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The role of the digital media for the commercialization of products and services in

Venezuela

Abstract

This thesis evaluates electronic commerce in Venezuela from the point of view of users
as well as businesses. There is an increasing number of users participating in this market due
to both economic difficulties across the country and increasing access to modern technology.
The results of the practical section of this thesis give an understanding of the current
situation, as well as evaluate the behaviors and preference of the consumers and companies.
A set of recommendations has been offered to for the consideration of companies, including:
a focus on generations "Z", "Y" and "X" for the offer of products and services; a focus on
the link between price and quality with the product/service on offer in order to attract the
largest number of consumers; the proper use of digital media based on the type of product
or service and the target market; and attention to the cost of shipping to avoid losing potential

customers.

Keywords: marketing, social media, business plan, promotion.



Role digitalnich médii pro komercializaci produktii a sluZeb ve Venezuele

Abstrakt

Tato prace hodnoti elektornicky obchod ve Venezuele z pohledu uzivateld i podnikt. Na
tomto trhu se zvySuje pocet uzivatelti v disledku ekonomickych obtizi v celé zemi a také
diky zvySenému pfistupu k modernim technologiim. Vésledky praktické¢ ¢asti této
bakalaiské prace objastiuji soucasnou situaci, dale hodnoti chova a preference spotiebitelt
¢i spolecnosti. Tato prace nabizi doporuceni pro spolecnosti, zaméfujici se i na generace, Z",
Y" a ,X". Tato doporuceni se sklddaji z nabidky produkti a sluzeb, zabyvajici se spojitosti
mezi cenou a kvalitou, sluzbou s cilem pfilakat nejvy$si mozny pocet spotiebitelt, fadné
pouzivani digitdlnich médii (pode typu produktu nebo sluzby a cilového trhu). V neposledni
fad¢ je také kladen diraz naklady na dopravu, aby nedoslo ke ztrat¢ potencionalnich

zakaznika.

Kli¢ova slova: marketing, socialni média, podnikatelsky plan, propagace.
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1. Introduction

Humans are unique amongst all the species in that they strive for continuous improvement
of their lifestyle. In commerce, this translates to perfecting the tools and systems to achieve
a higher production quantity and/or income whilst reducing the effort required as much as
possible. For example, this can be seen in developments around food, transportation, housing

and commerce in general.

Commerce is one activity that humans have participated in since long ago; that is because
even early humans understood that people have different needs, and plenty of these needs
cannot be satisfied by oneself. Furthermore, with the passage of time the needs grow more

each day.

In this way, humans developed an understanding of the need to specialize their activity
in a single, specific area, allowing them to produce goods and/or services that could be
required for oneself, but also to trade with others who may have the same needs. The best
way that humans found to trade their products and services was through currency, because

it is a stable good that allows one to give and receive at a fixed value.

But as we said in the beginning, the human is always in constant change and looking to
improve processes and systems. One of area that is in constant change is commerce; it is not
enough to just trade, the market is constantly developing to satisfy new and changing

consumer needs.

Competition in the commercial market changes and increases day by day. With hundreds
of vendors competing for the same customers, businesses need specialized tools to reach out

to their audience and remain relevant in the market.

Any company offering products or services must constantly consider any developments
in society and address changes as they arise in order to maintain relevance in a crowded

market.

Currently, digital media is one the most relevant elements that should be considered when
offering a product or service in the market. Market participation has grown exponentially in
this area over recent years, with users demonstrating a level of pleasure and comfort in the

digital domain, managing to find, connect, obtain and satisfy several of their needs.
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In the following pages we will explore the different elements that are present and should
be considered in the new age of commerce, using the most important tools offered by digital
media to improve our commerce and offer the best marketing possible with the goal of
obtaining the best results for our trade process in a competitive market. It’s important to
highlight that this investigation is based on the environment and commerce in Venezuela,
but nevertheless the same could be applied to different commerce environments around the

world.
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2. Objectives and methodology

2.1 Objectives

The purpose of this thesis is to evaluate the e-commerce activity in the Venezuelan
market, looking at the participation of both consumers and businesses from the point of view
of each. In this way, we can identify how their behavior and preferences impact the e-

commerce market and strategize on how this information can be used to increase revenue.

2.2 Methodology

The thesis is divided into two parts. The first section includes a literature review of
relevant case studies and opinion pieces. The second section is a practical study, with two
different questionnaires (one for users-consumers and one for business-providers) to
evaluate the behavior and preferences present in the Venezuelan community. A series of
charts are used to present the results and offer data-driven recommendations and

conclusions.
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3 Literature review
3.1 Business
According to some authors, business is defined in the following way:

- Acorporation associated with the production and distribution of goods for sale to the
market or the price on each service. (Owen, 2015)

- All companies that make, distribute, or provide any goods or services required by
other community members who are willing and able to purchase or pay for it.
(Urwick, Hunt, 2015)

- Asetof activities undertaken to create a way to develop and transform various power
cracked into goods or services that customers want. (Glos, Steade, Lowry, 1996)

In this way, when people are talking about a business they are making reference to any
elaboration, work or occupation that is made with the intention to obtain a benefit from the

activity of production, commercialization or provision of services in the market.
3.1.1 Business analysis

It is evident that the highest percentage of failed businesses occur in the early stages, but
what happened? Their idea was good, why didn’t work? Why were other companies
successful with the same products and services? Is because they are lucky? Why are some
businesses successful, but the majority don’t last over the time?

It’s important to mention that maybe some businesses received external help, and in that
way progressed their performance in the market, but the reality is that more than one simple
factor is at play. Compared to 10 or even 5 years ago, there are a large number of new
elements in the market that need to be considered. For example, the behavior of consumers
is not the same, the markets have expanded drastically, and information is no longer kept

secret. All is public for anyone who should wish to know.

For this reason, it’s important to implement a business analysis study, which seeks to
“help guide businesses in improving processes, products, services and software through data
analysis. These agile workers straddle the line between IT and the business to help bridge

the gap and improve efficiency” (Pratt, White, 2019).
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The business analysis is used to evaluate organizational structures, practices and
objectives to identify performance gaps and determine solutions as per the information. A
business analysis provides direction to understand the business’ changing needs, and also
provides technological ideas to develop its practices and structures. In other words, a
business analysis connects a company’s business goals and IT solutions. Business Analysts
are responsible for smooth communication among project teams, developers, and
stakeholders to accomplish projects, reduce costs, and improve quality and worth (Frometa,
R).

Employing a Business Analyst is not, of course, a guarantee of success. There are constant
external factors that can affect the business or the market environment (for example, political
decisions, natural disasters etc.), but a good Business Analyst can work to reduce the level
of risk by identifying which elements are available in the market, what potential tools are
relevant to the business and local market, where are the potential clients, with which

customers we are working or with which business we are competing.

In the past, this deep level of information was not possible to access. However, nowadays
it is important to gather data and information from various sources in order to understand
the minute details of the market and allow businesses to make educated decisions with the

aim of growing their companies.
3.1.2 Business model

Before starting a business in any market, it is necessary to create a business plan that will
clearly define your role and presence. Questions that are necessary to define include:

- What are you going to offer?

