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Abstract

:

The aim of the research is to gain an understanding of consumer behavior in developing countries in the electronic environment. For this purpose, the four constructs of the PREVEINCOSA scale were analyzed: purchase intention as the dependent variable and trust, perceived value, and satisfaction as the determining variables of the former. For this purpose, by means of convenience sampling, an online questionnaire was shared with citizens in Mexico, Peru, and Colombia. A total of 330 questionnaires were collected from people who knew or had bought clothes in an online shop of the small company. Structural equation modeling (SEM) was used to validate the model and test the hypotheses. The results indicate that trust and satisfaction directly and positively influence value perception and online purchase intention and that value perception directly and positively influences online purchase intention of the small business consumer in Mexico, Peru, and Colombia. These results may be useful for the small fashion business sector in developing countries since it is observed that the online sales channel is not yet developed, which makes it necessary to develop strategies to reach customers in a more effective way. On the other hand, given the importance of this sector for the economy of developing countries, this study can be useful to governments who can establish public policies to provide training and technical assistance to benefit the development and competitiveness of this sector.
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1. Introduction


By 2030, the Sustainable Development Goals are expected to enhance and promote the social, economic, ecological, and political inclusion of all people, regardless of age, gender, disability, race, ethnicity, origin, religion, or economic or other status [1]. This tends to promote development-oriented policies that support productive activities, such as the creation of decent jobs, entrepreneurship, creativity, innovation, and the promotion of the formalization and growth of micro, small, and medium-sized enterprises [2], and access to financial services, the latter being the responsibility of each nation. Latin America has been characterized as a region with political, economic, and social problems that have affected entrepreneurship [2]. However, according to the data provided by the study of [3], this situation has worsened with the periods of compulsory social seclusion, showing a 42.3% increase in the number of MSMEs (micro, small, and medium-sized enterprises) in insolvency and economic bankruptcy in 2019 and part of 2022 during the pandemic. On the other hand, a high level of unemployment has stimulated entrepreneurship in some economic sectors such as grocery or clothing shops with or without an address which has provided a way out of the economic crisis [4].



In other economic fields, significant change has been visualized thanks to the radical arrival of the 4.0 era [5,6]. The accelerated adoption of e-commerce, due to COVID-19, has drastically changed consumer behavior and shopping habits and shaken the retail landscape [7,8,9]. Online shops have thus become a competitive strategy [10] and the main sales channel for small textile companies [11,12]. E-commerce has made it possible to increase clothing sales and generate higher profitability [9].



However, this sales channel is being efficiently exploited by large companies, not by small companies in this sector; since, in the data collection carried out by the authors of this study, out of a total of 1071 respondents, only 330 (30.81%) knew of a small-company online clothing shop in their country, i.e., there is a very high population (69.18%) that does not know of a small-company online clothing shop. However, the business perspectives in online commerce for the 21st century require public, private, and social organizations to adopt innovative strategies in line with the challenging demands of the environment [13]; therefore, traditional organizations give way to the incorporation of mechanisms that provide answers to the needs of the business world, in order to become intelligent, proactive, dynamic, creative, and de-centralized organizations, where the competencies of human talent are the cornerstone for the achievement of organizational objectives [14].



Taking into account the importance of this type of company sector for the economies of developing countries such as Peru, Mexico, and Colombia, especially in the textile sector, there is a need to carry out studies that allow these organizations to generate a prospect that facilitates the creation of shared actions with their collaborators, orienting their efforts toward the search for efficiency, with the commitment to contribute to the management in networks of cooperation and social responsibility and commitment to the environment and among all those who make a living in the companies, without excluding those that operate under social principles [15].



Studies indicate that online shoppers are looking for online shops that provide satisfactory shopping tools such as product or service catalogs, search functions, price comparison sheets, shopping carts, online payment systems, and description devices [16,17,18]. Moreover, for this type of consumer, online shops must be able to deliver on their promises, be honest in transactions, perform their business activity in the expected time and quality, and not disclose personal or banking information [19].



