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Abstract. This paper addresses the topic of digital trade. Its central objective is to analyze
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based on interviews with professionals linked to the sector and a survey conducted among
Portuguese consumers, allowing a more comprehensive understanding of the digital
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1. Introduction

The increasing digitalization of the economy, coupled with the development of
Information and Communication Technologies, has profoundly altered both consumption
patterns and business models. In this sense, digital commerce has emerged as one of the
most relevant trends in the globalization of the economy and the modernization of
companies.

This work studies the evolution of e-commerce in Portugal and the European Union, to
better understanding the dynamics of the sector today, both from the consumer and
business perspectives. To this end, a theoretical, comparative, and empirical approach was
used to explore the main trends, opportunities, and challenges of digital trade, also
addressing the behavioral transformations of Portuguese consumers.

Thus, a two-level analysis was used: 1) interviews with professionals linked to the sector,
regarding companies' strategies in the digital context; ii) a questionnaire survey of
Portuguese consumers to understand their specificities and preferences in the context of
e-commerce. This approach allowed for a better understanding of e-commerce dynamics,
demonstrating perceptions, practices, and motivations that help contextualize Portugal's
position in the European digital commerce landscape.

This is a very relevant and timely topic at a time when digitalization is establishing itself
as a strategic pillar for the competitiveness of today's economies, making it essential to
understand Portugal's position relative to the other countries of the European Union.

The central objective of this work is to contribute to a better understanding of the
phenomenon of digital commerce, addressing topics relevant to the development of more
effective public policies in this area.

The paper is organized as follows. After a brief literature review of the relevant literature
in section 2, the main trends of e-Commerce in Portugal are presented and a comparison
to the average of the European Union (EU) are made, in section 3. In section 4, an
empirical study of the Portuguese case is made, with interviews of two professionals of
relevant companies in Portugal about their business strategies and challenges in using e-
Commerce sales and a survey of a significant sample of consumers (246) about their
online shopping behavior. Section 5 concludes with the main results of this work.

2. Theoretical Framework and Literature Review
2.1 Introduction

Globalization, along with the increasing use of ICT, has been driving major changes in
economic activities globally, altering the paradigm of how different organizations conduct
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their business (Jain, Malviya & Arya, 2021). This new way of looking at the market has
brought numerous opportunities, but also constant challenges for companies. It has
enabled them to make better use of their resources, as well as to introduce innovations to
the market more quickly and effectively. The possibilities for electronic communication
between companies and between companies and consumers have increased exponentially
in recent years (Skare, Gavurova & Rigelsky, 2023). For many companies, the use of e-
commerce as a means of conducting commercial transactions has become an increasingly
important priority and a factor to consider (Jain, Malviya & Arya, 2021).

2.2 Origin of e-Commerce

In his article “Introduction to E-commerce”, Zheng Qin presents the following idea: “E-
commerce brought about by the Internet is one of the most significant scientific
accomplishments,” referring to the Internet as the driving force behind e-commerce and
demonstrating its importance. Electronic commerce then arises from the major changes
in the traditional business environment, changes brought about by the World Wide Web,
which gave rise to a new way of doing business. E-commerce has become a major
generator of companies' productivity and an essential factor for their competitiveness
(ANACOM, 2004). Qin (2009) states, “...e-commerce has enabled traditional businesses
to achieve greater, faster, better, and more economical results,” explaining that the
influence of e-commerce goes beyond business activities, impacting various aspects of
human society. This change was made possible mainly by the emergence of the Internet,
which has altered the way people deal with aspects of their personal and professional
lives, and consequently, has modified the forms of relationship between sellers and
buyers, enabling new business models (ANACOM, 2004).

Although the first signs of e-commerce adoption by companies emerged based on EDI
technology in the early 1970s, it was with the Internet, more specifically with the Web, in
the first half of the 1990s, that e-commerce began to develop more significantly. It has
thus become one of the main fields of the digital revolution that contemporary societies
and economies face today (Frutuoso, 2020).

2.3 Concept of e-Commerce

e-Commerce, also known as digital commerce or electronic commerce, in line with the
definition adopted by the OECD (2011), can be defined as: “An e-commerce transaction
is the sale or purchase of goods or services, conducted over computer networks by
methods specifically designed for the purpose of receiving or placing orders. The goods
or services are ordered by those methods, but the payment and the ultimate delivery of
the goods or services do not have to be conducted online. An e-commerce transaction can
be between enterprises, households, individuals, governments, and other public or private
organizations.” We can also consider other definitions to better understand this concept,
such as the definition presented by Harrington & Reed (1995): “Electronic commerce can



be defined as the exchange of information, goods, services, and payments by electronic
means.”

The main difference between e-commerce and traditional commerce is the way
transactions are carried out. In the case of e-commerce, instead of physical contact
between the parties involved, as in traditional commerce, the transaction is carried out
through a digital network or other electronic means. In this case, an order is placed
electronically, thus also assuming a commitment to transfer funds in exchange for goods
or services provided to the consumer (ANACOM, 2004).

We can also consider two distinct activities within e-commerce, one direct and one
indirect. Direct e-commerce is carried out strictly online, from the ordering of the good,
in this case intangible, or service, to its delivery, while in indirect e-commerce, due to the
tangible nature of the goods, these must be delivered physically, through traditional
distribution channels (ANACOM, 2004).

2.4 Main types of e-Commerce

e-Commerce can be classified into different categories, depending on the agents involved
in the transactions. Jain, Malviya & Arya (2021) identify the main e-Commerce models
as: Business-to-Consumer (B2C) and Business-to-Business (B2B), which are the two
most widely used models; Consumer-to-Consumer (C2C), a model that is experiencing
significant growth; Consumer-to-Business (C2B); Consumer-to-Administration (C2A);
and Business-to-Administration (B2A).

- Business-to-Consumer

This is perhaps the most widely used and fundamental form of e-commerce. It involves
the online sale of goods and services by companies to consumers, with no physical contact
between the parties involved in the transaction in most cases. Representative models of
this type of e-commerce include online stores and online shopping malls, the latter
representing several online stores under a single brand (Kunesova & Micik, 2019).

