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Abstract 

The European Single Market is an ongoing project that will continue to further develop and 
adapt to changing realities. Traditional economic activities, and the administrative rules 
governing them, face the challenge of adapting to developments that blur the dividing lines, 
for example, between shop and online sales or between traditional media and Internet 
communication.  

Convergence of this type will lead to a European Digital Single Market. A genuine Digital 
Single Market would generate new types of growth and also sustainable economic and 
social benefits for all European citizens.  

There are still a number of barriers which impose obstacles for the development of the 
digital market in Europe. Obstacles which can be identified include national differences 
regarding data protection rules, e-commerce rules, consumer protection rules and other 
legislation pertaining to information flows. 

The paper brings in discussion the advantages of a Digital Single Market, the obstacles in 
developing it in connection with e-commerce regulations, consumer protection and 
information flows legislation and also the premises for implementing a Digital Single 
Market. Consumers’ trust in on-line commerce results as one of the driving factors in 
implementing a Digital Single Market. 

These are some of the main obstacles for the boosting consumers’ confidence in the 
European Single Market. Improving consumer confidence in cross-border shopping online 
by taking appropriate policy action could provide a major boost to economic growth in 
Europe. Empowered and confident consumers can drive forward the European economy. 

Starting from the results of the Flash Euro-barometer survey „Consumer attitudes towards 
cross-border trade and consumer protection this study analyzes consumer’s readiness for 
the European Digital Single Market. 
 

Keywords: consumer’s trust, consumer protection, e-commerce, digital single market, 
awareness of consumer legislation, cross-border shopping, consumer’s certainty and 
decisional capacity.  
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Introduction 

The European Single Market is an ongoing project that will continue to further develop and 
adapt to changing realities. With the digital age upon us, the integration of European 
markets on a digital platform is more important than ever.  

The digital economy possesses great potential for growth and innovation. Global 
competitors, including the US, Japan, and South Korea, are undergoing vast expansion in 
the digitalization of their economies. Increased productivity and competitiveness are 
projected to follow. 

On the other hand, Europe needs a new economic momentum to help its economies to exit 
from the economic and financial crisis and to boost long-term growth rates and 
competitiveness. This will be especially important for the economies of Central and Eastern 
Europe as the Digital Single Market could provide a large market in fields and sectors 
where these countries could potentially develop their competitive advantage. 

The Digital Single Market can also help to address a much wider range of Europe’s current 
socio-economic problems, including long-term problems such as demographics and climate 
change.  

The Digital Single Market can help to make Europe’s labour markets more efficient and at 
the same time more social. In the long run, it can help protect Europe’s economic and social 
model and increase citizens’ well-being by being a key component of the renewal of public 
services, which have been hit by the debt burden and long-term spending pressures.  

One cannot speak about a viable, unique Digital Market unless it considers the consumer as 
core element. Basically, consumers will be those deciding if the unique Digital Market will 
be a success model or not. In order to transpose this principle into reality it is mandatory 
that European consumers know their rights in the UE region and trust their rights being 
respected in the same manner in all UE member countries. 

 
1. The European Digital Single Market 

After the 1992 Single Market Program, European Monetary Union and the common 
currency (Euro) in 1999/2002 and the 2007 Services Directive, the creation of a single 
market for goods and services can be seen as a fourth step of the European Union to foster 
growth, jobs and innovation.  

The Internet has fundamentally changed the way consumers shop and businesses advertise 
and sell their goods and services. It has created innovative ways of organizing, accessing, 
sharing and evaluating information, for example on prices, technical product characteristics 
and quality reviews. Search engines, price and product comparison websites, online trust 
marks and consumer reviews are now widely used tools and are becoming embedded in 
consumer behaviour and business models. E-commerce can deliver considerable welfare 
gains since consumers have at least twice the choice when shopping online rather than 
offline. 
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As has been stated by the European Policy Centre, the Digital Single Market means: 
 “A harmonized and integrated European market without barriers between EU member 

states hindering the use of digital and online technologies and services. 
 A single market which encourages cross-border online trade. 
 A single market which encourages investments in new online services and 

applications. 
 A single market with a high level of e-skills and e-readiness. 
 A single market which encourages investment in digital infrastructure.” (Copenhagen 

Economics, 2010) 

A genuine European Digital Single Market makes it just as easy for a consumer or company 
in an member state to access online information, goods and services in another member 
state as in the country where the consumer or firm is based. 