It is important to note that in online shopping, consumers need a lot of time to search for all compatible products, and they often shop at more than one retail brand [20]; therefore, brand advertising greatly influences the purchase decision in one of the online shops visited by customers [21,22]. Therefore, the digital era presents opportunities for mini-retailers to bring greater levels of operational efficiency, leadership, and customer focus to their business models [23,24]. Moreover, predicting the trend of the apparel retail industry in the post-epidemic era will help to optimize the apparel industry chain, improve efficiency, and help the apparel retail industry to meet the trend of the times [25,26].



Online retailers try to induce new consumers to visit their online stores and buy their products and services [27]. However, few consumers buy products and services from their online shops for reasons such as shipping costs, poor customer service, potential return issues, privacy, inability to touch and feel the products, out-of-stock issues, late delivery, etc. [28]. Even more so in developing countries, where consumers are traditional and distrustful of anything related to technology. In this sense, this study aims to understand the influence of trust and satisfaction on the perceived value and purchase intention of users of online shops of small businesses in developing countries during the COVID-19 pandemic, in the context of the economic crisis caused by the COVID-19 pandemic.



The structure of this article is presented as follows: the introduction discusses the importance of the topic, the objective of the paper, and a brief reference to, the second section presents a review of the literature, and the third section explains and justifies the methodology applied. The last section draws some conclusions and recommendations for future research and points out some weaknesses of this work and future lines of research.




2. Background


2.1. Customer Purchase Intention in Online Clothing MSMEs


The purchase intention is nothing more than the consumer’s willingness to make a purchase through the electronic channel and represents a key factor in measuring the adoption of e-commerce in MSMEs, especially those engaged in the marketing of clothing [19,20,21,22,23,24,25,26,27,28,29]. Reference [30] defined this intention as the subjective willingness of consumers to buy in an online shop, a process in which factors such as resources, attitudes, and lifestyle of the consumer are involved [31,32]. Thus, in relation to personality, online purchase intention can be seen as a consumer’s enduring willingness to display a certain purchase behavior in a certain context mediated by an electronic device [33]. This behavior is the likelihood that a consumer will buy the products or contract the services, in a given period of time, being a basic metric for our conversion funnel [12,34].



In the electronic context, consumers’ purchase intentions are affected by several factors related to the information system, such as the quality of the website, the design of web pages, and the display of product details [35,36]. Therefore, online shops must differentiate themselves to attract customers with their unique features and capture their best first impressions [37]. In addition, in the clothing buying process, visual attention is a key element, the emotional experience of clothing objects is gradually formed, and, ultimately, a purchase decision is made [38].



The theory of reasoned action [39] suggests that a person’s intention to perform or not to perform a specific behavior is the immediate determinant of behavior. In this sense, other authors state that intention is the amount of effort one is willing to make to achieve a goal [40,41]. Along these lines, according to [33,34,35,36,37,38,39,40,41,42,43], online purchase intention can be seen as a consumer’s enduring willingness to display a certain behavior (i.e., purchase) in a certain context. The consumer before buying will be guided by their previous experience, preferences, and external environment to gather information, evaluate alternatives, and finally make a purchase decision [44,45].




2.2. The Trust of the Customer Shopping in Online Clothing MSEs


Trust is emerging as a key element of success in the online environment [46] and is defined as the degree of faith, credibility, and even complicity that can exist between two or more individuals [47,48]. Consumer trust in the field of e-clothing shopping is even more relevant than in traditional shopping, since the intangibility and impersonality of e-commerce increase consumer uncertainty [19,20,21,22,23,24,25,26,27,28,29,30,31,32,33,34,35,36,37,38,39,40,41,42,43,44,45,46,47,48,49].



It should be mentioned with great certainty that the new information and communication technologies (ICTs) have favored the emergence of new sales channels [50,51,52]. E-commerce has been a revolution for both MSMEs and consumers and has become one of the main activities of the world economy due to the globalization of the Web, which has made it possible to open businesses all over the world 24 hours a day, increasing the chances of success of any business [53].



Trust occurs after a consumer buys a product on the basis of clear expectations [54], [55]. Thus, trust is fundamental in the acceptance of information technologies and is especially necessary for online sellers [56]. In online shopping, trust influences consumers’ willingness to buy online, the increase in online sales, and the consumer’s perception of value of this type of business [57,58]. Thus, e-trust can be described as the degree of conviction that customers have in online exchanges or online exchange channels [59]. In recent times, an important attribute for building consumer trust is the integrity of how the organization’s brand can be perceived [60].