- Business-to-Business

This e-commerce model encompasses different types of electronic transactions between
companies, namely wholesale trade and the acquisition of services, technologies,
resources, capital equipment, among others. It also includes some types of financial
transactions carried out between companies, such as trade loans and insurance. Many of
the companies involved in this type of e-commerce act as intermediaries between
companies that sell and buy goods and services (Lucking-Reiley & Spulber, 2001).



- Consumer-to-Consumer

This form of e-commerce encompasses the buying and selling of goods and services
online between consumers. Typically, these types of commercial exchanges are carried
out through a transaction on an online platform, facilitated by a third party. Examples
include the e-commerce platform Vinted or OLX (Silva, 2018).

- Consumer-to-Business

In this model, there is a reversal of the traditional exchange of goods. This type of e-
commerce is quite commonly used by companies that resort to crowdsourcing. In specific
areas, consumers can offer their own products or services to interested companies. An
example of this model are platforms where designers submit different proposals for a
logo, with only one ultimately being selected and purchased (Jain, Malviya & Arya,
2021).

- Consumer-to-Administration

This form of e-commerce includes transactions in electronic format between
governments and consumers. Among the different application areas are education, for
example, through the implementation of distance learning, and health, where we can
consider as an example the possibility of booking appointments online (Jain, Malviya &
Arya, 2021).

- Business-to-Administration

This model encompasses online transactions between businesses and the government. It
comprises a wide variety of programs in diverse areas such as taxation, health, and social
security. Due to the investment made in e-government in recent years, these services have
been increasingly developed (Saavedra, 2020).

2.5 Advantages and disadvantages of e-Commerce

E-commerce, despite bringing numerous advantages to the parties involved in
commercial transactions, both on the seller's and buyer's side, also entails several
disadvantages at different levels.

2.5.1 Advantages

Numerous advantages can be associated with e-commerce, most notably the ability to
reach a global market. Consumers can make purchases without geographical limitations,
allowing for a wider variety of products to be chosen without needing to travel.
Consumers can acquire goods or services from anywhere in the world through electronic
means. Another major advantage is personalized service, fast communication, ongoing
support, and a focus on the consumer. Through electronic interaction, it is possible to
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offer services and products to potential customers that suit their individual preferences
and provide constant assistance if needed. The use of e-commerce allows companies to
increase their competitiveness, which consequently translates into benefits for consumers,
namely in the reduction of product and service prices and the improvement of their quality
(Krause, 2019).

2.5.2 Disadvantages

Turning now to the disadvantages associated with e-Commerce, it is possible to highlight
the high cost of telecommunications in some countries; the lack of necessary legislation
to adequately regulate e-commerce activities at the national and international levels; and
the inability of consumers to try out products as they do in physical stores. Disadvantages
also include the high dependence of organizations on ICT and, when excessive, the
interaction with consumers, since it can become very complex for companies to manage
a large volume of messages and react quickly to them (Frutuoso, 2020).

2.6 Barriers and Opportunities in e-Commerce

Although e-commerce is increasingly developed today, offering many opportunities for
both consumers and businesses, there are still inherent barriers to this type of commerce
that need to be overcome.

2.6.1 Barriers

One of the major barriers to e-commerce is the fact that many companies, especially
SMEs, are at a disadvantage because they are unaware of or unable to take advantage of
the opportunities that e-commerce provides. Therefore, it is necessary to raise awareness
among businesses and society in general about the benefits of this type of commerce, as
well as provide adequate training for its use. Another threat is the lack of consumer trust
online, due to fears of loss of privacy and lack of security in transactions. To overcome
these limitations, companies need to guarantee the security of transactions and the privacy
of their customers through trust mechanisms (ANACOM, 2004).

2.6.2 Opportunities

With e-Commerce, numerous opportunities arise for businesses and consumers, including
the emergence of new business models and new companies. Regarding businesses, e-
commerce allows them to reach new markets more easily and reduce bureaucracy in their
dealings with public administration. e-Commerce also brings new opportunities in
education, supported by e-learning platforms. For financial institutions, for example, e-
commerce has enabled the provision of new types of customer-focused services, and for
public administration, it has provided greater efficiency, transparency, and proximity to
consumers (ANACOM, 2004).



2.7 Why e-Commerce?

E-commerce has increasingly become the preferred method for consumers to purchase
goods and services. Among the various factors influencing this choice are the
convenience and ease of acquiring goods, the possibility of buying anytime and
anywhere, and the fact that, in many cases, prices are cheaper than in physical stores or
there are discounts applied exclusively online. The choice of e-commerce is also linked
to the fact that the consumer has the opportunity to view comments from other buyers, to
have detailed information about each product, and the possibility of delivery to a location
of the customer's choice, such as home delivery, which is even more valued if it is free of
charge (Gomes, 2023).

Consumers still highly value a simple shopping experience, where they can purchase
products or services without needing to log in, i.e., as a guest user on the website, thus
reducing the likelihood of abandoning their shopping cart during the checkout process.
Another aspect that consumers consider extremely important, and which leads them to
choose e-commerce, is the speed of deliveries and the ability to track their progress in
real time, as well as the existence of a simple, efficient, and free return process.

With sustainability and environmental concerns being widely discussed and relevant
topics today, the practices adopted by companies that take these areas into consideration
become equally relevant to consumers (Deloitte, 2023). Joaquim Oliveira, Partner at
Deloitte, assures that "...logistics operators have been investing not only in more
sustainable transport methods and practices, but also in making delivery and return
processes as simple, flexible and convenient as possible." (Deloitte, 2023).

2.8 e-Commerce and Artificial Intelligence

Artificial Intelligence is profoundly transforming e-commerce by making operations
more efficient, sustainable, and optimized. Furthermore, it contributes to an improved
customer experience by simplifying processes and providing a higher level of
personalization. Even so, only 8% of European companies used Al technologies in 2023
(CTT, 2024). To drive growth in online commerce, digital innovation in the sector is
essential. For this to happen, it is fundamental to explore knowledge and develop digital
skills (Gomes, 2024).