- How you are going to do it?

- Who you are going to sell it to?
- How you are going to sell it?

Once these questions are answered, will allow to any business find out of their identity in
the market (who you are, how you do it, at what cost, with what means and what sources of
income you will have), essential tool that can be used to have a constant follow of the
business process and make changes in specific areas to improve the results.
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Megias (2013) explains that the business model is usually relativized with revenue
streams, and not only describes how to earn money, but also who your customers are, how
and where you are going to find them, the tasks that need to be completed to deliver your
value proposition, what makes you unique, your cost structure etc., an overall systemic view

of your business.

To identify if one business has a satisfactory model in the market you can simply look at
its clients. When the clients are paying for products and services, we can assume that the
business created the enough value for the client that they become interested. To progress to
a sale, the business must get closer to the clients and really understand how they are acting,
what they want and how they want to do it. Basically, they should create deep relationship
from the beginning of the purchasing process in order to gain information about the needs

and problems that are present in your market.

But one also must remember that once we are in the market we must be open to rapid and
constant changed. The market and consumer needs will present future changes and we must
be prepared for that in order to keep satisfying the needs in the market. “The business model
may vary constantly. In fact, not changing business models or making important variations

is scary”’ (Kawasaki, 2015).
3.1.2.1 Business model canvas

“Roughly translated, the technical term "business model canvas” means that you can
clearly present your business idea on a piece of paper. This allows you to visualize your

business model, detect weaknesses and test whether it can work (Emprechtinger, 2018).

One of the most well-known business models used today to answer to the most important
questions in our business is the “business model canvas”. In encourages the business owner
to describe, discuss, design, challenge, improve and innovate the business idea that they are
planning to start. The business model canvas uses 9 basic building boxes to allow the

production of a quick business model, these being:

- Customer segments
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The clients of any business will not exist if you don’t know who they are, with detail such
as geographical, demographic and social information. This helps to define the target market

for a product or services (including age, sex, country, province etc.).
- Value propositions

This section is to explain what kind of value your product or service is offering to your

clients and looking to add value to the existing products or services to stand out in the market.

“The value proposition is the reason why customers turn to one company over another. It
solves a customer problem or satisfies a customer need. Each value proposition consists of
a selected bundle of products and/or services that caters to the requirements of a specific
customer segment. In this sense, the value proposition is an aggregation, or bundle, of

benefits that a company offers customers.” (Osterwalder, Pigneur, 2010, p. 22).
- Channels

The channel defines how the product or services will get to our customers, for example
how they are able to find a store or sign up for an offer. This is possible through physical
establishment or a website, which must also provide ways to keep in contact with our clients
or for them to contact us.

- Customer Relationship

It is necessary to be clear as to how the business will attract new clients, but also how to

maintain them and make them a valued client of the business.
- Revenue streams

This section covers an explanation of how to receive income from our products or
services, defining what kind of value the company offers to entice their clients to pay for it.
It also explains what methods can be accepted as payment (cash, card, cryptocurrencies etc.).

“If customers comprise the heart of a business model, revenue streams are the arteries. A
company must ask itself, for what value is each customer segment truly willing to pay?
Successfully answering that question allows the firm to generate one or more revenue
streams from each customer segment. Each revenue stream may have different pricing
mechanisms, such as fixed list prices, bargaining, auctioning, market dependent, volume

dependent, or yield management” (Osterwalder, Pigneur, 2010, p. 30).
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- Key resources

This section explains the most important elements that are necessary to make our business
model work, including financial elements, physical elements, intellectual elements and

human resources.

“Every business model requires Key Resources. These resources allow an enterprise to
create and offer a Value Proposition, reach markets, maintain relationships with Customer
Segments, and earn revenues. Different Key Resources are needed depending on the type of
business model. A microchip manufacturer requires capital-intensive production facilities,
whereas a microchip designer focuses more on human resources” (Osterwalder, Pigneur,

2010, p. 34).
- Key activities

It’s necessary to identify all the important products and services that the company offers
to ensure our business model works efficiently (production, consultancy, engineering) and

to generate income for the company.
- Key partnerships

Explain who are the principal key partners in the business to make the model work,

detailing what product or service we need from them to start.

“Companies forge partnerships for many reasons, and partnerships are becoming a
cornerstone of many business models. Companies create alliances to optimize their business

models, reduce risk, or acquire resources.” (Osterwalder, Pigneur, 2010, p. 38).
- Cost structure

Finally, its necessary to explain what are the principal costs to start the business, mainly
identifying resources with the highest costs, the main activities that involve higher cost, fixed

costs, variable costs and taxes.

“This building block describes the most important costs incurred while operating under a
particular business model. Creating and delivering value, maintaining Customer
Relationships, and generating revenue all incur costs. Such costs can be calculated relatively
easily after defining Key Resources, Key Activities, and Key Partnerships” (Osterwalder,
Pigneur, 2010, p. 41).
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3.2 E - Commerce

Public internet was initially used as a tool to get information in an easy way, but this
utility and scope has been growing over time, with commerce being one of the major
functions these days. E-commerce is defined as a process whereby the internet or computer
networks are used like a bridge to connect buyers and sellers with interest in products and/or
services. In this way, commerce activities are performed without the need to be present in a

specific place or store.

“To many people, the term “electronic commerce” means shopping on the part of the
Internet called the World Wide Web (the Web). However, electronic commerce (or e-
commerce) also includes many other activities, such as businesses trading with other
businesses and internal processes that companies use to support their buying, selling, hiring,
planning, and other activities” (Schneider, 2011, p. 5).

It does not matter if one business is starting and using the internet for commerce or if it
is already a physical store expanding to e-commerce; it is necessary in both cases to evaluate
the market where they are planning to play, taking into consideration the structure, process,

resources, customer profile, human resources and technology.

There are elements in regular offline business that do not always need to be considered
in e-commerce, however the benefit of access to extra information for e-commerce
businesses can be used to gain a market advantage. For example, a business is more likely
to experience success if they prepare to record and analyze incoming data such as from where
the audience is acquired (eg. searches in the browser, from advertising, emails that have been
sent, advertising of our customers etc.) and how this information can be used to define useful

strategies that can help the business reach their goals.

Is important to remember that the customers are still the most important part of the
business, and they need to have access to communication channels that allow them to interact
with the business in an appropriate way. For example, contact phones, scheduled assistance,

online chat and emails.

3.2.1 Categories of e- commerce

21



Whilst electronic commerce encompasses all purchase and sale of products and
services on the internet, it can be further broken down into more specific categories. These

include:
3.2.1.1 B2B (Business to business)

This refers to any type of business where the final customer is not involved in the process
of commerce. The most typical case would be the relation between the manufacturer and
wholesaler, or a wholesaler and a retailer; in other words, this business to business model is

conducted by organizations rather than individual consumers.

