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Abstract: With the recent coronavirus pandemic (Covid-19) online sales of clothing retail have be-

come a necessity to survive in the market. It is for this reason that the objective of the research was 

to know the purchase intention of clothing by young consumers through the online channel of small 

and micro companies (MiPyMe) located in the countries of Mexico, Colombia and Peru. To do this, 

using a structural equations model, it was intended to analyze the relationships between the varia-

bles trust, satisfaction, perceived value, quality of interaction and image in the electronic context as 

antecedent variables of online purchase intention, in accordance with the theoretical framework. 

638 surveys were applied to young consumers in Mexico, Colombia and Peru. Sociodemographic 

characteristics included gender, age, country, and knowledge of a MiPyMe online clothing store. 

The results reveal that, of the total of young people surveyed, 62.7% stated that they did not know 

of any online clothing store of a MiPyMe. The contrasting of the hypotheses indicates that the qual-

ity of interaction directly and positively influences perceived value, that the image directly and pos-

itively influences the satisfaction and purchase intention of the consumer of the MiPyMe of Colom-

bia, Mexico and Peru. These results may be useful for entrepreneurs in this business sector to rethink 

their online business strategies, as well as for the governments of these nations to promote this sector 

with training and specialized technical assistance. 

Keywords: Perceived value, quality of interaction, image, trust and satisfaction. 

 

1. Introduction 

We are currently living immersed in a new digital era in which every company or 

organization needs to digitize its processes, businesses need new forms of commerciali-

zation and marketing strategies that allow them to position their products and services 

offered. With the recent coronavirus pandemic (Covid-19), online retail textile sales have 

become a necessity (1). 

Electronic commerce (e-commerce) is today a competitive strategy, and a tool to re-

main competitive (2). Thanks to the rise of e-commerce, online shopping is the main way 

people buy clothes. In China's online shopping, clothing consumption accounts for more 

than 60% of e-commerce, yet it still faces many problems (3); Furthermore, in Latin Amer-

ican countries such as Mexico, where retail industries were forced during the pandemic 

to migrate to digital channels, sell online, manage businesses remotely, reinvent them-

selves and innovate to survive and meet customer expectations. turned into a titanic chal-

lenge (4). 
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Before the pandemic, 76% of Latin American Internet users had accessed online 

stores (Alderete, 2019), and after the pandemic these figures increased enormously. In 

Mexico, according to estimates by the AMVO (Mexican Association of Online Sales), elec-

tronic commerce grew by at least 80% last year (5); Colombia registered a 44.3% increase 

in online sales compared to the first quarter of 2020 (6); and in Peru after COVID-19, online 

purchases have come to lead the market, with a growth of 51.77% (7). 

The Internet has drastically changed consumer behavior and purchasing habits and 

has shaken the retail landscape, becoming an important channel for the sale of clothing 

products (8)(9); In this way, electronic commerce and the omnichannel model have guided 

the transformation of the business models of clothing brands in the world (10). A new 

model, which pushes companies to develop the capacity to supply their consumers and 

generate good experiences in them (7); in addition to benefiting manufacturers and small 

and micro companies (MiPyMe) of online clothing retailing, reducing their returns and 

increasing their sales and profitability (1). 

Online shopping is almost a pure visual experience, where consumers visit virtual 

stores, search for the items they want, compare features and prices, choose the perfect 

item and place their order through Internet services (11) (12). When shopping online, con-

sumers need a long time to search for all compatible products, and they often shop at more 

than one of the retail brands; Therefore, brand advertising greatly influences the purchase 

decision in any of the virtual stores visited by customers (13) (14). 

Ultimately, retailers play an important role in managing the fashion supply chain, 

with fashion and apparel being one of the fastest growing categories online. That is why 

the digital age presents opportunities for retailers to bring higher levels of operational 

efficiency and customer focus to their business models (15). In addition, predicting the 

trend of the retail apparel industry in the post-epidemic era, will help optimize the apparel 

industry chain, improve efficiency, and help the retail apparel industry meet the trend of 

the times (16). 

