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When a defective popcorn machine catches on fire and 
burns down a house, the homeowner’s first call will be to 
their lawyer, asking who is liable for the damages. But 
even if they can demonstrate the harm and prove what 
caused the fire, the homeowner might be left out in the 
cold, depending on how they purchased their popcorn 
machine. State product liability laws traditionally hold 
manufacturers, distributors, and sellers strictly liable for 
defective products they bring to market. As consumers 
increasingly make purchases from online marketplaces—
platforms that aggregate products from multiple third-
party sellers—new questions arise about how to best 
protect them from defective products that pose a risk to 
health and safety. State product liability laws generally do 
not hold online marketplaces liable for defective products 
that cause harm, because the marketplace is only an 
intermediary that connects buyers and sellers. Moreover, 
third-party sellers on online marketplaces may not 
respond to a consumer’s complaints, disappear after 
selling a defective product, or ignore any legal action 
taken against them if they are outside the authority of 
U.S. courts. 

Some policymakers want to make online marketplaces legally liable for 
harmful products sold on their platforms. Under existing law, several 
factors may determine whether an online marketplace is liable for 
defective products, such as how a platform fulfills a product, if it ever takes 



  

CENTER FOR DATA INNOVATION 2 

possession of the product, and its role in facilitating the sale. Future court 
cases may also change if and how an online marketplace bears liability 
under state law.  

As policymakers debate the future of product liability laws and their 
applicability to online marketplaces, they should consider how existing 
efforts by online marketplaces already address consumer risks and harms. 
A number of online marketplaces have created their own policies and 
practices that exceed their legal obligations to address potential consumer 
harm. Indeed, one way that online marketplaces compete against one 
another is by offering additional levels of protection for buyers and sellers.  

This report compares these efforts across popular online marketplaces in 
the United States. It finds that most marketplaces maintain consumer-
centric policies to remedy typical issues on behalf of the buyer, including 
specific policies for damaged and defective goods. These policies allow 
consumers to navigate refunds and return unsafe products quickly and 
easily.  

While maintaining these policies is important, it is necessary to understand 
how effective policies are in practice. Anecdotal data from the Better 
Business Bureau (BBB) indicates that consumers are significantly more 
satisfied with issue resolution when purchasing from U.S.-based 
marketplaces. These companies see fewer complaints and secure higher 
ratings, whereas China-based marketplaces have significantly worse 
ratings, indicating they fail to meet consumer expectations. Low ratings are 
a sign that that consumers frequently experience similar issues, leading to 
a pattern, and a company does not provide a satisfying resolution, 
including failing to adhere to policies.  

To ensure consumers buying from online marketplaces receive sufficient 
protection, policymakers should do the following: 

 Congress should craft a national strict liability standard, based on 
the American Legislative Exchange Council’s model product 
liability act. 

 State lawmakers and judicial actors should apply different liability 
enforcements for distinct types of online marketplaces. The 
enforcement of the standardized product liability standard should 
consider how a marketplace engages with a defective product, 
including if they store or ship a product directly to the consumer, 
before establishing potential liability. 

 The Federal Trade Commission (FTC) should craft voluntary best 
practices for buyer protection policies on online marketplaces, with 
input from industry experts and consumer advocates. These best 
practices should include reasonable protections, such as refunds 
for defective goods, damaged goods, and products that do not 
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arrive, and outline how to notify consumers of recalls on purchased 
products. 

 Expand data-sharing practices between retailers and government 
consumer protection agencies by expanding the Retailer Reporting 
Program. By doing so, both retailers and the Consumer Product 
Safety Commission would gain real-time insight into dangerous 
products and product recalls.  

PRODUCT LIABILITY 
Parties that produce and distribute products have a duty to ensure that 
they are safe and free from defects before they are sold. If a party fails in 
this legal duty, they are liable for injuries, damages, and losses caused by a 
defective product.1 Generally, manufacturers, distributors, and sellers are 
liable if a defective product ends up in the hands of consumers, and 
harmed consumers can seek damages.2  

Product defects and dangers can arise at any point in the production and 
distribution process. For example, design defects occur when a product is 
dangerous or defective due to its design, such as creating a child’s toy with 
unnecessarily sharp corners.3 Mistakes in the manufacturing process can 
cause a product that would otherwise be safe to become dangerous or 
defective. Finally, marketing defects occur when a company markets or 
incorrectly labels a product, or when the manufacturer fails to provide 
adequate warnings or instructions for its use.  

Legal Standards for Product Liability Lawsuits 
Any product defects could lead to a product liability claim and a lawsuit, 
but the legal standard needed to prove harm varies by state.4 The most 
common liability standards are negligence, strict liability, and breach of 
warranty. Many states maintain multiple liability standards.  

Strict Liability 
A company is liable under strict liability if the court determines a product is 
defective, regardless of intent. As of 2023, 43 states apply strict liability.5 
Strict liability is a lower standard than negligence, as it only requires the 
plaintiff to prove that injury occurred and the product caused injury.6 
Courts use two separate tests to determine whether a product is defective: 
the Consumer Expectation Test and the Risk-Utility Test. 

Consumer Expectation Test 
The consumer expectation test determines whether a defect exists, and if 
that defect presents an unreasonable risk to the plaintiff. If the court rules 
that a product is defective or unreasonably dangerous, or that the danger 
is unknowable to the consumer, the company is liable. If evidence of a 
defect does not exist, consumers may also demonstrate that the product 
does not meet the reasonable expectation of the user.7 For example, if a 
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rubber water hose started leaking water at the seams after only the first 
use, the court could determine that the product did not meet the user’s 
reasonable expectation and is therefore defective.  

Risk-Utility Test 
The risk-utility test is a cost-benefit analysis that involves assessing a 
product’s risk compared to its utility. Generally, the consumer must prove 
that the risk of using a product is greater than the utility. Under this 
standard, a product is defective if a “reasonable person” would find the 
probability and seriousness of harm outweighs the burden or costs of 
precautions. For example, if an electric lighter spontaneously caught fire if 
used too frequently, the court could determine that the risk of spontaneous 
fire was too high even if the user took all precautions, thus making the 
product defective.8 

Negligence 
In a negligence lawsuit, the plaintiff must demonstrate that a defendant’s 
negligence or recklessness caused injuries. In terms of product liability, 
this means consumers must show that negligence occurred at some point 
during the manufacturing or sale of the product. Negligence is a higher 
standard than strict liability because, legally, the plaintiff must prove the 
defendant owed a duty of care, breached that duty, the breached caused 
injury, and that injury occurred.9 As of 2023, 46 states have negligence 
liability standards, with only Florida, Louisiana, Ohio, and Pennsylvania not 
using this standard.10  

Breach of Warranty 
Breach of warranty, or breach of contract, is conceptually different from 
strict liability and negligence, as it is a form of contract law, with a limited 
number of potential plaintiffs. There are two forms of breach of warranty 
law. Breach of implied warranty of merchantability is like strict liability: If a 
plaintiff can demonstrate a product was defective and caused injuries, the 
defendant is liable for any harm.11 

In contrast, breach of warranty of fitness for a particular purpose does not 
require a plaintiff to prove that a defendant’s product was defective. 
Instead, the former must demonstrate that the latter misrepresented how 
to use a product or requirements for use, such as age, size, or weight 
limits, and that the defendant’s product failed to meet the plaintiff’s 
specifications.12 As of 2023, 43 states use the breach of warranty 
standard.13 

E-COMMERCE RETAILERS AND ONLINE MARKETPLACES 
There are important distinctions between e-commerce retailers and online 
marketplaces. E-commerce retailers sell products directly to customers.14 
Retailers using e-commerce follow a traditional order fulfillment model and 
acquire stock from product manufacturers and wholesalers. These retailers 
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store products at a warehouse or distribution center and then ship them 
directly to their customers.15 Most U.S.-based traditional brick-and-mortar 
retailers also operate as e-commerce retailers, and many product 
manufacturers also use e-commerce to sell directly to consumers.16 
Retailers using e-commerce have complete control over their brand, their 
customers’ online experience, and their pricing, and they are responsible 
for maintaining their online presence and attracting customers to it.  