“B2B e-commerce refers to all electronic transactions of goods and sales that are
conducted between two companies. This type of e-commerce typically explains the
relationship between the producers of a product and the wholesalers who advertise the
product for purchase to consumers. Sometimes this allows wholesalers to stay ahead of their
competition” (Wilks, 2018).

3.2.1.2 B2C (Business to consumer)

This is the most common type of commerce found online, and occurs when a business
sells a product or service to the client that is the final consumer. The difference between B2B

and B2C is therefore that B2C has no intermediator, the process is directly with the customer.

“B2C e-commerce deals with electronic business relationships between businesses and
consumers. Many people enjoy this avenue of e-commerce because it allows them to shop
around for the best prices, read customer reviews and often find different products that they
wouldn’t otherwise be exposed to in the retail world. This e-commerce category also enables

businesses to develop a more personalized relationship with their customers” (Wilks, 2018).
3.2.1.3 C2C (Consumer to consumer)

Consumer to consumer is the business model where there is no business present in
the process. Instead, the deal is negotiated between individual consumers offering the
product or service to others. In this model, it is common to see the presence of a third-party

site offering facilities to manage the details of the transaction (eg. eBay).

This level of e-commerce encompasses all electronic transactions that take place between

consumers. Generally, these transactions are provided by online platforms (such as PayPal),
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but often are conducted through the use of social media networks (Facebook marketplace)
and websites (Craigslist) (Wilks, 2018).

3.2.1.4 B2A (Business to administration)

A third figure that is present in e-commerce is administration (sometimes called
government). The model of business to administration refers to the relation that cooperatives
(companies) have with public administration sector, where they present an exchange of
information by the internet. This often involves a large amount and variety of services

focusing on legal documents, employment and financial area.

This e-commerce category refers to all transactions between companies and public
administration. This is an area that involves many services, particularly in areas such as

social security, employment and legal documents (Wilks, 2018).
3.2.1.5 C2A (Consumer to administration)

The Consumer-to-Administration model encompasses all electronic transactions

conducted between individuals and public administration.
Examples of applications include:

- Education: disseminating information, distance learning, etc.
- Social Security — through the distribution of information, making payments, etc.
- Taxes — filing tax returns, payments, etc.

- Health — appointments, information about illnesses, payment of health services, etc.

According to Fernandes (2014), both models involving Public Administration (B2A and
C2A) are strongly associated with the idea of efficiency and ease of usability of the services
provided to citizens by the government, with the support of information and communication

technologies.
3.2.2 Presence of e-commerce in business

The inclusion of the internet in society has caused significant changes in human activities.
Some people consider it as a development of society, and the integration of the internet into
our daily lives has led to unexpected changes. For example, online activities take up much

of people’s free time, as well as their time during the workday. However, certain e-commerce
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providers have used these changes as a commercial opportunity to introduce solutions to
these new problems in the market.

With such huge changes resulting from the popularity of e-commerce, as well as the
financial benefits for business, it has become a mainstream method to do business and to
purchase products and services. In fact, the expansion of the e-commerce has been so
influential that is possible to conduct most services online, including any educational,
financial, political, legal and more services. Some specific elements that have been improved

by e-commerce and give it an edge over physical commerce are:

- Business open 24/7: The difference between conventional stores that are open from
9.00 to 21.00 and e-commerce is that potential customers can access the online store
or service 24/7. This allows the inclusion of all the people that may be interested in
our services but cannot access a physical store during typical opening hours.

- Reduction of financial cost: E-commerce eliminates the need to have a physical
store and all the expenses related to the place (eg. rent, on-site employees, services
etc.), as aspect that was previously often the highest expenses to start a business.

- Territorial scope: Being online, there is more possibility to catch a new audience
outside of the local territory, and even internationally. The increased territory and
presence have the potential to lead to higher sales for a business.

- Data collection: Once a business has an online presence, it is easier to collect data
from your audience (eg. location, gender, interests etc.) and use it to your benefit.
This data can then be used to evaluate the most effective strategies that may help to
grow the business, and to discard those that don’t. Also, it is easier study and measure

the competition to evaluate our position in the market.

Once a business is established in the online market and gathering traffic and sales activity,
there is sometimes no longer need for a physical store. Some online businesses receive much
higher results than their physical counterparts, and in such cases it makes sense to operate

online only, without a physical location.
3.2.3 E-Commerce in the Venezuelan market

From a long time ago, e-commerce has been one of the principal channels to sell and
buy products and services around the world, but the behavior is not equal across all countries.

Compared to North American or European markets, Latin America has a unique level of
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participation. In this continent, e-commerce is not so popular in the market and falls far
behind Europe and North America. However, it is a growing market and Latin American
companies are starting to take more notice, with the scope growing considerably over the

last year.

Talking specially about Venezuela, a country that has, in recent years, experienced
the worst economic situation that they ever had. They have seen positive behavior in the e-
commerce market with increasing transactions and participation from the population, each
day adding more people and businesses to this method of commerce. In 2017 one study of
e-commerce market developed by the company Tendencias Digitales, there were 374.9
million consumers registered online in Latin America, however Venezuela had a
participation rate of 5% of the total, representing around 17 million users (53% of the

population in Venezuela in 2017) who made online transactions in the country.

One of the reasons that e-commerce in Venezuela has risen in popularity is the
political crisis situation. The population has been negatively affected continuously with their
salary and what they can buy with it, the prices of the products have been increasing much
more than the proportion of the salary, forcing consumers to restrict their consumption. But
e-commerce channels have helped during this moment of crisis, enabling consumers to find
a bigger range of the same product in comparison to the traditional market. It also led to
better price competition, with consumers able to choose between retailers, thereby pushing

prices for goods and services to a more sustainable level.

Also, the Venezuelan business sector found a space in the e-commerce market,
enabling them to offer their products and services and receive more clients that can improve

their income and in consequence their profit.

It is important to clarify that the Venezuelans saw an opportunity in existing e-
commerce platforms such as Facebook or Mercado Libre (similar to Ebay), and used these

to offer their products and receive some extra income that can be used to cover other needs.
3.3 Digital media

The impact that the technology has had in modern society is evident in how we live
today. Humans are used to getting comfortable with new technologies and can rapidly make
part of their lifestyle, integrating it into their activities and routines. One of the best examples

is the phone. This development is now ubiquitous in our lives, and we use it as a tool to
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develop and undertake activities couldn’t have been imagined at its invention, such as

exercise, work, study, travel, and even commerce.

But all these activities are not structured to be managed just by phones. In this age of
technology, it is necessary to include all devices available offer the most comfortable
customer experience. From there, the business can implement digital media strategies to
develop, create, view, modify and allow digital electronic devices to be part of this

experience.

Is in this way, digital media can be defined as the integration of text, pictures,
graphics, videos, sounds and other elements that are managed digitally; all of them using
informatic and electronic systems to be changed and developed. Some of the products that
rely on digital media are games, e-commerce (Amazon, eBay), applications (Facebook,
Instagram, WhatsApp), and websites.

One of the most important section of digital media is social media. It is a unique part
of digital media due to the interaction that it enables within society. It is possible to see
someone’s entire life, with people connected continuously through comments, posts, photos,
events and more. It is this characteristic that business saw as an opportunity to promote their

products and services and become integrated in people’s lives.