Consequently, Ang et al. [61] determined that the low level of trust in online consumers is due to factors such as security, privacy, and perceived risk, in addition to other variables involved in the online purchasing process [62]. For this reason, Poan et al. [63] considered three strategies to reduce consumer uncertainty about the online seller’s trustworthiness and increase the likelihood of transaction: the online seller’s ability to deliver a product or service that performs as promised, the availability to rectify in the event that the purchase is inadequate, and the presence of a privacy policy or statement on the website.



Hypothesis 1 (H1).

Trust in online stores of small apparel companies directly influences consumers’ value perception.





Hypothesis 2 (H2).

Trust in online stores of small apparel companies directly influences online purchase intention.






2.3. The Customer Value Perception of Online Clothing MSMEs


In recent decades, society has been undergoing a series of socio-cultural, economic, and political transformations that have led to important consequences for the market and the consumer [63]. Of all these changes, socio-cultural changes have become one of the main aspects of understanding the new consumerist structure, characterized by the existence of certain global trends that explain the changes in family structures and new lifestyles [64]. This has led to an increase in the number of small clothing companies in developing countries, and the trend and culture of the country are ones of consumerism and vanity.



Unlike satisfaction, value perception occurs at various stages of the purchase process, even before the purchase [65]. Consumers define value in relation to the low price, what they expect from a product, the quality they get for the price they pay, and what they get for what they give [44]. Perceived value can better reflect consumers’ purchase intention, helping to predict future consumer behavior [30,66] and driving an intentional or impulsive purchase [67].



Value perception is a subjective judgment or overall evaluation that consumers obtain by perceiving the value of the product or service they purchase and balancing benefit and loss [30,68]. Value is considered a multidimensional construct comprising mainly two dimensions: functional or utilitarian value and emotional value [69]. The functional value provided by the convenience of technology and improved shopping efficiency can enhance consumer satisfaction, increase consumption desire, and promote re-consumption [67].



In online shops, functional value is the value that consumers receive from the e-commerce website visited, based on the collection of product-related information that helps them make more informed purchasing decisions [70]. This increases perceived quality and decreases price sensitivity, but long waiting times can have the opposite effect on consumers’ perceived value [71]. Likewise, consumer symbolic value is based on the subjective and intangible evaluation of products and services, which can be explained by the emotional or hedonistic dimension, which occurs before cognition, and is the main factor in the enjoyment of the pleasure of an emotional stimulus in the consumption experience [69].



Hypothesis 3 (H3).

Value perception positively influences consumer purchase intention of the online clothing store.





Hypothesis 4 (H4).

Value perception positively influences consumer satisfaction of the online clothing store.






2.4. Customer Satisfaction in the MSEs of Online Clothing Shops


From a marketing point of view, the satisfaction of customer needs is the key to business-market exchanges [72,73]. Satisfaction is the result of the perception of the value received by the customer of the clothing MSMEs over the expected value; thus the intention to repurchase is linked to customer satisfaction [74]. According to [75], satisfaction is an individual’s feeling of pleasure or disappointment as a result of comparing the perceived performance of online shopping in relation to their expectations [76,77,78].



E-satisfaction can be defined as customer satisfaction with respect to their previous shopping experience with a given e-commerce company and resulting in favorable responses, such as purchase and repurchase [79]. It is considered an indicator that increases customer loyalty [80], as it determines whether or not the customer intends to patronize the shop in the future [77]. Nowadays, repeat purchases are a necessary phenomenon in order to ensure the survival of organizations [81,82].



Purchase satisfaction in this type of company is a fundamental element that every organization must be able to understand, since it is through this that it is possible to know how to meet the needs and requirements of the consumer and make the company more efficient and profitable [83]. What consumers are looking for is a product or service that they expect to satisfy their needs [84], which means that it is necessary to understand how consumers make decisions regarding consumer goods. Moreover, the digital environment allows consumers to have more power over what they see or hear in the marketplace, and thus they can compare prices and choose the best ones, avoid distribution channels and intermediaries, and buy goods around the world anytime, anywhere [85].



