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Objective and Vision of the Study

The Mexican Internet Association, A.C. (AMIPCI) integrates the companies that
represent an influence on the development of the Internet industry in Mexico. Every
year, the AMIPCI undertakes the task of carrying out studies based on the use of
Internet in Mexico to guide and promote market growth.

Aware of the need to understand and analyze the aspects that can affect the e-
commerce in our country, AMIPCI presents the Study of Ecommerce Mexico 2016,
which is already the 11th version and is divided into two sections, that investigates
components Ecommerce: Online Buyers and Ecommerce Landscape.

The study was conducted through the auspices of MASTERCARD Prosoft 3.0 and the
Ministry of Economy. The realization was conducted by comScore.

Analyses were performed by interviewing online buyers in Mexico and the leading e-
commerce players in the country to have the vision of both supply and demand.
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The Shopper Experience’s
Survey

Summary of Results - September 2016
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Objectives & Methodology

Research Objectives:
• Quantify e-Commerce value and volume in Mexico by device type and category. 
• Understand preferences and satisfaction of digital shoppers.
• Understand barriers to digital shopping and how merchants can overcome them.
• Compare the 2016 AMIPCI ecommerce results to those from the 2015 study. 

Study Methodology:
• Members of an online survey panel were contacted via email.
• A total of 1,829 respondents completed the survey from August 10 to August 18, 2016.  
• Qualified respondent: Made an online purchase using a computer, smartphone, or tablet in the past 3 

months (May – July 2016).
• 25 to 30 question survey, which took 15 to 20 minutes to complete.
• Data weighted to Media Metrix audience on age and gender prior to analysis.
• Trending – note that the 2015 and 2016 studies are compared; however, participants were surveyed in 

different time periods.  Although there may be some seasonality differences in purchase habits across certain 
categories, for the purpose of this research we are assuming that the overall data are comparable.  



Desarrollado por:

Table of Contents

Objetives and the visión of the Ecommerce Study 3

The Shopper Experience’s Survey 4

Objetives and Methodology 6

Estimated Value of the Mexican Ecommerce Market 7

Digital Purchase Behavior 9

Digital Spending 16

Payments and Transactions 22

Delivery and Abandonment 29

The Experience in the Digital Purchases 35

The Experience in Mobile’s Purchases 45

The Demographic Profile of the Mexican Online Buyer 52

Ecommerce Study: e-Retailers Analysis 65

E-commerce Landscape 67

Website Features 73

Digital Marketing & Promotions 80

Role of the Physical Store 83

6



Conducted by:

Estimated Value of the Ecommerce Market
in Mexico 2015
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The Ecommerce’s Evolution in Mexico
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About seven in ten online Mexicans made a digital purchase from May to 
July 2016.

Q1B.  How many online transactions did you make using each device in the past 3 months?  Please provide your best estimate of the number of 
times you have paid for something online. 
Base: Total respondents; 2016 (n=2,491): online shoppers (n=1,829) + screened respondents (n=662); 2015 (n=1,660): online shoppers (n=1,243) + 
screened respondents (n=417)

Overall Online Purchase Incidence
(Past 3 Months)

75%
71%

January to March 2015

May to June 2016
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50% 48%

28% 33%

11% 8%
4% 6%4% 1%

3% 4%

2015 2016

Smartphone and tablet
or tablet only

Computer and tablet

Smartphone only

Computer only

Computer and
smartphone

All 3 devices

93%

84%

57%

91% 90%

53%

Computer Smartphone Tablet

2015

2016

Device penetration was high, with almost half of online shoppers owning or regularly 
using all three devices (computer, smartphone, and tablet).

S1. Among the devices listed below, which do you own or regularly use? Please select all that apply.
Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

Device PenetrationShoppers 18-34 years 
of age were more likely 
to own or use 
smartphones than 
those aged 35+; those 
with SEL AB, C+ were 
more likely than their 
counterparts to use all 
devices.

Combined usage of 
computers and 
smartphones was up 
5 points from the 
2015 measurement 
period.

http://findicons.com/icon/457728/laptop?id=457886
http://findicons.com/icon/457728/laptop?id=457886
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57%
60%

% Yes

Three in five shoppers purchased from an international retailer in the past 
year, with the U.S. being the top source for imported items.