In this context, the present research work aims to identify and relate the variables 

that are involved in the purchase intention of young consumers in the online clothing 

stores of the MiPyMe of Colombia, Mexico and Peru, under this new scheme post-pan-

demic. The results will serve to diagnose this sector in terms of the adoption of new digital 

technology on the internet to enhance marketing through this channel and electronic com-

merce and thus serve as a reference to promote public policies and strategic actions to 

promote the development of this business sector. 

This motivation will be outlined through the consumer's purchase intention in the 

online distribution channel. The determinants for said intention in this work, according 

to the evidence found in the literature, will be the quality of the interaction, trust, image, 

satisfaction and perceived value. 

 

Reality of the MyPyMe of Colombia, Mexico and Peru 

 

The MiPyMe in Colombia support the country's economy, representing 99% of the 

total number of existing companies (17). Various problems are handled around the 

MiPyMe in Colombia such as: a) expensive and limited financing (only half of these can 

access credit), b) informality (due to business and labor costs associated with formaliza-

tion), c) high costs of registering, producing and marketing their products, d) little invest-

ment in innovation, research and development, technology and processes (19), e) low lev-

els of liquidity and f) low productivity (20); COVID-19 further accentuated these prob-

lems, added to the drop in sales that this crisis represented (21). 

According to the Superintendency of Companies of Colombia, the production, sales, 

exports and imports of the textile and clothing sector has presented a moderate fluctuation 

between 2016 and 2017, while 2018 presents somewhat encouraging figures, however, the 

balance of exports vs. imports is negative for these 3 years (22). During the COVID-19 

pandemic, the National Government of Colombia, through the National Guarantee Fund 
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(FNG), implemented a package of measures for the MiPyMe, which sought to facilitate 

access to credits for the payment of payroll and working capital (23). 

In Mexico, in 2019 there were 4.9 million MiPyMe, of which as a result of the pan-

demic, they were reduced to 3.9 million (79.19%), just over a million (20.81%) of establish-

ments that closed their doors permanently. However, 619 thousand 443 establishments 

were born, representing 12.75% of the country's business population (25). The main prob-

lems faced by the establishments in the face of the health contingency due to COVID-19 

were closures and variations in personnel. Therefore, the financial support received by 

the MiPyMe during the COVID-19 contingency was used for debt payments to suppliers, 

acquisition of supplies, rent payments, etc. (26). 

On the other hand, in Metropolitan Lima-Peru, the companies that remained opera-

tional during the pandemic had to adopt various sales methods: face-to-face and delivery 

25.8%, online 25.3%, face-to-face 24.5%, delivery 14, 4%, other modality 10% (mixed mo-

dality: delivery - online, face-to-face - online, among others). The companies had to face 

problems of decreased demand, high health security costs, delay in the collection of in-

voices, production stoppage, loss of working capital, shortage of raw materials and sup-

plies, illness of workers due to Covid-19, difficulty in exporting their products, etc. (27) 

(27). The companies had to access a program implemented by the government to be able 

to address various financial problems such as: Difficulties in charging customers, lack of 

liquidity to buy materials and pay suppliers, limitations to access financing sources, lack 

of liquidity to paying salaries, difficulty in paying loans, difficulty in accessing supplier 

credit, among others (27). 

 

Theoretical Framework 

 

Purchase intent 

Purchasing intention refers to the subjective willingness of consumers to purchase e-

commerce clothing (28). The purchase intention is a plan to acquire a certain product or 

service; a purchase can be completely planned or impulsive, this will depend on factors 

such as culture, social class and the situation of the people who want to make the pur-

chase. Likewise, the resources, attitudes and lifestyle of the consumer are also considered 

influencing factors (12) 

According to economic theory, consumers choose an item to buy rationally and based 

on their limited resources (29). While, from the psychological perspective, Ajzen (1996) 

considers the purchase intention as the will that the consumer manifests in terms of effort 

and action to carry out a certain behavior, which according to Zeithaml (1988), is associ-

ated with a set of variables such as previous experience, preferences and external envi-

ronment to collect information, evaluate alternatives and finally make a purchase decision 

(31). 

