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ECOMMERCE              GLOBAL

BUSINESS SOLUTIONS IN THE FACE OF NEW CHALLENGES BROUGHT ON BY 
ECOMMERCE 

Given the digitization spree, ecommerce as a global marketplace has gained significant momentum. 

Together with the Ecommerce Foundation, Mazars has produced a series of country-specific studies 

and thought leadership pieces exploring the trends, challenges, and opportunities brought on by 

the emergence of e-commerce. As global advisors, Mazars‘ experts provide you with perspectives 

and tools to best leverage this new ecosystem. Our experts specialize in topics such as tax & legal, 

ethics & compliance, logistics & footprint, digitization & technology as well as business models 

and customer experience, all of which are evolving with the emergence of e-commerce.

Discover more on our website at www.ecommerce.mazars.com

The Ecommerce Foundation is an independent organization, initiated by worldwide national 

ecommerce associations as well as online and omnichannel selling companies from industries 

such as retail, travel & finance.

Our mission is to foster global digital trade as peace is the natural effect of trade. By facilitating 

digital commerce we hope to make the world a slightly better place. We facilitate the development 

of practical knowledge, insights and services for which individual institutions, retail and ecommerce 

associations and B2C selling companies do not have the (financial) resources and/or capabilities.

By combining collective goals and efforts, the Ecommerce Foundation is able to realize projects 

which could not have been realized on an individual basis.

Visit us at www.ecommercefoundation.org
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1. REGIONAL BACKDROP
 
Latin America is a group of countries and dependencies 
in the Western Hemisphere, encompassing a diverse 
linguistic landscape of Spanish, French and Portuguese. 
The name originates from the 1856 initiative to create 
a confederation of various republics that work towards 
common defence and prosperity goals; this later came 
into picture in the mid-19th century to include French-
speaking territories in America, along with the larger set 
of Spanish and Portuguese. It has now culminated into 
a vibrant regional base made up of 20 sovereign states, 
as well as several other territories and dependencies, 
which span from the northern border  
of Mexico to the southern tip of South America. There 
are over ~623.3 mn people, spread over a combined area 
of 19,197,000 sq. km.  

On a timescale, Latin America has had a rich historical 
journey, amassed by cultural nuances and political/ 
socioeconomic volatility. However, its an untapped 
market and has potential of great interest to investors 
as they try to shape its development ahead.
 

RISING PEOPLE AND PRODUCTION 

Demographically, the LATAM (Latin America) population 
continues to climb, growing at a CAGR of 1.2% from 
2013-17; it is forecast to reach ~629.5 mn people this 
year. Within this, Brazil and Mexico top the charts, 
hosting a population of over 209 mn and 129 mn 
respectively. Majority (~83.2%) of the people are below 55 
years of age, with ~41.5% of the lot concentrated within 
25-54. This dominant young mix represents  
a promising demographic dividend, in terms of bringing 
in contemporary markets and trends at the forefront 
for economic development. At the same time, having 
a healthy and skilled supply of “working hands” can 
provide the requisite support to build upon a variety  
 emerging industries. 

Numerically, the region’s combined nominal GDP stood 
at USD 5,573,397 mn in 2014, with a GDP PPP of USD 
7,531,585 mn. This figure is made of up of a multitude 
of countries, including those in Central America, which 
experienced a steady GDP rise at a CAGR of 3-5% from 
2000-15. While this modest growth has largely been 
attributed to periods of high volatility and socioeconomic 
uncertainty in the past, stronger commodity prices 
coupled with an upswing in trade are expected to bring 
momentum.

ECOMMERCE – THE LATIN AMERICAN 
OVERVIEW

Increasing LATAM Population (Mn) Age Distribution
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LAYING THE INFRASTRUCTURAL 
GROUNDWORK  

In terms of infrastructure performance, LATAM countries 
significantly vary in their placement on the Logistical 
Performance Index (LPI), which reflects perceptions of 
a country’s customs clearance process efficiency, trade 
& transport-related infrastructure quality, as well as 
the ease of logistical services. Meanwhile the Internet 
Inclusivity Index, which outlines the current state of 
internet inclusion on parameters such as availability, 
affordability, relevance and readiness, stands fair for 
most countries at a score of 60 – 80. Amidst this, Chile 
leads the sphere in terms of both logistical and internet 
performance, standing at 34 and 85.1 on the LPI rank-
scale and Internet Inclusivity Index respectively. 
Ease of doing business is somewhat stagnant – ranging 
from moderate to fairly difficult for most countries. 