Artificial Intelligence as a resource for the growth of e-commerce businesses is a recent
trend, and an area that is still under development. However, it is already widely
recognized as a priority for many companies. It has been applied in different ways,
including personalized product recommendations for each customer, aligning with
individual consumer preferences; interactive support and assistance; and data analysis,
enabling more strategic decision-making by companies (Gomes, 2024).



3. Trends of e-Commerce in Portugal and a Comparison with EU
3.1 Trends in Portugal

Since 2017, e-commerce revenues in Portugal have been growing consistently. With the
Covid-19 pandemic in 2020, which led to a period of lockdown, this trend increased
exponentially. This increase was mainly due to the significant changes in Portuguese
consumer habits and the emergence of several new online stores (Deloitte, 2023). The
impact of this trend in Portugal is felt primarily in the revenue of companies that use this
type of commerce. This fact can be confirmed by more than 35% of Portuguese sellers
who admit that 50% of their sales originate from online business, with this channel having
an increasingly significant weight in the total sales of companies. Thus, many sellers
decide to join e-commerce because it is a complementary channel to physical stores and
represents a possibility of expanding the domestic market of companies (Gomes, 2024).

This raises the big question of why buy online. One of the main reasons that leads
Portuguese consumers to make purchases through online formats is the fact that many
consider it a way to save money. According to the 2023 e-shopper barometer, conducted
by the distributor DPD, which included the participation of 1,006 Portuguese people, 71%
of e-shoppers in Portugal believe that shopping online is a way to save money. Olivier
Establet, CEO of DPD Portugal, states that "Inflation has brought greater awareness
among the Portuguese to the issue of saving, reinforcing the already evident sensitivity
that regular Portuguese e-shoppers had regarding the price factor," commenting on the
survey data that shows that 76% of respondents cite price as the most important factor to
consider when making their purchases (Morais Fonseca, 2024). Other factors that lead
Portuguese people to make online purchases are, for almost 50% of respondents, the
availability of free deliveries, for 28% of respondents, the absence of additional fees to
the final price of the product and, for 22%, the possibility of making returns free of charge
(Morais Fonseca, 2024).

The fact that price is considered by the Portuguese as the main factor to take into account
when making purchases explains the increasing focus on acquiring second-hand products,
with 65% of respondents stating that it is cheaper to buy second-hand products than new
items, and 42% considering that this type of commerce supports a more responsible
economy, being increasingly aware of the environmental impact of their choices. Thus, a
third of the e-shoppers surveyed stated that they have increased their purchase of this type
of items. This trend is confirmed by the growth in purchase frequency among those who
acquire products on C2C platforms (Morais Fonseca, 2024). In Portugal, clothing and
accessories stand out as the products that consumers tend to acquire most through these
platforms. Platforms such as Vinted and OLX stand out for offering a huge variety of
products and security in commercial transactions, as well as great ease of use (Gomes,
2024).



Regarding the preferred delivery location for online purchases among Portuguese
consumers, according to the 2024 CTT e-commerce report, 85.5% of purchases result in
home delivery or delivery to another address indicated by the e-buyer, thus demonstrating
the consumer's preference for home deliveries. As a recurring alternative to home
delivery, there has been an increase in interest in collection points outside the home, such
as lockers (Gomes, 2024). However, the 2023 e-shopper barometer conducted by DPD
reveals that, although home deliveries continue to lead, they are losing ground to
deliveries outside the home, with an increase, for example, in the option of deliveries to
the workplace, with 33% of respondents indicating this as their preferred location (Morais
Fonseca, 2024).

Regarding the most purchased product categories online, both in stores, marketplaces,
and social media, according to the CTT 2024 e-commerce report, the main category is
"Clothing and Footwear" with 73.4% of purchases, with Shein being the most used
platform at 22.9%. The second most purchased product category online according to the
report is "Electronic and Computer Equipment" with 54.4% of purchases, with Worten
being the most used platform at 46.2%. In third place is the "Hygiene and Cosmetics"
category with 43.4% of purchases, with Well's being the most used platform at 22.7%. In
fourth place is "Books and Films" with 40% of purchases, with Fnac being the most used
platform at 28.1%. Finally, we have the "Fashion Accessories" category with 37.4% of
purchases. It should also be noted that, according to the report, all the categories
mentioned above experienced an increase in online purchases compared to 2023.

Turning now to the electronic means by which Portuguese people make their online
purchases, it is possible to state that the mobile phone continues to be the most used way
to browse the internet, followed by the laptop and in third place, the television with
internet access (Gomes, 2024).

Regarding the most used payment methods in Portugal, these are MB WAY, PayPal, and
“Multibanco” reference. MB WAY is one of the payment methods that has gained the
most preference among the Portuguese, due to its ease of use and security (Gomes, 2024).
Thus, according to the CTT e-commerce report of 2024, MB WAY is the choice of 47.4%
of the Portuguese, followed by PayPal with 44.4% and finally, “Multibanco” reference
with 34.6%.

Regarding consumer profiles, online purchases are predominantly made by men between
25 and 54 years of age, and there is a higher concentration of e-shoppers in the north than
in the south of the country, with the major cities of Lisbon and Porto playing a central
role, being the regions with the greatest purchasing power. As expected, those with higher
incomes spend more, with the buyers who most influence revenue making more than 20
purchases per year. On average, each purchase includes 4 products, and regular consumers
make at least one purchase in periods of less than 3 months (Gomes, 2024).



The vast majority of Portuguese consumers, 93.5%, are satisfied with their online
shopping experience. Despite this, occasionally, shoppers abandon their shopping carts
before completing their purchases. There are several reasons that explain this
abandonment, the main one being that the final price is often higher than expected,
secondly, there are technical problems with the website, thirdly, dissatisfaction with the
delivery time, fourthly, distrust regarding payment methods and, finally, the fact that there
are often costs associated with product returns (Gomes, 2024).