Online marketplaces such as Etsy and AliExpress are a type of e-commerce 
platform that acts as an intermediary between buyers and third-party 
sellers, . They provide a venue for third-party sellers to list their products, 
and these platforms handle functions such as payment processing and 
customer support. However, not all online marketplaces operate the same 
way. Some marketplaces may not sell products themselves to consumers, 
and others may never even handle products.17 Sellers that use online 
marketplaces typically have less control over certain factors, such as the 
customer experience, but they gain more visibility and exposure to 
potential buyers. 

Different Kinds of Sellers on Online Marketplaces 
Online marketplaces can host more than one type of seller. Sometimes, 
the marketplace itself will list and sell products directly on the platform. In 
this case, the online marketplace is also an online retailer. It sells products 
that it buys directly from manufacturers and wholesalers.18 The online 
marketplace, acting as an online retailer, stores these products in its 
warehouses and handles fulfillment.19  

Online marketplaces also have third-party sellers that place products for 
sale on their platforms. These sellers may be manufacturers using a 
platform to sell to consumers or intermediaries who buy products from 
manufacturers or wholesalers. In some cases, an online marketplace 
handles fulfillment for third-party sellers. In other cases, third-party sellers 
work directly with a manufacturer or wholesaler to fulfill orders, or they use 
their own warehouse for fulfilment. In these cases, the online marketplace 
never directly contracts with the product manufacturer or wholesaler, takes 
possession of the products, or engages in fulfilment.20 

For example, Amazon operates both as an online retailer and hosts third-
party sellers via its online marketplace. Third-party sellers can choose to 
have their products “Fulfilled by Amazon” (FBA) or “Fulfilled by Merchant” 
(FBM).21 If a third-party seller elects to use the FBA service, then Amazon 
inventories, stores, packages, ships, and handles customer service and 
returns for the seller’s products.22 This service allows sellers to manage 
their inventory.23 If a third-party seller uses FBM, the seller is responsible 
for all packaging, shipping, and customer service responsibilities. For both 
FBA and FBM, Amazon handles payment processing. If a third-party seller 
provides a product using the FBM service, Amazon has no physical 
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interaction with that product “at any time throughout the course of the 
transaction.”24 

How Is Product Liability for Third-Party Marketplaces Evolving? 
Online marketplaces raise the question of whether marketplace platforms 
should bear liability for harm caused by damaged or defective products 
sold on a marketplace, and if platforms should be subject to different 
product liability standards. Liability for defective products is generally 
decided by court cases. In brick-and-mortar retail, a plaintiff sues a 
defendant under negligence, breach of contract, or strict liability. This 
approach easily aligns with the traditional retail model because harmed 
consumers are purchasing products locally, and the retailer has a clear 
relationship with the manufacturer. However, purchasing from an online 
marketplace practically guarantees cross-border commerce. Buyers and 
sellers are purchasing and sending products anywhere in the world. 
Additionally, online marketplaces often have no relationship with the 
manufacturers, further complicating the application of traditional product 
liability standards.  

State courts in several states have recognized this different relationship. 
Courts in Minnesota, Illinois, Arizona, and Texas declined to extend liability 
to online marketplaces because marketplaces offering third-party products 
for sale do not have sufficient control over products and, therefore, do not 
qualify as a “seller” of the product.25 However, some courts found that 
marketplace platforms are liable as sellers under state law. Differing 
opinions and applications of strict liability create patchwork standards and 
practices nationwide. Without federal preemption, such as creating 
standardized strict liability, marketplaces must contend with state-by-state 
court rulings that secure different consumer protections based on location. 
Federal preemption would remove some of this confusion and negate the 
need for states to issue specific rulings targeting online product liability.26 

Notable Court Cases 
A series of legal cases spanning the United States illustrate the complex 
and evolving product liability standards impacting online marketplaces. For 
instance, courts in Minnesota, Illinois, Arizona, and Texas found that the 
Amazon marketplace was not liable for damage caused by third-party 
products because the company acted as a facilitator rather than a direct 
seller. However, a California court did find Amazon liable for the damage 
caused by third-party products. This court reached this conclusion with a 
different interpretation of the distribution chain. States are taking different 
judicial approaches to the subject, and some states, including New York, 
have considered legislation that would explicitly define the liability of online 
marketplaces. Collectively, these cases underscore the key difference in 
the legal understanding of product liability for third-party marketplaces, 
where the definitions of sellers, distributors, and facilitators are being 
reexamined in online commerce.  
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Berkley Regional Insurance Co. v. John Doe Battery Manufacturer et al. 
The U.S. District Court ruled in January 2023 that Amazon was not liable 
for fire damages allegedly caused by a cell phone battery sold by a third-
party seller on its platform.27 The court ruled that “under Minnesota law, 
strict products liability applies only to manufacturers and sellers of 
defective products,” and that Amazon never took ownership of the 
allegedly defective product.28 The court instead found that Amazon 
functioned as a distribution facilitator, which is exempt from strict liability 
in Minnesota.29  

Great Northern Insurance Co. v. Amazon.com Inc. 
The U.S. District Court in Chicago ruled in 2021 that Amazon was not liable 
for a hoverboard fire-related case filed by a homeowner’s insurer. The court 
found that Amazon could not be considered a seller under Illinois law, 
since the law failed to define whether operating a website where others 
can describe, offer, and sell products is equivalent to selling products.30 
The judge in the case noted that, even though Amazon derives economic 
benefits from marketing and hosting the product for sale, Illinois legislators 
would need to expand the liability beyond bounds established by the state 
courts to consider Amazon a liable party.31  

State Farm Fire & Casualty Co. v. Amazon.com Inc. 
In another case involving a hoverboard that ignited, the 9th U.S. Circuit 
Court of Appeals in San Francisco upheld a lower-court decision against the 
homeowner’s insurer and ruled Amazon could not be held liable under 
Arizona’s strict liability laws because Amazon did not sufficiently engage in 
the stream of commerce to be considered a seller.32 Arizona uses several 
factors to determine whether entities participate significantly in the stream 
of commerce and are therefore subject to strict liability. Factors include 
whether a company provides a warranty for a product’s quality; if it is 
responsible for a product during transit; if it exercises enough control over 
the product to inspect or examine it; if it takes title or ownership over a 
product; if it derives an economic benefit from the transaction; if it can 
influence a product’s design and manufacture; or if it fosters consumer 
reliance through its involvement. The court found that, under Arizona law, 
Amazon did not meet the requirements of being considered a seller.33  

McMillan v. Amazon.com, Inc. 
In May 2021, the Texas Supreme Court found that Amazon was not liable 
under Texas law for injuries caused by a third-party seller’s product that 
was shipped from an Amazon warehouse.34 McMillan alleged a knockoff 
Apple TV remote sold via a third-party seller on Amazon was defective and 
its battery would pop out. However, the court ruled that Amazon did not 
meet the legal definition of a seller under the Texas Products Liability Act, 
and that sellers were limited to those that owned the product at some 
point during distribution.35 Despite facilitating the transaction and 
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completing delivery, the court ruled that Amazon never owned the product 
at any point during distribution.36 

Loomis v. Amazon 
Loomis v. Amazon, decided in April 2021 by the California Court of 
Appeals, found Amazon liable for third parties selling defective products 
through the marketplace. In the case, the plaintiff argued that Amazon 
should be liable for injuries suffered as the result of an allegedly defective 
hoverboard that was sold by a third-party seller on Amazon.37 The court 
found that while Amazon was not a manufacturer, distributor, or supplier, 
the company created a market for the third party to sell the hoverboard, 
and therefore was sufficiently involved in the vertical chain of distribution 
under California’s product liability law product to be considered a liable 
party.38  

State Laws 
The New York State Senate proposed a law in 2023, Bill S6437, that would 
extend liability to online marketplaces and create the same product liability 
standards for online marketplaces that exist for brick-and-mortar retailers. 
The bill would amend the general obligations law regarding the liability of 
online marketplaces for defective goods. The bill uses broad language to 
describe an “electronic marketplace provider” as any that facilitates the 
sale and purchase of property via the Internet. As stated in the proposed 
law, “The liability of an electronic marketplace provider shall be equal to, 
but not greater than, the liability of a retailer.”39 The proposed law would 
apply to marketplaces regardless of whether they have a physical presence 
in the state or if they ever took physical possession of a given product.40 

