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Abstract 

The Consumer Protection (E-Commerce) Rules, 2020 represent a vital advancement to protect 

Indian e-commerce consumers through transparent operations in the fast-growing e-commerce 

market. According to these regulations, e-commerce platforms must supply transparent, precise 

information regarding product sellers and return policies to develop faith between businesses and 

consumers. These rules seek to eliminate deceptive market practices along with deceptive 

descriptions and unrealistic pricing to establish a platform for well-informed consumer decisions. 

Users must find identical information on pricing details, product characteristics and 

supplementary costs while being shown complete seller information, including contact information 

and business locations. Online marketplace credibility strengthens when all necessary information 

about transactions becomes accessible to users. This transparency defends against fraudulent 

activities and builds trust. The rules determine that platforms need both explicit return policies 

and clear ground rules for refunds to maintain customer trust while requiring the appointment of 

grievance officers to address consumer complaints. Consumer protection, along with trust levels, 

reach higher marks when platforms implement simple complaint management systems. Platform 

integrity and fair practices require efficient consumer complaint management and transparent 

procedures to maintain platform integrity. Despite their merits, these regulations face difficulties 

with implementation and consumer understanding, especially among lower-volume platforms. The 

rules protect consumer rights against false practices and promote fair business competition, 

leading to long-term e-commerce industry expansion and customer safety standards. 

Keywords: Consumer Protection, E-Commerce Rules, Transparency, Grievance Redressal, 

Product Information, Seller Disclosure, Consumer Rights, India 
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Introduction: 

The Consumer Protection (E-Commerce) Rules, 2020 introduced Indian legislation to offer 

complete protection for digital consumers throughout the expanding electronic commerce market 

in India. The widespread shift of shopping to e-commerce has led customers to doubt product 

authenticity, transaction integrity, and fair pricing. Online platforms have created new difficulties, 

including privacy violations and counterfeits alongside sham advertising behaviour that endangers 

people who use these services. The Consumer Protection (E-Commerce) Rules function to protect 

digital markets through transparent enforcement of transparency and fairness by providing 

consumers with complete and precise product and seller information along with return details. 

These regulations require e-tailers to show product specifications, including prices and quantities, 

along with characteristics and extra charges (taxes and shipping fees) to protect customers from 

misleading descriptions, which help them base their choices on clear information (Khan, 2020). 

The regulations of e-commerce platforms demand complete information disclosure about sellers, 

including their names, contact details, and physical addresses. The rule aims to establish 

transparency by enabling customers to connect directly with sellers for inquiries and complaints, 

according to Sharma (2020). All e-commerce platforms must select grievance officers who must 

resolve customer complaints before particular deadlines to address issues including product 

malfunctions, delivery delays and inadequate service quality (Verma, 2021). Consumers feel more 

secure using e-commerce platforms because these grievance procedures combine with distinct 

return and refund policies. These regulations advance consumer protection while ensuring fairness 

in the expanding e-commerce market. This analysis investigates mandatory information 

obligations and grievance resolution functions for e-commerce operators. Additionally, it 

addresses the remaining challenges for the rules to maximise their impact. This paper investigates 

the value of these regulations because they help build consumer trust and enable sustainable e-

commerce development across India. 
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Objectives: 

1. Examine the Key Provisions of the Consumer Protection (E-Commerce) Rules, 2020: 

A detailed examination of required rules and information sections for products, seller disclosure 

standards, and return and refund clarity requirements determines their function towards 

transparency-based consumer protection. 

2. Evaluate the Role of Grievance Redressal Mechanisms: This research will examine how 

grievance redressal systems in e-commerce platforms function by investigating grievance officer 

designation and duties, complaint reporting procedures, and resolution timeframe guidelines to 

improve consumer trust. 

3. Assess the Impact of Transparency on Consumer Confidence: Clear seller details and 

product information display can increase consumer confidence in eCommerce purchases, improve 

buying decisions, and decrease potential fraud risks. 

4. Identify the Challenges in Implementing the Consumer Protection Rules: An analysis 

of e-commerce platforms, especially those small in scale, will address regulatory difficulties they 

face when implementing rules alongside enforcement challenges that limit rule efficiency. 

5. Propose Recommendations for Effective Implementation: This research aims to 

establish recommendations that would enhance the enforcement of the Consumer Protection (E-

Commerce) Rules while concentrating on awareness initiatives, implementation consistency, and 

consumer education methods. 