Mexico is the highest LATAM performer here at a rank 
of 49, representing a satisfactory business environment 
that takes care of legal issues such as property rights, 
IP etc. Hence, a greater scope for improvement lies 
here in terms of streamlining the regulatory ambit that 
eradicates mismatches/ambiguity, developing a friendly 
route for small/emerging players. 
Nevertheless, Uruguay stands very high with its E-GDI 
score in comparison to other countries (ranking at 34), 
which signals a greater emphasis put upon website 
development with regards to infrastructural and 
educational enhancement, using information technology 
to increase access and inclusion. This stands quite in line 
with the digitization buzz, where many people are looking 
to adopt e-platforms in every part of daily life. The drive 
also includes retail, where purchasing goods/services 
on electronic platforms has paved the way for a growing 
ecommerce market.

2. A GROWING DIGI-MARKET SPHERE 

The primary gateway to the digital world lies in the Internet, with a wide variety of users joining the e-bandwagon. Holisti-
cally, internet usage has gradually increased from being 55% in 2015 to 59% in 2017, with Argentina taking the lead at a rate 
of 71%. In fact, Argentinians are making use of this access to buy the most online, with the country estimated to have 39% 
active paying customers (or accounts) by 2018. This is closely followed by Brazil and Chile, where 38% and 35% products/
services were bought online last year respectively. Meanwhile, Mexico also stands next in line, with an expected 31% active 
paying customers (or accounts) this year. This strong interrelation between internet access and e-shopping is expected to 
significantly refine online shopping in the LATAM sphere, attracting a host of consumers from all age groups and countries. 
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ONLINE SHOPPING ON-THE-GO   

Buying online is not merely a “young” phenomenon. 
Surveys reveal that amongst the various age groups, 
Generation X consumers actually made the most online 
purchases in 2016-17, which is 20% higher than the 
tech-savvy millennials. At the same time, young shoppers 
largely have the most distinct preferences when it comes 
to e-shopping in countries such as Peru, with a strong 
uptake towards buying a range of products such as 
accessories & applications (38%), technology (30%), as 
well as clothing & footwear (30%). The increased ease 
and convenience is driving consumer behavior towards 
this new avenue, with users in Venezuela willing to buy 

online despite the absence of a sophisticated payment 
mechanism or connection bandwidth. 
This demand has led to an upswing of online 
marketplaces, with various retail websites recording an 
e-footfall of over 154.8 mn visitors in May 2018. Within 
this, Mercado Libre/Livre is viewed as “LATAM’s Amazon.
com” capturing over 47.4% of the activity in February 
2018, as well as getting over 56.3 mn visitors in May 2018. 
All countries, with the exception of Chile, rank Mercado 
Libre/Livre as the No. 1 marketplace used by consumers. 
This e-shop holds greater prospects ahead with its 
payment platform Mercado Pago, as well as its dispersed 
consumer activity across the region.
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smartphone surge, 5G connections etc. will lead to a surge 
in internet usage across age groups, opening up ecommerce…

Argentinians are buying the most online, with there to be 39% 
active paying customers in the country in 2018
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Many investors regard 
Mercado Libre as the LATAM 
version of Amazon.com, with 
the company looking at pro-
mising growth opportunities 
both in its payment platform 
Mercado Pago, as well as the 
huge Latin American footfall 

Except for Chile, Mercado 
Libre/Livre is the #1
Marketplace ranked 
by Consumers  
in all Countries
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  GROWING STRONG
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Argentina Chile Peru