The evolution of e-commerce in Portugal has been marked by phases of acceleration and
adjustment, with particular emphasis on the strong growth recorded during the pandemic
in 2020, followed by a slowdown in 2022, attributed, in part, to the economic impact of
the war in Ukraine (Gomes, 2024). Previous studies, however, indicated a sustained and
progressive recovery in the following years, with significant growth estimates for 2023
and 2024. In fact, the most recent data from CTT's 2024 e-commerce report confirms this
trend: in 2023, the turnover of online sales reached €11.1 billion, representing an 8.8%
growth compared to 2022. For 2024, an additional 10% increase was projected, reaching
€12.26 billion and exceeding 5 million online shoppers in Portugal. These data reflect not
only the dynamism associated with the sector, but also the process of growth and
development of the national digital market. Although the relative weight of online sales
in total commerce is still small, there is a very high prospect of expansion, with
projections pointing to growth of around 9% in 2024, showing the potential for
consolidation of e-commerce as a structural component of the Portuguese economy
(Gomes, 2024).

Since the early 2000s, various trends related to e-commerce have intensified, reflecting
structural changes in the behavior of both consumers and businesses. There has been an
increased interest in sustainable practices, namely a preference for environmentally
responsible products, recyclable packaging, and more sustainable logistics solutions.
Similarly, there has been a growing appreciation for the circular economy, with increased
demand for second-hand products. Flexibility in deliveries has also become central,
through the use of third-party collection points or the offering of click & collect services,
when the brand has both a physical and digital presence.

On the other hand, fast deliveries, within a few hours or on the same day, have gained
importance. Efficient returns management is also a critical element for customer
satisfaction when shopping online. Regarding payment methods, secure and practical
solutions stand out as priorities, with emphasis, in Portugal, on MB WAY. It is also
possible to observe the consolidation of e-commerce platforms, both as an exclusive
channel and as a complement to physical stores, along with a significant increase in
turnover and business volume. Finally, the increasing integration of Artificial Intelligence
in internal, logistical and customer service processes reflect an emerging trend with the
potential to transform the digital area (Gomes, 2024).
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3.2 A comparison of trends with the European Union

In recent years, e-commerce has become a central component of modern life throughout
the European Union, reflecting a profound shift in consumer habits. In 2023,
approximately 75% of internet users aged 16 to 74 made online purchases, representing
a 22% increase compared to 2010, when the percentage was only 53%. This clear growth
highlights the consolidation and development of e-commerce as a widespread practice in
the EU, with a higher incidence among people aged 25 to 44, an age group in which the
rate of online purchases exceeds 85%. This trend also reveals a strong correlation between
education level and the choice of digital commerce: 88.7% of users with higher education
made online purchases, in contrast to 56.9% recorded among those with lower education
levels.

With regard to the goods and services most purchased in the EU, in 2023, clothing,
footwear and accessories stand out with 69.7%, followed by tickets for cultural or other
events with 36.1%, in third place films or series with 34.5%, in fourth place
accommodation rental with 33.2%, in fifth place transport services with 32.8%, in sixth
place food deliveries and catering services with 29.9% and, finally, beauty and wellness
products with 28.2% (Council of the European Union, n.a.).

Regarding the geographical distribution of e-commerce usage in the EU, there are
disparities to consider between Member States: while countries like Ireland, Sweden, and
the Netherlands have over 90% of internet users shopping online, countries like Bulgaria,
Italy, and Romania have rates below 60%. Nevertheless, some of the most significant
growth over the last decade has been seen in Eastern European Member States, such as
Estonia (up 55 percentage points), Lithuania (up 51 percentage points), and Hungary (up
48 percentage points), highlighting the potential for digital convergence within the Union
(Council of the European Union, n.a.).

Although the growth in the use of e-commerce in Portugal has been constant, in recent
years the country continues to register e-commerce adoption levels below the EU average.
In 2023, approximately 71% of Portuguese people made online purchases, representing a
five-percentage point increase compared to the previous year, which had been marked by
a decline in national e-commerce. Despite this, this value remains slightly below the
European average, which stood at 76%. This divergence may be explained by various
factors, such as the small size of the country, which makes physical access to products
easier, and a smaller variety of online offerings. Furthermore, Portuguese consumers
adopted e-commerce later than in other European countries, where greater maturity and
confidence in online shopping is already evident. However, a positive evolution can be
observed, with sustained growth in regular online consumers and a reduction in the
discrepancy compared to the European average, where in 2019, the difference was 9
percentage points (Morais Fonseca, 2024).
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According to the 2024 report on e-commerce in Portugal and the European Union
conducted by ANACOM, the proportion of the population residing in Portugal (between
16 and 74 years old) that makes online purchases has been growing in recent years.
Despite this, approximately 24% of the resident population has never made orders or
purchases via the Internet, placing Portugal 5th highest among the EU27 countries. In the
three months prior to the study, in the 2024 EU27 ranking, Portugal was the 23rd country
in terms of the percentage of the population that made online purchases, showing a
significant improvement compared to the figures recorded in 2019 (ANACOM, 2024).

Regarding the acquisition of physical products, Portugal was in 4th position in the online
purchase of "computers, tablets, mobile phones, complementary computer equipment or
accessories" in the EU27 ranking, in 8th position in the acquisition of "sports equipment
(excluding clothing)" and in 9th position in the acquisition of "clothing and footwear".
Where Portugal was particularly below the EU27 average was in orders of "toys or articles
for the care of babies or children" with -3 percentage points and "medicines" with -2.3
percentage points (ANACOM, 2024).

With regard to digital products, Portugal took a position above the EU 27, particularly in
the categories of "e-books" with +3.6 percentage points and "software or updates" with
+2.5 percentage points, and placed itself below the average especially in the purchase of
"films, series, sports programs for download or online subscription" with -11.1 percentage
points and "music for download or subscription to an online music service" with -9.9
percentage points (ANACOM, 2024).