In the clothing buying process, visual attention is a key element that influences the 

consumer's purchase decision; Visual factors of clothing such as shape, color, and pattern 

are more important than comfort, warmth, and ventilation. The emotional experience of 

clothing objects is gradually formed and ultimately a purchasing decision is made (11). 

In the electronic context, the purchasing intentions of consumers are affected by sev-

eral factors related to the information system such as the quality of the website, the design 

of web pages and the display of product details. Therefore, online stores need to differen-

tiate themselves to attract customers with their unique features and capture their best first 

impressions (32). 

Electronic purchase intent reflects the desire of customers to purchase over the Inter-

net. It is believed that a buyer is more likely to buy from virtual stores when e-commerce 

sites provide satisfactory tools, including product or service catalogs, search functions, 

price comparison sheets, shopping carts, online payment systems and description devices 

(33) (34). From the point of view of personality, the intention to buy online can be seen as 

a lasting disposition of the consumer to show certain buying behavior in a certain context 

mediated by an electronic device (35). 
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Interaction quality 

The quality of the interaction is a different construct from the quality of the product 

or service (36). The quality of interaction in online shopping enriches the retail offer of 

additional content, both functional and social, amplifying its commercial and emotional 

appeal through the new dimensions of continuity interaction intentions capable of creat-

ing a virtuous circle (37). 

Digital technologies provide opportunities for retailers to acquire new customers, 

better interact with existing customers, reduce costs, and improve employee motivation 

(15). In this sense, interaction on social networks has allowed consumers to bond with 

each other by exchanging information, recommendations and opinions about products 

and services (38). 

In online shopping platforms, virtual assistants have become an essential element for 

communication between consumers and merchants, helping consumers to make complex 

purchase decisions and provide a smart and satisfying interactive experience to users 

through the quality of interaction with consumers (39). In addition, the quality of service 

implies a comparison between what the client expects to receive as expectations before 

the service and what they have actually received as performance of the service result (40). 

High levels of satisfaction and loyalty arise from the experiential values accumulated 

by customers in contact with retailers (37). The quality of interaction in electronic com-

merce is influenced by the quality of the information perceived, which plays an important 

role in customer satisfaction, attitudes and loyalty towards electronic commerce (38). 

The quality of the interaction is then an intangible value implicit in the sale by elec-

tronic commerce, including the value of the brand and the service (28). New digital tech-

nologies have allowed consumers to evaluate fashion online, creating an interactive and 

exciting shopping experience. Fashion brands also face changing customer expectations 

such as higher quality individualized products, fast delivery and comprehensive services 

before and after purchase, free shipping and regular updates (15). Achieving continuous 

interactions requires strategies such as creating brand or company pages on microblog-

ging platforms so that companies connect with their consumers and bring them closer to 

each other (37). 

Informational social influence theory predicts how individuals can be socially influ-

enced, when an individual's actions or thoughts are affected by the actions, opinions, and 

words of others; on the other hand, the heuristic-systematic model of information pro-

cessing explains how people receive and process persuasive messages. In systematic pro-

cessing people examine the message in an analytical and exhaustive way and form their 

attitudes based on the visual content, and in heuristic processing people make less cogni-

tive effort to process the information and tend to form their attitudes based on heuristic 

clues. (38). 

Interactivity in an online shopping context (e-interaction) refers to the degree of com-

munication between consumers and electronic retailers, anytime, anywhere (41). The cus-

tomer-supplier interaction is made easier and easier thanks to virtual servers, these agents 

can be an online extension of the marketing and sales function to guide customers in their 

virtual purchasing process (42). According to (43), the customer's human-computer inter-

action plays an important role in the perceived value of the electronic service (e-service). 