BrazilVenezuela

OPENING UP OF NEW AVENUES AND CHANNELS    

The growth in e-tail activity is also driven by the emergence of various proactive platforms, offering consumers further options to 
browse, select, buy and discuss online. This includes the development of mobile commerce (m-commerce), which has reached 
almost 25% of the aggregate e-shopping activity in Brazil in 2017. More than 55% of online store visitors there come from mobile 
devices. This mobile movement is largely led by key LATAM marketplaces such as Mercado Libre/Livre, Americanas, AliExpress and 
Amazon. At the same time, the upcoming arrival of 5G connections, as well as smartphone usage facilitating multi-purpose apps/
wallets, are further aligning to consumer liking and becoming a critical gateway for e-shopping. 
However, these avenues are not limited to merely making searches and purchases. The boom in social media platforms such as 
Facebook, Instagram, Twitter etc. have become a significant part of shopper networking, allowing a variety of consumers to ask, 
discuss, and review their own buying experiences. This discussion sheds a lot of transparency into the market, allowing people  
to become aware of any snags/defects before investing money on a particular product. Firms are therefore stepping in to turn social 
media in a marketing hub by creating brand pages and deploying instantaneous support systems to solve consumer feedback/
concerns in a timely manner. 
The choice of a particular social media platform depends on its network and audience behavior. For example in the LATAM arena, 
countries such as Uruguay, Chile and Argentina are home to most of the active social media population, standing at 72%, 71% and 
70% respectively. Facebook is the most popular avenue here, comprising of ~52.8% of the activity mix, which is then followed by 
Twitter at ~22.8%. However, users have different behaviors when it comes to accessing a particular platform. For example, Instagram 
would be more apt when a seller needs to do a branding campaign to increase its organic engagement. However, Facebook  
is a better pick when it comes to creating a new campaign focused on conversion and quick response rates. Paying attention  
to these characteristics can help players turn this driver into a strong competitive advantage. 

Social Media Usage – Latin America  
(Share of Population Having Used Social Media Apps Since Jan 2018) Apps Usage Share

Uruguay Chile Argentna Peru Ecuador Brazil Colombia Suriname Bolivia Paraguay Guyana Venezuela

72% 71% 70%
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58% 57% 56%

48% 47%
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Home to most of the active social 
medial populations in LATAM

Facebook and Twitter 
are used by over 70% 
of the population
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Pinterest
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Instagram
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Tumbler
1,2%

Twitter
22,80%

Facebook
52,80%



THE RISE OF THE OMNICHANNEL EXPERIENCE        

Today’s consumer no longer demands a singular journey through purely an online/offline channel, but one that strategically 
makes use of both realms to offer a unique, omnichannel experience. This is in line with the emergence of the B2Me market 
that places the customer at the focal, as opposed to B2B/B2C/conventional strategies. Given the nature of purchase, users 
want to utilize the timely benefits of e-shopping, along with the sensory advantages offered by inspecting a product in-store. 
Hence, firms must act upon this opportunity and provide all such options, integrating front-end and back-end offices that st-
reamlines the entire process from lead-to-fulfill. Various points of contact should be dispersed over the chain, ranging from 
web-shops, m-stores, call centers, physical branches, self-management totems etc., which provide comfort, convenience 
and personalized attention. Absence of such can be detrimental to the overall purchasing journey, which can hinder loyalty 
as consumers shift to & fro a multitude of players. Switching costs in most cases are negligible.

PROMISING B2C MARKET           

Financially, all these developments play well for the Latin American B2C ecommerce market, with turnover growing rapidly 
at a CAGR of 16% from 2015 to 2017. It is expected to reach USD 71.2 bn this year. Within this, Mexico makes up the largest 
ecommerce market with a turnover of USD 21 bn, which is closely followed by Brazil at USD 19 bn. 
On the macro level, the Dominican Republic has the highest E-GDP, standing at 2.78% as of 2017. Nevertheless, there 
remains scope for these numbers to further increase as e-tail gains greater economic significance by touching base with 
more consumers and countries. 
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Mexico and Brazil constitute over 66%  
of the LATAM Ecommerce market…
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3. WHAT ARE THE IMPEDIMENTS?    

While the ecommerce landscape is gradually making 
greater presence in the emerging LATAM economy, it 
is not free from challenges. Firms will need to iron out 
various bottlenecks when it comes to areas such as 

OPENING UP THE E-TRANSACTION 
ARENA     

It is difficult for a market to reach its potential unless it is 
embedded in a variety of sectors/areas. One of the critical 
pain points for LATAM consumers, specifically  
in the Dominican Republic, involve businesses being 
slow to integrate ecommerce into operations, with only 
a few B2C sectors having such capability. Meanwhile the 
e-business model in Guatemala is largely B2C, while 
in Chile the package delivery industry to date has been 
inherently focused on B2B. It is not an either or scenario 
when it comes to embedding ecommerce; both B2B and 
B2C markets can benefit from integrating technology into 

