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Abstract: This article delves into Brazil’s rapidly expanding e-commerce sector, emphasizing its signif-
icant growth and evolving dynamics. Employing a meta-narrative review and a convergence-coding
matrix, this research systematically analyzes and integrates findings from the existing literature to
reveal critical industry patterns. The analysis identifies four pivotal clusters: consumer behavior,
e-commerce structure, product distribution, and environmental sustainability. These elements collec-
tively offer a comprehensive view of Brazil’s present and future e-commerce directions. This study
underscores the imperative for strategies responsive to changing consumer behaviors, technological
advancements, and environmental concerns. It also furnishes practical insights for enhancing online
retail consumer engagement, logistical efficiency, and sustainability. Furthermore, this research
advocates for e-commerce as a vehicle for digital inclusion, calling for policies that promote equitable
access to online markets. This underscores its broader socio-economic importance, suggesting a path
forward for stakeholders in shaping a more inclusive and sustainable e-commerce ecosystem.

Keywords: e-commerce; online retail; last mile logistics; consumer behavior; technological
innovations; sustainable e-commerce; decision making

1. Introduction

E-commerce has emerged as a transformative global force, reshaping consumer access
to products and services [1,2]. Its growth has been particularly notable post-COVID-19 as
consumers increasingly turn to online platforms [3,4]. This expansion allows businesses,
regardless of size, to tap into markets once beyond their reach, thereby contributing to
the globalization and democratization of trade [5]. Advances in technology, including
artificial intelligence, augmented reality, and blockchain, have further personalized and
secured consumer experiences [6–9]. Thus, e-commerce is more than a passing trend; it
is a fundamental aspect of modern economic dynamics and is imperative for developing
countries like Brazil.

Brazilian e-commerce has been mirroring the growth trajectories of the world’s largest
economies, signaling a crucial shift in national consumption patterns [10,11]. This growth in
Brazil is driven by increasing internet penetration and the widespread use of smartphones,
which democratize access to the digital marketplace [12]. The rise of more user-friendly
e-commerce platforms and a growing trust in online transactions are essential in this
evolution, enabling a more comprehensive range of consumers to participate in the digital
economy and enjoy its convenience, efficiency, and advantages [13]. The global health
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crisis intensified this trend as consumers increasingly sought digital channels for safe and
convenient purchases [11,13]. Retail companies of various sizes, from large multinationals
to local startups, have responded by diversifying their digital services, offering an extensive
range of products and services from electronics to groceries [3].

The digital competition has spurred significant advancements in marketing chan-
nels [14], user experience, and payment options in Brazil, continually enhancing the e-
commerce shopping experience [15]. These advancements include the optimization of
delivery networks [16], the integration of artificial intelligence for personalized shopping
experiences [7,8], and the adoption of secure, efficient payment gateways [17]. As a result,
e-commerce platforms are becoming more user-friendly and reliable, attracting a broader
range of consumers. E-commerce is establishing itself as a crucial sales channel in Brazil
and a driver of socioeconomic change [13], contributing to increased consumer access,
job creation, and economic growth [11]. The sector’s evolution is also encouraging tradi-
tional businesses to innovate and adapt to digital transformations, further solidifying the
importance of e-commerce in Brazil’s economic landscape [18].

As the eighth-largest internet market worldwide, Brazil accounts for about 42% of
B2C [Business-to-Consumer] e-commerce in Latin America, boasting 150 million users [19].
The Brazilian e-commerce sector has experienced a notable upward trajectory within less
than two decades. 2019, it recorded around 148.4 million transactions, generating BRL
61.9 billion, marking a 16.3% increase from the previous year [14]. This trend continued,
with revenues reaching BRL 87.4 billion in 2020 [41% growth] and BRL 161 billion in 2021 [a
27% increase]. ABComm projects revenues to hit BRL 169.59 billion in 2022 and anticipates
a rise to BRL 186.7 billion in 2023, with projections reaching BRL 273 billion by the end
of the following year [20]. The Brazilian Chamber of Electronic Commerce notes that
categories like office, computer, and communication equipment lead in revenue, followed
by furniture, household appliances, clothing, and footwear [21].

The pandemic has significantly altered consumption patterns [22]. A Mastercard
study in 2021 indicated that 56% of consumers turned to online shopping, with 7% new to
digital platforms. Furthermore, about 46% of existing e-commerce users increased online
purchases [14]. Dunnhumby [23] found that 59% of these new digital consumers continued
online shopping after their initial purchase.

As a result of this shift towards digital platforms, the legislative framework governing
e-commerce in Brazil has become increasingly important. The framework is a critical factor
shaping the sector’s growth and development. Several key policies and regulations have
been established to support and regulate online business activities, ensuring a balanced
environment for consumers and businesses.

Enacted in 1990, the Consumer Protection Code [CDC] is a cornerstone of consumer
rights protection in Brazil. It includes provisions that apply specifically to e-commerce,
such as the right to information and privacy, and the ability to withdraw from a purchase
within seven days [24]. These protections are fundamental in building consumer trust
in online transactions. Approved in 2014, the Brazilian Civil Rights Framework for the
Internet [Marco Civil da Internet] lays down the principles, guarantees, rights, and duties
for internet users and providers in Brazil. It addresses key issues such as net neutrality,
data protection, and privacy [25]. This law is particularly relevant for e-commerce as it
ensures consumer data protection and mandates that internet service providers treat all
data equally, preventing discriminatory practices.