Stelzner (2014) considers the social media as an important part of on-line marketing. 92%
of marketers indicate, that social media is important for their business and 80% say that

social media has increased website traffic for their business.
3.3.1 Mercado libre

With a presence in 19 countries in Latin America, Mercado Libre is a technology
company focused on the e-commerce of the region. It was founded by Marcos Galperin in
1999 in Argentina, where a team were looking to innovate and develop the e-commerce in

the region.

The continuous growth of the company was evidenced by the acceptance and fast

uptake of the technology by the public, showing their interest and trust in the system.

Mercado Libre is a platform that serves as a channel to connect people, particularly
sellers and buyers. Both have profiles that show their distinction in the market. On the

website you will find a series of articles which are divided into their respective categories,
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where each product has a title that describes it along with a series of photos of the product.
There is also a section where previous buyers review the product, thus leaving their
comments and opinions for future buyers. Finally, it has a question section where potential

customers can clarify their doubts regarding the product.

Buyers and sellers have very similar profiles, where one of the most important elements
to consider is the number of transactions that the user has made on the platform, as well as

their reputation on each of them from bad to platinum.

Mercado Libre has been growing over time and expanding the services it offers. Initially
it was only designed to connect buyers and sellers, but its evolution has given rise to different
aspects including elements that stand out in the market. Among these is the Mercado Pago
payment system (a method in which the buyer and the seller have their money protected in
escrow, and it is released when the transaction is finalized), Mercado Libre advertising
(offering the possibility of advertising products on the platform and thus standing out among
the others), Mercado Envios (serving as a means of transport for product delivery to buyers),
and finally Mercado Crédito (a possibility offered by the platform to perform purchases
acquiring a credit that is interest free for up to 12 months).

The key to its growth was in 2001, when a special agreement was signed with Ebay, being
the main shareholder of the company. Today, its popularity has reached new heights with
211.9 million registered users, with 10 million vendors and 33.7 million users who register

a continuous activity.
3.3.2 Instagram

The social network Instagram was created in 2010 by Kevin Systrom and Mike Krieger,
inspired by Polaroid's instant cameras. Its objective in the market was to enable the
publication of photos and videos by users, with the ability to retouch the captures by means

of filters.

Their popularity in the market was amazing, managing to capture celebrities and artists
where they dedicated themselves to sharing moments of their lives. In 2012, Facebook
offered a sum of 1 billion dollars to buy Instagram’s rights, taking over the most famous
social network of the moment. Since then, the changes and improvements in the social
network have not stopped, including more and more features that have highlighted it as

unique in the market.
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Its innovation and improvement have also been focused on the commerce sector, and in
2016 Instagram introduced the option to create company profiles. Its objective was to offer
a similar experience to what customers already knew, but also provide a series of features
that allow companies to measure their performance and presence, as well as helping to

promote them in the market.

Some of the features it offers include the possibility to get insights about a company’s
own followers and to see how your post is performing with the public; the option to create
promotions on Instagram to reach more customers and build your business; the integration
of new contact options in the business profile making it easier for people to get in touch with
the company; and the interaction of the company with their followers through Instagram

stories to offer their products and services.

Its growth in the market has been so significant that it currently has an activity of more
than one billion people per month. 80 percent of user accounts on the platform follow
company accounts, and more than 500 million people use Instagram stories daily, making it
a fundamental tool for the development and growth of current and new companies in the

market.
3.3.3 WhatsApp

WhatsApp has become one of the most popular messenger apps around the world, its
popularity evidenced by the ever-increasing number of users and app downloads. This has
been due to globalization and the way in which people develop and build their experiences
based on the Internet, in addition to seeking to replace traditional SMS, which implies

constant costs to users.

The WhatsApp application was developed in 2009 by Jan Koum and later sold to
Facebook in 2014. The application is still under constant development with new features

implemented regularly in order to improve user experience

From originally being a daily messenger, today WhatsApp now allows the sending and
receiving of multimedia files (photos, documents, videos, voice recordings etc.) as well as

making calls and video calls on the same platform.

In more recent developments, in 2018 a specific messenger aimed at business customers

(WhatsApp business) was launched. This contains the same features of WhatsApp
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messaging plus a series of additional features and options to promote and boost business

communications with customers.

Some of the characteristics that help WhatsApp Business stand out in the market include
that the business can create a business profile with helpful information for the customers
with company details like the website, address, business description and contact information.
Also, the app is designed to offer fast attention to the clients of a business with quick replies,
saving and reusing messages that are frequently sent as answers to common questions.
Furthermore, it is possible to access statistical information, like the number of messages that
was sent, delivered and read. There are more than 100 million businesses using the app for
business purposes, with some even using the app as the principal channel of communication

with their customers, whilst others use it just to have a presence in the platform.

This is how WhatsApp has become one of the most used messaging applications
worldwide, especially in Latin America, where by 2017 it had 93% usage in the region.
WhatsApp has incorporated the user in its latest updates, customizing the app to the needs
of its consumers and the market and thus achieving adaptation to different generations. This

success is the result of constant assessments of current needs.
3.3.4 Facebook

Facebook had its beginnings while Mark Zuckerberg was studying at Harvard University,
when he created the platform as a site where students could share information relevant to
their studies; but its model in the market began to virilize with greater force. Now, it is seen
as the most popular and successful social network in the world.

Today, Facebook is focused on connecting people on the same platform in order to share
information, news, images or videos with people who are related, be it friends, family or
work colleagues. In addition to being one of the largest and most popular social networks in
the market, its approach and features are diverse, which has made it more popular and

appealing to many different age ranges.

At present, Facebook has 2.45 billion users, and its global growth has extended to create
a space for business. Given the large number of users, it is highly attractive for companies
to create a public profile in this medium as it is possible to gain and analyze massive amounts

of traffic from all over the globe.
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With a business profile on the Facebook platform, a company can create a profile that
shares general information such as contact information and details of products and services

with potential customers, as well as share news and promotions in real time.

In addition, the platform offers the possibility to create advertising campaigns, publish
products for sale, and use analysis tools (Facebook Insights) to help develop strategies and
campaigns based on real data. It is also possible to evaluate the performance of your

competition through the feature called Social ScoreBoard.
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4 Practical part
4.1. Quantitative research

To implement the practical part, it was undertaken quantitative research via a
questionnaire. The questionnaire is a method that is used to collect information from a
specific group of people in a period of time, using different kinds of questions to achieve
different results. For example. structure semi-closed questions to give the opportunity to the
people to add an option in case they consider it necessary, and in that way catch a feedback
from our audience, and closed-ended questions with specific and clear options that had pre-

populated answers.

They study was focused on two sectors: the users-consumers and the companies-
providers of products and services. The intention was to evaluate the behavior and tools that
are used from both sides and evaluate their presence in e-commerce, as well as getting two
different views to offer the most accurate information about the reality of the market of

Venezuela.