The California Assembly has proposed two similar pieces of legislation in 
recent years. Rep. Mark Stone (D) introduced Assembly Bill (AB) 3262 in 
2020.41 AB 3262 would have held online marketplaces strictly liable for 
the safety of products sold, such as traditional brick-and-mortar retailers 
and distributors. However, the bill did not receive a vote from the California 
Senate and failed to become law.42 In 2021, Rep. Stone introduced AB 
1182, which would have imposed strict product liability on online retailers 
that communicated offers of sale and facilitated payments between third-
party sellers and purchasers, even if the online retailers never took 
physical possession of the products sold. AB 1182 failed to pass out of 
committee and did not become law.43  

ONLINE MARKETPLACES POLICIES 
In response to the fragmented application of legal liability for online 
marketplaces state by state, most of the major online marketplaces 
created policies to address consumer concerns and provide recourse if a 
product fails to meet expectations, is defective or damaged, or harms 
consumers or their property. (See appendix.) The marketplace purchase 
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protection policies are a positive step by platforms to fill the gap and 
provide a consumer protection guarantee.44 

These policies also help to protect sellers and merchants and allow a 
marketplace to engage with a harmed consumer on a seller’s behalf. 
Finally, these policies provide some level of recourse if a seller and 
consumer cannot reach an agreement, if a seller fails to respond to a 
consumer’s complaints, or if legal liability cannot be enforced due to a 
seller’s location. These consumer protection policies replicate, and in some 
cases exceed, the protections and standards set by legal liability 
standards.  

In many cases, buyer protection policies offer stronger and more effective 
outcomes for consumers than do product liability lawsuits. Under most 
policies, marketplaces guarantee consumers a refund without filing a 
lawsuit, demonstrating harm, or providing evidence of a product being 
defective. Consumers are also able to work directly with a marketplace, 
circumventing the need for legal services or the development of a legal 
case. In the case that a consumer experiences significant harm that a 
refund cannot mend, these policies do not preclude them from taking legal 
action against the third-party seller or the platform itself.  

Most marketplaces require consumers to initially attempt to resolve issues 
with a seller before elevating the concern to a marketplace platform. This 
process is significantly less arduous than pursuing recourse through legal 
action, but can still take significant time and effort on the part of the 
consumer. Marketplaces may only offer a partial refund, require the 
consumer to pay for return shipping or restocking fees, or have a time limit 
for when consumers can initiate a claim. Time limits may cause consumers 
who encounter defective products to be without recourse if they do not 
immediately notice a defect. Even with these limitations, buyer protection 
programs bridge the gap between patchwork state-by-state cases and strict 
liability without federal preemption. These programs offer consumers some 
form of guaranteed recourse that is not provided to them by the state. 

Many buyer protection programs protect sellers as well as buyers. In 
addition to letting third-party sellers set standards for returns, Etsy and 
eBay will cover the cost of a product for the seller if it is damaged during 
the shipping process. eBay’s Money Back Guarantee lays out specific 
requirements for both buyers and sellers, allowing sellers to create their 
own return policies for products. Moreover, online marketplaces can use 
these types of buyer protection programs to differentiate their services and 
compete for both buyers and sellers. 

When compared with marketplaces owned by U.S. companies, foreign 
marketplaces have lower ratings from the BBB. The BBB rates how 
companies interact with customers with a letter grade from A+ to F. The 
grade is determined using clearly defined metrics, such as the number of 
consumer complaints against a company, the response time, the resolution 
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quality, and whether complaints create an ongoing pattern.45 AliExpress, 
DHgate, and Temu are rated D-, F, and C+, respectively. U.S.-based online 
marketplaces range from A+ to A-. BBB does not have a rating for 
Facebook Marketplace or Instagram shopping. This difference in rating 
indicates that the Chinese-owned marketplaces are less likely to interact 
positively and respond to consumer issues and often do not provide 
satisfying resolutions. This rating suggests that, while many of the China-
based marketplaces hold similar consumer policies, they may fail to meet 
consumers’ standards and expectations as compared with the U.S. 
platforms. This rating could also indicate that Chinese marketplaces do not 
meet their stated policies or are difficult to navigate, and often have poorer 
resolutions. 

AliExpress 
AliExpress is a China-based online marketplace that offers products from 
third-party sellers. To protect consumers, AliExpress offers a buyer 
protection program.46 U.S.-based consumers receive the basic buyer 
protection, which guarantees that if a product arrives damaged or 
significantly different than the original product description, AliExpress will 
refund the payment. The marketplace also ensures that, whenever a 
product has a guaranteed shipping date, it will arrive by that set date. If the 
product does not arrive, or does not arrive in that time frame, customers 
are entitled to a refund.47 In order to enact the guarantee, customers must 
raise a claim within 15 days of order completion. If the customer is unable 
to reach a resolution with the seller, then the marketplace will engage on 
the customer’s behalf.48  

Amazon 
Amazon has a special program that applies to third-party sellers in its 
online marketplace. Amazon launched its A-to-Z Guarantee program in 
2001.49 The A-to-Z Guarantee replicates consumer protections offered by 
Amazon’s Customer Service for items the company sells directly, and 
applies those same protections to products sold by third-party sellers, 
including both FBA and FBM products.50 This means if a customer 
purchases a product from a third-party seller on Amazon’s marketplace 
and finds the product unsatisfactory, Amazon will resolve the issue, 
including giving the consumer a refund, if the consumer is unable to do so 
with the seller.  

In 2021, the company expanded its A-to-Z Guarantee in the United States 
to cover property and personal damages from defective products, with 
coverage up to $1 million.51 Therefore, Amazon covers property damages 
up to $1 million and offers personal injury coverage up to $1 million if a 
consumer experiences bodily harm from a defective product.52 In addition, 
Amazon pays claims under $1,000, on behalf of the seller, for defective 
products, damage, or injury. This reduces the need for litigation and 
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investigation by the sellers and helps consumers receive claims more 
quickly.53  

DHgate 
DHgate is one of the largest e-commerce marketplace platforms in China 
and allows consumers to purchase directly from third-party wholesalers. 
DHGate’s Standard Purchase Protection program protects buyers if a 
product is not received or is significantly different than described, including 
damaged products.54 To enact the policy, consumers must first attempt to 
resolve the issue with the supplier. If they cannot, consumers can 
communicate directly with DHgate. They must open a dispute within 90 
days of shipping and affirm that the product failed to arrive or provide 
evidence that it was significantly different than described.55  

eBay 
eBay, an online auction website and third-party marketplace, maintains 
several programs to protect consumers when they purchase products from 
third-party sellers on its online marketplace. eBay’s Money Back Guarantee 
automatically protects U.S. consumers if the product is not as described, is 
faulty, or fails to arrive, with some exceptions, including items such as 
heavy machinery, vehicles, digital content such as NFTs, services and 
classified ads, travel vouchers or tickets, and real estate transactions.56 It 
uses a case-by-case system wherein if a customer is unable to resolve the 
issue with the original third-party seller or does not receive a response from 
the seller in a timely manner, they can open a case with eBay directly. eBay 
guarantees that it will respond within 48 hours and then potentially refund 
the buyer. 

In addition, eBay authenticates certain types of products listed for sale on 
the website. Its Authenticity Guarantee, launched in September 2020, 
offers product inspections by professionally trained authenticators to 
physically inspect and verify the authenticity of eligible items in the 
collectible sneakers, luxury watches, luxury handbags, and trading cards 
categories.57 Overall, this process works to reduce the number of 
counterfeit goods that reach consumers. 