Implemented in 2020, the General Data Protection Law [Lei Geral de Proteção de
Dados—LGPD] aligns with international data protection standards. It imposes strict
requirements on businesses regarding collecting, storing, and sharing personal data [26].
Compliance with the LGPD is crucial for e-commerce businesses to ensure the privacy and
security of consumer data, thereby maintaining consumer confidence and trust. Issued
in 2013, the E-Commerce Decree [Decreto do Comércio Eletrônico] specifically regulates
electronic commerce activities in Brazil. It mandates that e-commerce platforms provide
clear and accurate information about products, services, prices, and terms of sale [27]. It also
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requires businesses to offer transparent mechanisms for handling consumer complaints and
resolving disputes, enhancing transparency and accountability in the online marketplace.

These legislative measures collectively support the growth of e-commerce in Brazil by
creating a secure and trustworthy environment for online transactions. By safeguarding
consumer rights and ensuring data privacy, these laws help foster consumer confidence,
which is essential for the sector’s sustained growth [28]. However, compliance with these
regulations also presents challenges, particularly for small and medium-sized enterprises
[SMEs], which may need more resources to implement comprehensive data protection and
compliance mechanisms [29]. Additionally, the continuous evolution of legal requirements
necessitates ongoing adaptation by e-commerce businesses to remain compliant [30].

The evolution of Brazilian e-commerce is a complex, multi-dimensional phenomenon
that demands in-depth technical and strategic analysis to forecast future trends [31]. Ad-
dressing this need, this article undertakes a comprehensive meta-narrative review of the
e-commerce literature in Brazil, focusing on identifying emerging patterns and innovative
trends in the sector. Through applying a convergence-coding matrix, the study delves into
central themes such as consumer behavior, e-commerce infrastructure, product distribution,
and environmental sustainability, aiming to derive strategic insights for enhancing online
shopping management.

This article makes four pivotal contributions to the existing literature: Firstly, it in-
troduces a meta-narrative that compiles and synthesizes e-commerce research in Brazil,
offering valuable insights with theoretical and practical implications for management.
Secondly, it organizes and categorizes articles into specific clusters, streamlining the extrac-
tion of insights crucial for the theory and practice of Brazilian e-commerce management.
Thirdly, it underscores managerial implications, demonstrating how a website’s quality
significantly influences customer trust, satisfaction, and loyalty. Lastly, it illuminates a
pathway for future research in e-commerce, setting the stage for continued exploration and
understanding of this dynamic sector.

2. Materials and Methods

The practice of conducting meta-narrative and systematic reviews is well established
in the academic literature [32–37], serving as an essential tool to understand the estab-
lished knowledge and identify research gaps [38]. This study adopts the meta-narrative
review methodology, which is particularly effective for exploring themes with diverse
conceptualizations across various research communities [32,39–41].

This article employs a three-step meta-narrative review process: [i] identification of
relevant data sources and research, [ii] selection of studies based on defined eligibility criteria,
and [iii] utilization of convergence coding to synthesize and interpret findings [42,43].

This rigorous and reflective meta-narrative approach, grounded in a protocol vali-
dated in the literature [39], excels in interpretatively synthesizing heterogeneous studies.
It systematically outlines steps to ensure replicability, addressing the research question:
“What insights can literature provide for e-commerce in Brazil from a managerial perspec-
tive?” This methodological approach, focusing on analytical insights, aims to contribute to
theoretical development in the field [32,40].

Furthermore, it is essential to acknowledge that technological advancements and shifts
in consumer behavior continually reshape e-commerce dynamics, necessitating ongoing
updates in management strategies [44]. Thus, a well-executed meta-narrative analysis
deepens the understanding of e-commerce trends, challenges, and opportunities, and
empowers managers with comprehensive insights for more informed decision making.

2.1. Data Sources and Selection and Eligibility Criteria

The articles for this study were selected using the Web of Science (WoS) database.
WoS was chosen for its extensive coverage in social sciences, including econometrics and
decision science, making it a reliable and diverse source for academic research [45]. Studies
have shown that WoS provides comprehensive coverage of high-impact journals and peer-
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reviewed articles, ensuring the inclusion of the most relevant and influential studies [46].
Using a single reputable database like WoS allows for a more controlled and systematic
review process, ensuring consistency in selection criteria and data extraction methods,
which is essential for maintaining methodological rigor and reproducibility [47]. Although
WoS is comprehensive, we acknowledge the possibility of missing some relevant literature.
However, the depth and quality of articles indexed in WoS sufficiently capture significant
trends and developments in the field of e-commerce in Brazil.

The study did not impose any time restrictions for article selection, covering the period
up to 2023. This approach allowed for a comprehensive and historical examination of the
development of e-commerce in Brazil. All data were collected from WoS in May 2024.

For the article selection, the search string incorporated the keywords “e-commerce or
electronic commerce” and “Brazil”. The search focused on specific fields such as the title,
abstract, and keywords to ensure relevance. This method aimed to identify scientific works
explicitly addressing the topic of electronic commerce within the Brazilian context.

2.2. Convergence Coding

The corpus was analyzed using the convergence-coding matrix [32,39,47]. The net-
works and drawings were made using the draw.io software [https://www.drawio.com, ac-
cessed on 8 June 2024]. After selecting the articles, the study progressed to the convergence-
coding matrix analysis stage. This primarily descriptive phase, which holds significant
analytical potential, as outlined by [32], allowed for the derivation of in-depth insights. At
this point, each article’s central themes underwent a thorough analysis to create a consoli-
dated list. This list was essential for comparing and analyzing aspects such as presence,
frequency, and meaning, offering a multifaceted view of the investigated themes.

