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Abstract: - The recent technological advancements and digital transformation across industries have highlighted
the significance of trust that businesses must establish with customers in an increasingly digital world. Every
action we take online generates a massive quantity of data, which we can use to improve customer experience,
evaluate their buying habits, offer suggestions, collect health information, and so on. This research is based on
two concepts: privacy and security. The goal of this paper is to discover the factors impacting Albanian
customer loyalty based on their impression of privacy and security. Research questions and hypotheses have
been developed to address the purpose of this paper and investigate how digital consumers react to privacy and
security issues related to loyalty. The data gathered from a survey involving 703 people were analyzed using
factor analysis, analysis of the econometric model and correlation. The findings of this study are intended to
contribute to the advancement of consumer perception of privacy and security in Albania, as well as their
impact on consumer loyalty.
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1 Introduction privacy and security. Technology strongly affects
As more people use the internet for entertainment or privacy -since it .facilitates the digitalization of
buying, they are becoming more cognizant of their information, allowing anyone to easily collect and
right to privacy. Information security systems aim to search  for  information. ~ Because  digitized
put in place safeguards that protect people's privacy. information is largely irreversible, any activity by
Thus, Internet users are becoming more conscious pepple in the digital realm exists in perpetuity.
of potential security and privacy threats. Dlgltal'consumers' knowledge qf the w'eak privacy
Furthermore, security or privacy flows may protection angi the danger of privacy violation has
discourage them from using an electronic service grown dramatlcally'. ‘ _ _
from a supplier that does not match their needs or The paper's major goal is to discover the main
expectations. The optimum (lowest) pricing for factors impacting Albanian customer loyalty based
online services is not always a key consideration for on their impression of privacy and security. Privacy,
the recipients of these services. Digital consumers security, and loyalty are complex and dynamic
may examine numerous factors, such as overall phenomena that necessitate current research and
service quality, security, privacy, and the benefits analysis _into their interrelationships. The main
they would receive from using the service. purpose 1s to l'earn how consumers eyaluate privacy
Several compelling reasons justify the and security issues and how this influences their

investigation of Internet users' perceptions of behavior in an online context.
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To address this goal and to study how digital
consumers react to privacy and security in relation
to loyalty, the guiding research question has been
developed: How do customers respond to loyalty
based on privacy and security concerns in online
shopping?

Many elements of loyalty are shared by online
services and internet users. This suggests that client
loyalty can be influenced by security and privacy.
Customers' perceived privacy and security features
for online services and internet users have a
significant and favorable impact on customer
loyalty, according to the study's key hypothesis.

The study of such a phenomenon is expected to
be of great interest, particularly in a developing
post-communist country like Albania. By focusing
on this context, the study contributes to the literature
dominated by mature e-commerce markets and
provides insights applicable to other emerging
economies. This study aims to improve the
advancement of consumer understanding of privacy
and security in Albania, as well as their impact on
consumer loyalty. Online companies should work
harder to favorably affect consumers' perceptions of
privacy and security. Most businesses rely on
contract renewals, which are driven by brand
loyalty, to stay in business. They have a new
strategy  for increasing customer loyalty:
establishing a personal sense of trust in their
consumer base.

The findings of this study can help the
organization in managing loyalty. The organization
can collect client information, integrate analytical
models, spot patterns, and use data to generate
promotions and offers, as well as convey accurate
messages to them at the right time and place.
Through this study, private and public enterprises
can identify ways to respond to customer requests
for the design of various IT applications to ensure
the security and privacy of online services.

Consumers, on the other hand, are concerned
when personal information is exploited or
inadequately protected. Identity theft, financial
fraud, and other financial problems can emerge from
a lack of privacy and security. This study can help
consumers understand what they should look out for
while using Internet services.

2 Literature Review

According to the literature, many studies on
consumers influencing online shopping have been
undertaken in the past, and several factors have been
identified. This session will first define the concept
of online purchasing before delving into how
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security and privacy affect online shopping. It then
focuses on four key constructs that form the
theoretical foundation of the research model:
perceived risk, privacy, security, and customer
loyalty.

2.1 Online shopping

Since the mid-1990s, internet shopping, also known
as electronic commerce, has been acknowledged as
an alternate method of selling and purchasing goods
and services. Selling online can benefit businesses
in a variety of ways, including lower advertising
expenses, reduced human resources, inventory, and
time, and enhanced service quality. Reference [1],
on the other hand, defines the downsides of online
shopping as a lack of personal service, the inability
to examine or handle the goods once they are
intangible, and distribution and exchange issues,
with credit card provision as the key factor. When it
comes to the kind of people who typically use
online shopping on the internet, Reference [2]
indicates that gender, age, income, occupation, and
education are important aspects that influence the
purchasing decisions of online shoppers. Women,
for example, shop online more than men [3], while
men are more likely to buy high-involvement goods.
Older and higher-income groups purchase more,
while concerns over product quality, shipping, and
returns remain barriers, [4], [5]. Some consumers
are willing to overcome their fears and anxieties to
save time and compete on price in online shopping.
There are numerous elements that might impact a
customer's decision to use or not utilize online
purchasing services; they are classified as internal
and external factors and include the following:
perceived risk, privacy, security, experience, service
quality, and consumer loyalty.