Q2.  In the past year, have you made an online purchase from an internationally-based retailer (i.e. located outside of Mexico) and had it shipped 
to you or someone else in Mexico? |  Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243)
Q2b. In which country or countries were those internationally based retailers located? Please select all that apply. | Base: International online shoppers: 2016 
(n=1,112), 2015 (n=707)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level. 

International Purchases Country Purchase Location

64%

36%

13%

11%

2%

61%

41%

13%

9%

2%

United States

Asia

Latin America

Europe

Other

2015

2016
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Better price and selection were the top reasons for purchasing with an 
international retailer.

Q2c. Why do you shop from international retailers?
Base: International online shoppers : 2016 (n=1,112), 2015 (n=707)
** Data has been updated from what was incorrected reported in the 2015 report.

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

Reasons for Shopping with International Retailers

63%**

53%

48%

25%**

11%

9%

6%

2%

61%

53%

44%

21%

12%

12%

7%

3%

The price is better internationally

I wanted something unique not found in stores in
Mexico

The brands or products I like are not available in Mexico

The quality is better internationally

I like the status that comes with shopping
internationally

The shipping speed is better internationally

I want to purchase products found while traveling or
living abroad

Other

2015

2016

Data has been updated from what was incorrectly reported in the 2015 report. It was corrected here.
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24%

22%

21%

20%

18%

14%

18%

11%

55%

50%

46%

44%

41%

43%

29%

24%

21%

28%

33%

36%

41%

43%

53%

65%

Halloween

Cyber Monday

HotSale

Back to school

Valentine’s Day

Mother’s Day

El Buen Fin

Christmas

Decrease Stay the Same Increase

Online shopping and buying were expected to increase more tan decrease around all 
holidays except for Halloween.

Q6. Comparing your everyday online shopping habits with your habits around holidays, how did or do you expect your online shopping and buying to 
change around each of these holiday periods in 2016?  
Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243)
Net Change = The percentage of expected increase minus the percentage of expected decrease in shopping and buying.
Green arrow/red arrow indicates that 2016 is significantly higher/lower than 2015 at 95% confidence level.

Expected Change in Shopping Habits by Holiday

Net Change:

More shoppers with SEL AB said their shopping 
would increase at Christmas, Mother’s Day, and 
HotSale than those with SEL C or below.

54%

35%

29%

23%

16%

12%

6%

-3%

8

7

16

7

24
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18%

18%

18%

19%

19%

21%

22%

37%

46%

53%

18%

17%

18%

19%

20%

19%

23%

35%

49%

53%

Sport & Fitness

Jewelry & Watches

Consumer Electronics (excluding PC
Peripherals)

Computer Software (excluding PC Games)

Toys & Hobbies

Furniture, Appliances & Equipment

Video Games, Consoles & Accessories

Event Tickets

Digital Downloads

Apparel & Accessories

2015 2016

Q3. Please take a close look at the table below. Under each category, enter the amount of money in pesos you spent online from May 2016 – July 2016, from each type of 
device you have used for online transactions. 
Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243); *Actual base size for the mean of each category varies and is determined by the incidence of that category.

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

The three top categories purchased online were Apparel & Accessories, Digital Downloads, and Event Tickets; 
the Furniture category yielded the second largest average spend (excluding travel).

1787

2040

1847

1273

1352

3037

1772

1439

615

1459

6535

1340

1735

1652

922

1086

2643

1555

1179

581

1383

5575

B

Average quarterly spend across 
categories excluding travel While based on different 

time periods of the year, 
the average spend in May-
July 2016 across 
categories excluding 
travel was 17% higher 
than the 2015 
measurement period 
(significant at the 90% 
confidence level).

Categories Purchased
Average Quarterly Spend Across All 

Devices (Pesos)*
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Computers & Peripherals had the largest average spend of the non-travel categories. While only three in ten 
shoppers made a travel purchase in the past three months, the Travel category represented the highest 
average spend at 8430 pesos

32%

10%

13%

14%

14%

15%

16%

17%

17%

17%

30%

7%

10%

11%

13%

14%

17%

14%

21%

19%

Travel

Home & Garden

Flowers, Greetings & Misc. Gifts

Office Supplies

Other category not listed

Consumer Packaged Goods

Computers / Peripherals / PDAs

General Services (photo printing, household
cleaning, etc.)