Beyond this, eBay maintains and actively enforces a product safety policy. 
This policy states that all listed products are safe to use, which generally 
means that the product must be compliant with any local regulations, is not 
banned by the marketplace, and is not currently under recall.58 eBay 
enforces this policy using artificial intelligence and image detection to 
proactively identify potentially unsafe products. In 2021, eBay deemed 
more than seven million items unsafe and removed their listings from the 
website.59 
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Etsy 
Etsy launched its Purchase Protection Program in August 2022. The 
program offers increased protection for sellers and buyers by covering the 
cost of a customer’s refund, up to $250, if a product is lost or arrives 
damaged, while the seller retains their earnings.60 Etsy will refund 
consumers if a product is not as described; however, it does not allow 
sellers to retain earnings if a product does not match the listing.61 

Etsy does not require sellers to enroll in the program. Instead, orders are 
eligible for purchase protection if the order and seller meet specific criteria. 
Specifically, sellers must be in good standing, ship the product in a timely 
manner, provide valid tracking information with an estimated delivery date, 
use Etsy’s payment platform (if eligible), keep listings accurate, and 
carefully package merchandise to avoid damage during shipment. Lastly, 
such an order cannot exceed $250, including shipping and fees.62  

Etsy uses a case-by-case basis to review and refund consumer claims. 
Once a customer opens a case, Etsy will review the claim, and if a product 
qualifies, the marketplace will refund the customer.63  

Meta (Facebook and Instagram) 
Third-party sellers offer goods for sale directly through Facebook and 
Instagram.64 Meta maintains a purchase protection policy if customers 
purchase directly from either website using the on-site payment system. If 
a customer and seller cannot resolve an issue with a purchase, customers 
can submit a claim through Facebook or Instagram. They can request a 
refund up to $2,000 if an order did not arrive, arrived damaged, or was 
different than described in the listing. Customers may also request a 
refund if a seller refused to adhere to its stated refund policy, or if 
Facebook or Instagram removed the seller.65 Purchases over $2,000 are 
not eligible for the protection program, and customers are subject to a 
$10,000 lifetime coverage limit.66 

Houzz 
Houzz, a home décor and furniture online marketplace, does not maintain 
any specific buyer protection policy for third-party products. However, it 
does maintain a 30-day return window for all products, including those 
purchased from third-party sellers. If a product arrives damaged or 
defective, consumers must report the damage or defect in order to receive 
a refund. Consumers must alert Houzz to the defect or damage within 30 
days of delivery, if delivered by parcel carriers. If a freight carrier, including 
Houzz’s White Glove Service, delivers the product, the consumer must 
report damage within 5 days of delivery, and a defect within 30 days of 
delivery.67 
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Newegg 
Newegg, one of the largest online electronics marketplaces, maintains its 
Marketplace Guarantee Program for products purchased from third-party 
sellers. The program is applicable if a consumer did not receive a product 
or received an item that was damaged, defective, or different from the 
product listing. If customers are not able to reach a resolution with a seller 
directly, or if a seller fails to respond in a timely manner, Newegg will 
provide reimbursement for products purchased, minus a small restocking 
fee. However, consumers must notify a seller of a problem within 15 days 
of receiving a product in order to file a claim.68 

Temu 
Temu is a China-based online marketplace that specializes in low-cost 
consumer goods. The company ships products directly from China.69 Temu 
relies on a model called “next-gen manufacturing” wherein consumer 
demand for products drives the design and manufacturing of products, as 
opposed to manufacturing a set number of products, storing that inventory, 
and then selling those products.70 In addition to this model, which directly 
connects manufacturers with consumers, Temu recently opened its U.S. 
marketplace to third-party sellers and introduced a purchase protection 
program.71 This program allows a buyer to return a product if the order fails 
to meet the buyer’s standards. Eligible items are products that do not 
match the item description, damaged goods, and items that never arrived 
or arrived late.72 Customers must initiate a claim and escalate their 
problem with Temu if they cannot reach an agreement with the seller. 

Walmart Marketplace 
Walmart Marketplace is the third-party marketplace integrated directly into 
Walmart.com, which is also the e-commerce storefront for products sold by 
the retailer Walmart. Walmart guarantees products sold on Walmart 
Marketplace with the Walmart Marketplace Promise. If a buyer has an 
issue with a product but is unable to receive a resolution from a seller, 
Walmart will step in to resolve the issue on behalf of the seller.73 

The Marketplace Promise applies if an item fails to arrive within three days 
of the estimated delivery date, is shipped to the wrong address, or is 
different than expected—or if the seller refuses to accept a return, fails to 
issue a refund on returned products, or deducts the shipping fees from a 
refund.74 

Wayfair 
Wayfair does not maintain a specific buyer protection policy, nor does the 
marketplace guarantee products sold by third-party sellers. Instead, 
Wayfair maintains a 30-day return window for most products, including 
incorrect products or products that arrive damaged or defective.75 Since 
Wayfair does not guarantee the quality of products, product defects 
discovered outside the 30-day window may be ineligible for returns.76 
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RECOMMENDATIONS 
To ensure consumers purchasing products from online marketplaces 
receive sufficient protection for defective products that pose a risk to their 
health and safety, policymakers at all levels of the government should take 
the following steps. 

Create A National Strict Liability Standard 
Forty-three states maintain some version of a strict liability standard, but 
the current patchwork of liability standards is confusing and treats 
consumers and businesses differently depending on their locations, as this 
approach was designed before e-commerce and cross-border commerce 
were prevalent. However, as cross-border commerce becomes the norm, it 
is necessary that consumers across the country are treated the same and 
subject to the same protections, regardless of location.  

Consumers, retailers, and online marketplaces alike would benefit if all 
states adopted uniform product liability laws. Retailers and e-commerce 
marketplaces would no longer need to comply with ever-changing and 
state-specific regulations. A national strict liability standard would allow 
retailers and online marketplaces to shape their consumer policies to 
reflect the overarching legal standard, such as standardizing a complete 
refund for defective goods, across the industry. Consumers would benefit 
because they would have the same liability protections, regardless of 
where they live or purchase products.  

This could be completed in two ways. State policymakers could use the 
American Legislative Exchange Council’s (ALEC’s) Model Product Liability 
Act as a foundation.77 The model act, a revised version of the 1995 Model 
Product Liability Act, combines state best practices with developments 
since 1995. Twenty-five states have adopted the model act so far.78 
However, if states fail to standardize their practices, creating a federal 
liability standard may be necessary.  

If the federal government creates a product liability standard, it should use 
ALEC’s Model Product Liability Act to craft a law. Such a law should reflect 
the strict liability standard held by 43 states and extend liability to parties 
based on how they engage with a product. For example, those engaged in 
shipping should be nonliable, unless the danger or defect occurred during 
shipping. Parties that bear possession of a good in a physical store, 
through a manufacturing contract, or in a warehouse could be liable if the 
damage or defect were noticeable. Parties that do not engage in the 
shipping or take possession of a good, but simply provide the venue for 
sale, should not bear liability for damages or defects, as they could never 
be aware of the potential danger. A national strict liability standard would 
also ensure federal preemption of the law and remove the need for 
continued engagement on the issue at the state level.  
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While it would be best to replace the state-by-state approach with a 
national strict liability standard, states can also simplify the liability 
framework by creating uniform rules for which parties are liable for 
dangerous and defective products. Doing so would solidify protections for 
all Americans, reduce the need for continued litigation on which 
businesses are liable for these products, and limit the need for 
federal action. 

Different Liability Rules for Different Types of Online Marketplaces 
After establishing a standardized strict liability, courts and state lawmakers 
should engage different frameworks for strict liability based on an online 
marketplace’s operation. For example, in some cases, an online 
marketplace never handles products and instead only connects buyers and 
sellers—in this scenario, insight into the shipment, manufacturing, or 
storage of a product sold. Therefore, the marketplace is never able to 
prevent a defective product from entering the commerce stream. In this 
instance, it would not be feasible for the online marketplace to inspect the 
product to ensure safety or quality standards. Imposing liability on this 
marketplace would be detrimental for both consumers and sellers. In 
response, the marketplace may drop third-party sellers entirely, reducing 
the total number of sellers and seller-enabled marketplaces.  

However, some third-party sellers will use the online marketplace to list 
their products and for fulfillment. In this instance, the marketplace could 
maintain liability for fulfilled products, depending on the specific storage 
and fulfillment activities. The marketplace may simply engage in fulfillment, 
such as parcels shippers including UPS and USPS, or it may receive the 
product directly from the manufacturer, like a brick-and-mortar store 
would. How a marketplace handles a product should be taken into account 
when designing and then applying a strict liability standard. 

Before making any regulatory or legislative changes, state lawmakers 
should work alongside industry experts and representatives to understand 
how different marketplaces engage in commerce and the impact of 
changes to liability on buyers and sellers. These insights should craft any 
potential legislation, with a focus on aligning the practices of marketplaces 
with their roles in the commerce stream. 