 

H1. The quality of the interaction directly and positively influences the perceived 

value of the consumer of the MiPyMe online clothing store. 

 

Image 

For Dobni and Zinkhan (1990) cited by (44), the brand image is built from the total 

perceptions of consumers, whether rational or emotional (pp. 48, 49), whose associations 

they are structured in their minds. Susanto & Wijanarko, (2014) cited by (46) point out that 

the brand image serves to differentiate a brand or product from its competitor. A strong 
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and positive brand image means that: a) a company succeeds in acquiring new customers 

and retaining old ones, b) customers are willing to pay a higher price. 

The image concept can be applied to different targets, such as products, individual 

and corporate brands, geographical areas, events and even specific people (48. The brand 

image can be defined as the perception that arises in the minds of consumers when con-

sidering the brand of a certain product, differentiating it from competitors. In the corpo-

rate image, on the other hand, consumers compare various attributes that the company 

possesses: the product, the price, the quality of the product and the quality of the service 

(12). 

The corporate image is a projection of the internal image of the company to the pub-

lic, that is, the company treats its image from within, which will prevent a certain audience 

from having such a real perception of the company's image (49). The image influences 

consumer behavior (36), as a consequence of the reputation of the company that can gen-

erate credibility or mistrust among the community (50). 

Every company tries to show the superiority of its product compared to other prod-

ucts. However, the well-formed brand image does not change in the short term because 

they are formed through a long process over a long period of time. Therefore, there is a 

direct and positive effect of the brand image on the purchase decision (51). 

Empirical studies have confirmed that the perceived value of the online store image 

in an online shopping environment can lead to intentional and impulsive buying behav-

ior. The perceived value of the purchase intention is based on the symbolic and functional 

attributes of the product, while the utilitarian value is reflected in the practicality, comfort 

and cost savings experienced by consumers in the purchase process (52). 

Digitization is helping to optimize supply chains and operations, process information 

and knowledge faster, optimize the use of raw materials and reduce energy consumption 

to maintain the sustainability of a business. In addition, consumers are willing to pay more 

for ethical products, generating for retailers who adopt business practices of sustainabil-

ity, savings, attracting new customer segments, improving reputation and greater em-

ployee engagement (15). 

The e-image includes the reputation, quality of the information on the web, the per-

formance of the quality of the service and any other factor that represents the image of the 

company. The e-image or online image, allows the sustainability of a business by gener-

ating reliability, credibility and integrity on the part of the company and individuals in an 

online environment; therefore, a positive e-image favors the decision to purchase a prod-

uct that may have a higher price than the competition (53). Consequently, the image of an 

online retail store or the e-tailer image, allows positive associations with the brand, word 

of mouth marketing and perception of customer value (54), showing that the more posi-

tive the image, more notable is the degree of customer satisfaction (55). 

 

H2. The image of the online store positively influences the perceived value of the 

consumer of the MiPyMe online clothing store. 

H3. The image of the online store positively influences consumer satisfaction of 

the MiPyMe online clothing store. 

H4. The image of the online store positively influences the online purchase inten-

tion of the consumer of the MiPyMe online clothing store. 

 

Confidence 

Trust occurs when a consumer buys a product based on clear expectations. Because 

consumers are exposed to uncertainty and risk, trust is the foundation of any business; 

Generating trust in long-term relationships with clients is an important factor to retain 

them (39) (12). (56) define trust as the perception that a party has towards its partner in 

terms of reliability and integrity (31). 

Brand trust is one of the most important factors that directly influences brand loyalty. 

It consists of the belief that consumers take into consideration the specific qualities that 

the brand possesses and that make it consistent, competitive, honest and responsible (57). 
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Buying decisions depend on the brand image and the quality of the product, which builds 

trust; good product quality creates positive behavior and makes the consumer willing to 

pay money to buy the product (51). 