Books & Magazines (physical copies only)

Music, Movies & Videos (physical copies only)

2015 2016
8430

869

673

1385

2701

1263

3930

1408

834

595

6535

9284

1210

560

1449

2143

858

3714

1523

480

448

5575

Q3. Please take a close look at the table below. Under each category, enter the amount of money in pesos you spent online from May 2016 – July 2016, from each type of 
device you have used for online transactions. 
Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243); *Actual base size for the mean of each category varies and is determined by the incidence of that category.

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

Categories Purchased (continued)
Average Quarterly Spend Across All 

Devices (Pesos)* (continued)

Average quarterly spend across 
categories excluding travel
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Across any Device
(n=1,829)

Computer
(n=1,552) [A]

Smartphone 
(n=1,212) [B]

Tablet
(n=612) [C]

62%

56%

51%

27%

17%

16%

16%

14%

12%

9%

8%

8%

7%

30%

22%

10%

10%

9%

7%

PayPal

Debit card

Personal credit card

Bank account transfer

Commercial credit card

MercadoPago

Prepaid card

Gift card

Banking referenced payment

Other online channel

Code of payment

Visa Checkout

MasterPass

Oxxo

Bank deposit

7 Eleven

Cash on delivery

Pharmacy

Other offline channel

55%

47%

48%

23%

12%

12%

9%

10%

8%

5%

5%

5%

5%

22%

17%

6%

6%

4%

4%

43%

35%

29%

14%

9%

10%

12%

6%

5%

6%

5%

5%

5%

16%

14%

9%

7%

5%

6%

PayPal, debit cards and personal credit cards were the preferred payment methods for online purchases 
across all devices.

Q4A.  Which payment types/channels did you use for the online purchases you made in the past 3 months? Please select all that apply for each column.
Visa Checkout and MasterPass were new response options added in 2016. 
Base: Device purchasers A B C  – Letters indicate that the referenced group is significantly higher than the group with the corresponding letter at 95% confidence level.
Green arrow/red arrow indicates that 2016 is significantly higher/lower than 2015 at 95% confidence level.

Payment Types Used Past 3 Months

46%

45%

33%

18%

13%

11%

13%

10%

8%

6%

6%

6%

5%

21%

15%

7%

8%

8%

5%

BC

C

4

4

3

3

7

7

7

5

C

BC

BC C

C C

C

C C

A

AC

4
4

2

3
A
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Security concerns were the leading reason for not storing information with online merchants.

Reasons for Not Storing Credit/Debit Information with Online Merchants

Q10b. What are your reasons for not storing your credit or debit card information (e.g., card number, billing address, etc.)?
Base:  Do not store any information with online merchants: 2016 (n=730), 2015 (n=430)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

77%

28%

13%

14%

7%

2%

2%

80%

20%

14%

10%

6%

1%

3%

Security concerns

I don’t purchase enough from a company to warrant 
storing my card information

It helps curb my spending

I didn’t know that I could store my credit or debit card 
information 

I don’t want to set up an account

Other

I don’t shop with retailers who store cards
2015

2016



Conducted by:

Digital Shopping Experiences
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8%

7%

8%

6%

7%

5%

5%

9%

6%

9%

34%

30%

36%

35%

36%

53%

58%

47%

53%

48%

Overall online
(n=1,829)

Computer (n=1,552)

Smartphone
(n=1,212)

Tablet (n=612)

Physical Store
(n=1,829)

Extremely Dissatisfied Somewhat Dissatisfied Somewhat Satisfied Extremely Satisfied

87%

88%

83%

88%

84%

Shoppers were highly satisfied with shopping both online and in a physical store; satisfaction was highest 
with online shopping via a computer.

Q5A.  How satisfied are you with your overall shopping experience(s) in the last three months?
Base: Device purchasers 
Green arrow/red arrow indicates that 2016 is significantly higher/lower than 2015 at 95% confidence level.        

Satisfaction with Shopping
Net Satisfied:

Shoppers 35 years 
and older were 
more satisfied 
with online 
shopping across 
devices and with 
shopping in a 
physical store than 
those aged 18-34. 

6 7

8

7

10

6

6

8
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Shoppers indicated that many factors would increase their likelihood to shop with specific retailers, with 
security of payments, free shipping, and guaranteed return policies topping the list.