2.2 Perceived Risk

Reference [6] defines risk as a consumer's
conviction that they will experience harm while
seeking to accomplish a predefined objective. Risk
is divided into smaller components, such as privacy,
system and credit card security, fraud, and product
issues. Furthermore, Reference [7] shows how risk
can influence consumers' inclinations to buy
electronic goods and services online. According to
statistics, 80% of Internet users are reluctant to
engage in online shopping because they cannot
personally evaluate the product; approximately 50%
are also thought to be unaware of online purchases
due to a desire to use services after making a
purchase, transaction uncertainty, and privacy
concerns.

Volume 23, 2026



WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2026.23.35

Customers' perceived risk is one of the main
worries they have when shopping online because of
the security given by that website or application, [8].
In contrast, they define privacy risk as the
unintended hacking of others' private information
during an online transaction. Client personal
information and bank credit cards are related to
perceived risk, [9]. As a result, security risk is seen

as a critical factor in the online shopping
environment and is extremely high.
Compared to traditional shopping, online

consumers perceive higher risks overall, and this has
a stronger influence on their choices than perceived
benefits, [10]. Researchers have identified two main
types of risk: product or service risks (e.g., quality,
financial loss, wasted time) and transaction risks
(e.g., privacy, security, and repudiation), [11], [12],
[13]. Both categories strongly affect how consumers
evaluate and adopt online shopping, underscoring
why risk management is a priority for businesses.

2.3 Privacy

There are several studies on privacy-related issues
since the rise of digital technology and the growth
of the Internet [14], where privacy is defined as the
right of people, or institutions to control when, how,
and to what extent personal information is
communicated to others [15], or as consumers'
readiness to reveal personal information over the
Internet [16]. All definitions state that the decision
to share personal information is entirely up to the
individual. However, as mentioned further in [16], it
is apparent that the privacy concerns expressed by
individuals over their personal information have an
impact across e-commerce market and to realize its
full potential, these concerns must be addressed.

Privacy, on the other hand, can be described as
the level of control a person has over the
information submitted on an e-commerce site, [17].
Individuals must regularly update their information
for the purchase and delivery to be done effectively.
However, the issue of privacy is vital for everyone,
and the information provided must be protected
according to security guidelines.

Few individuals understand how personalized
advertisements function and how customized
promotional messages are conveyed, posing a
higher risk to consumer privacy, [18]. Privacy
concerns stem from the fact that businesses must
collect a large amount of consumer data so that they
can deliver personalized advertisements. Although
consumers value personalization, it raises worries
about their personal information being collected and
tracked without their consent, [14].
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Researchers have defined privacy as one of the
most critical ethical, legal, social, and political
issues of the digital era, [19]. They have established
distinct degrees of anxiety that customers may
experience online to better comprehend the growing
importance of privacy issues. Reference [19]
addresses the six dimensions of internet privacy,
based on earlier research, with improved definitions
and comprehension. These are collection, secondary
use, mistakes, incorrect access, control, and
awareness. Each of them alludes to a worry that a
person may experience when engaged in online
activities, including privacy concerns, [19].

Trust and privacy are tightly linked. Strong data
security builds loyalty [20], while poor safeguards
erode it. Some consumers even create ‘“virtual
identities” to shield themselves, which complicates
how companies manage customer information, [21].
Others adopt behavioral strategies when they feel at
risk, such as withholding or falsifying information,
or taking private and public actions to push back
against data misuse, [22]. These patterns show that
protecting privacy is not only a technical issue but
also a cornerstone of building trust and repeat
engagement.

2.4 Security
Security is equally important, too. Beyond honesty
and trust, online businesses must demonstrate
technical capacity to protect consumer data, ensure
delivery, and handle payments securely, [23]. As
Reference [16] points out, the market for electronic
commerce is influenced by people's security worries
about their personal information, and for it to reach
its full potential, these issues must be addressed.
Reference [24] lists five characteristics of
electronic trade security: The first four requirements
are integrity, contract or obligation recognition,
identification, secrecy and privacy, and availability.
The recorded data must be valuable, secure, and
accessible to the relevant people when needed.
Additionally, the data must ensure that the user can
be identified when doing essential transactions.
Electronic signatures, e-cards, network security
software, and other security measures have been
mentioned. These alternatives, nonetheless, lack
total reliability, which influences how buyers
perceive those businesses. It is very important that
every organization develop internal standards for
implementing appropriate security measures, [20].
The security risk increases as the organization
becomes more accessible to the world, as do
concerns that the company will be more subject to
attacks.
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This, in turn, can have a detrimental impact on
the corporate environment, and the organization
may abandon the e-commerce adoption process too
soon, [25]. Furthermore, perceived business risk is
defined as anxiety regarding an organization's
business security when employing e-commerce
technologies.

For businesses, security risks can cut both ways:
they may discourage adoption, but they also
pressure firms to innovate. For consumers, however,
the stakes are immediate, financial transaction
safety and protection from data misuse are decisive
in shaping trust and loyalty, [20], [25].

2.5 Customer loyalty

Loyalty is the result of the behavior that connects
the constructs of trust, privacy, and security. The
research on social media provides an integrated
picture of the critical roles that privacy and trust
concerns play in shaping consumer purchasing
behaviour, [26]. Reference [27] investigates the
relationship between three common trust factors
(suppliers, the Internet, and third parties) and
attitudes regarding online transactions. The study
used privacy and security concerns as moderating
variables and discovered that these associations
differed depending on how concerned consumers
were when purchasing online. According to the
survey, the 'fear' of the Internet as a place to do
business continues to impede its use for e-
commerce, although the existence of credible
organizations mitigates this danger. Trust in the
seller is essential in the business-customer
interaction for the consumer to accept the risks
associated with the transaction. Online customer
behaviour theory's theoretical ramifications are also
examined.

