonment and product recommendation through collaborative filtering: The moderating
effect of exorbitant pricing. International Journal of System Assurance Engineering and
Management. https://doi.org/10.1007/s13198-021-01122-x

Pangestu, A., Wijaya, D. R., Hernawati, E., & Hidayat, W. (2020). Wrapper Feature Selection for
Poverty Level Prediction Based on E-Commerce Dataset. 2020 International Conference on
Data Science and Its Applications (ICoDSA), 1-7.
https://doi.org/10.1109/ICoDSA50139.2020.9212999

Piskunova, O. (2022). Fast-Growing eCommerce and Omnichannel Concept Development:
Empirical Evidence from Russian Retail. In D. A. Alexandrov, A. V. Boukhanovsky, A. V.
Chugunov, Y. Kabanov, O. Koltsova, I. Musabirov, & S. Pashakhin (Eds.), Digital
Transformation and Global Society (Vol. 1503, pp. 493-505). Springer International
Publishing. https://doi.org/10.1007/978-3-030-93715-7 35

Ram, J., & Xu, D. (2019). Live Streaming Video E-commerce: Examining the Operational
Strategies.  Journal  Européen  Des  Systemes  Automatisés, 52(1), 1-9.
https://doi.org/10.18280/jesa.520101

Roy, U. K., & Tang, W. (2021). Transformation the Business of eCommerce Through Blockchain.
In G. Salvendy & J. Wei (Eds.), Design, Operation and Evaluation of Mobile
Communications (Vol. 12796, pp. 85-91). Springer International Publishing.
https://doi.org/10.1007/978-3-030-77025-9 8

Satar, N. S. M., Dastane, O., & Yusnorizam, M. (2019). Customer Value Proposition for E-
Commerce: A Case Study Approach. International Journal of Advanced Computer Science
and Applications, 10(2). https://doi.org/10.14569/IJACSA.2019.0100259

Shan, H., Yang, K., & Shi, J. (2019). A Strategic Perspective Analysis for Improving Operational
Inefficiency of E-commerce Based on Integrated BSC and Super-SBM Model. Proceedings
of the 2019 3rd International Conference on Management Engineering, Software
Engineering and Service Sciences, 128-134. https://doi.org/10.1145/3312662.3312699

Shen, C., Min Chen, & Wang, C. (2019). Analyzing the trend of 020 commerce by bilingual text
mining on social media. Computers in Human Behavior, 101, 474-483.
https://doi.org/10.1016/j.chb.2018.09.031

Stallone, V., Wetzels, M., & Klaas, M. (2021). Applications of Blockchain Technology in
marketing—A systematic review of marketing technology companies. Blockchain: Research
and Applications, 2(3), 100023. https://doi.org/10.1016/j.bcra.2021.100023

Teodorescu, D., Aivaz, K.-A., Vancea, D. P. C., Condrea, E., Dragan, C., & Olteanu, A. C. (2023).
Consumer Trust in Al Algorithms Used in E-Commerce: A Case Study of College Students
at a Romanian Public University. Sustainability, 15(15), 11925.
https://doi.org/10.3390/su151511925

Tiwari, N., & Sharma, N. (2022). A Proposed Structure, Primarily Based Totally on Cloud
Computing for Enhancing Electronic Commerce Applications. In V. S. Rathore, S. C.
Sharma, J. M. R. S. Tavares, C. Moreira, & B. Surendiran (Eds.), Rising Threats in Expert
Applications and Solutions (Vol. 434, pp. 307-318). Springer Nature Singapore.
https://doi.org/10.1007/978-981-19-1122-4 34

Vejacka, M. (2019). Electronic Commerce Entrepreneurship Education using Virtual Laboratory.
2019 42nd International Convention on Information and Communication Technology,
Electronics and Microelectronics (MIPRO), 562-567.
https://doi.org/10.23919/MIPR0O.2019.8757070

207 RIL| Vol. 2| No. 2| 2024


https://doi.org/10.1109/ICDABI56818.2022.10041603
https://doi.org/10.1109/ICBIR54589.2022.9786424
https://doi.org/10.1007/s13198-021-01122-x
https://doi.org/10.1109/ICoDSA50139.2020.9212999
https://doi.org/10.1007/978-3-030-93715-7_35
https://doi.org/10.18280/jesa.520101
https://doi.org/10.18280/jesa.520101
https://doi.org/10.1007/978-3-030-77025-9_8
https://doi.org/10.14569/IJACSA.2019.0100259
https://doi.org/10.1145/3312662.3312699
https://doi.org/10.1016/j.chb.2018.09.031
https://doi.org/10.1016/j.bcra.2021.100023
https://doi.org/10.3390/su151511925
https://doi.org/10.1007/978-981-19-1122-4_34
https://doi.org/10.23919/MIPRO.2019.8757070

The Influence of Consumer Protection Policies on the Business Practices of E-commerce... | Research Papers

Villegas-Ch., W., Criollo-C, S., Gaibor-Naranjo, W., & Palacios-Pacheco, X. (2022). Analysis of
Data from Surveys for the Identification of the Factors That Influence the Migration of
Small Companies to eCommerce. Future Internet, 14(11), 303.
https://doi.org/10.3390/fi14110303

Wakil, K., Alyari, F., Ghasvari, M., Lesani, Z., & Rajabion, L. (2019). A new model for assessing
the role of customer behavior history, product classification, and prices on the success of the
recommender  systems in  e-commerce. Kybernetes,  49(5), 1325-1346.
https://doi.org/10.1108/K-03-2019-0199

Yang, C.-N., Chen, Y.-C., Chen, S.-Y., & Wu, S.-Y. (2019). A Reliable E-commerce Business
Model Using Blockchain Based Product Grading System. 2019 IEEE 4th International
Conference on Big Data Analytics (ICBDA), 341-344.
https://doi.org/10.1109/ICBDA.2019.8713204

Yang, X. (2021). Design and Application of Electric Power Retail Platform Based on E-commerce
Mode in Yunnan Province. 2021 IEEE Sustainable Power and Energy Conference (iISPEC),
2432-2437. https://doi.org/10.1109/iSPEC53008.2021.9735681

Zeng, S., Fu, Q., Haleem, F., Han, Y., & Zhou, L. (2023). Logistics density, E-commerce and high-
quality economic development: An empirical analysis based on provincial panel data in
China. Journal of Cleaner Production, 426, 138871.
https://doi.org/10.1016/j.jclepro.2023.138871

Zhang, Y., Shirakawa, M., & Hara, T. (2020). A Probabilistic Model for Predicting E-commerce
Purchases from Emerging Local and Social Interests. 2020 IEEE/WIC/ACM International
Joint Conference on Web Intelligence and Intelligent Agent Technology (WI-IAT), 345-350.
https://doi.org/10.1109/WI1AT50758.2020.00049

Copyright Holder :
© Loso Judijanto et al. (2024)

First Publication Right :
© Rechtsnormen Journal of Law

This article is under:

©@O®O

208 RIL| Vol. 2 | No. 2| 2024


https://doi.org/10.3390/fi14110303
https://doi.org/10.1108/K-03-2019-0199
https://doi.org/10.1109/ICBDA.2019.8713204
https://doi.org/10.1109/ICBDA.2019.8713204
https://doi.org/10.1109/iSPEC53008.2021.9735681
https://doi.org/10.1016/j.jclepro.2023.138871
https://doi.org/10.1109/WIIAT50758.2020.00049