I Am More Likely to Shop with a Retailer if. . . 
% Agree – Top 2 Box (5-Point scale)

Q12. Please indicate your agreement with the following statements:   I am more likely to shop with a retailer if…
Base: Online shoppers: 2016 (n=1,829), 2015 (n=1,243)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

91%

91%

89%

81%

81%

73%

74%

74%

71%

62%

57%

68%

91%

90%

89%

83%

81%

79%

78%

74%

73%

63%

61%

47%

They offer secure payment methods

They offer free shipping

They have a guaranteed return policy

They offer next day delivery

They have an explicit privacy notice (terms &
conditions of the site)

They offer ‘meses sin intereses’

They offer customer service via phone

They offer customer service via live chat

I can connect with them via social media and receive
answers to my questions/concerns

They offer delivery within a week

They require me to create an account (username &
password) to make a purchase

They are validated with AMIPCI’s Trust Mark

2015

2016
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20%20%
9%

13%11%

5%

67%69%86%

Tablet
(n=997)
[C]

Smartphone
(n=1,658)
[B]

Computer
(n=1,649)
[A]

Likely (Top 2 Box)

Neutral

Unlikely (Bottom 2 Box)

The majority of all shoppers were likely to purchase across devices in the near future; however, intent was 
highest on a computer.

Q5B.  How likely are you to make a purchase using each of these devices in the next three months? 
Base: Device users
A B C  – Letters indicate that the referenced group is significantly higher than the group with the corresponding letter at 95% confidence level.
Green arrow/red arrow indicates that 2016 is significantly higher/lower than 2015 at 95% confidence level.        

Intent to Purchase in the Next 3 Months

BC

A A

A A

Users 35+ were more likely to make 
purchases on a computer in the next 3 
months than those 18-34.

5

4
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Compared to computer purchasers, mobile device purchasers were more likely to point out time-
saving aps and the ability to access the Internet from anywhere and anytime as reasons for using 
their devices to purchase online.

Q7. Why do you use each of the following devices to make purchases online?  
Base: Device purchasers 
A B C  – Letters indicate that the referenced group is significantly higher than the group with the corresponding letter at 95% confidence level.
Green arrow/red arrow indicates that 2016 is significantly higher/lower than 2015 at 95% confidence level.

Reasons for Device Choice for Online Purchases

70%

69%

67%

67%

63%

43%

32%

32%

2%

2%

Easy to make purchases on this device

Easy to compare prices and find the best deal

I trust the security online on this device

Internet access on this device is fast

Easy to save my receipts on this device

Available special offers/coupons

Available time-saving applications

Able to access the Internet from this device
from anywhere and anytime

Other

None of the above

55%

41%

43%

52%

36%

43%

68%

74%

2%

2%

52%

40%

39%

45%

32%

34%

52%

46%

2%

4%

Computer
(n=1,552) [A]

Smartphone 
(n=1,212) [B]

Tablet
(n=612) [C]

C

AC

Males trust security more than females on a PC. Those 35+ trust 
security more than 18-34 on a tablet.   Those 18-34 use PCs and 
Smartphones for the available coupons more than users 35+.

A

C

AC A

BC

BC

BC C

BC

BC

5

7

4 6

6
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About three in five mobile device users said they used their device to research compare prices, product details, and 
find nearby stores.

Q8a. Which of the following activities have you conducted on your mobile device?  
Base: Mobile device users: 2016 (n=1,691), 2015 (n=1,103)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

62%

63%

59%

50%

45%

37%

44%

26%

24%

62%

60%

58%

49%

44%

38%

38%

28%

22%

Comparing prices before shopping for an item

Researching product details (e.g. looking up prices or
other item information)

Finding nearby stores

Searching for product reviews/recommendations from a
website (e.g. Amazon reviews, Mercado Libre reviews)

Comparing prices while shopping for an item in person
at a store

Sharing product recommendations via a social
networking site or app (e.g. Facebook, Twitter)

Accessing deal of the day apps (e.g. Groupon,
clickOnero, Privalia)

Mobile barcode scanning to compare prices (e.g. Red
Laser app, QR code)

Sharing product recommendations via email
2015

2016

Shopping Activities Conducted on Mobile Device(s)

Shoppers 18-34 were more likely 
to use their mobile devices for 
shopping recommendations –
both sharing recommendation 
via social media and seeking 
recommendations via websites –
than those aged 35+.   Younger 
shoppers were also more likely to 
use their mobile devices for deal 
apps than their older 
counterparts.
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Similar to the 2015 study, over a third of mobile device users indicated slow Internet connections can make 
it difficult for them to use their devices to make purchases.