Loyalty can be defined both in terms of attitude
and behavior. Reference [28] classified consumer
loyalty into four groups: lack of loyalty, loyalty,
hidden loyalty, and false loyalty, based on two
dimensions: relative attitude and recurring business.

Marketing scholars should incorporate this
loyalty classification in their research due to its
major influence and  repercussions.  This
classification includes both the behavioural and
attitude dimensions of loyalty, [29].

In increasingly competitive markets,
professionals are pushed to cultivate true brand
loyalists with high relative attitudes and repeat
purchasing behaviour. Firms are concerned about
customer loyalty as it reduces acquisition costs,
encourages repeated purchases, and generates word-
of-mouth advocacy, [30].
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Brand loyalty strengthens these dynamics
through awareness and memory, [31], [32].
Awareness helps consumers identify brands through
names, logos, or symbols, while memory connects
brands to prior use contexts and needs fulfilled.
Importantly, brands act as risk reducers, helping
consumers feel more secure in their choices by
mitigating  functional, financial, social, and
psychological risks, [31].

3 Theoretical Framework

Figure 1 depicts a research model outlining the
constructs and relationships investigated in this
paper based on the preceding discussion and
hypotheses. The model, as a descriptive framework,
does not show each hypothesis with a particular
link, but it provides a way to organize the major
constructs of the research. At a high level, the
perceived security features cluster comprises
information concerning the security and processing
of client information.

The perceived privacy category includes legal
considerations that protect privacy and ambiguity
when making online purchases on the Internet. In
addition, demographic variables, such as the relative
importance of privacy and security features, as well
as their influence on customer loyalty, will be
examined in our model.

Perceived privacy
Data privacy protection.
Legal guarantees for the protection of consumer data.
Uncertainty paying with credits /debits cards online.
Uncertainty shopping online.

Insecurity privacy of data.
Collecting personal data of consumers.

Perceived security
Security of

. Demographics
transactions and

: . Age.
information. Gender.
Security of data Level of Educations
Transaction is Marital Status.
confidential. Years of using IT
Awareness of usage of technologies.
securlt}f measures. Years in digital area.
Security of data
transfer.

Security of e-payment.

Customer loyalty
Brand's reputation and competence.
Experience of the brand.
Reputation and integrity of the company
Passions of the brand.
Provortion purchase.

Fig. 1: Research model
Source: created by the authors
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The question “How do customers respond to
loyalty when they shop online based on privacy and
security concerns?” aims to investigate the issues
and difficulties experienced by businesses in
Albania to further analyze and explore online
shopping based on privacy and security.

The data gathered from this research will be used
to gain a comprehensive understanding of these
principles to solve problems in an appropriate way,
allowing businesses to explore solutions with the
primary goal of improving profits. The following
are the objectives, research questions, and
hypotheses.

Objective 1: Analysis of the frequencies of the
factors considered during the study on the level of
use of purchases online purchases, as well as some
main concepts such as privacy and security.

This objective is achieved using descriptive
analysis and, as such, does not support hypotheses
but is based on factual findings from the analysis of
responses  received  through  questionnaires
completed by customers of online businesses. More
specifically, under this objective, it was aimed:

1.1 Identification of the average age of
clients of online businesses.

1.2 Identification of educational level.

1.3 Assessment of the level of use of IT
assets.

1.4 Assessment of the level of use of

online shopping.

1.5 Identification of the average usage
of IT technologies and the digital area.

Objective 2: Measure and describe the level

of perceived security regarding personal data
judgment when using online shopping.

Research questions guiding this objective

are as follows:

o RQ 2.1: What is the nature of the
relationship between online purchasing and
perceived security?

o Hy : There is no significant relationship
between online purchasing and perceived
security.

. RQ 2.2: Which factor exerts the
greatest influence on perceived security?

Objective 3: To examine the relationship of

perceived privacy in online shopping.

Research questions guiding this objective

are as follows:

. RQ 3.1: Which factor has the
strongest influence on perceived privacy?

. RQ 3.2: What is the nature of the
relationship between online purchasing and
perceived privacy?
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o Hp : There is no significant relationship
between online purchasing and perceived
privacy.

4 Methodology

In defining the sample, literature offers a wide range

of approaches, from studies with only a few

participants to those with very large samples. A

sample of 703 respondents is generally considered

adequate to test relationships among variables in

most types of research, [33]. According to this

research, there are various -characteristics that

should be considered that are directly related to

sample selection. These are the criteria:

+ Attempting to be as representative as possible.

* To be chosen so that the mistake in the result is
as small as feasible.

» Be appropriate for the sort of research.

* Be appropriate with respect to the analysis that
will be performed.

+ Its findings can be applied to other studies with
the same level of certainty.

The factors that must be kept in mind regarding
sample determination, on the other hand, correspond
to some of its primary features, which include the
population units that will engage in the research, the
time span, the country, and the sample elements.

The technique utilized in this research is a non-
probabilistic, intentional sample focused solely on
the selection of individuals over the age of 18 to
make the correct selection for gathering precise,
full, and reliable information.