For example, if a platform takes possession of a product in the same way 
as a as brick-and-mortar retailer does, the platform should bear liability for 
that product. However, if it acts as a shipper, the platform should bear the 
same liability as a private distributor, such as UPS or FedEx. Finally, if the 
platform never takes possession of the good and solely acts as a venue for 
commerce, the platforms should not bear liability for the product if it is 
damaged or defective. 
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Develop Voluntary Best Practices for Buyer Protection Programs 
The FTC should work alongside online marketplaces and the U.S. 
Consumer Product Safety Commission (CPSC) to develop voluntary best 
practices for buyer protection programs on online marketplaces. These 
voluntary best practices should include reasonable protections, such 
protection for defective goods, damaged goods, and products that are not 
as described, and practices to notify consumers about product recalls for 
purchased products. The FTC should create best practices with advice and 
input from representatives of online marketplaces and consumer advocacy 
groups.  

Before commencing, the FTC should study the efficacy of current buyer 
protection programs. This study should incorporate consumer complaints 
data submitted to the FTC to understand if and how any existing buyer 
protection programs harm consumers, as well as data from CPSC on 
product recalls to understand how marketplaces respond to these notices. 
The FTC should also solicit input from online marketplaces for this study. 
These platforms should be able to provide significant information about 
how consumers engage with buyer protection policies, return rates, and 
overall costs of buyer protection programs.  

Expand Data Sharing Between Retailers and Government Agencies 
Retailers must report product hazards and defects that could lead to 
recalls directly to CPSC, and they may be found in violation of reporting 
requirements if product hazards are not reported in a timely manner.79 To 
expedite the process of reporting, CPSC allows retailers to submit bulk data 
related to product hazards and defects on a weekly or biweekly basis 
through the Retailer Reporting Program (RRP).80 This bulk data sharing 
offers a safeguard from civil penalties in connection to provided data for 
retailers and allows CPSC to identify trends and potentially dangerous 
products. However, CPSC limits membership to the RRP to Walmart, Sears, 
Amazon.com, Target, and Home Depot.81 This means smaller, regional 
stores may not submit dangerous products they find to CSPC, even if the 
product is widely available and could impact consumers across the 
country. It also means that large foreign sellers with a significant U.S. 
footprint are not reporting information. These data gaps also make it 
difficult for CPSC to preemptively inform all businesses about dangerous 
products or issue a recall in a timely manner. To help alleviate this, the 
CSPC should expand the RRP and allow more retailers, including online 
marketplaces, to join the voluntary reporting program. They should also 
engage in two-way data sharing. This would allow retailers to see 
anonymized reports in real time to gain awareness of potentially defective 
products. 

Increasing data collection would have several benefits. CPSC’s goal with 
the RRP is to improve response time and reporting of recalls. By expanding 
the program, CPSC would have greater visibility into different product 
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defects and consumer complaints. This would help CPSC find trends and 
issue recalls in real time. Retailers would also benefit from increased 
reporting and insight into reported data prior to official recalls. Retailers 
could proactively monitor product stock and pull products prior to a recall if 
CPSC provided anonymized data on insights about product concerns, 
reported hazards, and frequent consumer complaints that retailers could 
access.  

CONCLUSION 
State product liability laws work well for traditional retail but need to be 
adapted to address the emergence of online marketplaces with third-party 
sellers. The disparity in court decisions and state laws regarding the liability 
of online marketplaces has created a patchwork approach to consumer 
safety that is arduous to navigate and applies differently state by state. 
Fortunately, most platforms have strong buyer protection programs that 
provide more security to consumers and offer some kind of guarantee.  

But more can be done to ensure safety for Americans shopping online. 
Establishing voluntary best practices for platforms would help create a 
minimum level of protection for consumers. Studying the current landscape 
of consumer complaints, product recalls, and platform responses would 
help policymakers understand the harms and address them. Additional 
data sharing could increase the effectiveness of product recalls. These 
steps would create a stronger, safer marketplace for all Americans. 
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APPENDIX: BUYER-PROTECTION POLICIES FOR U.S. CONSUMERS 

 AliExpress Amazon DHgate eBay Etsy Houzz Meta Platforms Newegg Temu 
Walmart 

Marketplace Wayfair 

Consumer 
protection 
policy 

Buyer 
Protection 

A-to-Z 
Guarantee 

Standard 
Purchase 
Protection 
Program 

Money 
Back 

Guarantee 

Purchase 
Protection 
Program 

30-day return 
window Purchase Protection 

Marketplace 
Guarantee 
Program 

Purchase 
Protection 
Program 

Walmart 
Marketplace 

Promise 

No specific 
policy 

Products 
covered All products Any product Any 

product 
Any 

product 

Purchases 
using Etsy’s 

payment 
system 

All products 

Purchases using FB or IG 
payment systems, excluding 
vehicles and products worth 

more than $2K 

Third-party 
products 

All 
products All products All products 

Damaged 
goods Yes Yes Yes Yes Yes 

Within 5 days for 
freight deliveries; 30 

days for all others 
Yes Yes Yes Yes 

If reported 
within 30 

days 

Defective or 
faulty Yes Yes Yes Yes Yes Within 30 days Yes Yes Yes Yes 

If reported 
within 30 

days 

Product not as 
described Yes Yes Yes Yes Yes Within 30 days Yes Yes Yes Yes Yes 

Arrived late 
If purchased 

with 
guaranteed 

shipping 

Yes No Yes Yes No Yes No Yes Yes At Wayfair’s 
discretion 

Did not arrive Yes Yes Yes Yes Yes No Yes Yes Yes Yes At Wayfair’s 
discretion 

Consumer no 
longer wants No Yes No Yes Yes No No No No No No 

Recourse for 
consumer Full refund Full refund or 

replacement Full refund Full refund Refund up 
to $250 

Full refund for 
damaged or 

defective goods; 
minus shipping for 

other products 

Full refund up to $2K, with a 
$10K lifetime coverage limit 

Partial 
refund Full refund Full refund Full refund 

Personal 
property or 
damage 
protection 

None 

Up to $1M in 
personal 

property or 
damage 

protection 

None None None None None None None None None 

Claims process 
required? Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes 

Better Business 
Bureau rating D- B F A- A+ A+ No rating available A C+ A+ A+ 

2022 revenue 
(USD) $1.34B82 $513.9B83 Not 

publicized $9.7B84 $2.5B85 $340M86 $117.9B87 $1.99B88 $19.2B89 $73.2B90 $10.5B91 
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ERRATA 
This report has been updated on page 5 to clarify details of Amazon’s 
“Fulfilled by Amazon” (FBA) and “Fulfilled by Merchant” (FBM) services, and 
on page 10 to clarify details of Amazon’s A-to-Z Guarantee. 

REFERENCES 
 

1. Legal Information Institute at Cornell Law School, “Products Liability,” 
accessed June 10, 2023, 
https://www.law.cornell.edu/wex/products_liability.  

2. Ibid. 

3. Ibid. 

4. Legal Information Institute at Cornell Law School, “Products Liability,” 
https://www.law.cornell.edu/wex/products_liability; Mattheisen, Wickert 
and Lehrer, S.C., “Product Liability in All 50 States,” accessed June 10, 
2023, https://www.mwl-law.com/wp-content/uploads/2018/02/PRODUCT-
LIABILITY-LAW-CHART.pdf.  

5. Mattheisen, Wickert and Lehrer, S.C., “Product Liability in All 50 States.”   

6. Shouse California Law Group, “Strict Liability v. Negligence,” May 18, 2023, 
www.shouselaw.com/ca/blog/strict-liability-vs-negligence/.  

7. The Pearce Law Firm, “Risk Utility Test – Determining Design Defects,” 
accessed June 10, 2023, thepearcelawfirm.com/risk-utility-test-
determining-design-defects/.  

8. Ibid.  

9. Smith Gambrell Rusell, “Products Liability: A Litigation Overview,” accessed 
June 10, 2023, www.sgrlaw.com/ttl-articles/2015/; Shouse California Law 
Group, “Strict Liability v. Negligence.”  

10. Matthiesen, Wicker, & Lehrer, S.C., “Product Liability in All 50 States.”  

11. Smith Gambrell Rusell, “Products Liability: A Litigation Overview,” accessed 
June 10, 2023. 

12. Ibid. 

13. Matthiesen, Wicker, & Lehrer, S.C., “Product Liability in All 50 States.”  

14. Anjali Gupta, “E-commerce: Role of E-commerce in Today’s Business,” 
International Journal of Computing and Corporate Research, 
https://feinternational.com/blog/what-is-e-commerce-an-introduction-to-
the-industry/. 