On a Digital Single Market all actors have skills and expertise to use digital resources for 
making purchases; exchanging information; collaborate; searching for information, and 
doing many other things of value to firms, consumers and society. 

A genuine Digital Single Market would generate new types of growth. Its potential is 
immense and would bring benefits to all the territories and economic sectors of the 
European Union. As stated by McKinsey Global Institute Report “The Net's Sweeping 
Impact on Growth, Jobs, and Prosperity” in the G8 countries, South Korea and Sweden, the 

Internet economy has brought about 21% of the growth in GDP in the last five years. In 
France, since 2000, the Internet economy also generates 2.6 jobs for every job cut and at 
times accounts for 25% of net employment creation. (McKinsey Global Institute, 2011) 
Online services are by nature cross-border and can speed up European integration and the 
creation of the Single Market which has been sought for more than 50 years. 

The Digital Single Market is far from achieving its full potential; the cost of the failure to 
complete it is expected to be at least 4.1% of GDP between now and 2020, i.e. EUR 500 
billion or EUR 1000 per citizen (Copenhagen Economics, 2010). It has been calculated 
that, if e-commerce in goods reaches 15 % of retail sales and all Single Market barriers are 
removed, the overall gain for consumers would be around EUR 204 billion (1.7% of EU 
GDP).(European Commission, 2012) Digital Single Market has similar impact as the 1992 
Single Market Program. (Copenhagen Economics, 2010)  

A view, expressed by the European Commission in its paper “A coherent framework for 
building trust in the Digital Single Market for e-commerce and online services” is that 
Digital Single Market would bring benefits for all actors involved. For the consumer the 
tangible benefits generated by e-commerce growth will be: lower prices, more choice and 
better quality of goods and services, thanks to cross-border trade and easier comparison of 
offers. The elderly people, those with reduced mobility, those isolated in rural areas, those 
with low purchasing power will particularly benefit and Europe will thus be better placed to 
meet the demographic challenges of today. 

Small and medium enterprises and micro-companies will have access to new markets 
beyond national and even European borders. More intensive use of online services and 
access to cloud computing will improve the productivity of companies. A lot more 
businesses will be starting up and existing companies will flourish by finding new market 
niches. A high-performance digital European market will make Europe better able to 
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compete with the rest of the world by giving it a competitive edge which is based on 
knowledge, a highly qualified workforce and innovative economic and social models. 

The European citizens will be able to go online, including carrying out cross-border 
activities, in a secure, responsible and trustworthy environment. The Internet will provide a 
more efficient, more secure and more responsible framework for activities, allowing 
everyone to exercise their rights. It will reflect European values and respect the 
fundamental rights set out in the Charter of Fundamental Rights of the European Union, 
such as the freedom of expression and information, the right to privacy, personal data 
protection and non-discrimination. 

The Digital Single Market will bring benefits also for the European workers. The Internet-
based services will create jobs, even in rural or isolated areas. Online services will offer a 
wider range of work arrangements (for example tele-working), facilitate job-hunting even 
outside the country, and encourage private initiative. 

 
2. Main barriers to the Digital Single Market 

European Union in its report “A coherent framework for building trust in the Digital Single 
Market for e-commerce and online services” identifies five barriers. These are: 

 the supply of legal, cross-border online services is still inadequate; 
 there is not enough information for online service operators or protection for Internet 

users; 
 payment and delivery systems are still inadequate; 
 there are too many cases of abuse and disputes that are difficult to settle; 
 insufficient use is made of high-speed communication networks and hi-tech solutions. 

As we can see, these five obstacles regard to consumer protection, consumer’s trust and 
technological infrastructure related with the Digital Single Market. 

In Copenhagen Economics (2010) view these barriers can be put in three broad categories. 
The first type of barrier comes from the fragmentation of the EU legal system and in 
consequence suppliers have to adapt their business model from Member State to Member 
State 

The second type stems from differences in culture between the EU countries, which lead 
consumers in different EU countries to demand different characteristics from their goods 
and services. This means that consumers may be reluctant and have difficulty navigating 
and understanding web pages in other Member States. 