4.1 Survey Basis
The complexity of study design can be managed by
developing a clear survey strategy that includes four
stages: defining the goal, choosing the technique,
planning, and implementation, [34]. The quality of
the research is greatly affected by the
appropriateness of the methodology, the research
instrument, and the way the survey is conducted.
The sample size affects the accuracy of the
results, so collecting more data would make the
results more reliable and easily generalized.
However, the sample size depends on the purpose of
the study and the characteristics of the population.
Reference [35] defines desired precision as the level
of tolerable error in sample estimates. Factors that
must be considered for determining the sample size
include the purpose of the research, the size of the
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population, sampling error, level of confidence, and
the variance of the main variables, [36].

According to Reference [34], the decision to
survey an entire population or to use a sample
depends on feasibility and the acceptable level of
error. Confidence levels are generally set at 95% or
99%, based on the Central Limit Theorem, which
assures that the Mean of the sample approaches the
population mean when sampling error is considered
[37]. Considering the size of the sample required to
achieve 99% accuracy of the collected and
processed data, the authors decided against using
probabilistic sampling and instead distributed the
questionnaire using social media.

4.2 Research Instrument

In the drafting of the “Questionnaire to measure
loyalty based on privacy and security concerns,
several different authors were used, where the
questions aim to explore how online shoppers react
to privacy and security concerns in relation to
loyalty.

The questionnaire consists of statements
measured on a five-point Likert scale (1 = Not
Important, 5 = Very Important). Items such as
“Brand's reputation and competence when using
online shopping” assess the role of brand trust in
loyalty. In a dedicated section of the questionnaire
with 10 questions, respondents were asked for
demographic and IT-related information. It should
be noted that the questions were mandatory, so the
respondents needed to fill in information in all the
sections of the questionnaire.

To analyze reliability and validity, factorial
analysis was performed before Cronbach’s alpha
testing. Factor analysis helps reduce multiple
observed variables into fewer latent dimensions,
clarifying how the concepts are structured. The
Kaiser-Meyer-Olkin (KMO) statistics and Bartlett’s
test of sphericity were used to assess sampling
adequacy and correlation patterns. A KMO value
close to 1 indicates compact correlations and
supports the use of factor analysis, while values near
0 suggest weak factorability, [38]. Cronbach’s alpha
coefficients were then calculated to examine internal
consistency, with values > 0.70 considered
acceptable for reliability, [39].

4.3 Testing Phase and Distribution

The authors piloted the questionnaire with 30
responders before constructing the online form for
the complete population. The questionnaire initially
featured several statements for each part; however,
based on the results of the pilot survey, the authors
discovered that respondents left the form unfinished
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until the end. The preliminary survey also offered
insight into the technique of data collecting, with
many respondents claiming that online was the best
and easiest approach for them.

The finalized questionnaire was hosted on
Google Forms, allowing simple design, secure data
collection, and easy access across devices. Before
the release of the questionnaire, the configuration
settings of the Google Form system allowed a
person to respond only once, but still return to the
questionnaire multiple times until the final
submission. Anonymity was ensured, preventing
any link between respondents and their data. The
survey was distributed via social media across
Albania’s 12 prefectures to maximize coverage.

4.4 Data Analysis

Primary and secondary sources of information are
used for research purposes. Secondary data used in
the literature review were gathered from journals,
manuals, theses, and books [40], while primary data
were gathered through a structured questionnaire, a
widely used survey tool that provides reliable
quantitative data, [41].

The questionnaire's application will concentrate
on the following sections: A - Demographics (age,
gender, education, marital status, years using IT
technologies, years in the digital area), B -
Perceived Security (transaction security and
confidentiality, security of data and information,
security of e-payment, awareness of security
measures), C - Perceived Privacy (privacy
protection, legal guarantees, uncertainty in online
payment, personal data concerns), and D - Customer
Loyalty (brand reputation, experience of the brand,
integrity of the company, proportion purchasing).

Cronbach's alpha, a measure of internal
consistency, was employed in this study to examine
the overall reliability of the measuring scale, where
alpha gives an estimate of the percentage of total
variation that is not due to error, which represents
the scale's dependability, [42].

Data was coded and stored in a database, then
analyzed wusing three approaches: descriptive
analysis to profile respondents, factor analysis to
validate constructs, and econometric modeling with
correlation techniques to test relationships between
security, privacy, risk, and loyalty.

4.5 Analyses of the Reliability of the Scales
used in the Research Instruments

In the tables below are presented KMO and Bartlett

values of factor analysis, which aim to measure the

stability of each of the sections of the questionnaire.
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Part of the survey was that 703 individuals
completed the questionnaire, but for the factorial
analysis for the modules, 343 individuals continued
the questionnaire. Since the other people either have
not made any online purchases or are not regular in
these purchases, these are the people who will be
analyzed further. For each of the module factors, the
loadings range will be presented.

Factor analysis results for Module B (Table 1)
demonstrate that perceived security regarding the
personal data judgment when using online shopping
went from 0.799 to 0.885 with a KMO value of
0.835, which is considered to be very good,
meaning that it is appropriate to analyse the
factors/variables in the study. This test showed that
the variables for the perceived security regarding the
personal data judgment when using online shopping
had a significant correlation between them (highly
significant Bartlett’s test p < 0.001), indicating
robust factorability (Table 1).