The themes were then aligned to form the lines of the convergence-coding matrix,
which was a vital tool in synthesizing similarities and discrepancies among the selected
articles [43]. Despite their broad scope, the articles were all categorized in the matrix based
on their central theme, ensuring cohesive analysis.

A schematic diagram (see Figure 1) was prepared to represent this process visually,
illustrating the steps from article selection to matrix construction, conclusions, and future
research directions. This diagram aids in understanding the method used and highlights
gaps in the existing literature and potential new subthemes for future exploration. This
approach enriches the study, fosters a holistic understanding, and points towards innova-
tive research avenues in Brazilian e-commerce. Initially, 101 articles were selected. The
final textual composition consisted of 98 articles. The eligibility criteria are presented in
Figure 1 [42,43].

Electronic academic database online

Selected papers

Title and abstract reading 
3

Web of ScienceIdentification of target research

Search online database 

Analysis of the characteristics of the research corpus

Content analysis termos 

Search criteria:

- Keywords: Brazil, E-commerce and its derivatives
- Published up to 2023
- Journal paper, English, Portuguese and Spanish

Convergence 
Coding  
Matrix

Consumer behavior 

E-commerce structure

Product distribution

Environmental Sustainability

Exclude

33

37

15

13

98

101

Conclusion and future research agenda

Figure 1. Diagram summarizing the meta-narrative review methodology [32,39,42,43].

https://www.drawio.com
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Figure 1 outlines the methodological phases as per the established research protocol.
In the initial stage, the rigorous application of the convergence-coding matrix identified
four main thematic clusters for detailed analysis: (i) consumer behavior with 33 articles,
(ii) e-commerce structure covering 37 articles, (iii) product distribution represented by
15 articles, and (iv) environmental sustainability consisting of 13 articles. These clusters,
selected for their relevance and incidence in the dataset, highlight key areas of interest in
the e-commerce literature.

3. Results and Discussion
3.1. Data Sources

Figure 1 details the process and steps for selecting articles from the WoS database,
following the protocols proposed by [32,39–41]. The initial search identified 101 articles. In
the first phase, two independent reviewers examined in detail each article’s title, abstract,
and keywords to ensure relevance to the predefined search terms. Adhering strictly to the
eligibility criteria, a third reviewer was consulted for validation in cases of uncertainty.
The second screening phase excluded articles not explicitly related to research in Brazil,
narrowing the selection to 98 articles for the final textual corpus. The research time frame
spanned from 2001, with the first publication, to 2023. The data revealed a notable increase
in publications between 2018 and 2023. Figure 2 illustrates this trend, highlighting the
growing academic interest in Brazilian e-commerce over the last 22 years.
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A notable diversification emerged when analyzing the authorship of the 98 included
studies. Six researchers—[48–53]—stood out, each contributing two articles on the covered
topic, demonstrating a range of perspectives and expertise in the field. Among the selected
articles, eight journals were particularly prominent, each publishing at least two. The
journal “Sustainability” was the most prolific, with eight published articles, followed by “Re-
search in Transportation Economics” (4), “Internet Research” (3), “Computers in Human Behavior”
(2), “Global Trade and Customs Journal” (2), “Information Society” (2), “Revista Brasileira de
Marketing” (2), “Work—A Journal of Prevention Assessment & Rehabilitation” (2), and “RBNE—
Revista Brasileira de Nutrição Esportiva” (2). The prominence of these journals underscores
their roles as key platforms for e-commerce discourse. Supplementary Materials lists all
leading journals.

A significant aspect of some selected articles is their inclusion of comparative re-
search, examining Brazilian e-commerce concerning other countries. This includes com-
parisons with Portugal [54,55], other South American nations [56,57], and BRICs mem-
ber countries [58]. Such comparative approaches provide a global and contextualized
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perspective, enriching the analysis by situating Brazilian e-commerce within a broader
international framework.

3.2. Formation of the Convergence-Coding Matrix

Following the evaluation based on the selection and eligibility criteria, the articles
underwent further analysis to identify relevant research and compile a comprehensive
list of topics. Emphasis was placed on coding analysis, which was performed through
collaborative discussions between the two reviewers. The primary objective of these
discussions was to reach a consensus on the categories and subcategories that emerged
from the articles.

Due to the extensive number of articles and the diversity of topics investigated, the
information was organized through subclassifications. This strategy aimed to provide
a more precise and detailed presentation of the theoretical findings. The analyses were
conducted qualitatively, focusing exclusively on the concepts presented in the research.

The articles selected within each subtheme of the coding matrix were examined to
extract valuable insights that could contribute to the academic marketing literature, partic-
ularly from the perspective of e-commerce management in Brazil. Based on the selected
textual corpus (n = 98), four prominent themes were identified in the formation of the
convergence-coding matrix: (i) consumer behavior, (ii) e-commerce structure, (iii) product
distribution, and [iv] environmental sustainability. Figure 3 and Table 1 illustrate and
describe these themes, providing an organized and concise view of the four clusters and
their related subthemes within electronic commerce.
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To enhance the robustness and accuracy of the analysis, each cluster and its subthemes
were thoroughly investigated. The main findings, emerging trends, and significant contribu-
tions from the categorized articles were exhaustively examined and contextualized. At this
stage, the convergence-coding matrix was employed as an effective tool for synthesizing
and visually representing the identified themes. This method, stemming from a rigorous
convergence-coding process, facilitated the systematic organization and categorization
of the collected information. The visual representation and tabulation of these data are
detailed in Figure 4 and Table 1, providing a clear and structured understanding of the
multiple dimensions explored within the selected textual corpus.
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Table 1. Convergence-coding matrix results.