STAYING ABREAST WITH 
HETEROGENEOUS COMPLEXITY     
One of crucial factor underpinned to the ease of doing 
business in Latin America consists of operational 
heterogeneity on a country-specific level. For example, 
the entire region hosts many different and sophisticated 
tax regimes, with countries such as Chile rolling out a 
multinational ecommerce tax, Brazil varying with its 
customs and payment restriction etc. Hence, carrying 
out thorough advanced planning becomes the need of 
the hour, so as to understand the regime of a specific 
market/markets in question. Knowing certain favorable 

operation, compliance, governance and more, facilitating 
smooth awareness, acceptance and adoption of e-tail. 
Having a good understanding of the market will further 
help countries refine their institutional and infrastructural 
framework, filling in current gaps and loopholes. 

operations that creates greater value for all stakeholders 
involved. 
Ideally, the scope should also increase in relation to the 
medium(s) of offering, for not just B2B or B2C but also 
B2Me shoppers. For example, omnichannel platforms 
should be used both as part of the business model as 
well as a marketing gimmick, to connect with existing/
potential consumers in a cost-effective manner. Providers 
would need to play around with the complexities of 
matching high logistical costs through adequate storage/
pickup points. Meanwhile, having a robust communication 
platform would allow firms to understand the consumer 
first for designing appropriate offerings as opposed to the other 
way around, helping curb short-sighted strategic pitfalls. 
 

payment conditions, border controls and tax status can 
help players develop a framework that is suitable for both 
consumers and the organization as a whole, opening up 
possible strategic alliances with key stakeholders across 
the value chain. 
However, the homework here is not simply limited to 
regulation. It also involves getting to know local consumer 
tastes and preferences and taking care of their linguistic 
priority, given that the region encapsulates a variety 
of languages. For example, selling in Brazil requires 
websites to be in Brazilian Portuguese, as opposed to 
other states. Not being communicatively in line here can 
hinder sales.

 

Building Trust  in the System 

 

Managing Operations  
in a Heterogeneous  

Environment 
 

Challenges 
to Address

Expanding the Scope 
of E-Transactions



ESTABLISHING TRUST & CONFIDENCE 
ACROSS THE ECOSYSTEM  

Old habits die hard; getting anyone to change practices 
is not an easy process. In ecommerce this translates 
into both consumers and merchants demonstrating 
acceptability and confidence in the system, which can 
only come with sound trust. Currently, despite the 
attractiveness of e-tail, Guatemalan consumers and 
small businesses are reluctant to purchase goods/
services online due to a lack of trust in the system. 
This is largely attributed to sensory factors, such as 
buyers in Chile who want to touch and feel what they 
are purchasing to be sure of its quality. Meanwhile, 
customers in Spain appreciate the convenience brought 
upon by online shopping (i.e. 24/7 availability, home 
delivery etc.), yet distrust online payment transactions. 

Firms can build trust by rooting business operations in 
an ethical framework that creates a strong corporate 
repute amongst the entire e-retail community. Proper 
investment in information security technology for reliable 
online platforms is absolutely paramount to cut back 
the catastrophic risk of electronic fraud, given that 
these transactions involve a plethora of data from banks 
and other financial institutions. This protection ideally 
requires a proactive risk management and governance 
structure, supported by requisite policies, procedures, 
internal controls and best practices. Hence, firms need 
to consolidate this structure by properly investing in both 
infrastructural and human capital. Building an ethical 
culture amongst employees cannot be overlooked as they 
are ultimately the ones carrying out quality checks and 
utilizing the platforms to create a connection of trust with 
consumers. Overseeing these externalities will eventually 
add back to the bottom line. 

 
4. WAY FORWARD         

On the whole, while Latin America has faced tumultuous years of great market and socioeconomic uncertainty, it is changing 
gears towards greater economic development ahead. Prospects are high for investors and firms to capitalize upon  
the emergence of a multitude of industries, which includes the digital retail arena. Ecommerce has steadily picked up pace 
in a range of industries, given its suitability with today’s SMART consumer. Consumers are increasingly getting on and about 
to make purchases “on-the-go,” with the e-network set to increase further ahead. 
However, this surge in demand calls in for a more sophisticated infrastructural base, which is governed by an unambiguous 
regulatory framework. Sound awareness and understanding is needed throughout the ecosystem. Classic myths pertaining 
to how e-demand is “not ready” for a certain category due to lack of maturity, security, quality of internet connection etc. 
need to be withdrawn. Stepping forward to fill the gaps is the success mantra for this current digi-volution.
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Key Developments

• Argentina is the 3rd largest mobile market in LATAM, with 61 mn mobile connections, having a mature unique subscriber penetration at 90%. 