Q8b. Which of the following do you consider as difficulties with using a mobile device to make a purchase?  
Base: Mobile device users: 2016 (n=1,691), 2015 (n=1,103)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

Difficulties Conducting Online Purchases on Mobile Device(s)

38%

30%

31%

28%

26%

24%

23%

23%

20%

14%

10%

37%

27%

27%

27%

22%

21%

22%

21%

19%

12%

10%

Internet connection on mobile device is too slow

Internet connection on mobile device is not reliable

The retailers I normally purchase from do not have a mobile app

Not able to see pictures and videos of products I want due to
limited bandwidth on mobile device

Making purchases on a mobile device takes too long

Data plans are too expensive

Making purchases on a mobile device is not safe / secure

Making purchases on a mobile device is confusing

The retailers I normally purchase from do not have a mobile site

I don’t have access to payment options to make purchases on a 
mobile device (e.g. credit card, debit card, PayPal, etc.)

Newest smartphones and/or tablets are too expensive

2015

2016

Shoppers 18-34 were more 
likely to find unsafe to make 
purchases on mobile devices 
than their older counterparts. 

Both males and those aged 

18-34 were more likely than 

their counterparts to find 

mobile devices too expensive 

– both the data plans and new 

smartphones/tablets.
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Transactions via mobile devices were up compared to the 2015 study, with almost four in five mobile 
devices users making at least one type of transaction.  

Mobile Device Transactions Conducted

Q13d. Which of the following activities have you done using your mobile device?  
Base: Mobile device users: 2016 (n=1,691), 2015 (n=1,103)

Green box indicates that the referenced year is significantly higher than the other year at 95% confidence level.

18%

38%

23%

21%

22%

17%

14%

33%

43%

42%

27%

25%

23%

18%

15%

22%

Booked and/or paid for a taxi, private car or rideshare using a mobile
app (such as Uber, Yaxi, Easy Taxi, Smart Taxi, Taxi Beat, etc.)

Purchased products using a mobile app (such as electronics,
apparel, shoes, etc.)

Booked a rental for lodging using a mobile app (such as Best day,
Despegar, PriceTravel, Airbnb, booking.com, hotels.com, etc.)

Booked a flight

Used a mobile app on your mobile device to purchase goods at a
coffee shop (such as Starbucks, Krispy Kreme, etc.)

Booked a grocery delivery using a mobile app (such as Superama,
La Comer en tu casa, etc.)

Paid for a restaurant order using a mobile app (such as OpenTable,
Sin Delantal, Hello Food, Pedidos Ya, etc.)

None of the above

2015

2016
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Buyer’s Demographic Profile

AGE. What is your age? 
GEND.  What is your gender?
HHSIZE.  How many people live in your home, including yourself?
Base: Online shoppers (n=1,829)

12%

39%

24%

14%

11%

18-21

22-34

35-44

45-54

55+

Male, 
54%

Female, 
49%

Age Gender

3%

10%

23%

36%

27%

1%

1

2

3

4

5 or more

Prefer not to
answer

Household Size

Mean: 
36 years
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Demographic Profile (Continued)

HHCHILD. How many children (anyone 17 years old or younger) live in your household? 
QRES. Which of the following best describes where you live?
QEMP. Which statement below best describes your current employment status? 
Base: Online shoppers (n=1,829)

33%

30%

25%

9%

1%

<1%

2%

None

1

2

3

4

5 or more

Prefer not to
answer

Urban, 
87%

Suburban, …

Rural, 
2%

Children in Household Location

51%

11%

9%

9%

7%

7%

3%

2%

Full-time for pay

Part-time for pay

Student

Business owner

Self-employed (full
or part-time)

Not currently
employed

Retired

Prefer not to
answer

Employment Status
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Demographic Profile (Continued)

QSEL1. How many rooms are in your home?
QSEL3. Do you have a shower?
QSEL2. How many bathrooms do you have in your home?
Base: Online shoppers (n=1,829)

1%

5%

13%

22%

22%

21%

16%

1

2

3

4

5

6

7 or more

Number of Rooms in Home Bathroom With Shower Number of Bathrooms

43%

44%

10%

3%

1

2

3

4 or more

Yes, 
98%

No, 
2%
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Demographic Profile (Continued)

QSEL4. How many lights do you have in your home?
QSEL5. ¿El piso de su hogar es predominantemente de tierra, o de cemento, o de algún otro tipo de acabado? 
QSEL6. How many cars do you own?
Base: Online shoppers (n=1,829)