A third type of barriers encompasses the lack of consumer protection and more generally, 
trust in the Internet. The third type of barrier indicates that consumers will be reluctant to 
do business on the Internet regardless of which country they originate. 

If some of these types of barrier could be eliminated through a better legal framework and 
further technological development, still remain psychological and cultural barriers. 

Psychological barriers are mainly tied to consumer’s trust in the European consumer 
protection mechanisms. Strengthening a single harmonized legal framework for consumer’s 
rights protection will boost consumer’s trust in e-commerce and, in the future, could grow 
its confidence in the European Digital Single Market. 
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Insufficient cognition of consumer’s protection legislation is another psychological barrier 
for most consumers. Today they face, on one hand, the European Union legal framework 
and, on the other hand, each Member State’s national legislation. In order to be properly 
empowered, consumers must be provided with clear, reliable and comparable information, 
and the tools to understand it. 

The European Acquis referring to consumer protection is formed by a series of directives, 
decisions and rules, a few of them having explicit reference to en-detail e-commerce. Clear 
provisions for consumer’s rights acting in the electronic environment are stated in the 
following directives:  

The Consumer Rights Directive 2011/83/EU which repeals the Distance Selling Directive 
97/7/EC applies to any contract concluded between a trader and a consumer. Article 5 and 
article 6 provides that certain important information has to be given to the consumer before 
the contract is concluded. Article 9 provides for a right of the consumer to cancel a distance 
or off-premises contract, without penalty and without giving any reason in a period of 14 
days. If the consumer is not informed of her/his cancellation right, the cancellation period is 
extended to twelve months. 

The Consumer Sales Directive 1999/44/EC is primarily concerned with the quality of 
goods (whether sold online or offline). In article 2 it is stated that seller must deliver goods 
to the consumer which are in conformity with the contract of sale. In article 3 it provided as 
a minimum right that a consumer can demand that goods be repaired or replaced if they 
turn out to be defective. If the goods cannot be replaced or repaired the consumer may have 
a reduction in price or can cancel the contract and have the cost of the good. If the 
manufacturer or seller of goods makes certain promises about goods (for example to replace 
or repair defective goods) this becomes legally binding (article 6). 

The Unfair Contract Terms Directive 93/13/EEC provides that an unfair term in a 
contract between a business and a consumer is not binding on the consumer (article 6). It 
only applies to business-to-consumer contracts and if the contract terms are not individually 
negotiated, in other words it only applies to standard terms and conditions. An unfair term 
is a term which causes an imbalance in the respective rights and obligations to the detriment 
of the consumer. As stated in article 3, this imbalance must be contrary to good faith. 
However, the Unfair Contract Terms Directive does not apply to the main obligations under 
the contract such as whether the price is a fair price for the goods or services in question. 
The problem with these three core consumer Directives is that they only provide a 
minimum harmonization of the Member States’ consumer law. This means that the 
Directives only established the minimum consumer protection standards which the Member 
States have to implement and are allowed to maintain or adopt higher standards of 
consumer protection. As a result, consumer law differs significantly from Member State to 
Member State, leading to fragmentation. 

Consumer protection varies considerably between Member States, both in terms of who 
enforces consumer rights and the actual legal method to ensure consumer rights are 
respected. In some Member States, an official authority is responsible for monitoring and 
prosecuting breaches of consumer law. In other Member States, there is no such official 
consumer authority and enforcement is left to private consumer associations or even private 
individuals (with or without the help of legal aid). 
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3. The Premises for Passing to a Digital Single Market  

One may speak about a functional Digital Single Market, if the value of Internet 
transactions is high. As it can be noticed in Table 1, between 2006-2013, the number of 
consumers who purchase products or services through Internet has doubled. Purchasing 
from national, internal online market has registered the highest rate (47%), followed by EC 
space acquisitions (15%), respectively extra-EC space purchases (8%). Compared, the 
percentage of products and services acquired online from the intra-community space is 
more than three times lower than the percentage of goods acquired from own countries. In 
these circumstances, one cannot speak about a functional Digital Single Market. 