15. Ibid. 

16. Harvard Business Review, “Reinventing the Direct-to-Consumer Business 
Model,” https://hbr.org/2020/03/reinventing-the-direct-to-consumer-
business-model.  

17. Vanderbilt Law Review, “The New ‘Web-Stream’ of Commerce,” 74 Vand. L. 
Rev. 187, 2021, https://vanderbiltlawreview.org/lawreview/2021/01/the-
new-web-stream-of-commerce-amazon-and-the-necessity-of-strict-products-
liability-for-online-marketplaces/.  

https://www.law.cornell.edu/wex/products_liability
https://www.law.cornell.edu/wex/products_liability
https://www.mwl-law.com/wp-content/uploads/2018/02/PRODUCT-LIABILITY-LAW-CHART.pdf
https://www.mwl-law.com/wp-content/uploads/2018/02/PRODUCT-LIABILITY-LAW-CHART.pdf
http://www.shouselaw.com/ca/blog/strict-liability-vs-negligence/
https://thepearcelawfirm.com/risk-utility-test-determining-design-defects/
https://thepearcelawfirm.com/risk-utility-test-determining-design-defects/
http://www.sgrlaw.com/ttl-articles/2015/
https://feinternational.com/blog/what-is-e-commerce-an-introduction-to-the-industry/
https://feinternational.com/blog/what-is-e-commerce-an-introduction-to-the-industry/
https://hbr.org/2020/03/reinventing-the-direct-to-consumer-business-model
https://hbr.org/2020/03/reinventing-the-direct-to-consumer-business-model
https://vanderbiltlawreview.org/lawreview/2021/01/the-new-web-stream-of-commerce-amazon-and-the-necessity-of-strict-products-liability-for-online-marketplaces/
https://vanderbiltlawreview.org/lawreview/2021/01/the-new-web-stream-of-commerce-amazon-and-the-necessity-of-strict-products-liability-for-online-marketplaces/
https://vanderbiltlawreview.org/lawreview/2021/01/the-new-web-stream-of-commerce-amazon-and-the-necessity-of-strict-products-liability-for-online-marketplaces/


  

CENTER FOR DATA INNOVATION 20 

 
18. Nick Heethuis, “Amazon 1P Vs. 3P: What’s the Difference?” Forbes, October 

19, 2021, www.forbes.com/sites/theyec/2021/10/19/amazon-1p-vs-3p-
whats-the-difference/.  

19. Ibid. 

20. Ibid 

21. John E. Lincoln, “The Ultimate Guide to Creating Ultimate Guides,” Ignite 
Visibility, https://ignitevisibility.com/fulfillment-amazon-vs-fulfillment-
merchant-vs-seller-fulfilled-prime\-ultimate-guide/.  

22. Fulfillment by Amazon, “Amazon FBA: Fulfillment services for your 
ecommerce business.” https://sell.amazon.com/fulfillment-by-
amazon.html.  

23. Ibid.  

24. Ibid.  

25. Vanderbilt Law Review, “The New ‘Web-Stream’ of Commerce”; Brendan 
Pierson, “Amazon Not Liable for third party’s product, says Texas top court,” 
Reuters, June 28, 2021, https://www.reuters.com/legal/litigation/amazon-
not-liable-third-partys-product-says-texas-top-court-2021-06-28/.  

26. Ashley Johnson, “How Congress Can Foster a Digital Single Market in 
America”(Information Technology and Innovation Foundation, Feb. 20, 
2024), itif.org/publications/2024/02/20/how-congress-can-foster-a-digital-
single-market-in-america/.  

27. Berkley Regional Insurance Co. v. John Doe Battery Manufacturer et al. 

28.  Ibid. 

29. Mealey’s, “Federal Judge Rules For Amazon In Insurer’s Strict Products 
Liability Suit,” January 31, 2023, 
https://www.lexislegalnews.com/articles/85960, 

30. Mealy’s, “Federal Judge Dismisses Insurer’s Subrogation Suit Over Defective 
Hoverboards,” July 9, 2021, 
https://www.lexislegalnews.com/articles/64660/federal-judge-dismisses-
insurer-s-subrogation-suit-over-defective-hoverboards.  

31. Ibid. 

32. Mealy’s, “Majority Affirms Ruling In Amazon’s Favor In Insurer’s Suit Alleging 
Strict Liability,” November 19, 2023, 
https://www.lexislegalnews.com/articles/56563/majority-affirms-ruling-in-
amazon-s-favor-in-insurer-s-suit-alleging-strict-liability.  

33. Ibid. 

34. Brendan Pierson, “Amazon not liable for third-party’s product, says Texas 
top court,” Reuters, June 28, 2021, 
https://www.reuters.com/legal/litigation/amazon-not-liable-third-partys-
product-says-texas-top-court-2021-06-28/.  

35. Justia, “Amazon.com v. McMillian,” October 10, 2023, 
www.law.justia.com/cases/texas/supreme-court/2021/20-0979.html.  

36. Pierson, “Amazon not liable for third-party’s product, says Texas top court.” 
Reuters,  

37. Loomis v. Amazon.com LLC, 2021 WL 1608878 (Cal. App. Ct. April 26, 
2021). 

http://www.forbes.com/sites/theyec/2021/10/19/amazon-1p-vs-3p-whats-the-difference/
http://www.forbes.com/sites/theyec/2021/10/19/amazon-1p-vs-3p-whats-the-difference/
https://ignitevisibility.com/fulfillment-amazon-vs-fulfillment-merchant-vs-seller-fulfilled-prime/-ultimate-guide/
https://ignitevisibility.com/fulfillment-amazon-vs-fulfillment-merchant-vs-seller-fulfilled-prime/-ultimate-guide/
https://sell.amazon.com/fulfillment-by-amazon.html
https://sell.amazon.com/fulfillment-by-amazon.html
https://www.reuters.com/legal/litigation/amazon-not-liable-third-partys-product-says-texas-top-court-2021-06-28/
https://www.reuters.com/legal/litigation/amazon-not-liable-third-partys-product-says-texas-top-court-2021-06-28/
https://itif.org/publications/2024/02/20/how-congress-can-foster-a-digital-single-market-in-america/
https://itif.org/publications/2024/02/20/how-congress-can-foster-a-digital-single-market-in-america/
https://www.lexislegalnews.com/articles/64660/federal-judge-dismisses-insurer-s-subrogation-suit-over-defective-hoverboards
https://www.lexislegalnews.com/articles/64660/federal-judge-dismisses-insurer-s-subrogation-suit-over-defective-hoverboards
https://www.lexislegalnews.com/articles/56563/majority-affirms-ruling-in-amazon-s-favor-in-insurer-s-suit-alleging-strict-liability
https://www.lexislegalnews.com/articles/56563/majority-affirms-ruling-in-amazon-s-favor-in-insurer-s-suit-alleging-strict-liability
https://www.reuters.com/legal/litigation/amazon-not-liable-third-partys-product-says-texas-top-court-2021-06-28/
https://www.reuters.com/legal/litigation/amazon-not-liable-third-partys-product-says-texas-top-court-2021-06-28/
http://www.law.justia.com/cases/texas/supreme-court/2021/20-0979.html


  

CENTER FOR DATA INNOVATION 21 

 
38. Justia, “Loomis v. Amazon LLC,” October 10, 2023, 

www.law.justia.com/cases/california/court-of-appeal/2021/b297995.html.  

39. Dana Biaocco, Gregory T. Parks, and Megan A. Suehiro, “Proposed New York 
law seeks stricter electronic marketplace liability,” Morgan Lewis, May 25, 
2023, www.morganlewis.com/pubs/2023/05/proposed-new-york-law-
seeks-stricter-electronic-marketplace-liability. 

40. Ibid. 

41. SB 301: Marketplaces: Online Marketplaces: Hearings before the Assembly 
Committee on Judiciary, California State Assembly, June 21, 2022, 
www.billtexts.s3.amazonaws.com/ca/ca-analysishttps-leginfo-legislature-ca-
gov-faces-billAnalysisClient-xhtml-bill-id-202120220SB301-ca-analysis-
351231.pdf.  

42. Megan Demshki, “Assembly Bill 3262 Will Hold Online Marketplaces 
Responsible for Selling Dangerous Products,” Aitken Law, June 17, 2020, 
www.aitkenlaw.com/assembly-bill-3262-will-hold-online-marketplaces-
responsible-for-selling-dangerous-products/.  