For each questionnaire, it was selected 10 random users to answer the pilot questionnaire
and used that information to evaluate any necessary corrections. After the pilot test was
passed, the questionnaire was published for the users-consumers from 1 December 2019
until 30" January 2020 and for the companies and providers from 15" January 2020 until
28" February 2020.

The questionnaire that was focused on the users-consumers was answered by a total of
132 random people, while the questionnaire that was focused on the companies-providers
was answered by 81 random companies. Both questionnaires were implemented in Spanish

language to the Venezuelan territory and translated after completion.

For the questionnaire focused on the user-consumers, the 2 first questions were designed
to determine to which demographic group of people did the interviewees belong (gender and
age), then the following 7 questions were related to their knowledge and preferences for
participation in the e-commerce market in Venezuela. The last question is about the elements

that they consider may affect or restrict participation in e-commerce in Venezuela.
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For the questionnaire to the companies-providers, the first question was designed to find
out information about the company and what they offer in the market, whether they have an

electronic presence, from when they started in the market and if they have online suppliers.

The formulation of all the questions was designed to offer the interviewees a fast and easy
way to answer the questions, with some of the questions left open (with the option “other”
in case the interviewees consider necessary to add an option). The questionnaires were
distributed by social media (Facebook and WhatsApp) and by direct interview with the
people; and Google Forms was used to design and collect all the information.

4.1.1 Results of the quantitative research
4.1.1.1 Results of the quantitative research from users-consumers

This section includes the description of the results that were obtained from the user-
consumers from the questionnaire that was implemented, and their respective graphics
shown with the result.

4.1.1.1.1 Result of question no.1

Gender
131 answers

® Man
@® Woman
| prefer to don’t say it

Source: self-made according to obtained data

The first question of the questionnaire was a close-ended question, with 2 options related
to the gender on the interviewees and having the last one as a preference for them in case
they don’t want to give the information about their gender. Of a total of 131 people, 51,9%
of the interviewees were women (68 people) and 48,1% of the interviewees were men (63

people). All the interviewees did not select their gender.
4.1.1.1.2 Result of question no.2
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To which generation do you belong?
132 answers

@ Z (1994-2010)

@ Y (1981-1993)

@ X (1969-1980)

@ Baby Boomers (1949-1968)
@ Silent (1930-1948)

Source: self-made according to obtained data

The second question was also a close-ended question to determine to the generation of
people to which the interviewees belong, with the option from generation silent until
generation Z. As it is possible to see in the chart, most of the interviewees belong to the
generation Z with a participation of 50,8% (67 people). The second largest portion is
generation Y, with a participation of 22,7% (30 people), then generation X with 15,2%
participation (20 people). Baby boomers accounted for only 8,3% participation (11 people)

and there were 4 responses from generation silent, with a participation of 3%.

4.1.1.1.3 Result of question no.3

Do you have knowledge about E-commerce?
132 answers

® Yes
® No

Source: self-made according to obtained data

The third question was designed to determine if the interviewees had knowledge about e-
commerce. The results showed that 78% of them (103 people) had knowledge or at least
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they say that they have knowledge about e-commerce, and 22% of the interviewees declared

that they don’t have knowledge of what e-commerce is. This question was close-ended type.

4.1.1.1.4 Result of question no.4

Have you ever offered products/services by digital media channels?
132 answers

® Yes
® No
@ Maybe

Source: self-made according to obtained data

The fourth question was to find out if in any moment the users-consumers had participated
in e-commerce as a provider of any product or service. In the chart we can see that 70,5%
(93 people) said yes, while 28% (37 people) said no, and just 1,5% (2 people) said maybe,

not being sure about their participation. This question was formulated as a close-ended type.
4.1.1.1.5 Result of question no.5

Why do you buy on internet? (select one or more)

125 answers

49 (39,2 %)

Comfort
Price /quality 107 (85,6 %)
Variety

Idon'tdo it

1(0,8 %)

| hardly buy online 1(0,8 %)

| did not yet 1 (0,8 %)

o] 25 50 75 100 125

Source: self-made according to obtained data

The fifth question was a semi-closed question, where it was possible to add in “others”
an option if the interviewees considered necessary. The reason for this question was to try

to figure out what is the main reason that people use the internet to acquire products and
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services. The result show that the main reason 85,6% (107 people) of respondents use the
internet because it is possible to find a more attractive price or quality of goods and services,
39,2% (49 people) consider that the internet is a good option to provide comfort whilst
purchasing, 52% (65 people) consider that the internet is a good option to find variety on the
products and services; and 2,4% (3 people) declared that they don’t or almost never have
participation in operations on the internet.

4.1.1.1.6 Result of question no.6

Which platforms do you frequent to buy your products/services? (Select one or more)

125 answers

Facebook
WhatsApp
Mercado Libre

27 (21,6 %)
95 (76 %)
76 (60,8 %)

Instagram 89 (71,2 %)
Business web pages 21 (16,8 %)

Amazon

2(16 %)

I don’t have preferences |1 (0,8 %)

Web page of the cinema 1(0,8 %)

Alixpress, Amazonjf—1 (0,8 %)

Source: self-made according to obtained data

Question 6 was created to determine which platforms are most frequently used by the
user-consumers in Venezuela to acquire their products and services. With a semi-closed
question it was possible to see that the most frequently used platforms are WhatsApp (76%,
95 people) and Instagram (71,2%, 89 people), followed by Mercado Libre with 60,8% (76
people) of preference, then Facebook with a we see that 21,6% (27 people) gave other

options like Amazon, the cinema website and Aliexpress.
4.1.1.1.7 Result of question no.7

What are you used to get by digital media? (select one or more)

125 answers

Electronics 49 (39,2 %)

Spare parts 75 (60 %)
|41 (32,8 %)

34 (27,2 %)

Groceries
Services

Digital products
Clothes

Foreign exchange

19 (15,2 %)
76 (60,8 %)
19 (15,2 %)

2 (1,6 %)

1(0,8 %)

1(0,8 %)

Medicines
Never
Medicines

Source: self-made according to obtained data
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The seventh question it was a semi-closed question looking at the products and services
that are consumed the most by Venezuelans using e-commerce. On the chart it is possible to
see that clothes and spare parts are positioned on the first position with a preference of 60,8%
(76 people), and the second with a preference of 60% (75 people). In the third position is
electronics products with a preference of 39,2% (49 people), groceries is in fourth position
with 32,8% of preference (41 people), followed by services and foreign exchange with
42,4% (53 people). Note that this is separated from the services category because it is not
possible to find foreign currency in regular banks or exchange markets, it is instead sold and
bought like a product. Digital products have a preference of 15,2% (19 people). The option
of “others” includes, medicines with a preference of 2,4% (3 people), which was suggested

by the interviewees themselves.
4.1.1.1.8 Result of question no.8

Which payment methods do you use for transactions in e-commerce? (select one or more)

126 answers

Bank transfer

120 (95,2 %)

Credit card 14 (11,1 %)

Mercado Pago 9(7,1 %)

Crypto-currencies 23 (18,3 %)

Paypal 1(0,8 %)

No one 1(0,8 %)

| don’t have answer 1 (0,8 %)

Source: self-made according to obtained data

The eighth question was asking about the payment methods most frequently used by the
user-consumers to order their product and services through e-commerce. It was a semi-
closed question, with the option of “others” in case the interviewees would like to add an
option. A large majority, 95,2% (120 people), declared that the bank transfers are their
preference to process payments, whilst crypto currencies showed 18,3% (23 people), while
credit cards showed 11,1 (14 people). Mercado Pago, the secure system payment
implemented by Mercado Libre, has a preference of 7,1% (9 people), and Paypal showed a
low preference with only 0,8% (1 people). 1,6% (2 people) of respondents preferred to use
none of the methods listed.