Table no. 1: Evolution of Internet sales between 2006-2013 

Consumers who: 
2006 
(%) 

2008 
(%) 

2010 
(%) 

2011 
(%) 

2012 
(%) 

2013 
(%) 

- purchased from internal market( own 
country) 

23 30 33 33 42 47 

- purchased from intra-community space 6 7 8 7 10 15 
- purchased from extra-community space 3 4 4 4 6 8 
- haven’t purchased from Internet 73 66 62 63 54 47 
- did not answer the questions 0 1 0 0 1 1 
Source: Eurobarometers EBS 252, EBS 298, FL 282, FL 299, FL 332, FL 358 

Table no. 2 presents the evolution of respondents numbers who declared they had acquired 
online, different products or services from their own country. Analyzing the data, there can 
be noticed two trends: 

 In highly economically and technologically developed countries, the raise of B2C 
online commerce from internal market is not as significant as the raise noticed in the group 
of the new member countries of EU-12. The beginning of economic crisis has marked this 
sector through economic stagnation or even downfall, in certain years (2009 and 2010 
especially). 

 In the 12 new member countries of EU, there has been registered a fast pace of 
national B2C e-commerce development, the economic crisis affecting less this area. If, in 
the next 5 years, the evolution’s trend remains the same as it was between 2008-2012, the 
new member countries may attain the average values of the EU indicators for this sector.  

Analyzing the data from Table no.2, in Romania in 2012, 28% of respondents acquired 
online from internal market e-shops. This value is by almost 40% lower than the EU 
average (47% respondents). However, the increase of this indicator in Romania between 
2008-2012 of 4.6 times, is much above the European average increase - 1,56 times, being 
hence one of the strongest evolutions in EU.  

Although Romania started from poor grounds, it is now following an ascending trend in 
what concerns onlineB2C internal market commerce. This registered development 
generates the premises for aligning to the parameters required by a Digital Single Market. 
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Table no. 2: The evolution of people who acquired in the last 12 months,  
via Internet, products and services from internal market 

Country 
2008 
 (%) 

2009 
 (%) 

2010 
 (%) 

2011 
 (%) 

2012 
 (%) 

Growth 
rate 

European Union (EU-27) 30 33 33 42 47 +1,56 
Belgium (BE) 23 18 19 25 30 +1,30 
Bulgaria (BG) 4 9 9 17 25 +6,25 
Czech Republic (CZ) 34 37 38 51 60 +1,76 
Denmark(DK) 56 35 32 57 61 +1,09 
Germany(DE) 39 50 47 55 59 +1,51 
Estonia (EE) 22 22 21 26 30 +1,36 
Ireland (IE) 20 21 26 29 40 +2 
Greece (EL) 6 13 12 16 21 +3,5 
Spain (ES) 14 24 21 25 35 +2,5 
France (FR) 42 37 38 51 51 +1,21 
Italy (IT) 12 13 13 22 29 +2,41 
Cyprus (CY) 4 6 11 6 5 +1,25 
Latvia (LV) 24 23 17 26 30 +1,25 
Lithuania (LT) 7 12 17 20 31 +4,42 
Luxemburg (LU) 11 13 12 13 14 +1,27 
Hungary (HU) 11 20 23 24 33 +3 
Malta (MT) 3 7 7 6 11 +3,66 
Netherlands (NL) 62 43 52 65 72 +1,16 
Austria (AT) 25 31 32 32 42 +1,68 
Poland (PL) 25 40 35 46 54 +2,16 
Portugal (PT) 7 8 12 15 17 +2,43 
Romania (RO) 6 10 14 18 28 +4,66 
Slovenia (SI) 17 22 23 27 33 +1,94 
Slovakia (SK) 15 25 30 39 49 +3,26 
Finland (FI) 42 38 38 49 47 +1,12 
Sweden (SE) 61 51 54 61 59 - 1,13 
Great Britain (UK) 52 54 53 67 66 +1,27 

Source: Data processing from Eurobarometers EBS 252, EBS 298, FL 282, FL 299, FL 
332, FL 358 