Regarding services contracted via the Internet, in all categories analyzed in the study for
which information is available, Portugal ranked below the EU27 average. And with
respect to financial products purchased via the Internet, the acquisition of "insurance
policies" stood out, where Portugal was 0.2 percentage points above the EU27 average
(ANACOM, 2024).

Regarding user profiles, it is possible to verify that the highest adoption of online
purchases in the 3 months preceding the study was observed among the population
residing in urban areas, both in Portugal and in the EU27. It is also possible to observe,
in sociodemographic terms, that online purchases and orders made by the resident
population in Portugal are mainly carried out by younger people, with higher levels of
education, employed individuals, and students, similar to the EU27 average (ANACOM,
2024).
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4. Empirical study of the Portuguese case

4.1 Interviews with industry leaders

This section presents the results of two interviews: 1) with the General Manager of Visa
in Portugal, Rita Mendes Coelho; ii) with the Store Manager of Miu Miu in Portugal
(Lisbon) and Greece (Mykonos), David Magalhaes. Both interviews allowed us to
address specialized and complementary perspectives on digital commerce and its
development, both from the point of view of financial institutions and the luxury retail
sector.

4.1.1 Interview with Rita Mendes Coelho — General Manager of Visa

Visa is a global payment technology company that connects businesses, consumers,
financial institutions, and governments in more than 200 countries and territories with
secure, fast, and reliable electronic payments.

Responding to an initial question about the current context of e-commerce in Portugal
and Visa's role within it, Rita Mendes Coelho contextualizes the state of e-commerce in
Portugal as a very promising extension of the evolution of physical commerce. Visa
identifies e-commerce as one of the greatest growth opportunities in the financial
ecosystem, both for card issuers and consumers. The main objective has been to replicate
in the digital world the high standards of security and fluidity already established in the
physical world, through technologies such as contactless payments and Apple Pay. Visa
has thus been actively involved in building a secure and efficient digital ecosystem, in
order to contribute to an increasingly developed and robust online transaction system.

Moving on to a second question about the impact of the COVID-19 pandemic on digital
technology and the changes it brought to consumer behavior, Rita Mendes Coelho states
that the pandemic accelerated the digitization of payments. She notes that one of the main
effects was the widespread use of contactless payments, mainly for hygiene and safety
reasons. This behavior transformed how consumers handle digital transactions,
promoting greater trust and the adoption of new technological solutions.

In response to a third question about how Visa is transforming the e-commerce space,
Rita Mendes Coelho notes that Visa has invested significantly in technologies that are not
visible to the user but are fundamental to ensuring security and the shopping experience.
Two pillars guide this transformation: security and fluidity. One of the most significant
innovations is tokenization. This process involves replacing the actual card data with a
unique sequence of data, the token, which is unusable outside the payment network. This
technique reduces the risk of fraud by 50% and increases the transaction authorization
rate by 5%, making the process more secure and transparent for those involved in the
transactions.
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Moving on to a fourth question about how transactions are processed and Visa's role in
them, Rita Mendes Coelho states that Visa is a payment technology company, not just a
payment network. Each digital transaction undergoes more than 500 security checks in
milliseconds, from origin to final approval. These checks utilize advanced artificial
intelligence scores, such as Visa Advanced Authentication, which analyze behavioral
patterns and thus help prevent and predict fraud. This level of technological sophistication
ensures that transactions flow securely between the consumer, the bank, the acquirer, and
the merchant.

When asked about the main innovations and trends in the payments sector that have most
contributed to the growth of digital commerce, Rita Mendes Coelho highlights Click to
Pay, a solution that aims to standardize the checkout process across all merchants. Click
to Pay is tokenized, fast, secure, and integrated with biometric authentication; it is seen
as the contactless of the digital world. This solution represents Visa's vision of a future
where the payment experience is immediate, seamless, and primarily user-focused, thus
contributing to the sustainable growth of digital commerce.

In response to a sixth question about consumer concerns regarding security and data
protection, Rita Mendes Coelho states that one of the main challenges for e-commerce in
Portugal is the high shopping cart abandonment rate, which is around 12%. This is often
due to the complexity of authentication processes. Solutions such as Click to Pay and
Apple Pay aim to simplify this process, offering biometric authentication and more
intuitive and faster shopping experiences. Visa has invested heavily in security, with an
investment of over €10 billion in the last five years, which has helped prevent €27 billion
in fraud, resulting in a fraud rate of only 0.1% today. These investments include machine
learning and artificial intelligence systems applied to real-time fraud prevention.

When questioned about e-commerce adoption in Portugal, compared to other European
Union countries, Rita Mendes Coelho notes that, compared to Southern Europe, Portugal
is in line and shows high growth potential. However, it still presents some weaknesses,
such as the abandonment rate and low authorization rates for digital transactions,
compared to Northern Europe. The Portuguese ecosystem still needs to overcome
hesitation in approving digital transactions, investing in technological solutions that
enable increased trust.

Moving on to a final question about how Visa is preparing to keep pace with the future of
digital commerce, Rita Mendes Coelho states that Visa is a leader in technological
innovations such as “Visa Intelligence Commerce,” announced in April 2025. This
solution is based on Agentic Al, enabling artificial intelligence agents to make purchases
on behalf of consumers, but always with their consent and under their control.
Partnerships with technology leaders such as Microsoft, Perplexity, IBM, and Samsung
make this initiative possible. In addition, new products such as flexible payment
credentials, in partnership with Klarna, replace traditional physical cards with solutions
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that can be adjusted between credit and debit. The goal here is to create a personalized,
fluid, and secure consumer experience, maximizing the potential of new technologies.

4.1.2 Interview with David Magalhdes — Store Manager of Miu Miu

An interview was conducted with David Magalhaes, Store Manager of Miu Miu in
Lisbon, Portugal and Mykonos, Greece. Miu Miu is an Italian luxury fashion brand, part
of the Prada group.