6. Understand the Long-Term Impact on E-Commerce Growth: These rules enhance the 

e-commerce sector's sustainability by developing a transparent marketplace that benefits buyers 

and sellers. 

Mandatory Information Requirements under the Consumer Protection (E-Commerce) 

Rules, 2020 

The rules known as the Consumer Protection (E-Commerce) Rules, 2020, have been enacted to 

protect consumers in the emerging era of e-commerce business in India. Despite the recent 
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amendments where the rules assume the tone of recommendations, they, make it compulsory for 

solution providers in the e-commerce industry to offer vital information to customers on the 

products offered, the sellers, and the return policies. It is aimed at helping online platforms build 

trust with consumers so that consumers get all the details directly to get the product they want 

(Khan, 2020). 

These rules also hold that, in particular, the e-commercial site must publicly annunciate 

information concerning the product, such as the price, emanating features, quantity, and extra 

charges like tariffs and delivery fees. Thus, this provision aims to ensure that consumers are not 

confused or lied about the description of the products to be used or sold. From the perspective of 

consumers, transparency in the information about the products availed to the consumer enables the 

consumer to make better comparisons on any product they intend to purchase (Patel, 2021). 

Rule 5 and Rule 6 of the Consumer Protection (E-Commerce) Rules, 2020  also prescribe the 

requirements for informing the public about the seller if the platform is e-commerce. It should be 

mandatory for the consumers to get information regarding the name of the seller, his contact 

information, and the physical location of the business. This requirement will guarantee that 

customers can easily approach sellers for more information regarding their products or air their 

complaints; this will improve the customer experience (Sharma, 2020). There are also other 

requirements that state and/or require that any signatory platform must ensure that provisions for 

returns and refund policies are visible to customers, and these include the period of return, 

conditions for returns and even the process of returning the products. Policies of returns and 

refunds prevent consumers from dissatisfaction with products and services because they have clear 

information on the procedures to be followed (Jain, 2019). 

The importance of these mandatory information requirements is that companies aim to minimise 

some online shopping risks, like fraud and misrepresentation regarding the products. Promising 

specific ways about the information released, the Consumer Protection Rules were designed to 

prevent consumers from being misled and provide them with such valuable information to enable 
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them to make correct choices when conducting business through e-commerce. In addition, they 

raise the reliability of the e-commerce platforms and positively contribute to the fight against fraud 

(Mishra, 2021). 

Although the rules under the Consumer Protection (E-Commerce) Rules, 2020 meet the need for 

transparency at the forefront, the rules also help the consumer to take appropriate actions whenever 

the need arises, like filing complaints or seeking a return. Thus, it strengthens consumerism and 

provides more trust in e-commerce, potentially benefiting both e-commerce platforms and 

consumers in the long run. However, there is an issue of its enforcement to ensure that different 

platforms meet these standards, especially the tiny platforms that may struggle to meet the 

regulatory standards set (Mishra, 2021). 

Effective Grievance Redressal Mechanisms in E-Commerce 

In this regard, sub-rule 4 of Rule 4 of the Consumer Protection (E-Commerce) Rules, 2020, states 

that e-commerce businesses shall maintain an efficient grievance redressal system. The above 

mechanisms can be regarded as consumer complaint mechanisms that give consumers a channel 

to make their complaints about products or services they have bought online in e-commerce 

platforms and make e-commerce platforms more credible to consumers. These redressal systems 

involve the appointment of qualified grievance officers who are charged with the duty of handling 

complaints from consumers. 

The rules require an e-commerce entity to have a grievance officer to handle customer complaints. 

This officer should be easily and readily available to address concerns such as product defects, late 

delivery, or unsatisfactory customer service (Verma, 2021). The grievance officer must also 

understand the platform’s guidelines and legal rules related to consumer protection, which allows 

them to act as a mediator between consumers and sellers (Singh, 2020). 

Under the Consumer Protection Rules, it is expected that various platforms will have a grievance 

redressal mechanism that should involve how the complaint can be filed, the time taken to address 
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the issue, and the further course of action. They claim it is possible to make a complaint through 

post, phone call or through the platform’s website, and it should be easy to access the grievance 

officer. The rules governing such complaints call for the general time frame within which the 

complaints are to be addressed, mostly thirty-one days. This time-framed approach to consumer 

complaint management makes sure that consumer dissatisfaction and frustrations will not linger 

for a lengthy period (Verma, 2021). 