In Table no. 3. is presented, in percents, the evolution of respondents who declared they had 
acquired in the last 12 months, via Internet, different products or services from various EU 
country members. It can be noticed that, in general, the number of consumers who 
purchased online from other EU member countries is much lower than the number of those 
who purchased online from their own country. Another remark would be that regarding the 
group of new members of EU-12: despite the fact that some of them registered high rates of 
growth here, their average (13.58%) is still below the EU average of 15%. If the recorded 
trend from 2012 will be kept further on, due to the fact that the new member countries had a 
two times faster growth pace (4.28 times) than the EU average (2.14 times), in the short run 
we may speak of convergence.  
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Table no. 3: The evolution of respondents who acquired in the last 12 months,  
via Internet, products and services from intra-community space 

Country 
2008 
(%) 

2009 
(%) 

2010 
(%) 

2011 
(%) 

2012 
(%) 

Growth 
rate 

European Union (EU-27) 7 8 7 10 15 +2,14 
Belgium (BE) 13 12 11 16 26 +2 
Bulgaria (BG) 1 2 3 6 10 + 10 
Czech Republic (CZ) 3 4 4 6 7 +2,33 
Denmark(DK) 23 27 24 26 33 +1,43 
Germany(DE) 6 8 6 10 13 +2,16 
Estonia (EE) 7 6 8 10 17 +2,42 
Ireland (IE) 16 30 34 36 48 +3 
Greece (EL) 5 9 8 7 15 +3 
Spain (ES) 8 7 6 8 12 +1,5 
France (FR) 9 10 9 9 19 +2,11 
Italy (IT) 4 3 4 7 11 +2,75 
Cyprus (CY) 13 22 22 24 31 +2,38 
Latvia (LV) 5 8 7 10 15 +3 
Lithuania (LT) 3 5 7 7 11 +3,66 
Luxemburg (LU) 38 42 38 44 41 +1,07 
Hungary (HU) 1 4 4 3 7 +7 
Malta (MT) 23 32 39 35 42 +1,82 
Netherlands (NL) 16 8 12 16 19 +1,18 
Austria (AT) 19 33 30 34 37 +1,94 
Poland (PL) 2 4 3 5 5 +2,5 
Portugal (PT) 2 5 5 9 10 +5 
Romania (RO) 1 3 2 3 5 +5 
Slovenia (SI) 6 9 8 9 14 +2,33 
Slovakia (SK) 2 10 8 10 18 +9 
Finland (FI) 14 17 18 21 26 +1,85 
Sweden (SE) 17 11 13 14 17 +1 
Great Britain (UK) 12 8 9 15 20 +1,66 

Source: Data processing from Eurobarometers  
EBS 252, EBS 298, FL 282, FL 299, FL332, FL 358 

Romania, despite the fact it registered a 5 times growth between 2008-2012, at the end of 
2012 still has one of the lowest values from EU for this indicator, surprisingly equally low 
to Poland, but much behind Bulgaria – its partner for EU integration. One explanation of 
the differences registered in onlineB2C commerce from European Union could be the 
degree of Internet infrastructure development (Table no. 4). 

However, analyzing the data from Table no. 4, an interesting situation may be seen: 
countries with not so well developed Internet infrastructure such as Czech Republic, 
Slovakia, Austria and Poland are ahead of countries with almost full access to Internet like 
Netherlands, Sweden, Denmark. Also, from this point of view, Romania is placed ahead of 
Italy, Belgium or Portugal. 
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Table no. 4: The ratio between the respondents who had purchased, via Internet,  
in the last 12 months and the respondents who have access to Internet  

Respondents who have: 
Country Purchased via 

Internet – NC (%) 
Access to 

Internet – NI (%) 

Ratio 
NC/NI 

Czech Republic (CZ) 62 59 1,05 
Slovakia (SK) 56 54 1,04 
Ireland (IE) 66 67 0,99 
Austria (AT) 60 62 0,97 
Poland (PL) 56 58 0,97 
Germany (DE) 63 66 0,95 
Great Britain (UK) 68 74 0,92 
European Union (EU-27) 53 64 0,83 
Denmark (DK) 71 86 0,83 
Spain (ES) 43 52 0,83 
Greece (EL) 34 42 0,81 
France (FR) 58 72 0,81 
Netherlands (NL) 74 93 0,80 
Malta (MT) 48 61 0,79 
Bulgaria (BG) 34 44 0,77 
Finland (FI) 58 76 0,76 
Cyprus (CY) 41 56 0,73 
Hungary (HU) 37 51 0,73 
Lithuania (LT) 39 55 0,71 
Sweden (SE) 64 90 0,71 
Romania (RO) 31 45 0,69 
Latvia (LV) 43 63 0,68 
Italy (IT) 35 53 0,66 
Belgium (BE) 44 68 0,65 
Luxemburg (LU) 50 78 0,64 
Slovenia (SI) 44 70 0,63 
Estonia (EE) 42 70 0,60 
Portugal (PT) 26 48 0,54 