Responding to an initial question about how Miu Miu has integrated the digital market,
especially as a luxury brand, David Magalhaes explains that Miu Miu's digital strategy
must be understood within the broader context of the Prada Group. Over the last six years,
the strategy has changed considerably, and the group has adapted to significant shifts in
consumer behavior, primarily influenced by social media and younger customer profiles.
The initial investment in online channels was weak, but the growing demand for digital
channels forced the brand to invest more in this area. Despite the brand's traditional focus
on in-person and personalized experiences, characteristic of the luxury sector, the brand
sought to integrate digital channels while always maintaining close customer
relationships. To achieve this, it adopted a strategy where all customer data collected in-
store is shared online, and in-store access to the customer's online purchase history allows
for more direct and personalized customer follow-up through a unified view, regardless
of the purchase channel. This model strengthens the bond between the brand and the
customer, maintaining the essence of luxury service, even online.

According to David Magalhdes and answering a second question about how digital
channels contribute to sales and customer communication, the role of social media and
the online store is central to Miu Miu's communication strategy today. The Prada group
was one of the last in the sector to work with influencers, and today it does so, but always
with great selectivity. The curation of profiles is very meticulous, favoring figures linked
to art and culture, always with an identity compatible with the brand's DNA. The impact
of these collaborations is quite visible in consumer behavior, which is strongly influenced
by the content published online. The brand uses this phenomenon to strategically guide
its product placement, targeting specific collections to regions or influencers in order to
maximize the impact on sales. This control allows Miu Miu to anticipate trends and adjust
its offerings to consumer preferences.

Furthermore, digital commerce offers exclusivity through specific products or colors that
are not available in physical stores, but rather online, which reinforces their value. Many
of these products are also launched online before they are available in physical stores, and
certain customers have early access through exclusive links. This strategy creates a sense
of privilege and reinforces commitment to the brand. Logistically, e-commerce also
allows for a significant reduction in costs, since products are only shipped after the sale
is confirmed, thus avoiding unnecessary shipments and optimizing stock management.
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In response to a third question about the impact of the COVID-19 pandemic on consumer
habits, David Magalhaes states that the pandemic was a driver for the digitalization of
Miu Miu. The brand adopted innovative digital payment methods and tools to meet the
new needs of consumers. During this pandemic period, the growth of the consignment
service stands out, in which products were sent to customers' homes for them to try on
and either keep or be collected later. This consignment model represented up to 75% of
sales during the pandemic, proving to be a comfortable and effective solution for
consumers. The connection between online and physical stores became stronger; stores
gained access to existing online inventory, thus facilitating orders for items not available
in physical stores. This new model proved essential to reach customers outside major
urban centers, especially in a country like Portugal, which has only one physical Prada
store and one Miu Miu store. After the pandemic, consumers gained much more
autonomy when it comes to online channels, which was reflected in a growing adoption
of e-commerce.

When questioned about the Portuguese consumer's adoption of digital luxury goods,
David Magalhdes notes that there is a growing trend among Portuguese consumers.
Online purchases have increased by approximately 500% in the last three years,
illustrating Miu Miu's attractiveness in Portugal. For the second consecutive year, Miu
Miu was considered the most desirable brand in the world by Lyst, which underscores the
demand for its products, particularly in Portugal. Many Portuguese customers shop
exclusively online, despite having access to personalized services offered by physical
stores. This preference among some consumers is directly related to the autonomy,
convenience, and flexibility provided by digital commerce, especially among younger
consumers. However, the brand seeks to counterbalance this behavior with strategies that
maintain human contact, essential for the positioning of a luxury brand. The absence of
this contact limits the brand's knowledge of its customers and affects long-term brand
commitment; therefore, Miu Miu continues to promote direct interaction with physical
stores.

According to David Magalhdes and answering a fifth question about the differences
observed in the digital behavior of Portuguese consumers compared to other European
countries where the brand is present, the digital behavior of Portuguese consumers is more
limited in terms of e-commerce volume. Despite notable growth, digital commerce in
Portugal still represents a small share compared to other European markets. In the
European context, only about 30% of luxury consumers are local consumers, with the
remainder being international consumers. This contrasts with markets like America or
China, where almost 95% of consumers are local. In Portugal, the number of local
customers is still small, but it is growing.

When asked about the differentiated and personalized experience offered on Miu Miu's
digital channel, David Magalhaes states that Miu Miu invests heavily in improving the
consumer experience on the digital channel. One of the biggest changes visible is the
evolution of the visual presentation on the website, where models now interact much more
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with consumers and suggest product combinations, making navigation much more
attractive and engaging. Customer service is very effective, with quick responses to any
question or problem, ensuring constant and human customer support, including at the
local level, to guarantee customer loyalty. Regarding online packaging, this is carefully
considered and often includes gifts related to what is happening at the brand. The website
is designed to showcase featured collections and keep customers informed and updated
on brand news, always aiming to facilitate navigation and thus stand out from the
competition.

Answering a question about the role of new technologies and artificial intelligence in
online luxury fashion sales, David Magalhaes states that artificial intelligence plays a very
important supporting role in the luxury market, especially when it comes to process
automation and the collection of behavioral data from customers online. For example, it
allows for the identification of products viewed by customers who register on the website,
which greatly facilitates personalized contact and the work of client advisors. Despite
this, artificial intelligence does not replace human contact; this remains essential in this
area. Investing in online sales is necessary and inevitable, but the human contact that is
characteristic of the luxury experience must be maintained.

In response to a final question about the main operational and logistical challenges faced
in Miu Miu's digital channel, David Magalhaes tells us that one of the main challenges
online is the loss of control over who is buying and how they interact with the brand, due
to online data protection. This makes it difficult to know the customer profile, which is
fundamental for adjusting product offerings and planning purchases effectively. In
physical stores, there is greater personalization and predictability, unlike online, where it
is more difficult to target products to specific age groups and particular profiles. Despite
these challenges, today's consumers are more willing to share their personal information
with brands.