Table 1. Factorial analysis results for MODUL B:
Perceived security regarding the personal data
judgment when using online shopping

KMO value and Bartlett's Test

Kaiser-Meyer-Olkin value .835

Chi-square value 890.021

Bartlett's Test of Sphericity Degrees of freedom | 6
Statistical

significance 000
Factor
Description of variables loadings
Security of transactions and information’s .827
Security of data .845
The transaction is confidential .850
Awareness of the usage of security measures .885
Security of data transfer 799
Security of e-payment .805

Source: created by the authors

In Table 2 are presented KMO and Bartlett
values, as well as factorial loadings of each
statement, intending to measure the level of
perceived privacy judgment when using online
shopping (Module C). The factor loadings range is
between 0.608 and 0.714 (Table 2). The KMO value
for the scale for perceived privacy judgment when
using online shopping is 0.693, which is considered
to be very good, from which it can be concluded
that it is appropriate to analyse the factors/variables
in the study. Based on the significant Bartlett’s
results (p < 0.001), the test showed that the variables
for this section had a significant correlation between
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them, suggesting that the items reliably captured
privacy concerns (Table 2).

Table 2. Factorial analysis results for MODUL C:
Perceived privacy judgment when using online
shopping

KMO value and Bartlett's Test

.693
782.283

Kaiser-Meyer-Olkin value

Chi-square value

Bartlett's Test of Sphericity Degrees of freedom] 6

S'tatl.stlcal 000
significance
Factor
Description of variables loadings
Data privacy protection .621
Legal guarantees for the protection of
.608
consumer data
Uncertainty paying with credit/debit cards 666
online )
Uncertainty shopping online 714
Insecurity privacy of data 813
Collecting personal data of consumers 736

Source: created by the authors

In Table 3 are presented the KMO and Bartlett
values, as well as the factor loadings of each
statement, which aim to measure the perceived
customer loyalty when using online shopping
(MODUL D). Factor loadings range from .580 to
.798.

Table 3. Results of the factorial analysis for the
MODUL D: Perceived customer loyalty when using
online shopping

KMO value and Bartlett's Test

.695
1979.843

Kaiser-Meyer-Olkin value

Chi-square value

Bartlett's Test of Sphericity Degrees of freedom | 5

S_tatl.stlcal 000
significance
Factor
Description of variables loadings
Brand's reputation and competence when 730
using online shopping )
Experience of the brand when using online 738
shopping )
The reputation and integrity of the company
) 798

where you buy online
Passions of the brand .580
Proportion purchase when using online 630

shopping
Source: created by the authors
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The KMO value of 0.695 for perceived
customer loyalty when using online shopping,
which is considered to be very good, and a
significant Bartlett’s test (p < 0.001), confirm the
appropriateness of the scale for analysis (Table 3).

The sections described above are analysed for
the level of reliability and internal consistency using
the Cronbach Alpha Coefficient. The following
table shows the reliability coefficients based on the
data of this study. As summarized in Table 4, the
values of this coefficient range from zero to 1,
where r = 0.7 or greater is considered sufficiently
reliable [38]. The smallest value was recorded for
the “Perceived privacy judgment when using online
shopping” section (a0 = 0.693), which is very close
to the acceptable recommended level, while the
highest was observed for “Perceived security
regarding the personal data judgment when using
online shopping” (o = 0.835). These results confirm
that the scales are reliable and internally consistent,
providing a solid foundation for the following
analysis.

Table 4. Reliability coefficients for the modules

used
Number ;;%gba(:h s
INSTRUMENTS of variables coefficient
(N)
MODUL B: Perceived
security regarding persgnal 6 0.835
data judgment when using
online shopping
MODUL C: Perceived
privacy judgment when 6 0.693
using online shopping
MODUL D: Perceived
customer loyalty when using 5 0.695
online shopping
Total Study Questionnaire 17 0.741

Source: created by the authors

Taken together, the results confirm that privacy,
security, and loyalty are measured consistently and
validly, ensuring that the empirical analysis can
directly test the relationships outlined in the
research model (Figure 1).

4.6 Limitations of the Research

It is clear that every study also has some limitations.

Even this study has its limitations as follows:

* The choice of the authors, filtering the sample
of 703 respondents to 343 regular online
shoppers, has improved the validity of the
construct, but on the other hand, it has narrowed
the scope by excluding fewer active consumers.
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* Despite the relatively large sample size, the
choice of a non-probabilistic method, a social
media—based survey, can lead us to bias answers
which could reduce the extent to which the
findings can be generalized.

*  While the study is related to measuring loyalty
based on privacy and security concerns, the
responses of individuals may not be so; they are
a little subjective.

* The lack of comparison of the results of this
study with other similar studies conducted in
this field restricts the positioning of Albania’s
case within a broader international context.

Future research should employ probabilistic or
mixed sampling methods, combine longitudinal or
experimental designs, and explore computational
modelling to strengthen representativeness and
enhance comparative insights.

4.7 Ethical Considerations of the Research
Any study must protect the data collected about the
people who answered the questionnaire. The legal
framework for official statistics in Albania is
defined by Law No. 17/2018 on Official Statistics
[43]. According to this Law, the researchers must
protect the data, and their processing must be done
in such a way as not to violate the issue of
confidentiality.