Convergence-Coding Matrix Subclassification References

Consumer Behavior
(33 papers)

Factors that can influence or act as barriers to digital
consumer behavior
(22 papers)

[54,55,58–77];

Specific products and services that bring additional
challenges to e-commerce
(05 papers)

[9,67,78–80];

General issues related to the conduct of digital consumer
behavior research
(06 papers)

[81–86];

E-commerce Structure
(37 papers)

New structure provided by e-commerce
(09 papers) [51,56,87–93];

Structural innovations in measuring e-commerce
performance
(20 papers)

[10,53,70,81,94–109].

Examples of traditional structures modified by e-commerce
(08 papers) [110–117];

Product Distribution
(15 papers) Trend of product distribution and optimization [9,31,49,50,118–129].

Environmental Sustainability
(13 papers) Environmental and regulatory impacts [18,48,51,130–139]
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As presented in Table 1 and illustrated in Figures 3 and 4, the theme (i) “consumer
behavior” is represented in the blue cluster. The (ii) “e-commerce structure” is illustrated in
the red cluster, while (iii) “product distribution” is highlighted in the purple cluster. Lastly,
[iv] “environmental sustainability” is depicted in the orange cluster. The articles included
in the final textual corpus are comprehensively detailed in Supplementary Materials.
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3.3. Articles Classified in the “Consumer Behavior” Cluster

In the blue cluster depicted in Figure 4, 33 studies concentrate on “consumer behavior”,
offering three critical perspectives essential for strategic e-commerce management in Brazil.
The first perspective, “Influencing Factors and Barriers to Digital Consumption”, investi-
gates variables that affect, encourage, or deter online shopping. This includes an in-depth
look at platform trust, ease of use, privacy and security concerns, and user experience. The
second perspective, “Challenges Associated with Specific Products and Services”, focuses
on the unique obstacles in e-commerce for complex or high-value products, addressing the
necessary logistics and marketing strategies. Lastly, the “General Aspects of Digital Con-
sumer Behavior Research” perspective explores methodological and conceptual challenges
in studying online consumer behavior. This includes best practices for research in this field
and an analysis of emerging trends and behavior patterns.

3.3.1. Factors That Can Influence or Serve as a Barrier to Digital Consumer Behavior

At this stage of the meta-narrative analysis, the focus is on factors that influence or
impede digital consumer behavior within the e-commerce context. Numerous studies
(22 papers) have identified key determinants of online purchasing behavior, including
website-related aspects, pricing, and brand or store reputation [66]. These primary factors
are detailed in Table 2.

Table 2. Main factors that can influence or serve as barriers to digital consumer behavior.

Technical and Technological Aspects

The research underscores the critical role of technological and design elements in
accepting and using e-commerce platforms [75]. Robust technical support is
essential to ensure website usability and reliability, as highlighted in studies
by [54,60]. Additionally, the perceived quality of a website significantly impacts
various aspects of consumer trust, including transaction security and data privacy.
Consumer perceptions of utilitarian and hedonic value also impact customers’
intention to use service robots and other e-commerce technologies [76].

Cultural Adaptation and Contextualization

The necessity of culturally adapting international websites is apparent, as it
significantly influences user attitudes and purchase intentions [60]. Comparative
studies [54,58,62,64,67] illustrate behavioral variations among online consumers
from countries like Brazil, Portugal, Spain, the USA, Russia, and other BRIC
nations. Despite these findings, the representation of cultural characteristics on
B2C websites remains insufficient, as noted by [55]. It is also possible to notice
cultural changes in the purchasing behavior of Brazilian consumers
post-pandemic.

Price Sensitivity and Transactional Practices

Research shows a notable price sensitivity among consumers who frequently shop
online [59]. Factors such as competitive pricing, product variety, and incentives
like free shipping have spurred Brazilian consumers to increasingly utilize Chinese
e-commerce websites [68]. Furthermore, analyses of e-marketplaces indicate that
premium pricing is influenced by factors like seller reputation, product attributes,
and marketing strategies [65]

Customer Engagement and Relationship
Strategies

E-commerce companies must prioritize building and reinforcing their brand and
website, offering competitive pricing, and ensuring secure transactions [66].
Implementing customer-centric strategies, such as personalization and social
media engagement, is also vital [62,74]. In Brazil, the trust and loyalty fostered by
these approaches can significantly boost a brand’s or website’s word-of-mouth
promotion [54,61,140]. Satisfactorily fulfilling the order at the moment of online
shopping [72] and service recovery satisfaction [71] also can increase repurchase
intentions and reduces third-party complaints and negative word-of-mouth.

Security and Technology Adoption

Distrust remains a challenge in e-commerce, yet factors like inadequate physical
security have boosted the appeal of online shopping and home deliveries [69]. In
mobile banking [MB] technologies, security and trust are paramount for user
adoption. Transparently communicating security measures can reduce perceived
risks and enhance user confidence in these platforms [63]. Additionally, the
perceived quality of a website significantly impacts various aspects of consumer
trust, including transaction security and data privacy [77].
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Understanding these factors is imperative for both professionals and academics, as
it enables the development of strategies tailored to the needs and expectations of digital
consumers. This alignment is essential for enhancing the user experience and promoting
sustainable growth in e-commerce.