Satisfaction is similar to attitude in the sense that it can be assessed as the sum of satisfactions with different product or service attributes [86]. A high level of consumer satisfaction leads to customer retention, which in turn benefits positive word-of-mouth marketing and reduced marketing expenses [71]. Some authors point out that e-satisfaction is positively related to the relationship between customer value co-creation and online selling [57].



Hypothesis 5 (H5).

Consumer satisfaction influences the online purchase intention of online apparel stores.






2.5. Model Construction


With the evidence found in the literature, the hypotheses were set out in the theoretical framework to be tested in this study.



These relationships are shown in Figure 1 in order to present the theoretical graphic model on which the research is based (see Figure 1).





3. Materials and Methods


The aim of the research was to find out the influence of trust and satisfaction on the perception of value and purchase intention of users of online shops in developing countries. For this purpose, using a model of structural equations, we proceeded to analyze the relationships between the variables mentioned in accordance with the theoretical framework of this research.



The instrument used for data collection was the PERVAINCONSA scale, which has adequate metric properties that ensure validity for the collection of information [86,87]. The variables of the PERVAINCONSA scale (trust, satisfaction, value perception, and purchase intention) were evaluated for reliability using Cronbach’s alpha (α) > 0.7, composite reliability (CFR) > 0.70, and average variance extracted (AVE) > 0.50 to ensure the validity and reliability of the model. These assessments were complemented by construct validity through exploratory factor analysis (EFA) and confirmatory factor analysis (CFA).



In addition, the heterotrait–monotrait ratio (HTMT) criterion was used to validate the constructs of each of the factors [88], since these scales are evaluated as models of hierarchical components, that is, by levels. According to this indicator, the coefficients must be below the strict point (0.850). The results of these analyses can be seen in Table 1, Table 2, Table 3, Table 4 and Table 5.



The questionnaire was distributed virtually to citizens of Mexico, Peru, and Colombia who knew or had made a purchase of clothing in an online shop of a small business in their country. The questionnaire was hosted on a Google form which was shared via email and social networks to a convenience sample. At the beginning of the questionnaire, an informed consent form was presented, where each participant could read and press the “yes I agree” option to enter the questionnaire. In this way, participants were informed about the objective of the study, that their data would be treated anonymously, and that their participation was voluntary. Finally, the data were analyzed using structural equation modeling (SEM), using the AMOS-24 program, and the maximum likelihood technique.




4. Results


A total of 330 valid questionnaires were collected from young consumers in Mexico, Colombia, and Peru. Socio-demographic characteristics included gender, age, and country, as shown in Table 1.



The sample was identified as being predominantly female (61.5%), aged between 18 and 20 years (30.9%) and 21 to 25 years (37.9%), and it had a similar number of participants in the three Latin American countries: Mexico (35.2%), Colombia (30.6%), and Peru (34.2%). It can be seen that most of the participants in this study were young participants from generation Z, the most significant age range in this group of participants was between 18 and 25 years old, a young population belonging to generation Z that adapts to new technologies with great ease [89], which can be interpreted as an opportunity for this market segment in the MSME business sector, where they should develop their digital marketing strategies, given that this generation is more familiar with technology. In addition, the COVID-19 pandemic has led MSMEs to pursue an abrupt digital transformation [9], with many of them jumping into e-commerce without having the technical skills and infrastructure in place to make optimal use of digital media for business purposes [90]. Although the adoption of e-commerce has a positive and significant influence on MSME sales, with the use of ICTs [10], it is necessary to enhance digital marketing plans, strategies, and media, as well as to strengthen technological and operational capacity, in addition to having trained personnel to facilitate the process [91], given that technology, fashion, innovations, and cultural patterns respond to globalization and pose a challenge for the survival of MSMEs and their competitive positioning in a new and increasingly demanding digital market [7,16,74,92,93].



Table 2 shows the validation of the final measurement model with convergent reliability and validity.



Table 3 presents the discriminant validity, which validates the measurement model since the confidence intervals do not reach unity and the quantile covariances do not exceed the AVE value. In this case, the diagonal represents the square root of the AVE [92,94]. In addition, it is verified that the heterotrait–monotrait ratio (HTMT) criterion is met to validate the constructs of each of the factors since all the coefficients are below the threshold for strict discriminant validity (0.850) [88]. All of these requirements fit into the proposed model; therefore, we proceed with the testing of the hypotheses through the analysis of the SEM structural equation model.