The e-trust or e-trust is defined as an attitude of safe expectation in a situation of risk 

online that one's vulnerabilities will not be exploited. Trust is emerging as a potentially 

central aspect that leads to the acceptance of information technologies and is especially 

necessary for online marketers (41)(35). 

Thus, e-trust can be described as the degree of conviction that customers have in 

online exchanges or in online exchange channels (55). In this sense, in online purchases, 

trust influences consumers' willingness to buy online, e-trust influences online sales and 

the value perceived by the customer (58). 

 

H5. Consumer confidence towards the online marketing channel directly and pos-

itively influences the online purchase intention of the MiPyMe consumer. 

 

Satisfaction 

Satisfaction is an indicator to increase consumer loyalty, however, to guarantee loy-

alty, other factors such as trust are required (59). In today's business environment, char-

acterized by high existing competitiveness, repeat purchases are a necessary phenomenon 

in order to guarantee the survival of organizations, which will lead to customer retention 

(36). 

The quality of a product are the characteristics that contribute to the ability to satisfy 

a certain demand, quality is what the consumer expects (51). Consequently, satisfying 

customer needs is the key to exchanges between companies and the market, and since the 

origins of marketing, satisfaction has been considered as the determining factor of success 

in markets (60). 

According to the customer theory of value, satisfaction is the result of the perception 

of the value received by the customer over the expected value, so that loyalty is the result 

of the belief of customers that the amount of value received It is superior to what you can 

get from other sellers. In this perspective, loyalty is defined as attitude and behavior, 

where the intention to buy back is linked to customer satisfaction (37). 

 

H6. Satisfaction positively influences the online purchase intention of the con-

sumer of the MiPyMe online clothing store. 

 

Perceived value 

Perceived value refers to the evaluation that customers make of products or services 

after weighing the perceived benefits and sacrifices (28). A general evaluation of the per-

ception of differences between consumers who pay and obtain in the purchase process; In 

relation to perceived benefits and costs, buyers will choose the option that offers the high-

est perceived value (52) (8). 

Perceived value can better reflect consumers' purchasing intent, in order to achieve 

the purpose of predicting consumer behavior (28). The perceived value as the result of a 

triggering background of the perceived price (quality and perceived sacrifice) (31). The 

perceived value according to (9) covers six dimensions: functional value, emotional value, 

social value, image value and cognitive value, including in the dimensions of value per-

ceived by the customer of personalized clothing, experience, service and quality. 

On the other hand, the utilitarian value provided by the convenience of technology 

and the improvement of the efficiency of purchases can improve consumer satisfaction, 

increase the desire to consume and promote reconsumption (52). The digital strategy in-

creases product sales; therefore, the retail trade needs business model innovation to better 

understand the value of technological innovation (10). 

Zeithaml (1988) cited by (61) indicates that consumers come into contact with the 

perceived value, once they have that first encounter with the product or service during 

the purchase (p.3), they evaluate the cost vs. profit, and compare the value offer against 
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that of the competition (62). According to Kwon et al. (2003) cited by (63) and (62), the 

perceived value has a direct impact on: a) the purchase intention, b) the behavior observed 

in the purchase process, in the act of purchase and in repurchase, and c) in customer sat-

isfaction, as a result of the comparison between perceived value and expectations; is di-

rectly related to: a) emotional reactions and b) shopping experience, according to Lee and 

Lim (2000) and Moliner et al. (2007). 

Utilitarian value is the value that consumers receive from the e-commerce website 

visited, based on the collection of information related to the product that helps them make 

more informed purchasing decisions (65). In relation to e-commerce websites, the utilitar-

ian value can be benefited through interactivity, which allows, increase the perceived 

quality and decrease the sensitivity to the price; however, long waiting times can have the 

opposite effect on consumer perceived value (66). 