3.3.2. Specific Products and Services That Bring Additional Challenges to E-Commerce

Despite its dynamic and ever-evolving nature, e-commerce presents specific challenges
when dealing with certain products and services. These challenges often stem from the
unique characteristics of the products and the expectations of consumers. Table 3 outlines
the products and services that exhibit additional complexities in the e-commerce context.

Table 3. Specific products and services that bring additional challenges to e-commerce.

Challenges in the Fashion and
Accessories Sector

In the online apparel sector, encompassing clothing and accessories, significant
challenges arise in the shopping experience. Consumers often prefer physical
interaction with these products to assess attributes like texture and fit, which are
challenging to convey digitally. The Brazilian clothing industry’s lack of size
standardization further complicates online shopping, potentially leading to
unsatisfying experiences. When such aspects are not effectively managed on digital
platforms, whether accessed via smartphone or computer, they can detrimentally
affect the consumer experience [78]. In specialized categories like wedding and party
dresses, it is crucial to categorize and comprehend consumer behavior, analyzing
transaction trends and the seasonal dynamics of e-commerce [67].

E-Government and Digital Skills

Delivering electronic government services presents its own set of challenges.
Consumers of these services need specific digital skills, including the use of email,
searching for goods and services through e-commerce platforms, and utilizing online
financial services. These skills are primarily enabled by internet access in the home
and professional settings, which are preferred over public access points like internet
cafes and telecenters [79].

Trust in Election Technology

Trust in the technologies implemented in electoral processes is a critical aspect. Since
the adoption of electronic voting in the 1990s, the trust placed in the technological
integrity and the electoral authorities has played a pivotal role in the positive
reception of this voting method in Brazil [80].

Trust in Election Technology
The basic characteristics of the product show challenges that have not yet been
overcome for the virtual sale of the product. Entering product price descriptions and
detailed specifications may change this status [9].

These scenarios highlight the need for e-commerce strategies to be precisely tailored
to the specific nature of the products or services offered. By thoroughly analyzing con-
sumer expectations and integrating innovative technologies and practices, it is possible to
address the unique challenges inherent in these segments, thereby enhancing the overall
effectiveness of e-commerce.

3.3.3. General Questions Linked to Conducting Digital Consumer Behavior Research

Research into digital consumer behavior has significantly broadened in scope and
depth. Many studies within the “consumer behavior” cluster seek to elucidate various
facets of conducting research in this domain. A critical evaluation and validation of
tools and methodologies are essential for obtaining accurate and actionable insights into
consumer behavior. Table 4 presents the key questions pertinent to researching digital
consumer behavior.

Investigating digital consumer behavior necessitates a precise and customized ap-
proach, employing validated tools and methodologies that address the specific characteris-
tics of the digital landscape. The ongoing advancement and refinement of these instruments
are essential for accurately capturing and comprehending digital retail consumer behavior
patterns and expectations within their unique context.
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Table 4. General questions linked to conducting digital consumer behavior research.

Comparison of Website Quality Scales

A comparative analysis of various psychometric scales is crucial for accurately
assessing website quality. For instance, a study involving the Brazilian populace
evaluated the effectiveness of the e-TailQ scale and the ES-Qual scale. The findings
indicated that the e-TailQ scale is more adept at measuring customer satisfaction,
loyalty, positive word-of-mouth promotion, and repurchase intention in the
Brazilian context [84]. Such research underscores the importance of ensuring that
the tools for analyzing digital consumer behavior are validated and tailored to
specific cultural and economic environments, and are pplicable to the specific
cultural and economic context.

Validation of Frameworks for Online
Customer Experience

Validating specific frameworks for measuring the digital shopping experience is
crucial to consumer behavior research. A study in Brazil endorsed using the
Online Customer Experience framework for analyzing the shopping experience in
digital contexts. The research [85] underlines the importance of adapting and
validating research instruments to suit the local context, ensuring their relevance
and accuracy.

Analysis of Marketing Orientation Behaviors

Research indicates that Information Technology [IT] applications are invaluable in
analyzing digital consumer behaviors related to marketing orientation. Utilizing
these applications facilitates understanding consumption patterns and trends,
thereby aiding in developing more effective marketing strategies [86]. The recent
literature suggests that merchants’ failure to attract customers’ attention [82] and
negative experiences are the biggest barriers to e-commerce use [51,81]. Firms
operating in service sectors generally demand higher levels of business awareness
competences than those in manufacturing sectors [83].

3.4. Articles Classified in the “E-Commerce Structure” Cluster

1. As shown in Table 1 and illustrated in Figures 3 and 4, the “e-commerce structure”
theme, represented by the red cluster, encompasses 22 categorized articles. These
studies offer three distinct types of managerial insights for e-commerce in Brazil:

2. The reconfiguration of business structures due to e-commerce;
3. Innovations in measuring and enhancing e-commerce performance;
4. Transformations in traditional business structures influenced by e-commerce.

Table 5 details the insights derived from these studies concerning the e-commerce
structure in Brazil.

Table 5. Three distinct types of insights into the managerial perspective of e-commerce in Brazil.