This means preventing the non-statistical use of
the data obtained and the disclosure of the people
who answered the questionnaire. The data used by
the researchers cannot and should not be identified
directly or indirectly.

5 Data Analysis and Results

5.1 Descriptive Statistics

The first goal of the research is to analyze the
demographic profile of respondents and their
engagement with online shopping, IT usage, and
attitudes toward privacy and security. This goal is
reached using descriptive analysis, which is not
supported by hypotheses but is based on factual
findings from the examination of questionnaire
responses from all respondents.

About 703 individuals in Albania took part in the
study, where 25.9% of them were men and 74.1%
were women. Considering the aim of this study, we
can reach the conclusion that online shopping is
more preferred by women than men; this is a finding
that is in line with the findings of Reference [3].
Figure 2 shows the gender distribution according to
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age groups in the study. In the new age group of the
study, the gender distribution is in favor of women,
about 92.5.6% against men, 86.8%, while the age
group over 59 is dominated by men, about 3.3%.

0,
30-49 years 4,26%/(3 %o
0,
50+ years %”3802’
0% 20%  40% 60%  80% 100%

H Male ®Female

Fig. 2: Gender distribution by age group
Source: created by the authors

Regarding the age of the people who answered
the questionnaire, their average age is 22.59 years,
and there is a standard deviation of 6.54 years.

Individuals were also asked about the number of
Years using IT technologies and the Number of
Years using IT, internet, computers, Smartphones,
etc. Thus, the minimum number of years using IT
technologies is 1, and the maximum is 20 years,
while the average number of years is 9.91 years,
which has a standard deviation of 3.753 years. In
relation to the Number of Years using IT, internet,
computer Smartphone, the minimum is 1, and the
maximum is 21 years, while the average is 10.74
years and has a standard deviation (SD) of 3.548
years. Table 5 presents descriptive statistics about
the age of online clients regarding the two main
variables: the number of years. Females have an
average of around 10.4 years of using the internet
and computer Smartphone while male 11.6 years.

Regarding the level of education, most of the
people who participated in the study have a high
level of education, where 81.7% have completed or
are pursuing university studies, and 1.3% hold a
PhD.

From the data in Figure 3, we underline that the
participants in the study have a high level of
education, and for this reason, we can say that they
are a very good target group to give opinions about
security, privacy, or online shopping.

Regarding the possession of IT equipment,
Figure 4 presents the data for the people who
answered our questionnaire. Almost all 98.01%
have a smartphone, followed by computer owners
95.3%, and finally by tablet owners, around 34.57%.
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Table 5. Descriptive statistics for online business
clients
Years of using

Years of using | IT internet,

Demographic

ph IT technologies = computers, and

characteristics smartphones
Mean SD Mean SD

50+ years 15.5 2.1 17.6 2.6

Age Group | 30-49 years 14.1 34 15.2 4.1
18-29 years 9.4 3.5 10.2 3.0

Gender Female 9.5 3.7 10.4 3.5
Male 11.1 3.8 11.6 35

gn?isct;;and 135 16 135 16

High School = 9.0 33 9.0 3.0

Baweation  Tooh Sehoot 50 28 12033
PhD 14.7 0.5 16.7 2.5

pavesiy 100 38 108 35

Married Married 134 2.9 154 44
Status Single 9.7 37 104 33

Source: created by the authors

I 81,7

University + Master

PhD | 1,3

Voc. and Tech. School W 3,8

High School M 12,4

Basic 1st and 2nd Stage | 0,9

0 20 40 60 80 100

Fig. 3: Distribution of educational level
Source: created by the authors

100%
80% 3 o
60%

40%
20%

0% 5 >
Tablet Smart Phone Computer

ENo EYes

Fig. 4: Device ownership
Source: created by the authors

Regarding online shopping, 86.3% of
participants had made at least one purchase,
although only 56.5% considered themselves regular
online buyers (Figure 5).
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Regular user online

At least one online
purchase

0% 20% 40% 60%

80% 100%

ENo EYes

Fig. 5: Online shopping
Source: created by the authors

5.2 Security, Privacy, and Loyalty Scores
Descriptive statistics for the key constructs (Table
6) show that security concerns scored highest (M =
4.17, SD = 0.93), followed by privacy (M = 4.02,
SD = 0.99) and loyalty (M = 3.75, SD = 0.86).
These values indicate that, on average, consumers
were strongly concerned about security and privacy,
though somewhat less so about loyalty.

Table 6. Descriptive statistics for derived variables
Statistics

Security = Privacy = Loyalty
N Valid 343 343 343
Mean 41725 | 4.0190 | 3.7510
;}g'an Error—of 0.05003 | 0.05334 | 0.04642
Median 45000 | 4.3333 | 4.0000
Std. Deviation 0.92654 | 0.98793  0.85972
Minimum 2.00 2.00 2.00
Maximum 5.00 5.00 5.00

Source: created by the authors

Table 7 presents mean scores by demographic
characteristics, revealing that younger and more
digitally experienced respondents tend to report
higher sensitivity to both security and privacy,
which in turn affects their loyalty perceptions.