5%

29%

31%

20%

16%

0-5

6-10

11-15

16-20

21 or more

Number of Lights in Home Type of Flooring Number of Cars Owned

15%

50%

29%

5%

0

1

2

3 or more

Dirt or 
cement, 

22%

Other type 
of 

material, 
78%
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Demographic Profile (Continued)

QSEL8. Thinking about the person who provides most of the income in this home, what was the last year of studies completed?
QSEL7. Do you have an electric stove in your home?
Social Class is determined by a combination of answers at Sel1-Sel8
Base: Online shoppers (n=1,829)

5%

2%

6%

2%

10%

11%

52%

10%

1%

High School or
Less

Business career

Technical career

Incomplete
preparatory

Completed
preparatory

Incomplete
licenture

Licenture
completed

Master's degree

Doctorate degree

Education Electric Stove Social Class

41%

33%

14%

7%

3%

<1%

AB

C+

C

C-

D+

D/E

Yes, 
99%

No, 
1%
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Demographic Profile (Continued)

QINT. Where do you connect to the internet?  
Base: Online shoppers (n=1,829)

Places Connected to Internet

92%

58%

31%

20%

10%

8%

Home

Work

Data plan for cell/tablet

Publish access (WIFI)

School

Internet café
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Demographic Profile (Continued)

QSTATE.  Please indicate where you currently live.
Base: Online shoppers (n=1,829)

1%

3%

<1%

<1%

1%

3%

2%

<1%

1%

3%

1%

Aguascalientes

Baja California

Baja California Sur

Campeche

Chiapas

Chihuahua

Coahuila

Colima

Durango

Guanajuato

Guerrero

State

2%

1%

3%

3%

1%

2%

1%

5%

2%

1%

Quintana
Roo

San Luis
Potosí

Sinaloa

Sonora

Tabasco

Tamaulipas

Tlaxcala

Veracruz

Yucatán

Zacatecas

1%

9%

10%

22%

2%

2%

<1%

7%

1%

4%

3%

Hidalgo

Jalisco

Estado de México

Ciudad de Mexico

Michoacán

Morelos

Nayarit

Nuevo León

Oaxaca

Puebla

Querétaro
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Executive Summary

• Seven in ten of online Mexicans were online purchasers based on reported purchase activity 
from May to July 2016. 

• Six in ten shoppers made non-domestic purchases during that period on 2016.

• Average quarterly spending across all devices and non-travel categories was 6535 pesos, 
approximately 2178 pesos spent online per month.

• This was up directionally compared to the 2015 study.

• Additionally, almost a third of shoppers made travel purchases during the three-month 
period, with an average spend of 8430 pesos in this category.

• The top three categories purchased online continued to be apparel & accessories, digital 
downloads, and event tickets.
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Executive Summary (continued)

• Smartphone purchasing grew significantly by both incidence and average number of 
purchases compared to the 2015 study.

• However, the incidence of making a purchase on a computer or on a tablet each 
declined significantly compared to the 2015 study, and the average number of 
purchases stayed flat.  

• Other mobile device transactions such as booking and paying for transportation, hotels, 
etc. increased significantly compared to the 2015 study.

• Mexicans like using mobile devices for their ease in accessing the Internet, as well as for the 
ability to use retailer apps, which can save time.

• Two-thirds of mobile users said they shop within retailers’ apps, and more than four in 
ten have made in-app purchases.
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• PayPal, debit cards, and credit cards were the most common methods of paying for online 
transactions in the past three months; however, buyers would like to see retailers offer a 
greater variety of secure options for online payments.

• Almost all online shoppers in Mexico were aware of digital payment tools 

which was driven mostly by PayPal.

Executive Summary (continued)
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• Overall satisfaction with online shopping was high, on par with consumers’ satisfaction with 
shopping in physical stores.  Online purchasers were likely to continue buying online in the 
future, particularly using a PC.

• About one in three were unlikely to use a mobile device for future purchases as a result 
of distrust for the site.

• Similar to the 2015 study, shoppers expect their shopping to increase vs. decrease 
around all holidays except Halloween. The largest increases were expected around 
Christmas, El Buen Fin, Mother’s day, and Valentine’s Day.