The reconfiguration of business
structures due to e-commerce

The research presents a historical analysis of retail evolution in Brazil, focusing on the
transformative impact of new technologies and the resulting pursuit of innovative structures
for entertainment and shopping experiences [89]. Ref. [90] highlights how income
redistribution among the Brazilian population presents opportunities and challenges for
marketing professionals, particularly in franchising and e-commerce, amidst issues like
inadequate logistics and corruption. Furthermore, the literature sheds light on factors
influencing the internationalization of Brazilian e-commerce, such as logistical infrastructure
similarities among Latin American countries [56]. Studies also emphasize the role of
e-business policies in shaping national infrastructure, affecting the sector’s capacity and value
[87,88,92]. Additionally, new payment systems have revolutionized the economy, introducing
novel social and financial actors to the economic landscape [57].
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Table 5. Cont.

Innovations in measuring and
enhancing e-commerce
performance

The literature suggests that structural innovations in e-commerce are often driven by market
opportunities [97,101], with suppliers playing a pivotal role in introducing new features [102].
Research based on the Toyota Production System analyzes losses in e-commerce processes,
pinpointing flaws that impact profitability [103]. Big Data Analytics [105], virtual reality
technology [94], and other technologies [98] are employed to gain insights into consumer
behavior [105], and the “Electronic Commerce Level Index” [ECLI] is used to evaluate B2C
e-commerce performance [106]. Additionally, the implementation of gamification and
enhancements in website information are explored as strategies [107,108]. The significant
effects of the COVID-19 pandemic on sales strategies are also noted [10,53,81,95,96,99,100],
alongside the growing necessity for omnichannel strategies [70].

Transformations in traditional
business structures influenced by
e-commerce

The literature underscores the significant role of the internet and technology in fostering
virtual communities centered on learning [113,114]. E-learning technologies facilitate access
to knowledge for a broad audience, thereby promoting digital and job market inclusion [115].
Furthermore, studies have discussed techniques for government regulation of electronic
commerce in pharmaceutical products, focusing on the oversight and analysis of
pharmacological formulations [116,117]. The recent literature evaluates the economic
feasibility of a e-commerce platform to small/medium-scale companies or initiatives [110,111]
and the adaptations of home delivery apps for use of visually impaired people [112].

3.5. Articles Classified in the “Product Distribution” Cluster

In Figure 4’s purple cluster, nine articles are categorized under the product distribution
theme. These studies examine different aspects of delivering products sold online in Brazil.
The details of these discussions are presented in Table 6.

Table 6. Different aspects related to the delivery of products sold online in Brazil.

Concentration in Large Companies

E-commerce in Brazil tends to be dominated by large companies with an
established retail presence. A contributing factor to this trend is the scarcity of
high-quality distribution services, which poses a significant hurdle for smaller
businesses. To address this, some studies, such as those by [123], recommend
leveraging intercity bus lines as a logistical solution for rapid shipments. The key
challenge lies in establishing an effective logistics network that integrates these
bus services, aligning with online consumers’ delivery expectations.

Direct Delivery to Consumer

Direct home delivery is a prevalent practice for e-commerce products in Brazil, but
it often leads to multiple failed delivery attempts attempts [119–122]. To address
this issue, the implementation of “delivery lockers” has been proposed as a way to
minimize delivery failures and streamline the process [31]. According to [124],
lockers can also reduce the distance covered by delivery trucks and decrease the
number of required vehicles. Another viable option is establishing collection
points. Research by [125] indicates that 92% of digital consumers would opt for
this method if it offered reduced costs and shorter delivery times.

Automatic Delivery Stations

Despite the prevailing preference for home delivery, automatic delivery stations
show potential for significant demand, as de [126] noted. These insights are crucial
for informing public policies and identifying logistical innovations tailored to
specific urban contexts.

Last-Mile Delivery [LMD]

The social, environmental, and economic impacts of last-mile delivery [LMD] are
examined. Ref. [127] conducted a study evaluating the distribution strategy of a
postal company in Rio de Janeiro, proposing sustainable alternatives like electric
tricycles for deliveries. Additionally, ref. [50] emphasize the effectiveness of
non-motorized and collaborative delivery methods as LMD solutions. The
application of LMD in Brazilian favelas is also discussed, underscoring the need
for distribution solutions tailored to local contexts, as explored by Duarte et al. 128.
Recent literature shows the role of robbery in the LMD of e-commerce [135] and
new mathematical models to support decision making [9,120].

Route Planning Using Drones

Research studies have delved into mathematical and heuristic approaches for
optimizing delivery routes in a multimodal system incorporating trucks and
unmanned aerial vehicles [UAVs]. Ref. [129] demonstrates that these methods can
significantly reduce waiting times for e-commerce customers in Brazil.
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3.6. Articles Classified in the “Environmental Sustainability” Cluster

As shown in Table 1 and depicted in Figure 4 the orange cluster comprises five articles
under the “environmental sustainability” theme. These studies explore the environmental
impacts associated with technological advancements and e-commerce practices. The
specific characteristics of these impacts are detailed in Table 7.

Table 7. Aspects related to the environmental impact generated by technological advances and
e-commerce practices.

Energy Consumption and CO2
Emissions

The surge in demand for technologies like social networks, e-commerce, and cloud
computing has led to a significant increase in energy consumption for data storage and
management, with notable environmental and economic repercussions. A 2020 study by
[28] revealed that Brazil emitted 8459 tons of CO2 in 2014, a substantial amount, albeit
lower in terms of volume and operational cost than China and the United States.
Furthermore, research employing models to thoroughly evaluate the sustainability, cost,
and reliability of power and cooling infrastructures in data centers has been conducted in
Brazil and the United States [48]. The recent literature also shows opportunities related to
improvement in the decarbonization strategies of the logistics sector [131,134].