• Brazilian e-shoppers spent USD 2.4 bn on cross-border websites in 2016, representing a rise of 38% and 17% from 2014 and 2015 respectively. 

• Ecommerce has more than doubled in Chile over the last 5 years.

• The number of companies in Guatemala that use the internet to sell products has grown by 200%. 

• “Black Friday” deals, as well as promotional gifts/discounts are helping boost e-tail for many countries. 

• Similar to Canada and Brazil, majority of Mexican e-shoppers make international purchases. 

• Uruguay is a regional leader in software development, with over 94% of households having access to the internet and over 2.2 mn Uruguayans having a smartphone. 



Chile is planning to put forward tax on multinational  
ecommerce companies (that have localized operations).  
Do you see this as a growing trend in Argentina?
The rise of the digital age has generated enormous 
challenges for national economies and especially for those 
that face budgetary problems of fiscal deficit.
The non-taxability of the digital economy in many countries 
that import digital goods and services tends to enhance 
budgetary imbalances, despite the fact that there is  
an increase in the consumption of the population, since this 
increase does not produce fiscal revenues for the State. That 
is why tax systems in Argentina are being adapted to include 
digital economic activities. 
The aim is not only to capture part of the income of foreign 
companies, but also to put the foreign company on equal 
terms with local merchants, given that if someone sells  
a product over the internet and does not pay any tax or just 
pay some, then it becomes an unfair competition for the 
merchant who cannot escape the tax burden of the State.
The law of tax reform promoted by the Argentine 
government in December, 2017 through Law 27, 430, 
establishes the obligation of digital service providers such 
as the popular Netflix or Spotify, as well as those of online 
games such as Playstation, and of any digital content 
(music, books, ringtones, among others), are reached by the 
VAT. Likewise, it is evaluating how to achieve these revenues 
with the Income Tax, but there are many technical issues 
that must be analyzed to be able to advance in this area.
For all the aforementioned, in Argentina this trend  
is becoming widespread and from what we understand, 
would also be happening in Latin America.

Do you feel Argentinian consumer trust in online retailers 
is declining?
In Argentina, it is estimated that the digital economy 
represents 2% of GDP. The turnover for ecommerce in 
the country was 68,486 million ARS in 2015, amounted to 
102,700 million ARS in 2016 and finally reached 156,300 
million ARS in 2017, according to data from the Argentine 
Chamber of Electronic Commerce.  
This is a clear indication that the consumption of online 
goods and services is booming. The confidence of the 
consumers increases day by day as the offer of service 
providers and digital goods grows.
In Argentina, new companies, new alliances or mergers 
are continually appearing to satisfy customers‘ requests 
and needs. 
The companies dedicated to the sale of goods through 
the web have found strategic alliances by linking to new 
subjects that have created an entire platform dedicated 
to the delivery of said goods, either by agreeing specific 
delivery points or even door to door. These new players 

in the economy invest large sums of money in creating 
platforms that keep the catalogs and stocks of goods 
sellers synchronized, allowing consumers to place their 
orders.
This method grows by leaps and bounds, according to 
market studies. The trend of ecommerce in the country 
has a constant growth. Nine out of 10 people have bought 
online and five out of 10 did so in the last six months.