Source: Data processing from Special Eurobarometer 381  
“E-communications household surevey”, p.39, p.41 

One conclusion that may be drawn regarding this particular analysis is that the willingness 
to purchase products or services online depends in a high extent on the trust consumers 
have in this form of commerce. 

 
4. Consumers’ Trust in Online Commerce 

The same upward trend describing the evolution of the online purchasers is found to 
describe respondents’ trust in e-commerce in Table no. 5. As a matter of fact, this is an 
expected result, as trust is one most influent factors upon consumer’s behaviour.  
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Table no. 5: Comparison between the level of trust in national online commerce  
and intra-community online commerce  

The level of trust in online commerce: 
Country National 

(%) 
Intra-community 

(%) 

Difference 
(% points) 

European Union (EU-27) 59 36 +23 
Belgium (BE) 55 38 +17 
Bulgaria (BG) 42 42 0 
Czech Republic (CZ) 68 36 +32 
Denmark(DK) 80 54 +26 
Germany(DE) 64 26 +38 
Estonia (EE) 40 27 +13 
Ireland (IE) 76 66 +10 
Greece (EL) 39 43 +5 
Spain (ES) 51 40 +11 
France (FR) 68 36 +32 
Italy (IT) 42 28 +14 
Cyprus (CY) 37 40 -3 
Latvia (LV) 47 37 +10 
Lithuania (LT) 45 33 +12 
Luxemburg (LU) 69 54 +15 
Hungary (HU) 46 25 +21 
Malta (MT) 37 53 -16 
Netherlands (NL) 70 36 +34 
Austria (AT) 63 44 +19 
Poland (PL) 62 31 +31 
Portugal (PT) 44 35 +9 
Romania (RO) 43 34 +9 
Slovenia (SI) 58 40 +18 
Slovakia (SK) 60 41 +19 
Finland (FI) 68 45 +23 
Sweden (SE) 71 41 +30 
Great Britain (UK) 75 48 +27 

Source: Data processing from Flash Eurobarometer 358 „Consumer attitudes towards 
cross-border trade and consumer protection”, p.T57, p.T61 

Most of European consumers trust online acquisitions from their own countries (59%), 
while the level of trust decreases to 36% when referring to intra-community online sellers. 
Generally, in almost all European countries, the internal online sellers is much trusted than 
the online sellers belonging to other EU countries. However, exceptions to this are recorded 
(see Table no. 5). Thus Malta and Cyprus have a higher level of trust in online sellers 
belonging to other EU country than to their very own, issue that may be explained by the 
small internal markets of these two countries.  

Another exception is Bulgaria, a country that has the same level of trust both in internal 
online sellers and in EU other member countries online sellers. Taking apart these isolated 
cases, it can be seen that the developed countries of EU like Germany, France, Great 



The Protection of the Consumers Rights in an Era of Technological Changes  
and Globalization 

AE 
 

Vol. XVI • No. 36 • May 2014  573 

Britain, Netherlands etc., have high differences (about 30-40% points) between the level of 
trust in their own online sellers and the level of trust in other EU online sellers- not 
belonging to their very own country. If this trend will be kept, it will be difficult to 
implement an European Digital Single Market, as these developed countries are opinion 
leaders in European. In Romania, the difference between the level of online internal sellers 
trust and the level of other EU countries online sellers trust is of 9% points – lower than the 
EU average. 

 
5. Consumers attitude towards legislation and institutions for consumer’s rights’ 
protection 

Consumers’ lack of trust in intra-community online commerce is mainly due to language 
barriers, but it is also due to psychological ones, issued by the mistrust in consumer’s 
protection mechanisms. 