Executive Summary (continued)
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E-Commerce Study - Retailers

Summary of Results
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Objectives & Methodology

Research Objectives:
• Quantify the value and volume of e-commerce sales in Mexico
• Understand expected sales increases and decreases around holidays
• Determine payment types accepted
• Determine promotions used by retailers
• Understand website features  

Study Methodology:
• Online merchants in Mexico were sent an email invitation by AMIPCI with a link to 

the survey.
• The survey had up to 20 questions and took an average of 10 minutes to complete.
• 50 respondents who work in e-commerce sales completed the survey.

Note on trending: The 2016 and 2015 results are shown throughout the report.  However, these 
data are not tested for statistically significant changes between years since there may be 
unmeasured differences in the samples due to the sampling method used (convenience samples).
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E-commerce Landscape
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Apparel and sports & fitness continued to be the top two categories sold among these online retailers.

Q1.  Which of the following categories of goods and services do you or your organization sell online? 
Base: All retailers: 2015 (n=75), 2016 (n=50) 

Categories of goods and services sold online 

37%

33%

23%

11%

25%

21%

20%

13%

20%

16%

12%

15%

15%

15%

4%

4%

7%

13%

33%

13%

42%

28%

24%

22%

20%

20%

18%

18%

16%

16%

14%

12%

12%

12%

10%

8%

6%

4%

24%

16%

Apparel & accessories

Sport & fitness

Computers / peripherals / PDAs

Digital downloads

Consumer electronics (excluding PC Peripherals)

Furniture, appliances & equipment

Home & garden

Jewelry & watches

Toys & hobbies

Video games, consoles & accessories

Computer software (excluding PC Games)

Books & magazines (physical copies only)

Consumer packaged goods

Office supplies

General services

Event tickets

Flowers, greetings & misc. gifts

Music, movies & videos (physical copies only)

Other category not listed

Travel

2015 2016
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23%

13%

6%
4%4%4%3%

2%
1%

1%
1%

1%
1%

1%1%
1%

33%

Apparel & accessories

Consumer electronics (excluding PC
Peripherals)
Digital downloads

Computers / peripherals / PDAs

Furniture, appliances & equipment

General Services

Home & garden

Video games, consoles & accessories

Consumer packaged goods

Sport & fitness

Office supplies

Jewelry & watches

Music, movies & videos (physical
copies only)
Books & magazines (physical copies
only)
Toys & hobbies

Other listed categories^

Other category not listed

Q3. Please take a close look at the table below. Under each category, enter the amount of money in pesos you have sold online during May to July 2016, Please list the 
amount spent from domestic (in Mexico) vs. International (all other countries) in separate columns.
Base: All retailers: 2016 (n=50)  |  Note: Domestic and International sales are shown together.
^Includes the following categories: computer software (excluding PC games), event tickets, and flowers, greetings & misc. gifts.
Note:  These data are not compared to 2015 data as the 2016 data are visibly different from 2015, likely due to the different types of retailers recruited in 2015 and 2016. 

Share of sales (excluding travel)

Apparel & accessories represented just under a quarter of retail sales among these retailers 
from May to July 2016.

B

If Travel were included, it 
would represent 30% of 
the sales dollars even 
though only 16% of 
retailers sell travel.  

Average Sales Value 
(excluding travel):
83,356,967.8 pesos
($4,499 Million US) 
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14%

28%

40%

36%

52%

64%

80%

82%

90%

29%

33%

37%

47%

57%

64%

80%

79%

80%

Halloween

Valentine’s Day

Vacaciones medio año

Back to School

Mother’s Day

Cyber Monday

Christmas

HotSale

El Buen Fin

2015 2016

Retailers continued to expect sales to increase the most around El Buen Fin, HotSale and Christmas.

Q4.  Comparing your typical sales volume with your sales volume around holidays, how did/do you expect your sales to change around each of these 
holiday periods in 2016? 
Base: All retailers: 2015 (n=75), 2016 (n=50) 

Expected Change in Sales by Holiday
(% Increase)



48Conducted by:

Customer login & password as a security feature and risk analysis/prevention tools or services continued to 
be the top features used for security.

Q8.  Which of the following controls and/security features do you utilize on your website? | None of the above not shown.
Base: Retailers who own their own online storefront: 2015 (n=69), 2016 (n=44*)
* Indicates small sample size (n=30-49); use with caution.