Illegal Trade in Biological and illegal
Products

From an environmental perspective, e-commerce in Brazil inadvertently facilitates the
illegal trade of biological organisms [132]. Despite Brazilian laws prohibiting the
commercialization and distribution of living or dead organisms via e-commerce, instances
of digital smuggling persist. This includes the illicit trade of plants [137], aquarium
species [138], and fish from the Atlantic Forest [139] to various regions of the country.
Additionally, research points out that not all species involved in these seizures are native
to Brazil, posing risks of bioinvasion. These studies recommend that Brazilian authorities
enhance the monitoring of smuggled species and improve regulations governing
e-commerce sales to better protect the environment. It is also important to mention that
negligence by companies in providing information about the safety of using pesticides
and by public authorities in supervising this activity has had important impacts on the
commercialization of such substances via e-commerce [141]. Finally, the literature shows
the critical need for internet-based biosurveillance to describe the Brazilian e-commerce of
non-inspected dairy products [130] and other food products [133,135,136].

4. Proposing a Future Research Agenda

The topics explored in this study offer pivotal insights into the current state and emerg-
ing opportunities in the e-commerce sector in Brazil and markets with similar dynamics.
Such information is vital for developing savvy business strategies and crafting public
policies based on robust data. Table 8 lists ten areas that could be more extensively explored
in the existing literature. This outlines a future research agenda to investigate and enhance
our understanding of the e-commerce sector across various global markets. Table 8 shows
the proposal for a future research agenda.

Table 8. Proposing a future research agenda.

Agenda 1 Expansion of E-Commerce
in Less Developed Regions

• Investigate the growth and challenges of e-commerce in less urbanized
and developed regions of Brazil.

• Assess the impact of local infrastructure, including logistics and internet
access, on the adoption of e-commerce.

Agenda 2 Sustainability and
E-Commerce

• Examine sustainable practices within Brazilian e-commerce, focusing on
ecological packaging and reverse logistics.

• Evaluate the environmental impact of rapid delivery services and explore
eco-friendly solutions for ‘last mile’ logistics.
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Table 8. Cont.

Agenda 3
Technological Innovations
and New Forms of
Electronic Commerce

• Analyze the adoption and integration of emerging technologies,
including augmented reality, blockchain, and artificial intelligence, in the
Brazilian e-commerce landscape.

• Investigate emerging business models in e-commerce, such as
decentralized marketplaces and social commerce, and their impact
in Brazil.

Agenda 4 Consumer Behavior and
Personalization

• Explore the impact of personalized online experiences on the purchasing
behavior of Brazilian consumers.

• Assess consumer expectations around privacy and security in relation to
the use of their personal data in e-commerce settings

Agenda 5 Logistical Challenges and
“Last Mile”

• Examine the unique challenges associated with “last mile” logistics in
Brazil, taking into account geographic and infrastructural factors.

• Propose innovative solutions to enhance delivery efficiency, including
using drones, lockers, and collaborations with local businesses.

Agenda 6 Digital Inclusion and
Accessibility

• Evaluate the accessibility of Brazilian e-commerce websites for
individuals with disabilities.

• Investigate strategies to foster digital inclusion, ensuring that
e-commerce platforms are accessible to all users.

Agenda 7 Impact of Regulation and
Public Policies

• Examine the influence of government policies and regulations on the
development of e-commerce in Brazil.

• Investigate how tax policies and consumer protection laws affect trust in
and adoption of e-commerce.

Agenda 8 E-Commerce and Small and
Medium Enterprises [SMEs]

• Analyze the role and challenges of Small and Medium Enterprises
[SMEs] in the Brazilian e-commerce market.

• Identify the barriers and opportunities for SMEs entering or expanding in
the online marketplace.

Agenda 9 Health and Safety in
E-Commerce

• Investigate the prevalence and effects of counterfeit or illegal products in
online sales.

• Evaluate strategies to ensure the security and authenticity of products
sold through e-commerce platforms.

Agenda 10 International Comparative
Analysis

• Carry out comparative studies between e-commerce in Brazil and other
emerging countries.

• Identify global practices that can be adapted or improved in the
Brazilian context.

Agenda 11 Country’s Physical and
Digital Infrastructure

• Investigating how a country’s physical and digital infrastructure
influences e-commerce performance, providing a clearer perspective on
logistical challenges, and examining how government policies and the
involvement of local actors can support the development of an
environment of sustainable and competitive e-commerce.

5. Final Considerations

This article aimed to construct a meta-narrative to qualitatively evaluate key themes in
Brazilian e-commerce research and identify insights for strategic online purchase manage-
ment. Methodologically, the study was rigorously conducted in three phases: identifying
relevant research, selecting studies, and applying a convergence-coding matrix for analysis.

The study contributed significantly to the literature on electronic commerce in Brazil
in four ways. Firstly, it introduced a meta-narrative that compiles and synthesizes research
on e-commerce in Brazil, generating valuable insights with both theoretical and practical
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implications for management. Secondly, it organized and classified articles into subtopics,
revealing valuable insights into Brazilian e-commerce management theory and practice.
This process identified four new clusters: consumer behavior, e-commerce structure, prod-
uct distribution, and environmental sustainability.

Each cluster offered unique insights. The “consumer behavior” cluster uncovered
managerial insights about influencing factors, challenges posed by specific products and
services, and general issues in researching digital consumer behavior. The “e-commerce
structure” cluster provided insights into reconfiguration, structural innovations, and trans-
formation of traditional structures due to e-commerce. The “product distribution” cluster
revealed a tendency for centralization in larger companies and suggested innovative logis-
tical solutions like intercity bus lines for fast deliveries. The “environmental sustainability”
cluster emphasized the increased energy consumption due to emerging technologies.