What effect do current tax systems/schemes have  
on ecommerce in Argentina?
Argentina opted for the so-called “destination country“, 
this implies that imported goods and services must pay the 
same internal taxes that are levied on nationals at the time 
of their “entry into the country for consumption“ (example: 
the Value Added Tax or VAT).
By emulating European Union legislation-which, in turn, 
follows the recommendations of the OECD- the new  
legislation for VAT (Law 27,430) establishes presumptions 
of effective use or exploitation for digital services:
a) The IP address of the device used by the customer or  
 SIM card country code; or,
b) The billing address of the client; or,
c) The bank account used for the payment, the billing  
 address of the customer that the bank has or  
 the financial institution issuing the credit or debit card  
 with which the payment is made.
The imposition in the place of consumption must, from  
an international point of view, lead to an equivalent load 
of these taxes on the same products in the  same market. 
For this, exports must be exempted, reintegrating the fiscal 
credits associated with the inputs linked to them, and 
taxing the imports of goods and services. Once imported 
products and services are in the interior of the country, they 
have the same treatment as domestic ones. Respecting 
this principle implies conferring neutrality to the tax, 
avoiding distortions in the conditions of competition and 
complying with the principle of efficiency in taxation. If this 
were achieved worldwide, each company would enter  
the corresponding tax only in the country where the service  
is effectively consumed, thus avoiding double taxation.
Likewise, the challenge for these new taxation schemes  
is to make the collection effective, and really capture  
the consumption of these services provided from abroad 
and used in our country, especially when it reaches 
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subjects that do not even have the obligation to present 
declarations.
For that reason, in Argentina, the obligation to enter  
the value-added tax applicable to digital services falls  
on the borrowers (that is, who receives the service). 
Likewise, in cases where there is an intermediary 
intervening in the payment of the digital service, it will 
assume the character of a collection agent. (ie, banks, 
creditcards, etc.).

Would you say the Argentinian tax system is easy  
or difficult for foreign companies to adapt/incorporate?
Argentina‘s tax systems do not imply a great difficulty when 
it comes to incorporating them and adapting them  
to foreign companies.
If you have adequate advice, not only can you fulfill the 
obligation to comply with all fiscal obligations, but you 
can also carry out a proper “tax planning“ that allows 
companies to make use of all the tax benefits that are also 
available.
 

Argentina opted for the so-called ‘destination country’… 
imported goods and services must pay the same internal taxes  

that are levied on nationals at the time of their entry  
into the country  

Chile is planning to tax multinational ecommerce 
companies (that have localized operations). Do you see this 
as a growing trend in Mexico?
Not necessarily. Latin America is a vast region whose 
economies vary significantly in terms of regulatory 
sophistication. We probably will see a move towards tighter 
regulation of ecommerce businesses that operate in the 
financial services sector as these businesses gain market 
share from the traditional economy.

What tips would you put forward for ecommerce 
businesses targeting the Latin American market?
In the current context we advise ecommerce businesses  
to take the same precautions as all other companies 
entering the Latin American market. Setting up  
a company in a Latin American country and ensuring it is 
compliant with local regulations requires a certain amount 
of advanced planning, so it is important to research and 
understand local compliance regimes. We see many 
ecommerce companies getting in to high risk situations by 
trying to manage local tax compliance from their foreign 
headquarters, without taking full local advice, which 
usually leads to serious delays in filing complete and 
accurate information.

The 2017 Global Corruption Barometer report states that 
whilst Brazil has a bribery rate of 11%, the Dominican 
Republic for example has a much higher rate: 46%. 
Are issues such as these large barriers to cross-border 
ecommerce trade?
From our experience, foreign investors who register their 
businesses correctly with the relevant authorities  
and transact with bona fide clients and suppliers may 
actually rarely encounter bribery in the day-to-day 
management of their business. Concerns over corruption 
are ever present in the region but this does not seem to 
have an impact on the inflow of foreign investment,  
or local start up investment, in the e-commerce sector.
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Would you say the Latin American tax system/regulations 
are easy or difficult for foreign companies to adapt to and 
incorporate?
Provided that the foreign company genuinely appreciates 
that the region comprises many different, often very 
sophisticated tax regimes, there should be no problem 
in adapting. When things go wrong, in our experience 
the problem can usually be traced to incomplete 
understanding at corporate level, or worse, the assumption 
that US or European ways of addressing accounting and 
tax compliance will somehow be acceptable in the different 
local economies.

What effect do current tax systems/schemes have on 
ecommerce in Latin America?
Revenue recognition will always be a key issue and care 
must be taken in countries where there are very strict 
rules on the issue date and consequent recognition date 
(in accounting and tax terms) of revenues, costs, VAT and 
income tax.
Several countries have compulsory e-invoicing systems, 
which are directly linked to the tax authorities’ systems, 
so internet-based companies with massive levels of 

customer interaction must ensure they have systems that 
are capable of registering revenues on a transaction-by-
transaction basis with the tax authorities.