These mechanisms of redress such grievances help protect the credibility of the e-commerce 

venture. This way, consumers will have an easy process to complain, and the platform will help 

them with that, making the process more accountable and trustworthy for the users. Moreover, 

addressing grievances promotes the fact that consumers are not vulnerable in case of their 

purchases that have manufacturing defects or those services that have been offered in a shoddy 

manner. Consumers also have the legal right to take the matter outside the business within the 

provided time frame; they can go to consumer courts (D’ souza & Sheldon, 2020). This multiple-

layered approach makes sure that the e-commerce platforms are answerable for their actions and 

that consumer rights are protected. On the same note, there are difficulties in preventing negligence 

in setting up and enforcing the grievance redressal systems in other e-commerce platforms, 

especially the ones that are relatively small or those that are not regulated. There is also a need to 

increase consumer awareness about the procedures for handling complaints. Nevertheless, the 

appointments of compulsory grievance officers and more openness in procedures are favourable 

changes towards better safeguarding consumers in e-commerce. 

Prohibition of Unfair Practices in E-Commerce: Protecting Consumer Interests 

Concerning consumer protection, Rule 3 and Rule 11 read with sub-rule 3 of Rule 5 of the 

Consumer Protection (E-Commerce) Rules provide the essential foundation to safeguard 

consumers’ rights in the e-commerce marketplace. These rules are meant to protect consumers 

from being defrauded by creating rules that talk of trade practices and any vague advertisement 

that deals with hyping the prices. Applying these rules would keep e-commerce platforms 
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accountable to ensure that they operate within the law, thus creating a structure that will give 

consumers confidence in online transactions (OECD, 2020). 

One of the main reasons for the above-said rules is to tackle the issue of fraud or deception in 

trade. E-commerce companies cannot participate in any activities that, in any way, lead to the 

formulation of wrong information regarding the particular business or its products and services. 

For instance, all the descriptions, characteristics, and promotions for a particular product must not 

be misleading and should depict the products sold; this should guard against cases where 

businesses use false information or exaggerate the features of their products (Consumer Protection 

Act, 2019). The set rules intend to ensure that unscrupulous sellers do not exploit consumers 

(OECD, 2020). 

One of the other critical provisions is the rules relating to preventing misleading advertisements, 

also made under the Consumer Protection (E-Commerce) Rules. Some e-commerce websites use 

advertisements to attract customers by claiming products from various manufacturers, which, if 

false, only serves to make the customers lose trust in the business. It is stated that the rules do 

make the e-commerce entities responsible for clearly stating the different terms of promotions, 

including prices of products, discounts offered and the availability of such products (Ministry of 

Consumer Affairs, 2021). This befits consumer needs so they can decide to purchase a given 

product using the accurate information acquired from the external environment. At the same time, 

it prevents businesses from engaging in deceitful advertising tricks that may lead to forced sales 

of unwanted merchandise to consumers (PWC, 2020). 

Another one of the more important matters of concern is price manipulation, which is the subject 

to sub-rule 11 of Rule 4 of the Consumer Protection (E-Commerce) Rules. Pricing on most e-

commerce platforms changes occasionally, but this should not be done in a manipulating manner 

where the consumer is ripped off. Some rules include the following: sellers are prohibited from 

behaving in a manner that includes, among others, manipulating prices to be higher than what is 

justified or from employing tactics such as pretending that purchases need to be made urgently 
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(PWC, 2020). This also protects the consumer from unscrupulous offers from one or the other 

through ‘flash sales’ that make individuals believe that an item is out of stock or through setting a 

high regular price with humility low one as a bargain (Ministry of Consumer Affairs, 2021). 

With the above said provisions outlined under the Consumer Protection (E-Commerce) Rules 

provide a holistic concept of protecting a fair and accurate e-commerce market. They assist in 

setting particular policies to protect the buyers from being manipulated in the market through 

deceptive or developing practices that may be bad for the market. Since customers trust such sites, 

these rules of the global market help maintain the reality, credibility, and business reliability 

identified by the OECD (2020). 

Combating Counterfeit Products in E-Commerce: Strengthening Consumer Protection 

The problem of fake products in e-commerce is most prominent and threatens both customers and 

firms engaged in online business as it erodes trust in e-commerce products and services. E-

commerce websites are the key players fighting against the threat of counterfeit products having a 

strong influence on selling such items. Since the scope of the digital market now expands more 

than ever, it becomes important for those websites to assume specific control measures against 

items involved in any infringement against the law and procedures that would strengthen consumer 

confidence. 