The third contribution highlighted the direct impact of website quality on customer
trust, satisfaction, and loyalty and the influence of cultural context on online consumer
behavior. It underscored the importance for companies in e-commerce to build strong
brands, offer competitive pricing, and maintain robust security infrastructures. The fourth
contribution proposed a future research agenda, outlining ten areas yet to be fully explored
in the literature, aiming to deepen global understanding of the e-commerce sector.

Theoretical Implications

The findings of this study provide several significant theoretical implications. Firstly,
identifying key determinants such as trust in the platform, ease of use, privacy, and security
perceptions contributes to the theoretical understanding of consumer behavior in digital
contexts, especially in emerging markets like Brazil. Addressing the unique challenges
associated with high-complexity or high-value products enriches theories on product
differentiation and consumer decision making in e-commerce. Furthermore, validating
measurement frameworks like e-TailQ and ES-Qual within the Brazilian context enhances
the tools available for studying digital consumer behavior globally.

Regarding the structure of e-commerce, the reconfiguration of business operations in
response to technological advancements informs theoretical models of digital transforma-
tion and organizational adaptation. Introducing performance measurement tools such as
Big Data Analytics and the Electronic Commerce Level Index (ECLI) advances theoretical
frameworks for evaluating e-commerce success. Insights into how government policies
shape the e-commerce landscape underscore the importance of regulatory environments in
theoretical discussions on market regulation.

Regarding product distribution, exploring innovative logistical solutions like delivery
lockers and intercity bus lines provides theoretical insights into supply chain management
in e-commerce, contributing to broader theories on last-mile delivery and the logistical
complexities unique to emerging markets. Emphasizing sustainable practices in logistics,
such as using electric tricycles and non-motorized delivery methods, adds to the theoretical
discourse on environmental sustainability in e-commerce.

Analyzing the environmental impact of e-commerce operations, particularly regard-
ing energy consumption and CO2 emissions, supports the development of theoretical
models that integrate sustainability into the study of digital economies. Examining how
e-commerce platforms facilitate illegal trade in biological products adds a new dimension
to the theoretical exploration of digital market ethics and regulatory frameworks.

6. Conclusions

This article analyzed Brazil’s rapidly expanding e-commerce sector, emphasizing
its significant growth and evolving dynamics. Utilizing a meta-narrative review and a
convergence-coding matrix, this study systematically integrated findings from the existing
literature to identify critical industry patterns. The analysis reveals four pivotal clusters:
consumer behavior, e-commerce structure, product distribution, and environmental sus-
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tainability. These elements collectively offer a thorough understanding of Brazil’s current
and future e-commerce directions.

The study underscores the necessity for strategies responsive to changing consumer
behaviors, technological advancements, and environmental concerns. It highlights the
importance of the Electronic Commerce Level Index as a practical tool for assessing B2C
e-commerce performance. It emphasizes the critical role of comprehensive product infor-
mation and personalized recommendations in enhancing the online customer journey.

The COVID-19 pandemic has profoundly influenced the retail landscape, accelerating
the growth of e-commerce both globally and in Brazil. This shift has led to significant
changes in product and service sales, with many consumers transitioning from physical
to online retail. The study identifies a major challenge for smaller companies: the need
for high-quality distribution services. Innovative solutions such as delivery lockers and
intelligent distribution systems offer potential economic and environmental benefits by
reducing delivery failures and optimizing shipping routes.

Moreover, the research advocates for e-commerce as a vehicle for digital inclusion, call-
ing for policies that promote equitable access to online markets. This highlights the broader
socio-economic importance of e-commerce, suggesting a path forward for stakeholders
to shape a more inclusive and sustainable e-commerce ecosystem. These findings furnish
practical insights for enhancing online retail consumer engagement, logistical efficiency,
and sustainability, offering a roadmap for future industry developments.

Limitations of the Study

While this study provides valuable insights into the e-commerce landscape in Brazil,
several limitations should be acknowledged. First, the literature review covers studies
up to 2023. Despite capturing significant developments, particularly the impact of the
COVID-19 pandemic, more recent research from 2024 onwards is not included. Future
studies should incorporate the latest data to provide a more current perspective. Second,
this study primarily relied on the Web of Science (WoS) database [142–144]. Although
WoS is comprehensive and reputable, it excludes potentially relevant studies indexed in
other databases such as Scopus, Google Scholar, and EBSCOhost. Expanding the search to
include these databases could offer a broader and more diverse range of literature.

Third, the study focuses on e-commerce in Brazil, which may limit the generalizability
of the findings to other contexts. Comparative studies involving other emerging markets or
developed countries could provide a more global understanding of e-commerce dynamics.
Fourth, the results were organized into four main themes: consumer behavior, e-commerce
structure, product distribution, and environmental sustainability. While these themes are
comprehensive, there may be other relevant areas, such as digital payment systems and
cybersecurity, that were not extensively covered.

Fifth, while effective for synthesizing diverse studies, the meta-narrative review and
convergence-coding matrix may be subject to biases in article selection and coding processes.
Ensuring rigorous and transparent methodologies in future research can mitigate these
biases. Finally, the fast-paced nature of technological advancements in e-commerce means
that findings can quickly become outdated. Continuous updates and longitudinal studies
are necessary to keep pace with ongoing changes in technology and consumer behavior.
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