How is Latin America different regarding compliance when 
compared to other regions?
In terms of minimizing risk from accounting and tax 
compliance, Latin America is comparable to any other 
region in the world. Many countries have regimes that 
are more sophisticated than those in more “established” 
economies, which can take foreign investors by surprise.

What are the opportunities and challenges for businesses 
to apply business ethics in their online trading?
Doing business ethically perhaps receives less attention in 
this region than in say, Europe, but that trend is changing. 
The rich-poor divide in many Latin American countries 
arguably gives more scope to companies who want to show 
their local customers that they are making efforts to grow 
sustainably by supporting disadvantaged communities 
rather than setting up in Latin America in order to take 
profits out of the country or region.

The rich-poor divide in many Latin American countries arguably gives 
more scope to companies who want to show their local customers that 

they are making efforts to grow sustainably by supporting disadvantaged 
communities rather than setting up in Latin America in order to take 

profits out of the country or region.

Do you think there is an economic benefit for online 
retailers becoming and/or remaining ethical?
Absolutely. To create lasting and profitable businesses, 
the ethical factor is indispensable in the management of 
the business of online retailers. This implies that one of 
the first tasks to be carried out is to manage an adequate 
reputation and develop specific controls to mitigate the risks 
of exposure and effectiveness in the service.

What are some of the main ethical issues businesses have 
to deal with in e-commerce that you see in Venezuela 
particularly?
Despite the many advantages that electronic business can 
offer, even in today‘s Venezuela, I would say that the main 
problem faced in our country is related to the feeling of 
insecurity inherent in this type of transaction. The presence 
of electronic fraud has been frequent in  recent years, 
mainly through messages that pretend to be sent by banks 
or financial institutions. Hence the importance of using 
secure and reputable online platforms.
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What would you say are the opportunities and challenges 
for businesses to apply ethics in their online trading, 
generally and more specifically for Venezuela?
The application of business ethics in e-commerce 
operations is key to establishing a communication channel 
with customers and achieving the necessary interaction 
that generates trust. Many opportunities are generated on 
this principle, as it is an essential element in the equation.
Also, under the current economic environment, the 
creation of digital companies with adequate and proven 
controls, and of good reputation, improves the positioning 
of the company by allowing to cultivate a credible brand 
in the market, in addition to the competitive advantages 
for being able to do without the physical space. The 
main challenge would be to generate the necessary 
trust to encourage the local population to use electronic 
commerce as a reliable source in the purchase of goods.

How do companies and organizations manage ethical 
issues to protect their ecommerce privacy, security, trust 
and intellectual property?
To manage ethical issues and ensure the protection 
of privacy, security, trust and intellectual property of 
ecommerce, you must undoubtedly have a solid risk 
management structure, supported by policies, procedures 
and internal controls that include best practices.
To consolidate this structure, it is essential to involve 
employees from all areas of operational management of 
the business, and regularly disseminate standards, codes 
and rules of conduct and coordinate training to promote 
and strengthen the ethical culture in the company. 
Undoubtedly, all these measures will result in the quality 
and credibility of the service, the consolidation of the brand 
and its consequent growth.



MAZARS IS AN INTERNATIONAL, INTEGRATED, AND INDEPENDENT ORGANISATION, SPECIALISING IN AUDIT, ACCOUNTANCY, ADVISORY, TAX AND 
LEGAL SERVICES. AS OF 1ST OF JANUARY 2018, MAZARS OPERATES THROUGHOUT THE 86 COUNTRIES AND TERRITORIES THAT MAKE UP ITS 
INTEGRATED PARTNERSHIP. MAZARS DRAWS UPON THE EXPERTISE OF 20,000 WOMEN AND MEN LED BY 980 PARTNERS WORKING FROM 300 
OFFICES WORDLWIDE. WE ASSIST CLIENTS OF ALL SIZES, FROM SMES TO MID-CAPS AND GLOBAL PLAYERS AS WELL AS START-UPS AND PUBLIC 
ORGANISATIONS, AT EVERY STAGE OF THEIR DEVELOPMENT.

www.mazars.com                                             www.linkedin.com/company/mazars                                      twitter.com/mazarsgroup