For now, e-commerce platforms have legal requirements to refrain from selling counterfeit 

products due to many laws and acts, including the Consumer Protection Act and the IPR 

legislation. These laws make e-commerce entities liable for the products sold on their platforms 

and do not violate copyright rights. This involves conducting check-ups and crackdowns on their 

accounted markets to ensure the non-delivery of fake products. The counterfeit problem is 

regulated by the Digital Millennium Copyright Act (DMCA only in the U.S. and similar 

regulations in other countries, and in all these, the platforms are compelled to be very swift when 
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they are notified of the fake listings. Legal consequences of not adhering to these regulations are 

stringent fines and the organisation suffering loss of reputation (OECD, 2020, p. 8). 

In addition to mere legal measures, e-commerce platforms should embrace other measures to curb 

counterfeit products in their firms. Counterfeit listings may be prevented by using AI (Artificial 

Intelligence) and ML (Machine Learning) techniques for their detection. Such technologies can 

incorporate image analysis of the product, description, and meta-data to check if any patterns or 

irregularities point towards a fake product. Such systems can also compare the products with the 

authorised manufacturers’ lists to ensure they are genuine. This technique enables the platform to 

deal with fake listings before the consumers see them, thus eliminating fraud (Hughes & McGuire, 

2019, p. 45). 

Apart from the technological tools, there is also a need for a sound verification system for both 

sellers and products on e-commerce platforms. This involves making sellers produce 

documentation and proof of the things they are selling and carrying out checks on the products 

once in a while. In this way, it purges fake products from the market since only authorised sellers 

can post products (PWC, 2020, p. 22). Additionally, the platforms should offer convenient ways 

through which he can report suspected fake products so that the relevant authorities can take 

appropriate action. 

In combating counterfeit goods, consumers’ trust is a significant factor, and the platform needs to 

increase its transparency and thus give consumers accurate information about a product. This 

should involve showing docket customer reviews, describing the features of the product on the 

website, and giving guarantees or warranties of the product to help in proving the validity of the 

product. This way, through proper labelling of the original commodities and ensuring that 

information on their origin can easily be. Thus, if the internet market can avoid having procedures 

of being a hub for fake products, e-commerce platforms will be able to offer clients accurate 

information to enable them to make the right purchasing decisions (Ministry of Consumer Affairs, 

2021, p. 14). 
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Furthermore, the use of law enforcement agencies, owners of intellectual property, and industry 

associations are instrumental in combating counterfeiting. These stakeholders should engage with 

e-commerce platforms to report and combat cases of fake products, protect and promote the use 

of intellectual property, and contribute to the programs set in place to limit counterfeits in selling 

platforms. It may contribute to appropriate multi-stakeholder partnerships to establish an efficient 

response to counterfeiting in e-commerce (OECD, 2020, p. 12). 

Ensuring Data Protection in E-Commerce: Safeguarding Consumer Privacy 

Considering that customer data is critical in e-commerce, protection is crucial since it gains direct 

access to customer trust and the safety of e-commerce transactions. Some of these are personal 

details, financial information, and other related information shared with the online vendors; e-

commerce sites must take the following measures to enhance the security of this information. The 

Consumer Protection (E-Commerce) Rules, The Digital Data Protection Act, 2023, Digital 

Personal Data Protection Rules, 2025 and other data protection regulations make it mandatory for 

the platforms to devise strong privacy policies, encrypt the susceptible data and use secure payment 

linkages, avoiding data theft or fraud (OECD, 2020). These rules also require that e-commerce 

companies ask for prior consent from the consumer before the data can be collected about them 

and inform them of how the data will be processed. Through such measures, addressing the issue 

of consumer data protection remains a significant challenge in the e-commerce market. Another 

emerging threat type is the evolution of new, more complex threats, especially data theft or 

phishing, that pose a risk to consumers’ personal information. Also, it was established that e-

commerce platforms tend to host massive amounts of data, thus being a tempting target for 

criminals. Another issue is the issue of compliance with the different international laws on the 

protection of data because this varies across countries, and this poses excellent difficulty in data 

management to organisations with their operations spanning across countries (PWC, 2020). New 

technologies should always remain alert as they enhance their e-commerce facilities to secure the 

highest levels of privacy for their consumers as they conduct their businesses online. 
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Addressing Evolving Trends in E-Commerce: Adapting Rules to New Technologies 

The e-commerce environment is becoming increasingly competitive due to the use of new 

technologies, including artificial intelligence, blockchain, cryptocurrency, and AR. All these lead 

to improved sales, customer experience, satisfaction and efficiency in transaction handling. 