 

H7. Perceived value positively influences consumer satisfaction of the MiPyMe 

online clothing store 

 

2. Materials and Methods 

The objective of the research was to find out the purchase intention of young con-

sumers' clothing through the online channel of the MiPyMe located in the countries of 

Mexico, Colombia and Peru. To do this, by means of a structural equation model, it is 

intended to analyze the relationships between the variables trust, satisfaction, perceived 

value, quality of interaction, loyalty and image in the electronic context as antecedent var-

iables of the online purchase intention, according to the exposed in the theoretical frame-

work of the present investigation. 

 

Construction of the model 

With the evidence found in the literature, the hypotheses were raised in the theoret-

ical framework to contrast in the present study. 

These relationships are shown in Figure 1, in order to show the theoretical graphic 

model on which the research is based. 

 

 
Figure 1. Theoretical model 

 

Data collection 

The measuring instrument was designed according to the theoretical bases. The ques-

tions were validated by 4 specialists from the three countries involved in the study, to 

ensure the clarity of the questions and for this a pilot sampling was carried out to measure 

the reliability of the instrument. The questionnaire was distributed virtually, the link of 

which was distributed to a convenience sample through emails and social networks to the 

different young people in each city. Informed consent was provided at the beginning of 
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the questionnaire, where the study objective was clarified to the participants, that their 

participation was voluntary and that their data would be treated anonymously. At the 

end of the informed consent, the participants had to press the acceptance option to enter 

the questionnaire. 
 

Table 1. Technical file of the investigation 

Item Description 

Universe Young citizens ICT users 

Geographical scope Perú, Colombia and Mexico. 

Answered questionnaires 638 

Removed questionnaires 0 

Sample size 638 

Sample design Via internet through Google Form 

Information collection period June 05 to July 28, 2021 

Sampling type For convenience 

Confidence level 95% 

Statistical techniques AFC-SEM 

 

Statistical procedures 

The data were analyzed using the structural equation model (SEM), and since the 

data collected did not meet normality, the unweighted least squares technique was used. 

This technique was used because it provides results with statistical significance. 

3. Results and Discussion 

In this study, 638 surveys were applied to young consumers in Mexico, Colombia 

and Peru. Sociodemographic characteristics included gender, age, country and 

knowledge of an online clothing store of a MiPyMe, as shown in table 2. 

 
Table 2. Technical file of the investigation (N = 638) 

Characteristics Category Frequency  Percentage 

(%) 

Gender Feminine 

Male 

385 

253 

60.3 

39.7 

Age 16-20 

21-25 

26-30 

More than 30 

239 

232 

63 

104 

37.5 

36.4 

 9.9 

16.3 

Country Perú 

Colombia 

Mexico. 

213 

221 

204 

33.4 

34.6 

32% 

Meet an online 

clothing store of a 

MiPyMe 

Yes 

No 

238 

400 

37.3 

62.7 

 

A sample was identified where the female gender predominated (60.3%), the ages 

between 16 to 20 years (37.5%) and 21 to 25 years (36.4%), and a similar number of partic-

ipants in the three Latin American countries: Mexico (32%), Colombia (34.6%) and Peru 

(33.4%); Likewise, of the total of young people surveyed, 62.7% stated that they did not 

know of any online clothing store of a MiPyMe. The fact that women answered the ques-

tionnaire more than men, leads us to reflect that it is perhaps women who have a greater 

inclination towards buying online, as well as a greater participation in commercial re-

search, however, the literature It does not show reliable antecedents that allow us to sus-

tain a position in relation to gender. On the other hand, the age range with the highest 

percentage was 16 and 25 years old, a young population that belongs to generation Z and 
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that adapts to new technologies with great ease, that has not interacted with a virtual 

clothing store of a MiPyMe shows us that companies are not applying correct digital strat-

egies or are simply unaware of the use of digital marketing tools (67). 