4.2 Survey of consumer behavior
4.2.1 Methodology

To provide a more comprehensive answer to the key questions of this research, this
section adopted a quantitative methodological approach, through the launch of a
questionnaire survey directed at Portuguese consumers, conducted online, which had the
participation of 246 respondents. This research aimed to analyze the behaviors,
motivations, and preferences of consumers in relation to e-commerce.

4.2.2 Sample characterization

The survey was conducted randomly and has a sample of 246 respondents. It was carried
out between May 5 and June 2, 2025, and its main objective was to understand the
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preferences and behaviors of respondents in relation to digital commerce. The tool used
to conduct the survey was Google Forms.

All respondents (246) understood the procedures described for the treatment of survey
data and agreed that their responses would be treated academically, with 146 (59.3%)
being female and 100 (40.7%) being male.

Of the 246 respondents, 102 (41.5%) are between 51 and 70 years old, the largest age
group; 82 (33.3%) are between 16 and 30 years old; 32 (13%) are between 41 and 50
years old; 16 (6.5%) are over 70 years old and, finally, the smallest age group, 14 (5.7%)
are between 31 and 40 years old. There were no respondents under 16 years old.

When asked about their level of education, of the 246 respondents, 103 (41.9%) have a
Bachelor's degree; 66 (26.8%) have a Master's degree; 31 (12.6%) have completed High
School; 29 (11.8%) have completed Elementary School; and finally, 17 (6.9%) have a
Doctorate. No respondents selected the option "Literate without formal education" or the
option "None of the above."

Among the 246 people who responded to the survey, 91 (37%) said they received between
1000€ and 1999€ in net monthly income; 60 (24.4%) received between 2000€ and 2999¢€;
58 (23.6%) received less than 1000€; 22 (8.9%) received 3000€ or more; and 15 (6.1%)
preferred not to answer this question.

4.2.3 Results

Through the question "Do you shop online?", it was possible to conclude that among the
total respondents, the majority shop online, 79.3% (195 people), while the remaining
20.7% (51 people) do not. This question helps to confirm the trend of the growing use of
digital commerce in Portugal. By subsequently questioning only the 195 respondents who
stated they shop online, it was possible to characterize a series of relevant aspects, which
are presented below.

Of the 195 respondents who shop online, they were asked how often they make their
purchases through this means (see Figure 1), and the following results were obtained: the
majority, 49.7% (97 people), stated that they shop online occasionally (1 to 2 times per
month); 32.8% (64 people) stated that they shop online rarely (less than once per month);
14.4% (28 people) stated that they shop online frequently (once per week); and finally,
only 3.1% (6 people) stated that they shop online very frequently (2 or more times per
week). No respondents selected the "I don't know" option.
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Figure 1 — Frequency of online purchases

0% 3,1%

m Very frequently (2 or more
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m Occasionally (1 or 2 times a
month)

m Rarely (less than once a
month)

m | don't know

Source: Survey

Among the 195 respondents who make online purchases, almost half, 95 (48.7%), say
they prefer both methods of online shopping; of the remaining respondents, 64 (32.8%)
prefer to shop in a physical store; 34 (17.4%) prefer to shop online and the remaining 2
(1%) responded that they do not know which they prefer (see Figure 2).

Figure 2 — Preference between buying in a physical store or online

1,0%

m Online
m Physical store
m Both

= | don't know

Source: Survey
In response to the question bellow, an inherent limitation of this survey can be observed,

as only 34 out of the 195 people who shop online responded that they prefer to make their
purchases through this means, even though there were 98 responses to this question.
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Taking this into account, it is nevertheless possible to observe that the majority of
respondents prefer to shop online due to the greater convenience associated with this form
of commerce 76.5% (75 people); secondly, 55.1% (54 people) prefer to shop online due
to the greater variety of products available online; thirdly, 40.8% (40 people) prefer to
shop online due to discounts applied only online; fourthly, 32.7% (32 people) state that
they prefer to shop online due to lower prices; and finally, 8.2% (8 people) state that they
prefer to shop online due to other reasons (see Figure 3).

Figure 3 — What is the reason for preferring to buy online for respondents who chose
this medium as their favorite? (multiple choice allowed)

otherreasons [ 8,2%

Discounts apply online only. | IIIININGJNEEE :0.3%
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Greater variety of products || I 5.1
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0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0% 80,0% 90,0%
Source: Survey
When asked about where they usually have their orders delivered, there is a clear
preference for home delivery, with 79% (154 people) selecting this option as one of their
preferences; secondly, 27.7% (54 people) selected delivery to a collection point as one of
their preferences; thirdly, respondents selected delivery to work and delivery to the store

(when possible) as one of their preferences, with 36 people selecting each option; and
finally, 1.5% (3 people) selected the option of delivery to another location (see Figure 4).

Figure 4 — Location where the 195 respondents who shop online usually have their
orders delivered (multiple choice allowed)

Elsewhere [ 1,5%

In store (when possible) | IINEG 18.5%
At a collection point | IINININGgGgGgGgG 27.7%
Atwork [N 135%
Athome | 79,0%

0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0% 80,0% 90,0%
Source: Survey
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When asked about what they buy most online (see Figure 5), it is possible to verify a clear
adherence to the online purchase of tickets for shows and/or events (68.2%), to the
purchase of trips and accommodations (62.6%) and of clothing and footwear (67.2%),
while, conversely, it is possible to verify a weak adherence to the online purchase of food
products (15.4%), fashion accessories (14.9%) and books and films (27.2%).

Figure 5 — What the 195 respondents who shop online buy most often. (multiple
choice allowed)

Other I 10,3%
Tickets for shows and/or events NN 63,2%
Food products I 15,4%
Fashion accessories I 14,9%
Travel and accommodations NN 62,2%
Hygiene and cosmetics INIIINNNGN 34,9%
Eletronic devices NN 30,3%
Books and films NG 27,2%
Clothing and footwear NG 67,2%
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Source: Survey

Figure 6 shows that most respondents make their online purchases via mobile phone (148
people) or computer (148 people), demonstrating a clear preference among online
consumers for these two electronic means. The graph also shows that the use of television
with internet access for online purchases is practically zero (1 person), as is the use of
other electronic means (4 people).