Testing the Hypotheses


Once the measuring instrument was validated, the estimation of the structural model was carried out with the help of a structural equation model in the AMOS-V24 program, the results of which are shown in Table 4. In the same way as in the confirmatory factor analysis, the goodness of fit of the model was evaluated in order to accept the results obtained in the equations and finally to test the hypotheses.



From the results applying the structural equation model in the AMOS-V24 statistical package, the goodness of fit for the structural model can be rated as acceptable where chi-square (x2) = 318.655; degrees of freedom (gl) = 159.00; chi-square/degrees of freedom (x2/gl) = 2.004; comparative fit index (CFI) = 0.976; standardized root means square residual (SRMR) = 0.030; root mean squared error of approximation (RMSEA) = 0.055.



The “p-value” indicates the significance of the hypotheses proposed; thus, with a significance of p-value < 0.001, hypotheses H1, H3, and H4 are supported; with a significance of p-value < 0.050, hypothesis H5 is supported. This confirms that trust directly and positively influences the perception of value and that the perception of value directly and positively influences the purchase intention and consumer satisfaction, and, in turn, satisfaction directly and positively influences the purchase intention of consumers of online stores of small businesses in Colombia, Mexico, and Peru; however, hypothesis H2 was not positively supported (p-value = 0.095). This would explain that, in this study population, trust does not positively influence online purchase intention. However, since it was found that purchase intention is influenced by customer satisfaction and the latter in turn by perceived value, it can be affirmed that there is an indirect but positive relationship between trust and online purchase intention, an assertion that is similar to the previously reviewed literature [69].



For this reason, specialists have proposed to perform a direct estimation of the latent variables to improve the explanatory power of the model [95].



Following this idea, a SEM analysis was performed on the basis of the variables of confidence and purchase intention to study the relationship between them when satisfaction and perceived value are not included in the equation. This new model is called the COINT model. The result of the analysis is presented in Table 5.



When studying the relationship between trust and purchase intention without the mediating effect of perceived value and satisfaction, significant results are obtained, supporting hypothesis 5, trust positively influences purchase intention, in accordance with those found in the literature and presented in the theoretical framework of this work.





5. Discussion


Companies with MSME characteristics can achieve market positioning through viable strategies and technological innovation, as they are more in the consumer’s mind and customer perception is good [96]. The results of this study can contribute to the literature with a new understanding of online consumer behavior in a different context. The practices of the study are topped by the strategic use of social networks that have become a mass medium of communication as technology every day makes it easier for us to access them [97]. Other practices are related to the constant mentions of authors such as [96] who stated that customers of companies engaged in online marketing appreciate a page that they remember every time they enter their account and also feel satisfied to have the facility to look at the clothes and interact with the company through this medium without having to travel to the site; it is almost like having everything at hand, and this also creates an added value for the customer. This creates an increasingly strong mental perception of the brand in the customer [97].



The aim of this research was to find out the influence of trust and satisfaction on the value perception and purchase intention of users of online shops in developing countries Mexico, Peru, and Colombia. The results show that satisfaction and trust directly and positively influence value perception and that satisfaction and value perception directly and positively influence consumers’ purchase intention. In this regard, Moslehpour et al. [16] stated that perceived value influences online purchase intention, due to the perceived usefulness of technological innovation, and that online shoppers from different countries have the same expectation about the advantages of shopping online by themselves. Moreover, according to [98], symbolic or emotional value has a positive relationship with online purchase intention, especially among women.



Regarding trust, the study shows a positive relationship with perceived value, and although initially no association was found with online purchase intention, when measuring trust alone with online purchase intention, a strong influential relationship was evident. Ali et al. [99] pointed out that trust influences consumers’ willingness to buy online, the increase in online sales, and consumers’ perception of value. However, because other factors such as advertising and prior experience mediate this interaction [21,22] and because of the poor conditions of websites developed by small businesses [10], consumers may not be motivated to buy online. The intangibility and impersonality of e-commerce increase consumer uncertainty [19], especially as small businesses in the fashion and clothing sector have been slow to adapt to new technologies [24] and, with the pandemic, have been forced to move abruptly into e-commerce and respond quickly to new needs in order to continue growing [7,9,11].