43. Grant H. Cokeley, “New California Bill Would Impose Strict Products Liability 
on Online Retailers,” The National Law Review, March 22, 2021, 
www.natlawreview.com/article/new-california-bill-would-impose-strict-
products-liability-all-online-retailers.  

44. Johnson, “How Congress Can Foster a Digital Single Market in America.”  

45. Better Business Bureau, “Overview of Ratings,” 
https://www.bbb.org/overview-of-bbb-ratings.  

46. AliExpress, “Buyer Protection,” 
www.sale.aliexpress.com/__pc/BhQPgEWPNM.html.  

47. Ibid.  

48. AliExpress, Buyer Protection Terms and Conditions, 
https://sale.aliexpress.com/__pc/MF06DxusiL.html.  

49. Amazon, “A-to-z Guarantee to cover property damaged and personal injury,” 
December 1, 2023, www.aboutamazon.com/news/how-amazon-
works/new-a-to-z-guarantee-better-protects-amazon-customers-and-sellers.  

50. Amazon, “Amazon backs all products in its store with new A-to-Z 
Guarantee,” October 6, 2021, www.aboutamazon.com/news/how-amazon-
works/amazon-backs-all-products-in-its-store-with-new-a-to-z-guarantee; 
Seth Kniep, “Amazon Payout Report Explained,” Just One Dime, April 13, 
2022, www.justonedime.com/blog/amazon-payout-report-explained-fba-
payment-reports.  

51. Amazon, “A-to-z Claims Process for Property Damage and Personal Injury,” 
www.amazon.com/gp/help/customer/display.html?nodeId=GS3GYAU8JGD
BGWH2.   

52. Ibid. 

53. Dan Berthiaume, “Amazon to pay $1000 for damages caused by defective 
products,” Chain Store Age, August 9, 2021, 
https://chainstoreage.com/amazon-pay-1000-damages-caused-defective-
products/.  

54. DHgate, “DHgate’s Standard Purchase Protection Program: Process,” 
https://seller.dhgate.com/html/services/Security%20&%20Protection.html.  

http://www.law.justia.com/cases/california/court-of-appeal/2021/b297995.html
http://www.billtexts.s3.amazonaws.com/ca/ca-analysishttps-leginfo-legislature-ca-gov-faces-billAnalysisClient-xhtml-bill-id-202120220SB301-ca-analysis-351231.pdf
http://www.billtexts.s3.amazonaws.com/ca/ca-analysishttps-leginfo-legislature-ca-gov-faces-billAnalysisClient-xhtml-bill-id-202120220SB301-ca-analysis-351231.pdf
http://www.billtexts.s3.amazonaws.com/ca/ca-analysishttps-leginfo-legislature-ca-gov-faces-billAnalysisClient-xhtml-bill-id-202120220SB301-ca-analysis-351231.pdf
http://www.aitkenlaw.com/assembly-bill-3262-will-hold-online-marketplaces-responsible-for-selling-dangerous-products/
http://www.aitkenlaw.com/assembly-bill-3262-will-hold-online-marketplaces-responsible-for-selling-dangerous-products/
http://www.natlawreview.com/article/new-california-bill-would-impose-strict-products-liability-all-online-retailers
http://www.natlawreview.com/article/new-california-bill-would-impose-strict-products-liability-all-online-retailers
https://www.bbb.org/overview-of-bbb-ratings
http://www.sale.aliexpress.com/__pc/BhQPgEWPNM.html
https://sale.aliexpress.com/__pc/MF06DxusiL.html
http://www.aboutamazon.com/news/how-amazon-works/new-a-to-z-guarantee-better-protects-amazon-customers-and-sellers
http://www.aboutamazon.com/news/how-amazon-works/new-a-to-z-guarantee-better-protects-amazon-customers-and-sellers
http://www.aboutamazon.com/news/how-amazon-works/amazon-backs-all-products-in-its-store-with-new-a-to-z-guarantee
http://www.aboutamazon.com/news/how-amazon-works/amazon-backs-all-products-in-its-store-with-new-a-to-z-guarantee
http://www.justonedime.com/blog/amazon-payout-report-explained-fba-payment-reports
http://www.justonedime.com/blog/amazon-payout-report-explained-fba-payment-reports
https://www.amazon.com/gp/help/customer/display.html?nodeId=GS3GYAU8JGDBGWH2
https://www.amazon.com/gp/help/customer/display.html?nodeId=GS3GYAU8JGDBGWH2
https://chainstoreage.com/amazon-pay-1000-damages-caused-defective-products/
https://chainstoreage.com/amazon-pay-1000-damages-caused-defective-products/
https://seller.dhgate.com/html/services/Security%20&%20Protection.html


  

CENTER FOR DATA INNOVATION 22 

 
55. DHgate, “Can You Get Your Money Back From DHgate? | Refund Tips,” 

https://www.dhgate.com/blog/dhgate-refund/.  

56. eBay Customer Service, “eBay Money Back Guarantee Policy,” 
www.ebay.com/help/policies/ebay-money-back-guarantee-policy/ebay-
money-back-guarantee-policy.  

57. eBay, 2021 Global Transparency Report, April 2022, 
www.ebaymainstreet.com/sites/default/files/2022-04/ebay_Transparency-
Report-2022_Letter_Social_v5.pdf.  

58. Fredrik Gronkvist, “eBay Product Compliance & Safety Requirements for 
Sellers: An Overview,” Feb, 8, 2022, www.compliancegate.com/ebay-
product-compliance-and-safety-requirements/.  

59. eBay, 2021 Global Transparency Report, April 2022, 
https://www.ebaymainstreet.com/sites/default/files/2022-
04/ebay_Transparency-Report-2022_Letter_Social_v5.pdf.  

60. Etsy, “Introducing: Etsy’s Purchase Protection Program,” June 6, 2023, 
www.etsy.com/seller-handbook/article/1085799204521.  

61. Ibid. 

62. Etsy Help Center, Seller Policies, https://help.etsy.com/hc/en-
us/articles/5850122619287?segment=selling.  

63. Etsy, “Introducing: Etsy’s Purchase Protection Program.”  

64. Facebook Help Center, “Selling on Facebook,” 
www.facebook.com/help/153832041692242; Instagram, “Instagram 
Purchase Protection Policy,” 
https://help.instagram.com/300557977301126. 

65. Facebook Help Center, “How Purchase Protection works on Facebook,” 
www.facebook.com/help/228307904608701.  

66. Facebook, “Purchase Protection Policies: Disputes and Refunds,” 
www.facebook.com/policies/purchase_protection/.  

67. Houzz, “Houzz Return Policy,” www.houzz.com/return-policy.  

68. Newegg, “Marketplace Guarantee,” www.kb.newegg.com/knowledge-
base/newegg-marketplace-guarantee/.  

69. Temu, “What is Temu,” https://www.temu.com/what-is-temu.html.  

70. Ibid.  

71. Frank Calviño. “Temu to open its platform to third-party sellers in the United 
States,” Cross-border Magazine, February 29, 2024, https://cross-border-
magazine.com/temu-usa-opens-thirdparty-platform/  

72. Temu, “Temu Purchase Protection Program,” https://www.temu.com/temu-
purchase-protection.html.  

73. Walmart, “Marketplace Sellers on Walmart,” 
www.walmart.com/help/article/marketplace-sellers-on-walmart/.  

74. Ibid. 

75. Wayfair, “Wayfair Return Policy,” 
https://www.returnpolicy.com/wayfair#what-is-wayfair-s-return-policy-on-
damaged-or-defective-items  