As it can be remarked in Figure 1, there is a strong connection between these mechanisms 
and the online, via Internet, purchasing products and services intention.  

 
Figure no. 1: The relationship between respondents’ trust in consumer protection 

mechanisms and their purchasing behaviour 
Source: Flash Eurobarometer 358 „Consumer attitudes towards cross-border trade  

and consumer protection”, p.55 

In most of the cases, a high level of trust leads to high values of online commerce. Denmark 
and Netherlands are countries where 69% of respondents have declared that the measures 
taken for consumer protection were adequate and where 71%, respectively 74% of 
respondents had purchased online in the last 12 months. At the opposite pole, Greece and 
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Bulgaria are countries where only 18%, respectively 30% of respondents trust the 
mechanisms of protection, in the last 12 months only 34% having purchased online. 
Romania, with 45% respondents trusting the measures for consumer protection and with 
31% online buyers is below European average of 55% trust, respectively 53% purchasers. 

In European Union, consumer’s rights and interests are defended by both governmental 
bodies and independent organizations. As it can be seen in Table no. 6, most of the 
European citizens rather trust independent organizations, the exceptions here referring only 
to Finland and Bulgaria. 

In Romania, the difference between consumers’ trust in public institutions (50%) and their 
trust in independent organizations (55%) is only of 5% points, one of the lowest registered, 
as it seems that Romanian consumers trust almost equally the two types of institutions. 
Unfortunately, the trust of Romanian consumers is in both cases lower than the European 
average of 59% trust in governmental bodies and 74% trust in independent organizations. It 
looks that from this point of view, of consumers’ trust in those institutions that have to 
protect their rights, the premises for creating a Digital Single Market are promising. 

Table no. 6: Respondents’ trust in institutions for consumers’ right protection  
Trust in : Trust in : 

Country  Public 
institutions 

(%) 

Independent 
organizations 

(%) 

Country Public 
institutions 

(%) 

Independent 
organizations 

(%) 
EU-27 59 74 Lithuania  39 59 
Belgium  64 80 Luxemburg  83 85 
Bulgaria  56 54 Hungary 70 72 
Czech 
Republic 

40 69 Malta  71 78 

Denmark 67 80 Netherlands 80 90 
Germany 59 76 Austria  75 84 
Estonia  56 62 Poland 46 64 
Ireland  70 86 Portugal  58 78 
Greece 41 57 Romania  50 55 
Spain 51 75 Slovenia  34 58 
France 59 87 Slovakia  51 62 
Italy  48 68 Finland 83 77 
Cyprus  54 59 Sweden 77 80 
Latvia  62 68 Great Britain 78 87 

Source: Flash Eurobarometer 358, p.T1, p.T2. 

Not the same thing may be said about knowing European legislation for consumer’s rights. 
Asked four questions about European Directives, on average, only 12% of respondents 
managed to answer correctly to all the questions, while 3% did not answer correctly to any 
of them (see Figure no. 2). 
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Figure no. 2: The level of knowing European legislation about consumer protection 

Source: Flash Eurobarometer FL-358, p.6. 
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Romania is second last, ahead of Greece, in this ranking, proving to be an alarm signal for 
authorities who need to focus more on informing and promoting consumers’ rights on all 
media channels. To this purpose, the National Authority for Consumer Protection and Non 
Governmental Organizations have to adopt a proactive behaviour and to go beyond just 
solving consumers complaints attitude. The fact that EU established only a general legal 
framework for consumer protection, allowing the countries to set their own rules, is 
reflected by the poor results of this part of the questionnaire. This issue may be a serious 
problem in creating a functional European Digital Single Market. 

 
Conclusions 

A functional Digital Single Market will be viable only when consumers will acquire 
products and services from Internet with the same confidence as they would purchase from 
traditional sellers, regardless of their origin country: own country or intra –community 
member. At this moment, there are still important differences about the trust consumers 
have in their internal, national online commerce as compared to the trust they have in intra-
community online commerce. This is mainly due to the lack of knowing the European 
legislative framework for consumer’s rights and interests’ protection. Taking into account 
all these, the authors of the present paper consider that European Union faces a dilemma 
and a challenge in the same time: would it be better for the integration process to restrain 
the sovereignty attributes of the member countries in what concerns their power to have 
their own legislation or to continue with the very general legislative framework for 
coordinating the policies of the member countries. The first option will lead to a Digital 
Single Market, with the advantages already mentioned, while the second option leads to a 
status-quo, with no real benefits for none of the parties involved. 