However, they also pose serious problems to the Consumer Protection (E-Commerce) Rules, 

which were framed at a time when the e-commerce business was more conventional and 

restructuring of a different kind. 

Another issue is the interaction between e-commerce transactions and blockchain, which has 

remained difficult for various reasons. While there are benefits such as transparency, security, 

decentralisation, and warmth, blockchain also challenges consumers. While such transactions may 

be anonymous or pseudonymous, the method of execution limits the possibilities that those 

managing the blockchain may have of verifying the actual identity of one party or ensuring that 

another party is fully liable for fraud or substandard goods, as delineated by Yates (2021). Some 

of the existing consumer protection laws that require the identification of persons and legal action 

against wrongdoers can be somewhat inapplicable in a decentralised environment, with most of 

the participants being pseudonymous. To this, the regulators need to apply some elasticity to the 

rules in a way that allows the consumers to seek compensation and remedies against fraudulent 

products and services by blockchain transactions. 

In the same way, the use of AI algorithms in e-commerce platforms has brought out the ability to 

deliver consumer experience customised to their needs. While this makes it easier for consumers 

to interact with an organisation, it also creates controversy regarding algorithms’ work algorithms. 

It is important to note that consumers are most often unable to understand the ways their 

information is utilised for the provision of recommendations or for defining the prices for 

particular goods and services. When AI technology is used in pricing strategies, advertising, and 

recommendations for content and other products, there is a possibility of wrongly IDX labelling 

some vulnerable clients as high risk and subsequently discriminated against (Rasmussen, 2020). 
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Currently, the consumer protection laws need to be amended to oblige corporations to explain their 

algorithms and prevent consumers from becoming victims of algorithm deceit. 

Further, the increase in technology use in e-commerce business has added one more factor to it 

through cryptocurrencies. Thus, intermediary activities seem to have benefits such as extraneous 

low fees and better anonymity, but they come coupled with increased rates of fraud and money 

laundering. Below are the reasons why Consumer Protection Rules have to be introduced to govern 

the use of such digital assets: The e-commerce platforms have to be guarded against cyber 

criminals, and consumers’ funds must be safeguarded against fraudsters while also meeting 

international standards of financial regulations (Gaines, 2022). Thus, the failure to adhere to these 

rules leaves the consumers at the mercy of cybercriminals, and the slightest conflict or scam might 

not be addressed fairly in court. 

However, these developments put pressure on consumer protection laws, meaning that the 

regulators should come up with new and elastic laws that will be able to regulate the market. 

Therefore, this may entail the introduction of new rules that may address the issue of decentralised 

transactions, the use of artificial intelligence and AI, and/or the regulation of cryptocurrencies, 

among others. It will therefore be important to continuously review and reinstate the Consumer 

Protection (E-Commerce) Rules with some frequency in order to cater for the current innovations 

in technology and their effects on consumer protection and fairness in the marketplace. 

Building Consumer Awareness: Empowering Consumers with Knowledge of Their Rights 

Citizens must be made aware of their rights, which are governed by the Consumer Protection (E-

Commerce) Rules so that they can gain the confidence to make purchases in online marketplaces. 

As consumers indulge in more e-commerce transactions all over the world, they have to find out 

the rights that are afforded to them under consumer laws and regulations when they transact 

through the Internet, particularly those transactions that are related to instances when personal and 

financial information are to be submitted. However, there are challenges to raising an equivalent 
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awareness of that level among the general public, more so in areas where such programs are scarce 

or where the consumer himself or herself is still not well informed on his/her rights in cyberspace. 

The Consumer Protection Rules assist consumers by bestowing certain rights, including rights to 

demand a refund if there are defects in the commodities, return goods within a certain period, and 

be availed of information regarding the manufactured products they seek to be sold in the market. 

These protections are necessary since e-commerce businesses lack personal contacts, which 

consumers may rely on when making physical purchases. Nevertheless, a significant part of 

consumers remain nonchalant about such rights or lack the knowledge of how to enforce them. A 

lack of understanding of consumer rights may result in consumers being exploited and being given 

low-quality goods or services or being offered products with unfavourable conditions (Franklin, 

2021). 