Controls and security features on the website

73%

54%

46%

20%

32%

17%

13%

3%

0%

6%

17%

4%

59%*

59%*

55%*

32%*

30%*

11%*

11%*

5%*

0%*

0%*

9%*

0%*

Registro y solicitud de “Usuario y Contraseña“ del cliente

Herramientas de analisis y prevención de riesgo por terceros

Herramientas de análisis y prevención de riesgo propias

Sistema de Validacion en Linea

Autenticación de 3DSecure

Validacion via comprobante de domicilio

Confirmación en móvil

Validación de estructura CURP

Autenticación con FEA o FIEL

Validación del comprobante de domicilio

Other

None of the above

2015

2016

Net: Have a risk 
analysis/
prevention tool 
or service:  88%*



53% 52%

25%

12% 4%

41%
46% 46%

10%
4%

0%

50%

Google Android Apple iOS Windows Mobile /
Phone

BlackBerry OS Other None of the
above, do not

have a mobile app

2015

2016

Half of retailers reported having a mobile app, with most being supported by both Android and Apple iOS.  

Q10.  Does your business have a mobile app for any of the following operating systems? 
Base: All retailers: 2015 (n=75), 2016 (n=50) 

Operating systems for which the business has a mobile app
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Role of the Physical Store 

50
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Almost six in ten retailers reported having physical stores, and most of them do not have plans to close any.  

Physical store locations
(% Yes)

Q9A.  Does your business have physical store locations?  | Base: All retailers: 2015 (n=75), 2016 (n=50) 
Q9C.  Do you have any plans to close some or all of your physical store locations?  
Base: Retailers who have physical store location: 2015 (n=38*), 2016 (n=29**)
* Indicates small sample size (n=30-49); use with caution. ** Indicates very small sample size (n=20-29); use with extreme caution. 

Plans to close physical store locations 

87%
93%**

10%
7%**

3% 0%**

2015 2016

Yes, all of them

Yes, some of them

No

51%
58%

2015

2016
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Among these online retailers who also have physical stores, sales from their physical stores represented 
over three-quarters of their sales.

Sales from the Internet vs. physical store 

Q9B.  What percentage of your total sales come from the Internet vs. physical stores?
Base: Retailers who have both online and physical store locations: 2015 (n=38*), 2016 (n=29**)
* Indicates small sample size (n=30-49); use with caution. ** Indicates very small sample size (n=20-29); use with extreme caution. 

77% 79%**

23% 21%**

2015 2016

Series2

Series1
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Among retailers who have both physical and online stores, the physical store continued to be perceived as 
the foundation of their business, and the online store complements and expands their offerings.

Q9D.  Please explain why you are <<not>> planning to close physical stores. 
Base: Retailers who have physical store location and plan not to close it: 2016: (n=26**)
** Indicates very small sample size (n=20-29); use with extreme caution. 
Note: Sample size for respondents who are planning to close stores is too small to report.

Reason for planning not to close physical stores**
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Executive Summary

Online Sales:

• Similar to the 2015 study, the majority of online sales were from within Mexico, and two 
in three online sales were via a PC.  Retailers reported a small percentage of chargebacks.  

• Apparel and sports & fitness continued to be the two largest categories sold among these 
online retailers.

• When it comes to sales value, excluding travel, the top three categories were other 
categories not listed in the survey, apparel & accessories, and consumer electronics.

• Retailers expected shopping to increase around El Buen Fin, Christmas and HotSale.  
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Executive Summary
Online Stores:

• Most retailers reported selling their products/services through a website or app 
that they/their companies own.  These sites accept most major payment types, 
including credit and debit cards, and PayPal.  Almost all accept Visa and MasterCard.

• Over two in five retailers reported having a mobile app. 

• Most retailers engaged in a variety of online marketing efforts, including offering 
sales/promotions.   Interest-free purchases and discounts were most common.

Role of the Physical Store:

• Half of the retailers reported having physical stores.  

• Among those with physical stores, sales from the physical stores make up four-fifths 
of their sales.

• The vast majority were not planning to close stores.  These retailers stated that 
physical stores are the backbone of their businesses and that their online stores 
expand their offerings in pursuit of an omni-channel shopping experience.



Conducted by:

E-commerce Study in Mexico 2016

comScore’s Analytics Team:

Wendy Segal, Research Director, wsegal@comscore.com

Sarah Barker, Research Leader, sbarker@comscore.com

Kim Bui, Survey Analyst , kbui@comscore.com

Ivan Marchant, Vicepresident Mexico, imarchant@comscore.com

mailto:wsegal@comscore.com
mailto:mherscovitch@comscore.com
mailto:kbui@comScore.com
mailto:imarchant@comscore.com