4.1.1.1.9 Result of question no.9
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What do you prefer?

132 answers

Source: self-made according to obtained data

The ninth question was a close-ended question asking the interviewees their preferences

commerce.

4.1.1.1.10 Result of question no.10

@ E-commerce
@ Traditional commerce

around the traditional commerce and the e-commerce. On the chart we can see that 67,4%
(89 people) of the interviewees declared that they prefer e-commerce, while 32,6%
(43people) said that their preference to acquire products and services is through traditional

What barriers do you consider is present in the E-commerce in Venezuela (select one or

more)

132 answers

Shipping cost

High probability of scam
Difficulty to get a credit card
I don’t know where to buy 21 (17,1 %)

I don’t know how to buy 7(5.7 %)
There are not attractive prices 14 (11,4 %)
No confidence with the shipping
companies

I don’t have answer

1(0,8 %)

1(0,8 %)

Source: self-made according to obtained data

The last question of the users-consumers questionnaire was a semi-closed question,
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92 (74,8 %)
81 (65,9 %)

100

designed to identify the major obstacles present in the Venezuelan e-commerce market. The
two most selected options by the interviewees were the cost of the shipping and the high
probability of being scammed, the former with a selection of 74,8% (92 people) and the latter
with 65,9% (81 people). 17,1% (21 people) said that they don’t know where to obtain their
products and services using e-commerce, 11,4% (14 people) said that the prices are not



attractive with e-commerce, 7,3% (9 people) said that the difficulty to obtain an credit card
made it difficult to use e-commerce, and 5,7% (7 people) said that they do not know how to
use e-commerce facilities. In the option of “others”, the interviewees added the option lack
of confidence in shipping companies with 0,8% (1 people), and the final 0,8% (1 person) did

not have answer.
4.1.1.2 Results of the quantitative research from companies-providers

This section includes the description of the results that were obtained from the
companies-providers from the questionnaire that was implemented, and their respective

graphics shown with the result.

4.1.1.2.1 Result of question no.1

what does your business offer? (select one or more)

81 answers

Edible products 34 (42 %)

Inedible products 58 (71,6 %)

Services 29 (35,8 %)

) 20 40 80

Source: self-made according to obtained data

The first question of the questionnaire focused on companies-providers is a close-
ended question, looking to determine in which category the main products and services
belong within the Venezuelan territory. From 81 businesses that completed the
questionnaire, the majority (58 business, 71,6%) offer inedible products, 34 business (42%)
offer edible products and 29 business (35,8%) offer services.

4.1.1.2.2 Result of question no.2

Do you offer your products/services electronically?
81 answers

® Yes
® No
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Source: self-made according to obtained data

With the second question it was possible to know that out of 81 business that
completed the questionnaire, 70 of them (86,4%) had an e-commerce presence, while 11
(13,6%) businesses only offer their products in traditional stores and marketplaces and do
not use e-commerce. This question was a close-ended question.

4.1.1.2.3 Result of question no.3

Since what year your business has a presence in E-commerce?
81 answers

® From 2015

@ From 2010
From 2005
@ From 2000
49,4% @ Before 2000

@ I didn't start in the E-commerce yet

Source: self-made according to obtained data

With question 3, we can see from when the business has had an e-commerce
presence. This close-ended questions showed that since 2015, 23 businesses (28,4%) got
started in e-commerce, from 2010 most of the businesses had an online presence with a result
of 40 business (49,4%), from 2005 7 businesses (8,6%) introduced themselves to e-
commerce, and before to 2005 no businesses had started in the e-commerce market. Also,

13,6% (11 businesses) do not yet have an e-commerce presence.
4.1.1.2.4 Result of question no.4

Do you have suppliers electronically?
81 answers

® Yes
@ No
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Source: self-made according to obtained data

Question 4 is a close-ended question, showing that 74,1% (60 businesses) had

suppliers electronically and just the 25,9% (21 business) do not have suppliers electronically.

4.1.1.2.5 Result of question no.5

Which channels do you use to offer your products/services? (select one or more)

81 answers

WhatsApp 70 (86,4 %)

Instagram 50 (61,7 %)

Mercado Libre 33 (40,7 %)

Facebook

0 (0 %)
No one 11 (13,6 %)

0 20 40 60 80

Source: self-made according to obtained data

With a semi-closed question style, question five was designed to determine which e-
commerce channels the companies use to offer their products and services. The results
showed that most of them (70) use WhatsApp, followed by Instagram, where 50 out of 81
companies declared that they use this platform to advertise their products and services. 33
companies use Mercado Libre, and 11 companies don’t use any of the above-mentioned
platform. It is also possible to see that none of the 81 businesses offer their product and

services on Facebook.

4.1.1.2.6 Result of question no.6

Which percentage represents the operations by E-commerce from the total of the operations?
81 answers

@ 0-20%
@ 20-40%
® 40-60%
@ 60-80%
@ 80-100%
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Source: self-made according to obtained data

The sixth question is a close-ended question, looking into how e-commerce has impacted
the sales of the companies. For 35 companies (43,2%) e-commerce represents between 40-
60% of total sales. For 19 companies (23,5%) e-commerce contributes between 60-80% of
their sales. 15 companies declare that their sales are influenced by e-commerce between 0-
20%, and 6 companies says that 80-100% of their sales are made through e-commerce. Just

6 companies say that e-commerce contributes to between 20-40% of sales.
4.1.1.2.7 Result of question no.7

Payment methods mostly received by electronic transactions? (select one or more)

81 answers

Bank transfer 70 (86.4 %)

Credit card —27 (33,3 %)

Paypal 43 (53,1 %)
Crypto-currencies 12 (14.8 %)

No one 11 (13,6 %)

0 20 40 60 80

Source: self-made according to obtained data

The seventh question is a semi-closed question, where the interviewees were able to
add in the option “other” if they consider it necessary. This question showed that most of the
businesses manage their transactions and receive e-commerce payments by bank transfer,
with 70 business selecting this option. 43 business receive payments by Paypal, 37
businesses receive payments with credit card, and 11 businesses declared that they receive
crypto currencies as a payment method. Finally, 11 business selected the option “no one”,

showing that they don’t participate in e-commerce.