 
References 

Copenhagen Economics, 2010. The Economic Impact of a European Digital Single Market 
[pdf] Copenhagen: European Policy Centre. Available at: <http://www.epc.eu/dsm/2/ 
Study_by_Copenhagen.pdf> [Accessed 20 December 2013]. 

Council Directive 93/13/EEC of 5 April 1993 on unfair terms in consumer contracts. 

Directive 1999/44/EC of the European Parliament and of the Council of 25 May 1999 on 
certain aspects of the sale of consumer goods and associated guarantees.  

Directive 2011/83/EU of the European Parliament and of the Council of 25 October 2011 
on consumer rights, amending Council Directive 93/13/EEC and Directive 1999/44/EC 
of the European Parliament and of the Council and repealing Council Directive 
85/577/EEC and Directive 97/7/EC of the European Parliament and of the Council.  

European Commission, 2006. Special Eurobarometer 252 “Consumer protection in the 
Internal Market”. [pdf] Available at: <http://ec.europa.eu/public_opinion/archives/ 
ebs/ebs252_en.pdf > [Accessed 26 November 2013]. 

European Commission, 2008. Special Eurobarometer 298 “Consumer protection in the 
internal market”. [pdf] Available at: <http://ec.europa.eu/public_opinion/archives/ 
ebs/ebs_298_en.pdf> [Accessed 26 November 2013]. 



The Protection of the Consumers Rights in an Era of Technological Changes  
and Globalization 

AE 
 

Vol. XVI • No. 36 • May 2014  577 

European Commission, 2010. Flash Eurobarometer FL 282. “Attitudes towards 
crossborder sales and consumer protection”. [pdf] Available at: <http://ec.europa.eu/ 
public_opinion/flash/fl_282_en.pdf> [Accessed 26 November 2013]. 

European Commission, 2011. A coherent framework for building trust in the Digital Single 
Market for e-commerce and online services. [pdf] Brussels: European Commission. 
Available at: <http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011: 
0942:FIN:EN:PDF> [Accessed 17 November 2013]. 

European Commission, 2011. Flash Eurobarometer FL 299 “Consumer attitudes towards 
cross-border trade and consumer protection”. [pdf] Available at: <http://ec.europa.eu/ 
public_opinion/flash/fl_299_en.pdf> [Accessed 26 November 2013]. 

European Commission, 2012. Commission Staff Working Document “Bringing e-commerce 
benefits to consumers”. [pdf]. Brussels: European Commission. Available at: 
<http://ec.europa.eu/internal_market/e-commerce/docs/communication2012/SEC2011_ 
1640_en.pdf> [Accessed 10 December 2013]. 

European Commission, 2012. Flash Eurobarometer FL 332 “Consumers’ attitudes towards 
cross-border trade and consumer protection”. [pdf] Available at: <http://ec.europa. 
eu/public_opinion/flash/fl_332_en.pdf > [Accessed 26 November 2013]. 

European Commission, 2012. Special Eurobarometer 381 „E-communications household 
surevey”. [pdf] Brussels: European Commission. Available at: <http://ec.europa.eu/ 
public_opinion/archives/ebs/ebs_381_en.pdf> [Accessed 14 November 2013]. 

European Commission, 2013. Flash Eurobarometer FL 358.”Consumer attitudes towards 
cross-border trade and consumer protection”. [pdf] Brussels: European Commission. 
Available at: <http://ec.europa.eu/public_opinion/flash/fl_358_en.pdf> [Accessed 26 
November 2013]. 

McKinsey Global Institute, 2011. The Net's Sweeping Impact on Growth, Jobs, and 
Prosperity [online] McKinsey Global Institute. Available at: <http://retelur.files. 
wordpress.com/2007/10/mckinseyreportinternetmattersmay11-110601131703-phpapp 
02.pdf> [Accessed 10 November 2013]. 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