A situation, which can be explained in relation to the abrupt digital transformation 

that MiPyMe suffered as a result of the Covid-19 pandemic (1), where many of them 

launched into electronic commerce without having the technical skills and adequate in-

frastructure to optimally use digital media for business purposes (68). Even though the 

adoption of electronic commerce has a positive and significant influence on the sales of 

MSMEs, with the use of ICT (2), it is necessary to strengthen plans and strategies for digital 

marketing, communication media, as well as to strengthen technological capacity and op-

eration, in addition to having trained personnel in order to facilitate the process (69) 

(Suárez, 2020); 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 increasingly demanding digital market (70)(10)( 34)(8)(37). 

The objective of the research was to know the purchase intention of young consum-

ers' clothing through the online channel of small and micro companies located in the coun-

tries of Mexico, Colombia and Peru. Therefore, for the statistical analysis and the verifica-

tion of the hypotheses raised, only the participants who knew at least one online clothing 

store belonging to a MiPyMe were considered. Table 3 shows the goodness of fit and ta-

bles 7 and 8 present the validation of the final measurement model with reliability and 

convergent validity. 

 
Table 3. Goodness of Fit 

Goodness-of-fit measures 
x2= 655.909;  gl = 309 ;   x2/gl= 2.123 ;    CFI=0,944; SRMR = 0.035 ;  

RMSEA=0,069 
Hu and Bentler (1999, "Cutoff Criteria for Fit Indexes in Covariance Structure Analysis: 

Conventional Criteria Versus New Alternatives") recommend combinations of 

measures. Personally, I prefer a combination of CFI>0.95 and SRMR<0.08. To further 

solidify evidence, add the RMSEA<0.06. 

 

 

  

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 5 October 2021                   doi:10.20944/preprints202110.0078.v1

https://doi.org/10.20944/preprints202110.0078.v1


 

 

Table 4. Validation of the final measurement model and convergent validity 

Variable Indica-

tor 

Factor 

Loading 
Robust CA (α) CR AVE 

Interaction 

quality 

(CA) 

CA1 

CA2 * 

CA3 

CA4 

CA5 

.769*** 

.791*** 

.763*** 

.751*** 

.676*** 

13.726*** 

14.305*** 

13.554*** 

13.273*** 

11.491*** 

0.863 0.866 0.564 

Trust  

(CO) 

CO1 

CO2 

CO3 

CO4 

CO5 * 

.882*** 

.752*** 

.884*** 

.890*** 

.845*** 

17.150*** 

13.428*** 

17.209*** 

17.400*** 

16.004*** 

 

 

0.929 

 

 

0.93 

 

 

0.726 

Image 

 (IM) 

IM1 

IM2 

.905*** 

.931*** 

17.707*** 

18.552*** 
0.913 0.914 0.842 

Satisfac-

tion 

(SA) 

SA1 

SA2 

SA3 

SA4 * 

SA5 

.846*** 

.805*** 

.856*** 

.784*** 

.825*** 

15.940*** 

14.758*** 

16.250*** 

14.199*** 

15.331*** 

0.913 0.913 0.679 

Purchase 

Intent 

(INT) 

INT1 

INT2 

INT3 

INT4 

INT5 

.903*** 

.906*** 

.919*** 

.888*** 

.845*** 

17.904*** 

17.985*** 

18.470*** 

17.401*** 

16.040*** 

0.95 0.951 0.797 

Perceived 

Value 

 (VA) 

VA1 

VA2 

VA3 

VA4 

VA5 

.776*** 

.820*** 

.913*** 

.903*** 

.817*** 

14.039*** 

15.234*** 

18.155*** 

17.810*** 

15.159*** 

0.926 0.927 0.718 

Cronbach's Alpha (CA) is> 0.8 in all variables, Composite Reliability (CR)> 0.70 and 

Average Extracted Variance (AVE)> 0.50; which indicates a significant validity and relia-

bility of the model. 

 
Table 5. Validation of the final discriminant validity measurement model. 