4.1.1.2.8 Result of question no.8

41



Why did you decide to offer your products/services electronically? (select one or more)

81 answers

Higher traffic of people 64 (79 %)

Lower advertising costs 26 (32,1 %)

My clients asked me 28 (34,6 %)

Better control and

S 34 (42 %)
administration

I didn't start in the E-commerce
yet

Source: self-made according to obtained data

The eighth question was also a semi-closed question, designed to determine the
reason that businesses decided to participate in the e-commerce market. This question
showed that most of the companies (64) decided start using e-commerce because they
noticed that this sector provides higher traffic, giving them more chance of making sales. 34
companies said also that offering their products and services electronically gave them better
control and administration of their company, 28 companies declared that the need to move
to e-commerce was influenced by their customers’ requests, 26 companies said that e-
commerce gave them an advantage in the advertising as the cost is lower. 11 companies

declared that they did not yet start in the e-commerce sector.

4.1.1.2.9 Result of question no.9

Where do you prefer to offer your products/services?
81 answers

@ Sales by physical store
@ Sales by E-commerce

Source: self-made according to obtained data
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Question nine was formulated in the close-ended style. It showed that 72,8% of
companies (59) said that they prefer to offer their products and services with e-commerce,

while 22 companies prefer to offer their products and services in physical stores.

4.1.1.2.10 Result of question no.10

Would you like to receive help to improve your activity and image in e-commerce?
81 answers

® Yes

® No
) e

Source: self-made according to obtained data

The tenth question is a close-ended question, showing that most of the companies (70)
declared that they would like to receive help/support with e-commerce to improve their
presence and activity, while 6 companies declared that they don’t want to receive any help
in this area. 5 companies selected the option “maybe”, not being sure about whether they

would like to receive help to improve their activity and image in e-commerce.
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5. Results and discussion

According to the data obtained in the quantitative research, this part will be focused on
analyzing and evaluating that data with the intention to study the connection between the

answers of the community and the actual use of e-commerce in Venezuela.

5.1 Result of quantitative research for users-consumers

5.1.1 Knowledge of e-commerce in relation to gender and generation

Knowledge of e-commerce in relation to gender and
generation

100% =
5]
60%

40%

0%
Man Woman Z(1994-2010) Y (1981-1993) X (1969-1980) baby bommers Silent

HYes HMNo

Source: self-made according to obtained data

Related to the gender, we can see there is no relevant difference between women and
men. Across both genders, almost 80% affirm that they have knowledge about e-commerce.
Across generations, however, the differences were more evident. Generation Z has a
participation (saying yes) of 78%, generation Y 90%, and generation X 95%. However,
when it comes to the baby boomers and silent generation, there is a large difference, with
36% and 25% respectively. This suggests that the older generations are less comfortable
using e-commerce, whereas those born between 1969 to 2010 have a greater understanding

about the how to use e-commerce.

5.1.2 Reason to use internet to acquire products/services in relation to gender and

generation
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Reason to use internet to acquire products/services in
relation to gender and generation

100%

5 K2
60%
40%
20%
0%
Man

0
Woman  Z(1994-2010)Y (1981-1993) X (1969-1980)  Baby Silent (1930-
Boomers 1948)
(1949-1968)

H Comfort ™ Price /Quality ™ Variety

Source: self-made according to obtained data

The reason that consumers use the internet to purchase their products and services can be

visualized in this chart. The main reason that motivated consumers is shown to be

price/quality. After this, we see that the men are more inclined to use e-commerce for

comfort, while women prefer the variety in the products and services that are available

online. Across generations, we see a similar attitude with most of all generations indicate

they use e-commerce for variety before comfort. Generation silent did not show a preference

for any option, indicating their discomfort with e-commerce in general.

5.1.3 Channels used to acquire products/services in relation to gender and

generation

Channels used to acquire products/services in relation to gender and
generation

Silent (1930-1948) 0

Baby Boomers (1949-1968) ()] i s (]

X (1969-1980) 5 ] s 8

Y (1981-1993) g D G e 24
Z(1994-2010) N S () ) 2 57
Woman e 1 S S 7 52
Man 7] S S 7 D 36

0% 10% 20% 30% 40% 50% 60% 70% 80%  90%

B Facebook W WhatsApp ® Mercado Libre Instagram M Business web pages

Source: self-made according to obtained data
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This chart shows the use of different channels to purchase products and services in
Venezuela by consumers. In the case of men, their preferred two channels are WhatsApp
and Mercado Libre, while for women prefer WhatsApp and Instagram. Both genders
selected business web pages as the last alternative. Across all generations except Generation
Z and Baby Boomers, the preferred channel to purchase products and services is WhatsApp.
Generation “Z” selected Instagram as their preferred channel and “Baby Boomers” selected
Mercado Libre, however both still selected WhatsApp as a second choice. Generation

“Silent” does not have an opinion, as expected due to their abstinence of use of this channel.

5.1.4 What is commonly purchased using e-commerce in relation to gender and

generation

What is commonly purchased using e-commerce in relation to
gender and generation

Silent (1930-1948) ©

Baby Boomers (1949-1968) IS —— 2 2 [
X (1969-1980) NN 6 13 8 M

Y (1981-1993) ) 13 10 I
Z(1994-2010) IEEPVEEEENEZEEN20 21 EEEmEsr e

Woman IIGEEN— 22 20 RIS

Man IS Y 14 BT ENEE
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

M Electronics M Spare parts Groceries Services M Digital products ™ Clothes M Currencies

Source: self-made according to obtained data

This chart shows preferences related to product and services based on gender and
generation. A comparison between genders shows that women are more inclined to obtain
clothes with e-commerce, while men are focused more on spare parts. Clothes are also a
demonstrated preference for generation “Z” and “Y”, while generation “X” and “Baby
Boomers” are more interested in spare parts. For both categories (clothes and spare parts),

consumers in Venezuela prefer to purchase using e-commerce.
5.1.5 Payment methods used in relation to gender and generation

The following chart clarifies the preferred payment methods used by consumers in
Venezuela. The data shows that bank transfers are by far the most preferred option for all

genders and generations, followed by crypto currencies.
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Payments methods used in relation to gender and generation

Silent (1930-1948) 0
Baby Boomers (1949-1968) I )
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

H Bank transfers B Creditcard ® Mercado pago Crypto-currencies

Source: self-made according to obtained data

5.1.6 Barriers present in e-commerce in relation to gender and generation

Barriers present in the e-commerce in relation to gender and
generation

Silent (1930-1948) 0
Baby Boomers (1949-1968) S0 3 )
X (1969-1980) | 7 mm
Y (198:1-199:3) | 303
Z(1994-2010) | S SIS S G
Woman | S S G 14 S
Vi | 7372 S

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Shipping cost B High probability of scam m Diffficulty to get a credit card

| don't know where to buy H | don't know how to buy M There are not attractive prices

Source: self-made according to obtained data

The shipping cost charged by the shipping companies in Venezuela is the most
significant barrier in to using e-commerce in the country, and this is seen across all genders
and generations. The risk of scams also creates a major barrier to the use of e-commerce,

limiting the acquisition of products and services through e-commerce channels.