Figure 6, Figure 7 and Figure 8 illustrates the
mean scores for the individual items within each
construct. Respondents expressed the greatest
concern for the security of electronic payments (M =
4.22) and transaction safety (M = 4.20) (Figure 6).
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Table 7. Mean scores by demographic

characteristics
Demographic Security Privacy Loyalty
characteristics  Mean | SD Mean SD  Mean SD
o 50+y 417 0.11 433 026 4.00 0.72
5 30-49y 397 050 421 061 394 043
@)
e 1829y 420 098 399 1.03 372 091
< Total 417 093 4.02 099 375 0.86
5 Female 4.01 1.02 1392 105 364 094
o
=}
8 Male 442 071 4.17 087 391 0.70
Basic
& High
<§ School 387 ' 1.11 380 1.15 3.72 0098
g Voo/Tech 4 o7 009 458 026 400 021
5 . School
E PHD 417 086 433 099 4.00 0093
2 ——
- University
+ Master 417 092 401 099 374 0.87
3 2 Married 421 077 417 074 4.00 0.72
E g
S @ Single 417 094 401 100 373 087
% No 434 096 4.08 1.06 371 0095
O
& Yes 393 0.83 393 0.88 3.80 0.71
g & No 433 043 5.00 061 4.00 0.50
E ]
5 R Yes 417 093 4.00 099 375 0.87
Source: created by the authors
4’24 SeCurity 4.22
422 4, 421
42 4,19
4,18
4,16
4,14
412 4,11 a1
4,1
4,08
4,06
4,04
g g g_ & g b
558 2 fE S5, 2. T3
2EE © £85 335 5L 2=
g8 8 > 59 £232 »& T >
5 Qo = = = P 8 = s =R
8 82 2 £ 5 Sog8 2° 8 =
v g =S 51 S 3 B & g 3 %)
g » = <g a4
= =

Fig. 6: Mean of Security
Source: created by the authors

For privacy, data protection (M = 4.15) and

legal guarantees for consumer data (M = 4.11) were
rated most highly (Figure 7).
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Fig. 7: Mean of Privacy
Source: created by the authors

Loyalty was most closely tied to company
reputation and integrity (M = 4.00), followed by
brand reputation and consumer experience (M =
3.81) (Figure 8).

Loyalty
4

LWL LLILILIWWLWW B
—NWRAUONAIOO S —
Nad
I
w

online shopping
buy online

Passions of the brand -

Brand's reputytion and
competence when using
Experience of the brand
when using online shopping
Reputation and integrity of
the company were you have
Proportion purchase when
using online shopping

Fig. 8: Mean of Loyalty
Source: created by the authors

5.3 Correlation and Regression Analysis

To test the relationships between the constructs,
Pearson’s correlation coefficients were calculated
(Table 8). Results revealed strong and significant
positive correlations: security and loyalty (r = 0.696,
p < 0.01), privacy and loyalty (r = 0.690, p < 0.01),
and security and privacy (r = 0.830, p < 0.01). These
results confirm that greater concern for security and
privacy is strongly associated with greater customer
loyalty.
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Table 8. Pearson correlation matrix
Correlations

Security = Privacy = Loyalty

Security ~ Pearson 1 .830™ .696™

Correlation

Sig. (2-tailed) 0,000 0,000

N 343 343 343
Privacy =~ Pearson .830™ 1 .690™

Correlation

Sig. (2-tailed) 0,000 0,000

N 343 343 343
Loyalty = Pearson .696™ .690™ 1

Correlation

Sig. (2-tailed) 0,000 0,000

N 343 343 343

**_ Correlation is significant at the 0.01 level (2-tailed).
Source: created by the authors

To assess their relative importance, Ordinary
Least Squares (OLS) regression was applied with
security and privacy as predictors of loyalty
(Equation 1). Table 9 reports the regression results,
showing an R? of 0.525, meaning that over half of
the variation in loyalty can be explained by these
two constructs.

Loyalty = ay + a,Security + a,Privay

€Y)

Table 9. OLS results of the regression model

Model Summary
R Adjusted | Std. Error of Durbin-
Model R Square | R-Square | the Estimate Watson
1 724* 0,525 0,522 0,59451 0,316
a. Predictors: (Constant), Privacy, Security
b. Dependent Variable: Loyalty
ANOVA?
Sum of Mean

Model Squares df | Square | F Sig.

1 Regression | 132,608 2 66,304 | 187,598 | .000°
Residual 120,169 340 0,353
Total 252,777 342

a. Dependent Variable: Loyalty

b. Predictors: (Constant), Privacy, Security

Coefficients?
Unstandardized ' Standardized
Coefficients Coefficients
Std.
Model B Error | Beta t Sig.
1 (Constant) 0,955 0,149 6,391 1 0,000
Security 0,367 0,062 0,395 5,893 10,000
Privacy 0,315 0,058 0,362 5,387 10,000

a. Dependent Variable: Loyalty
Source: created by the authors
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Security and privacy have a positive impact on
digital consumer loyalty. Both predictors were
statistically significant, with security (f = 0.367)
exerting a slightly stronger effect than privacy ( =
0.315). The factor that Albanian consumers are most
worried about when shopping online is the security
of online shopping. The privacy part is important,
but it is the second criterion when shopping online.

5.4 Summary of Findings

The findings identified in the previous sections
validate the research model by confirming that
perceived security and privacy have a significant
impact on customer loyalty in online shopping.
Security appears to be the leading concern,
particularly electronic payment security, with an
average score of 4.22, followed by transaction and
information security with an average score of 4.2.
Privacy remains closely related to security, but
secondary factor, with an average of 4.15, followed
by legal safeguards to protect consumer data with an
average of 4.11. All these findings suggest that
businesses seeking to build consumer trust in
Albania’s online market must prioritize secure
payment systems, transparent data practices, and
strong consumer protections.