Several factors are involved in online purchase intention, such as consumer resources, attitudes, and lifestyle [32]; therefore, the authors agree that satisfaction influences the consumer’s perception of value and, in turn, influences a higher level of online purchase intention, which is reflected in the reduction of devolutions and the increase in sales and profitability [9]. In the sale of clothing, emotional experience is a key element in the consumer’s decision to make a purchase [38]; therefore [37] considered that online shops must differentiate themselves in order to attract customers with their unique characteristics and capture their best first impressions. This is the only way to generate a favorable loyalty and repurchase response in the future [74,80].



Unlike satisfaction, perceived value occurs throughout the purchase process, even before the purchase, and as demonstrated in the results, perceived value in any form directly influences online purchase intention [30]. The convenience of technology and improved shopping efficiency can improve consumer satisfaction, increasing consumer desire and promoting re-consumption [100], and the perceived consumer experience can increase perceived quality and decrease price sensitivity [71].



On the other hand, in relation to the limitations of the study, it is important to analyze the reasons why many young people claim not to have interacted with an online shop of a small business, considering that the new generations are considered digital natives; perhaps it is because companies are not applying correct digital strategies or simply do not know how to use digital marketing tools [42]. Likewise, the research provides a guideline to continue contributing to the development of small businesses in the different economic sectors of developing countries, in terms of digital marketing, even more so with the strong impact generated by the COVID-19 pandemic at a global level. It is essential to know the reasons why digital marketing practices are not sufficient for small businesses to have great recognition in the market and to identify the strategies and tactics that small businesses have used to make their products known through digital marketing.




6. Conclusions


The results of the study have some theoretical implications in the field of technology-related business and enterprise adoption. First, it helps to develop a theoretical and conceptual framework to examine its effect on individuals’ intention to adopt the use of digital technology in their daily activities by testing a predictive model based on the existing literature on behavioral intention theory.



Secondly, the study encourages the creation of new lines of research showing actions to address research gaps in developing countries with emerging economies, where the use of digital technology was not the main option for use in daily activities, and therefore gives an overview of the changes that occurred in that market, considering it as a new opportunity to predict their purchase intentions through digital media.



Finally, the results of the present study will allow the generation of a research prospect for future projects that will allow it to be used as a measure of the purchasing decision behavior of the consumer of an MSME online shop in the Latin American context. This represents an important step forward in the development of scientific evidence on the marketing and administrative conditions surrounding the competitiveness of MSMEs in the context of e-commerce and digital marketing.



Limitations and Future Directions


Among the limitations of the study, we can point out that the sample consisted of only 330 people since, for the development of the theoretical model, only people who were aware of an online shop were considered. This is of prospective interest for our future research, addressing new targets and other countries as study universes; therefore future research should confirm its validity in larger sample sizes. In addition, the occurrence of gender and age-related biases and other variables that feed into the model should be explored for a more complete interpretation of the PERVAINCONSA scale’s ability to measure consumer behavior in different contexts.



Despite the limitations, the results allow us to demonstrate that the PERVAINCONSA scale has adequate psychometric evidence of validity and reliability to measure value perception, online purchase intention, trust, and satisfaction of young consumers in the developing countries of Peru, Mexico, and Colombia for this second part of the research. This has great prospects for research in other Latin American and Caribbean nations.



Furthermore, its ease of application and interpretation allows it to be used as a measure of the purchase decision behavior of the young consumer of an MSME online shop in the Latin American context. This represents an important advance in the development of scientific evidence on the administrative and marketing conditions surrounding the competitiveness of MSMEs in the context of e-commerce and digital marketing.
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Figure 1. An integrative model of value perception: antecedents and consequences. Own resources, 2022. Note: H1. Trust in online stores of small apparel companies directly influences consumers’ value perception. H2. Trust in online stores of small apparel companies directly influences online purchase intention. H3. Perceived value positively influences consumer purchase intention of online clothing store. H4. Perceived value positively influences online apparel store consumer satisfaction. H5. Consumer satisfaction influences the online purchase intention of the online clothing store. 
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Table 1. Research data sheet (N = 330).
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Sex