76. Ibid. 

https://www.dhgate.com/blog/dhgate-refund/
http://www.ebay.com/help/policies/ebay-money-back-guarantee-policy/ebay-money-back-guarantee-policy
http://www.ebay.com/help/policies/ebay-money-back-guarantee-policy/ebay-money-back-guarantee-policy
http://www.ebaymainstreet.com/sites/default/files/2022-04/ebay_Transparency-Report-2022_Letter_Social_v5.pdf
http://www.ebaymainstreet.com/sites/default/files/2022-04/ebay_Transparency-Report-2022_Letter_Social_v5.pdf
http://www.compliancegate.com/ebay-product-compliance-and-safety-requirements/
http://www.compliancegate.com/ebay-product-compliance-and-safety-requirements/
https://www.ebaymainstreet.com/sites/default/files/2022-04/ebay_Transparency-Report-2022_Letter_Social_v5.pdf
https://www.ebaymainstreet.com/sites/default/files/2022-04/ebay_Transparency-Report-2022_Letter_Social_v5.pdf
http://www.etsy.com/seller-handbook/article/1085799204521
https://help.etsy.com/hc/en-us/articles/5850122619287?segment=selling
https://help.etsy.com/hc/en-us/articles/5850122619287?segment=selling
http://www.facebook.com/help/153832041692242
https://help.instagram.com/300557977301126
http://www.facebook.com/help/228307904608701
http://www.facebook.com/policies/purchase_protection/
http://www.houzz.com/return-policy
http://www.kb.newegg.com/knowledge-base/newegg-marketplace-guarantee/
http://www.kb.newegg.com/knowledge-base/newegg-marketplace-guarantee/
https://www.temu.com/what-is-temu.html
https://cross-border-magazine.com/temu-usa-opens-thirdparty-platform/
https://cross-border-magazine.com/temu-usa-opens-thirdparty-platform/
https://www.temu.com/temu-purchase-protection.html
https://www.temu.com/temu-purchase-protection.html
http://www.walmart.com/help/article/marketplace-sellers-on-walmart/
https://www.returnpolicy.com/wayfair#what-is-wayfair-s-return-policy-on-damaged-or-defective-items
https://www.returnpolicy.com/wayfair#what-is-wayfair-s-return-policy-on-damaged-or-defective-items


  

CENTER FOR DATA INNOVATION 23 

 
77. American Legislative Exchange Council, Product Liability Act, 

www.alec.org/model-policy/product-liability-act/.  

78. Ibid. 

79. U.S. Consumer Product Safety Commission, Duty to Report to CPSC: Rights 
and Responsibilities of Businesses, www.cpsc.gov/Business--
Manufacturing/Recall-Guidance/Duty-to-Report-to-the-CPSC-Your-Rights-
and-Responsibilities.  

80. Retail Industry Leaders Association, Retailer Reporting Program, 
www.rila.org/focus-areas/legal-affairs-compliance/retailer-reporting-
program.  

81. U.S. Consumer Product Safety Commission, “Product Safety Compliance for 
Beginners,” March 1, 2011, https://slideplayer.com/slide/10590178/.  

82. Alibaba Group, “Fiscal Year 2022 Annual Report,” p.116, 
https://static.alibabagroup.com/reports/fy2022/ar/ebook/en/116/index.h
tml.  

83. MacroTrends, Amazon Revenue 2010-2023, 
www.macrotrends.net/stocks/charts/AMZN/amazon/revenue.  

84. Ibid.  

85. Statista, “Annual Revenue of Etsy, Inc. from 2012 to 2022,” February 2023, 
www.statista.com/statistics/409371/etsy-annual-revenue/.  

86. Zippia, “Houzz Overview,” https://www.zippia.com/houzz-careers-
26665/revenue/.  

87. Statista, “Annual revenue generated by Meta Platforms from 2009 to 
2023,” www.statista.com/statistics/268604/annual-revenue-of-facebook/.  

88. Companies Market Cap, “Revenue for Newegg,” 
www.companiesmarketcap.com/newegg/revenue/.  

89. Statista, “Pindoudou’s annual revenue 2016-2022,” 
www.statista.com/statistics/1030499/pinduoduo-annual-revenue/.  

90. Walmart, “Financial presentation to accompany management commentary,” 
www.corporate.walmart.com/content/dam/corporate/documents/press-
center/walmart-releases-q4-and-fy22-earnings/q4-fy22-earnings-
presentation.pdf.  

91. “Wayfair Announces Fourth Quarter and Full Year 2022 Results,” press 
release, Wayfair Investor Relations, February 23, 2023, 
www.investor.wayfair.com/news/news-details/2023/Wayfair-Announces-
Fourth-Quarter-and-Full-Year-2022-Results/default.aspx.  

http://www.alec.org/model-policy/product-liability-act/
http://www.cpsc.gov/Business--Manufacturing/Recall-Guidance/Duty-to-Report-to-the-CPSC-Your-Rights-and-Responsibilities
http://www.cpsc.gov/Business--Manufacturing/Recall-Guidance/Duty-to-Report-to-the-CPSC-Your-Rights-and-Responsibilities
http://www.cpsc.gov/Business--Manufacturing/Recall-Guidance/Duty-to-Report-to-the-CPSC-Your-Rights-and-Responsibilities
http://www.rila.org/focus-areas/legal-affairs-compliance/retailer-reporting-program
http://www.rila.org/focus-areas/legal-affairs-compliance/retailer-reporting-program
https://slideplayer.com/slide/10590178/
https://static.alibabagroup.com/reports/fy2022/ar/ebook/en/116/index.html
https://static.alibabagroup.com/reports/fy2022/ar/ebook/en/116/index.html
http://www.macrotrends.net/stocks/charts/AMZN/amazon/revenue
http://www.statista.com/statistics/409371/etsy-annual-revenue/
https://www.zippia.com/houzz-careers-26665/revenue/
https://www.zippia.com/houzz-careers-26665/revenue/
http://www.statista.com/statistics/268604/annual-revenue-of-facebook/
http://www.companiesmarketcap.com/newegg/revenue/
http://www.statista.com/statistics/1030499/pinduoduo-annual-revenue/
http://www.corporate.walmart.com/content/dam/corporate/documents/press-center/walmart-releases-q4-and-fy22-earnings/q4-fy22-earnings-presentation.pdf
http://www.corporate.walmart.com/content/dam/corporate/documents/press-center/walmart-releases-q4-and-fy22-earnings/q4-fy22-earnings-presentation.pdf
http://www.corporate.walmart.com/content/dam/corporate/documents/press-center/walmart-releases-q4-and-fy22-earnings/q4-fy22-earnings-presentation.pdf
http://www.investor.wayfair.com/news/news-details/2023/Wayfair-Announces-Fourth-Quarter-and-Full-Year-2022-Results/default.aspx
http://www.investor.wayfair.com/news/news-details/2023/Wayfair-Announces-Fourth-Quarter-and-Full-Year-2022-Results/default.aspx


  

CENTER FOR DATA INNOVATION 24 

ABOUT THE AUTHOR 
Becca Trate is a policy analyst focusing on innovation in retail at the 
Center for Data Innovation. Previously, she worked as a 
communications manager for the National Association of 
Broadcasters. She holds a B.S. in Journalism from Ohio University. 

ABOUT THE CENTER FOR DATA INNOVATION 
The Center for Data Innovation studies the intersection of data, 
technology, and public policy. With staff in Washington, London, and 
Brussels, the Center formulates and promotes pragmatic public 
policies designed to maximize the benefits of data-driven innovation in 
the public and private sectors. It educates policymakers and the public 
about the opportunities and challenges associated with data, as well 
as technology trends such as open data, artificial intelligence, and the 
Internet of Things. The Center is part of the Information Technology 
and Innovation Foundation (ITIF), a nonprofit, nonpartisan think tank. 
  

Contact: info@datainnovation.org 

datainnovation.org 

 


	Product Liability
	Legal Standards for Product Liability Lawsuits
	Strict Liability
	Consumer Expectation Test
	Risk-Utility Test

	Negligence
	Breach of Warranty


	E-commerce Retailers and Online Marketplaces
	Different Kinds of Sellers on Online Marketplaces
	How Is Product Liability for Third-Party Marketplaces Evolving?
	Notable Court Cases
	Berkley Regional Insurance Co. v. John Doe Battery Manufacturer et al.
	Great Northern Insurance Co. v. Amazon.com Inc.
	State Farm Fire & Casualty Co. v. Amazon.com Inc.
	McMillan v. Amazon.com, Inc.
	Loomis v. Amazon

	State Laws


	Online Marketplaces Policies
	AliExpress
	Amazon
	DHgate
	eBay
	Etsy
	Meta (Facebook and Instagram)
	Houzz
	Newegg
	Temu
	Walmart Marketplace
	Wayfair

	Recommendations
	Create A National Strict Liability Standard
	Different Liability Rules for Different Types of Online Marketplaces
	Develop Voluntary Best Practices for Buyer Protection Programs
	Expand Data Sharing Between Retailers and Government Agencies

	Conclusion
	Appendix: Buyer-Protection Policies for U.S. Consumers
	Errata
	References