Thus, it can be seen that it is high time e-commerce platforms came up with positive action to 

inform consumers of their rights. It could require integration into the user journey of information 

on consumer protection, information on how to seek redress or how to launch a complaint. This 

article suggests that governments and regulatory authorities should engage the industry players to 

develop massive and comprehensive formations of digital literacy. There is a need for these 

programs to primarily cover knowledge of the consumers’ rights, how they can identify fraud and 

how to utilise the mechanisms of grievance redressal. Such measures could be through pop-up 

messages, short videos or Web links that lead to informational pages on the rights afforded by the 

law. 

However, such hurdles are still present in addressing the obstacles towards engaging stakeholders 

widely in the implementation of grievance redressal mechanisms. Just as with other types of 

recommendation systems, consumers are sceptical about these systems because they are perceived 

to lack transparency as well as high productivity. Some of the consumer complaints are as follows: 

Consumers are often ignorant of the channels that are available for complaining or seeking redress. 

Despite all such measures for grievance redressal, most of the businesses fail in terms of budget 
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power or otherwise bear the incentive to attend to consumer complaints. At times, such features 

may be less developed or even complex, which makes consumers discouraged from seeking 

remedies (Evans, 2019). 

That is why e-commerce platforms are required to simplify and improve the access to and speed 

of grievance handling mechanisms. It should also be possible for the consumers to lodge their 

complaints and have them processed for a proper response. Also, regarding cooperation with the 

seller, a certain action must be taken on the platform if the buyer has complaints or if there is an 

issue with the purchase, and the consumer must be informed of the status of their complaint or 

otherwise. However, even the growth of confidence in these mechanisms necessary for the 

formation of collaboration between buyers and sellers requires independent control or legislation 

and the fulfilment of the legislation requirements by the platforms. Thus, e-commerce platforms 

and regulators ensure that they offer consumers the right tools and knowledge to enable them to 

stand for their rights and increase the market's security level. 

The Future of E-Commerce Regulations: Promoting Fair Competition and Sustainability 

Given the fast-growing tendency of e-commerce throughout the world, it is important to determine 

the future of e-commerce through the principles of fair competition, sustainable development and 

support for domestic enterprises. There are various factors that have led to criticisms of the large 

e-commerce giants and their impacts, particularly by SMEs who dislike their monopolistic 

behaviours. This reveals that in order to maintain the fairness of the digital marketplace in the 

future, regulations of this market should target one objective: preventing anti-competitive 

behaviours while offering an equal opportunity to all market participants. 

A significant challenge that e-commerce is currently facing is the dominance of large platforms 

where such firms can eliminate other competitors. The more measures that regulations should put 

in place include the removal of barriers that are in place socially, politically, and economically to 

shield small business entities while considering that they must be granted similar privileges as the 
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large firms. This could mean issuing policies on such aspects as prohibiting the formation of cartels 

to fix prices, topical and heinous advertising practices, and the anonymisation of decision-making 

through algorithms used to decide on consumer credit limits. Other protection measures should 

also ensure that platforms do not commence predatorily or get into the market with an unfair edge, 

in essence,’ driving competitors out of business, as observed by Jordan (2022). Also, this way, 

small businesses will be provided with equal opportunities to prosper in the global market and the 

digital environment. 

Another area that should be addressed in the future regulation of e-commerce is sustainability. 

More emphasis continues to be placed on the environment, and thus, e-commerce businesses 

should be encouraged to increase their use of environmentally friendly approaches. For example, 

green logistics practices may be applied, such as delivery riders being instructed to take the shortest 

distance to cover, package options being made more eco-friendly and businesses using the platform 

adhering to certain eco-friendly measures. There is also the need for regulations to encourage the 

production of green products so that people are able to purchase environmentally friendly products 

(Terry, 2021). 

Also, it becomes important to support local, mid-echelon businesses for the provision of various 

support services in the context of global e-commerce activities. It is for this reason that regulation 

could ease the access of the local players into the market, thus allowing them to compete with the 

global players. This may also involve minimising transportation costs, funding for going digital, 

and copying rights that would help local businesses refrain from being benefited by large-scale 

firms. Inequalities in regions shall also be reduced, and the economy of the local communities 

shall also be strengthened with frameworks that will foster the development of local businesses 

(Foster, 2020). 
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