Security and privacy have a positive impact on
digital consumer loyalty. As a result, these findings
are consistent with the overall conclusions reached
from previous similar research available in the
literature. While international research often
emphasizes privacy as the dominant concern,
Albanian customers are most worried about security
when shopping online. This difference emphasizes
the importance of contextualizing customers’
behavior within the local digital market. In Section
6, we have compared these findings with
international evidence to bring comparative cross-
country insights.

6 Results and Comparative Discussion
The paper's major goal is to discover the main
factors impacting Albanian customer loyalty based
on their impression of privacy and security. From a
statistical point of view, the findings show that there
is an important and significant positive correlation
(r=0.830, p<0.01) between security and privacy,
indicating that among Albanian online shopping
consumers, security and loyalty have a significant
relationship. Security and privacy have a positive
effect on online buyer regression, with security ( =
0.367) exerting a slightly stronger effect than
privacy (B = 0.315). These findings show that both
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dimensions are important, but payment and
transaction security remain the main drivers of trust
and loyalty among Albanian online customers. This
fact shows that the digital market in Albania is still
maturing, and concerns about the security of
financial transactions influence consumer decisions.

To situate these findings in a broader
perspective, Figure 9 summarizes indicators related
to security, privacy and loyalty in different
countries. Consumers in different countries differ in
the weight they give to each dimension. This
depends on culture, the maturity of online markets,
and the protective measures applied by institutions.

For example, the literature shows that in Greece
the importance given to privacy is influenced by
cultural attitudes towards data sharing [2]; In the
USA, studies show that increasing consumer trust
depends heavily on transparent privacy policies and
security certificates [8]; while for the loyalty of
Generation Y consumers in Turkey, their security
and experience are very important [20]. In China,
privacy risks, particularly around data collection and
unauthorized access, are predominant [19]. The
above evidence and studies in different countries
show the universal importance of security and
privacy in building a loyalty relationship with
consumers [27]. Put in this context, the Albanian
online consumer appears to give more priority to
security in e-payments in determining loyalty in the
online market.

Comparative Empasis on Privacy, Security and
Loyalty in Online Shopping

4.6
44
42

4
3.8
3,6
3.4

Relative Emphasis (1-5 scale)

Albania Greece USA Turkey China Global
Privacy Emphasis
Customer Loyalty
Fig. 9: Comparative cross-country insights on

Privacy, Security, and Loyalty in online shopping
Source: assessment of authors based on [2], [8], [16], [19], [27]

Security Emphasis

Based on the above comparisons, Figure 10
reflects the relative weight of privacy and security in
shaping loyalty across countries. The Albanian case
demonstrates that security appears to be the leading
concern compared to privacy in predicting loyalty.
Here we have a difference with some other countries
covered in this study, such as Greece or China,
where privacy is valued almost equally with
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security, or the USA, where strong privacy policies
and security certificates determine consumer
loyalty. This difference highlights that market
maturity and trust in institutions influence the
factors that consumers value most.

Comparative Percspectives on Privacy, Security

and Loyalty

g ° 40 M
Q
= > 3,8 3.8
3
g3
S 3
X
E
=
E 0

Privacy Security Loyalty

H Albania  H International

Fig. 10: Comparative strength of Privacy and
Security as predictors of customer Loyalty across

countries.
Source: assessment of authors based on [2], [8], [19], [20],
[27], and this study

These results show that consumer behavior must
be viewed in the cultural and developmental context
of the country. The digital economy in Albania is
still developing, and the main indicator to strengthen
consumer loyalty seems to be the security of
financial transactions. However, as the market
matures, privacy concerns are likely to increase,
following global trends. This means that businesses
and policymakers must invest in payment system
security, fraud prevention, and transparent practices
to gain consumer trust. As the market matures and
develops, it must pay close attention to privacy to
ensure long-term consumer loyalty.

7 Summary and Conclusion

This study investigated the main factors impacting
Albanian customer loyalty based on their impression
of privacy and security. The study analyzed data
collected from a questionnaire, which was
distributed to 703 individuals, of whom 343 were
active online shoppers. The data was analyzed using
descriptive statistics, factor analysis, correlation,
and regression modeling.

Results show that perceived security and privacy
have a significant impact on customer loyalty in
online shopping. Security appears to be the leading
concern, particularly electronic payment security.
These findings reinforce the need to build secure
payment systems to create and maintain customer
trust in emerging online markets.
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The study extends the existing framework
suggested in the researched literature, to an
unexplored terrain such as Albania. Unlike other
countries researched in the literature, in Albania,
consumers prioritize security, especially e-payment
security, which reflects the local level of digital
maturity. This finding enriches the literature and
emphasizes the need to design strategies adapted to
the local context.

This study has several contributions: first, it
provides one of the first large-scale quantitative
analyses of the digital market in Albania; second, it
identifies the importance of security over privacy in
building customer loyalty in Albania; third it
ensures validity through a focus on experienced
online shoppers.

In conclusion, this study reinforces the
importance of privacy and security in building
customer loyalty and shows how the relative weight
of these indicators varies from developed to
developing countries. These findings have value for
both academic and business.
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