Figure 6 — Preferred electronic method for making online purchases (multiple choice
allowed)

other || 2,1%
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Source: Survey
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Figure 7 shows that the preferred payment method for online purchases is MB WAY, with
76.4% selecting this option; followed by “multibanco” reference with 38.5%; PayPal
with 24.1%; Apple Pay/Google Pay with 19%; and finally, 14.4% selected other payment
methods.

Figure 7 — Most commonly used payment method for online purchases (multiple
choice allowed)
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When asked whether respondents had ever abandoned their shopping cart after
completing an online purchase, the vast majority, 88.2% (172 people), answered yes, with
only 8.7% (17 people) answering no and 3.1% (6 people) answering don't know.

Those who reported abandoning their shopping cart before completing a purchase were
asked why they did so (Figure 8).

Figure 8 — Reason for abandoning the shopping cart (multiple choice allowed)

Other NG 15,4%
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Source: Survey

Here, another limitation of the study becomes apparent: although only 172 people
answered the previous question positively (out of 175 responses to this question), it is still
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possible to state that the fees added to the final price are the most significant reason why
respondents abandon their cart before completing the purchase, with 56.6% of people
selecting this option; secondly, the clear importance given to the cost of delivery/returns
stands out, with 48.6% of people selecting this option; it is also possible to state, through
graph 8, that the least significant reason why respondents abandon their cart is due to
technical problems with the website, with only 17.1% of respondents selecting this
option.

When asked what they consider most important in an online purchase, the 195
respondents showed a clear emphasis on fast and free deliveries, with 78.5% selecting
this option; trust in the payment method also stands out as being of great importance to
those who shop online, with 60% of respondents selecting this option. On the other hand,
respondents consider personalized service to be the least relevant in an online purchase,
with only 4.6% of respondents selecting this option (Figure 9).

Figure 9 — What is most important when making an online purchase

Other W 2,6%
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Source: Survey

When asked whether or not they make online purchases on second-hand platforms, 60.5%
(118 people) answered no and 39.5% (77 people) answered yes, thus making it possible
to identify from this sample that the adoption of online shopping on second-hand
platforms is not yet very high, but there are already many people adopting this type of
online commerce.

It was also possible to verify, through an appropriate question, that of the total of 246
respondents, only 77 (31.3%) make online sales on second-hand platforms and 169
(68.7%) do not make sales through these means, showing a still quite weak adoption of
this type of online commerce.

The 246 respondents were also asked about the role of artificial intelligence in digital
commerce, a very current and relevant topic in this area. Although a large portion of
respondents stated they did not know whether artificial intelligence is a differentiator for
digital commerce (45.1%), a large percentage of respondents consider it to be a
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differentiator for online commerce (45.9%), and only 8.9% of respondents do not consider
artificial intelligence to be a differentiator for e-commerce.

Finally, all respondents were asked whether they consider Portugal to be well-positioned
in relation to the European Union regarding digital commerce. Once again, a large
percentage of respondents did not know how to answer this question positively or
negatively (55.3%); even so, a considerable percentage of respondents, 32.5%, consider
that yes, Portugal is well-positioned in relation to the EU, and only 12.2% consider that
it is not.

5. Conclusion

This study sought to analyse the evolution of digital commerce in Portugal and the
European Union. To this end, an approach combining theoretical framework, empirical
analysis, and critical reflection was used. The present investigation revealed that digital
commerce has been growing steadily, albeit asymmetrically among the various EU
countries, with Portugal standing out for demonstrating a positive trajectory, albeit with
some challenges to be overcome.

Based on the data obtained, it is possible to conclude that the penetration of digital
commerce in Portugal has increased, stimulated by the digital transformation of
companies, by changes in consumption habits, especially in the period following the
pandemic, and by improvements in technological infrastructure.

When compared to other EU countries, Portugal lags behind the European average in
several indicators, including the volume of online purchases, the maturity of the business
ecosystem, and the diversity of online offerings. Several factors contribute to this
discrepancy, including structural factors such as the smaller scale of the national market,
issues related to trust in digital technology, and cultural aspects such as Portuguese
consumers' preference for face-to-face interaction. Despite this, Portugal has made
significant progress and has enormous growth potential, promising greater convergence
with European standards in the future.

The interviews conducted with Rita Mendes Coelho and David Magalhaes provided very
interesting perspectives on the opportunities and challenges faced by different sectors.
The first highlighted the importance of technological innovation and security in electronic
transactions, emphasizing the role of Al as a driving force behind the growth of digital
commerce. The second interview highlighted the specificities of luxury digital commerce,
where customer experience, personalization, and the connection between online and
physical channels play a decisive role. Both interviews demonstrate a broad recognition
of the importance of adapting to the online world as an indispensable condition for
competitiveness in the current economic context, despite sectoral differences.
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Regarding the survey conducted, it is possible to conclude that Portuguese consumers
attach great importance to factors such as price, security of payment methods,
convenience, speed of delivery, as well as a growing sensitivity when it comes to
sustainability and environmental issues. Regarding the consumer profile, they tend to be
younger, from urban areas, and with higher levels of education and income. It can also be
concluded that it is necessary to promote more conscious, informed, and sustainable
behaviors in order to contribute to a more inclusive and fair digital market. And with
regard to policymakers, it is essential to continue promoting initiatives that foster the
development of the online market and digital literacy, and that reduce barriers to entry
into the online market for SMEs.

In summary, this work confirms the growing importance of digital commerce in the
Portuguese and European social and economic context, highlighting its numerous
dimensions, transformative potential, and diverse impacts. Despite the limitations
associated with this study, both in terms of its focus on specific sectors and the scope of
the research sample, the results obtained represent an important contribution to the debate
surrounding the digital transition, not only at an academic level but also in practice. It is
expected that this research will be useful for future studies and initiatives aimed at
strengthening digital commerce in Portugal and the European Union.
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