
Is online shopping always secure? 

 

When we talk about digital consumers, we are referring to those people who interact with 
the online channel on a daily basis, i.e. all those people with access to the internet and those 
with smartphones. For this reason, consumers are becoming more digi;sed every day and 
use different channels to buy the products they want. 

Nowadays, you can buy anything on the internet, there are no limita;ons whatsoever, unlike 
a few years ago. The increase in online shopping is growing steadily, but it is not just that: 
the digital consumer, throughout his or her shopping journey, wants a unique experience, 
regardless of whether it is online or offline. 

Consumers tend to combine all sales channels in their purchasing journey: they inform 
themselves on the Internet and buy in shop (webrooming) or vice versa (showrooming). In 
addi;on, digital-first is increasingly relevant as mul;-device searches, combining desktop 
computer, laptop, tablet and smartphone, spread like wildfire. This process of always being 
informed is what makes consumers increasingly digi;sed. Using the internet to access 
informa;on sources and find products to compare before buying is a very common and not 
at all unusual habit.  

But are there any risks for consumers during their digital consump;on experience?  
Basically, new technologies are inherently neutral. If used usefully in the interest of 
consumers and the market, they can help overcome risks of market exclusion, 
discrimina;on or new poverty. If ungoverned, on the other hand, they can represent a 
further cri;cal element for consumers. It is undoubtedly true that digital tools have 
simplified, for example, the ways in which consumers can pay for their purchases online, 
allowing them to finalise them with 'a simple click', but this simplicity at the same ;me 
reduces the consumer's awareness of contrac;ng an obliga;on with all the (also) legal 
consequences that ensue. 

Regula;on, even when it ensures adequate informa;on, is not enough on its own and risks 
lacking effec;veness due to the consumer's lack of aPen;on to the consequences of his 
decisions. It is very easy, in fact, for a person who is making an online payment not to stop 
and read the pre-contractual informa;on and click directly on the box 'I declare that I have 
read the terms and condi;ons', accep;ng them in the dark. Consumer awareness must 
therefore be strengthened: financial literacy must therefore be the first safeguard of 
consumer (self-)protec;on so that the consumer is not subjected to unwiQng risks. 



ONLINE IS AN INNOVATIVE PROJECT THAT AIMS AT REINFORCING THE KEY COMPETENCES OF 
TEACHERS WORKING WITH STUDENTS (AGE 11-14 YEARS OLD) ENHANCING TEACHERS’ CONTINUOS 
PROFESSIONAL DEVELOPMENT AND CONSUMER DIGITAL SKILLS. ONLINE WILL INDEED OFFERS 
MICRO-LEARNING OPPORTUNITIES TO TEACHERS IN SCHOOLS PROMOTING A CROSS-CURRICULA 
APPROACH AND A COMMUNITY OF PRACTICE TO IMPLEMENT THE EUROPEAN DIGITAL 
COMPETENCE FRAMEWORK FOR CONSUMERS THROUGH EXTRA-CURRICULA ACTIVITIES and CO-
CREATION.  

Indeed, the main goal of the project is to trigger the modernization and reinforce the response of 
the scholastic educational system to the main challenges of today hyperconnected world to 
promote digital skills, democratic values and fundamental rights though active citizenship and 
professional development opportunities for teachers. 

 