	
Age/Years

	
Colombia

	
Mexico

	
Peru

	
Total






	
Male

	
18 to 20

	
8

	
20

	
11

	
39




	
21 to 25

	
14

	
15

	
24

	
53




	
26 to 30

	
9

	
2

	
6

	
17




	
over 30

	
9

	
8

	
1

	
18




	
Total, men

	
40

	
45

	
42

	
127




	
Female

	
18 to 20

	
9

	
29

	
25

	
63




	
21 to 25

	
18

	
18

	
36

	
72




	
26 to 30

	
12

	
2

	
6

	
20




	
over 30

	
22

	
22

	
4

	
48




	
Total, women

	
61

	
71

	
71

	
203




	
Total

	
18 to 20

	
17

	
49

	
36

	
102




	
21 to 25

	
32

	
33

	
60

	
125




	
26 to 30

	
21

	
4

	
12

	
37




	
over 30

	
31

	
30

	
5

	
66




	
Total, sample

	
101

	
116

	
113

	
330
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Table 2. Measurement model validation and convergent validity.
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Predictor

	
Outcome

	
Std Beta

	
(α)

	
C.R.

	
AVE






	
Trust

	
TR1

	
0.870 ***

	
0.928

	
0.927

	
0.717




	
TR2

	
0.761 ***




	
TR3

	
0.866 ***




	
TR4

	
0.896 ***




	
TR5

	
0.833 ***




	
Satisfaction

	
SA1

	
0.854 ***

	
0.916

	
0.916

	
0.687




	
SA2

	
0.822 ***




	
SA3

	
0.862 ***




	
SA4

	
0.775 ***




	
SA5

	
0.828 ***




	
Purchase Intention

	
PI1

	
0.874 ***

	
0.952

	
0.951

	
0.794




	
PI2

	
0.906 ***




	
PI3

	
0.934 ***




	
PI4

	
0.893 ***




	
PI5

	
0.844 ***




	
Perceived

Value

	
VP1

	
0.773 ***

	
0.928

	
0.927

	
0.718




	
VP2

	
0.803 ***




	
VP3

	
0.907 ***




	
VP4

	
0.908 ***




	
VP5

	
0.837 ***








Note: Cronbach’s alpha (α) is for all variables > 0.8, composite reliability (CFR) > 0.70, and average variance extracted (AVE) > 0.50; *** p < 0.001 (significance level); indicating significant validity and reliability of the model.
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Table 3. Discriminant validity of the model using the heterotrait–monotrait ratio (HTMT) criterion.
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	CR
	AVE
	Tru
	Sat
	PIN
	VP





	Trust
	0.927
	0.717
	0.847
	
	
	



	Satisfaction
	0.916
	0.687
	0.843 ***
	0.829
	
	



	Purchase Intention
	0.951
	0.794
	0.740 ***
	0.773 ***
	0.891
	



	Perceived

Value
	0.927
	0.718
	0.766 ***
	0.812 ***
	0.848 ***
	0.847







Note: Significant > 0.050; *** p < 0.001; ** p < 0.010; * p < 0.050.
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Table 4. Testing the model hypotheses.
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H

	
Influence of Variables

	
Estimate

	
p

	
Hypothesis






	
H1

	
Tru

	
------ >

	
PV

	
0.790

	
***

	
Accepted




	
H2

	
Tru

	
------ >

	
PIN

	
0.225

	
***

	
Accepted




	
H3

	
PV

	
------ >

	
PIN

	
0.774

	
***

	
Accepted




	
H4

	
PV

	
------ >

	
SAT

	
0.559

	
***

	
Accepted




	
H5

	
PIN

	
------ >

	
SAT

	
0.237

	
***

	
Rejected








Note: Significant >0.050; *** p < 0.001; ** p < 0.010; * p < 0.050.
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Table 5. Testing the COINT model hypothesis.






Table 5. Testing the COINT model hypothesis.














	H
	Influence of Variables
	
	
	Estimate
	p Value
	Hypothesis





	H2
	Trust
	--- >
	PIN
	0.814
	***
	Accepted







Note: Significant > 0.050; *** p < 0.001; ** p < 0.010; * p < 0.050.
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