5.2 Results of quantitative research for companies-providers
5.2.1 Participation of companies-providers in relation to their category
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Participation of companies-providers in relation to their category

| did'nt start in the E-commerce yet
From 2005

From 2010

From 2015

No

Yes

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

H Edible products H Inedible products  ® Services

Source: self-made according to obtained data

This chart shows that of the companies surveyed, only those focused on inedible products
do not use e-commerce in their business. All the companies offering edible products and
services have presence in the e-commerce market. It is also important to note that the service
companies were the first to enter the e-commerce market in Venezuela, since 2005. The
other companies (that offer edible and inedible products) note that their participation started
from 2010 onwards; in this way growing to an almost equal proportion of participation

across the 3 sectors since 2015.

5.2.2 Presence of electronic suppliers in relation to their category

Presence of electronic suppliers in relation to their category

100%
80%
60%
40%
20%

0%

Edible products Inedible products Services

HYes M No

Source: self-made according to obtained data

This chart gives an explanation of the suppliers to the surveyed companies, where all

claim to have in a significant majority of suppliers with electronic presence.

5.2.3 Channels used to offer products/services in relation to their category
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Channels used to offer product/services in relation to their category

Services
Inedible products
Edible products

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B WhatsApp M Instagram B Mercado libre Facebook ® No one

Source: self-made according to obtained data

Again, in this chart it is evident that only the companies selling inedible products do not

offer their products by electronic channels, and Facebook is not used by any of the companies

to offer their products/services. The participation of the companies is stronger on Instagram

and WhatsApp, while Mercado Libre has less usage.

5.2.4 Percentage of sales and payment methods accepted in e-commerce in

relation to their category

Percentage of sales and payment methods accepted in e-commerce

cryto-curencies
Credit card
Paypal

Bank transfers
80-100%
60-80%

40-60%

20-40%

0-20%

in relation to their category

mem 6 12

mEm 316

O3 18

I 47 29
Owg=0

mem 130 12

P28 13

mgm

0114

0 20 40 60 80 100 120

H Edible products H Inedible products M Services

Source: self-made according to obtained data

This chart shows that bank transfers are the most commonly used payment method to

receive payments in Venezuela, with PayPal as the second-most common and crypto-

currencies the

least common. In terms of percentage of sales, most of the companies affirm

that e-commerce supports 40 to 60% of sales, clearly showing that e-commerce has an

important impact on the income of the companies that use it.

5.3 Recommendation
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For companies in Venezuela, it is important to consider a number of factors when they
are offering their products and services in the e-commerce market. The generation of a
company’s target consumers plays a fundamental role in a company’s success, where it was
found that the largest portion of consumers with knowledge of e-commerce are those

belonging to the “Z”, “’Y”” and “X” generation.

The price/quality is another element to take into account, as users say that this is one of
the main factors they take into consideration or that motivates them to make purchases
electronically. The variety of choice and comfort of purchasing from home are also a

consideration, however much less important than those factors mentioned above.

The selection of the channels by which the products/services are going to be offered must
be evaluated prior to going to market, as there is a difference in market preferences by
demographic. For example, men have a preference for the platforms WhatsApp and Mercado
Libre, so products and services aimed at men could be more successful using these channels.
Between generations, WhatsApp is the application preferred by almost everyone, however

Generation Z prefer Instagram and Baby Boomers prefer Mercado Libre.

For businesses that are involved in the sale of clothing and spare parts, e-commerce is the
perfect place to offer their products. Results obtained from the users confirm that they are
the main products that they acquire through e-commerce channels, with a slight difference
in terms of gender with women more inclined to purchase clothes and men more likely to

purchase spare parts.

Although bank transfers represent the main means of payment by user preference, crypto
currencies must be considered by companies as a means of payment since they have begun

to gain popularity in the Venezuelan market.

One of the points that companies should pay particular attention to is the cost of shipping
and the risk of scams. It is important to build a positive and trustworthy reputation among
consumers, as this will improve their confidence in making transactions through electronic
media. Likewise, reducing the cost of shipping may results in higher sales for e-commerce
businesses, as this has been shown to be a major demotivating factor for consumers to use

e-commerce.

It is important to clarify that the whatever the offer (whether products or services) of a

company to the market, its participation in electronic media must be immediate and well-

50



planned. Fast action is essential due to the high level of competition in the market, and can

mean the difference between long-term success and failure.

All companies that are linked to electronic commerce say that it makes up a percentage
of their sales, with most stating that sales from e-commerce make up around 40 to 60% of
their total income. This is a significant amount and is a great opportunity for business growth

if the sales are continuous.
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6. Conclusions

As can be seen in the survey results, participation of users and companies in e-commerce
is increasingly popular. As e-commerce technologies and markets have developed over the
years, it has allowed for users to have greater access to products and services within their

purchasing power.

It is impossible to deny that Venezuela is in one of the worst crises in its history, having
economic, political and social problems. What has led both businesses and users to opt for
e-commerce in the supply and demand of all types of products. On one hand, businesses
have found it very attractive since they can reach a greater number of people, increasing their
sales possibilities, and additionally reduce both premises and personnel costs when
compared to a traditional business. As for users, they have benefited in the sense that they
can find a greater range of products/services with more competition in the Venezuelan

market, forcing prices to meet the demands of the market.

It is clear that there are still barriers in Venezuelan e-commerce, with users presenting
concern for the likelihood of being scammed with the product or service they will receive,

and the cost of shipments which can sometimes make e-commerce options less attractive.

These days, everything can be sold online. By creating an e-commerce strategy based on
facts and data, a business can generate value for their clients that goes above and beyond
simply the products and services that they offer, giving them an advantage in the market. For
this, there are 4 questions that are important to answer as a company. Why is e-commerce
the best channel to offer your products/services? Do the products/services you offer have
potential for internet sales based on existing data? Do your potential clients have activity in
the e-commerce market? And finally, what is the model that best suits your business and can

help you drive success?
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8. Appendix
8.1 Structure of questionnaire to users-consumers
1. Gender
2. To which generation do you belong?
3. Do you have knowledge about E-commerce?
4. Have you ever offered products/services by digital media channels?
5. Why do you by on internet? (select one or more)
6. Which platforms do you frequent to buy your products/services? (Select one or more)
7. What are you used to get by digital media? (select one or more)

8. Which payment methods do you use for transactions in e-commerce? (select one or

more)
9. What do you prefer?

10. What barriers do you consider is present in the E-commerce in Venezuela (select one

or more)
8.2 Structure of questionnaire to companies-providers
1. What does your business offer? (select one or more)
2. Do you offer your products/services electronically?
3. Since what year your business has a presence in E-commerce?
4. Do you have suppliers electronically?
5. Which channels do you use to offer your products/services? (select one or more)

6. Which percentage represents the operations by E-commerce from the total of the

operations?
7. Payment methods mostly received by electronic transactions? (select one or more)
8. Why did you decide to offer your products/services electronically? (select one or more)
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9. Where do you prefer to offer your products/services?

10. Would you like to receive help to improve your activity and image in e-commerce?
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