 

 CR AVE CA CO IM SA INT VA 

CA 

CO 

IM 

SA 

INT 

VA 

0.866 

0.930 

0.914 

0.913 

0.951 

0.927 

0.564 

0.726 

0.842 

0.679 

0.797 

0.718 

0.751 

0.908*** 

0.876*** 

0.885*** 

0.723*** 

0.712*** 

 

0.852 

0.888*** 

0.833*** 

0.720*** 

0.733*** 

 

 

0.918 

0.806*** 

0.654*** 

0.666*** 

 

 

 

0.824 

0.782*** 

0.795*** 

 

 

 

 

0.893 

0.869*** 

 

 

 

 

 

0.847 

 

Table 5 presents the discriminant validity, which validates the measurement model 

provided that the confidence intervals do not reach unity and the squared covariances do 

not exceed the AVE. All these requirements are adjusted in the proposed model, only the 

variable “quality of interaction” fails to fulfill the discrimination with a correlation of 

0.908, being very high with “Confidence”; however, in order not to lose important infor-

mation, the researchers made the decision not to eliminate the correlated items. Therefore, 

we proceed with the testing of the hypotheses through the analysis of the SEM structural 

equation model. 
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Contrasting the hypotheses 

 

Once the measurement instrument was validated, we proceeded with the estimation 

of the structural model proposed with the help of a model of structural equations carried 

out in the AMOS-V24 program, the results of which are shown in table 9. In the same way 

as in the analysis confirmatory factorial, the goodness of fit, reliability and validity were 

evaluated to accept the results obtained in the equations and finally, to contrast the hy-

potheses. 

 

Table 6. Contrasting the hypotheses of the model 

H Influences of variables Estimate  p-value  Hypothe-

sis 

H1 Interaction 

quality 
 ---> 

Perceived 

value 

0.571 *** Accepted 

H2 Image 
 ---> 

Perceived 

value 

0.094 0.491 Rejected 

H3 Image  ---> Satisfaction 0.456 *** Accepted 

H4 Image 
 ---> 

Purchase 

intention 

0.527 0.002 Accepted 

H5 Confidence 
 ---> 

Purchase 

intention 

0.335 0.014 Accepted 

H6 Satisfaction 
 ---> 

Purchase 

intention 

0.980 *** Accepted 

H7 Perceived 

value 
 ---> 

Satisfaction 0.473 *** Accepted 

Significant >0.050; *** p < 0.001; ** p < 0.010; * p < 0.050 

 

From the results applying the structural equations model in the AMOS-V24 statistical 

package, the quality of fit for the structural model can be qualified as acceptable (x2 = 

485.945; gl = 220; x2 / gl = 2.209; CFI = 0.947; SRMR = 0.045; RMSEA = 0.071). The p value 

indicates the significance of the hypotheses raised, so that, with a significance of p value 

<0.001, the hypotheses H1, H3, H6 and H7 are contrasted; With a significance of p value 

<0.050, the hypotheses H4 and H5 are contrasted. This indicates that the quality of inter-

action directly and positively influences perceived value, that the image directly and pos-

itively influences the satisfaction and purchase intention of the consumer of the MiPyMe 

of Colombia, Mexico and Peru, however, hypothesis H2 has not been tested positively. 

This explains that, in this study population, the image does not positively influence the 

perceived value. On the other hand, when verifying that the purchase intention is influ-

enced by customer satisfaction and the latter in turn by the perceived value, it can be 

stated that there is an indirect but positive relationship between perceived value and the 

intention to purchase online, assertion which resembles previously reviewed literature. 

Interaction in social networks increases the level of communication between custom-

ers and suppliers, an interaction that impacts the perceived value of the consumer, be-

cause this relationship includes the exchange of information, suggestions, requests and 

opinions of the good or service offered (38) (41) (43). For this reason, in order to achieve a 

positive relationship, it is important to strengthen the quality of the service, taking into 

account that the client will always compare the expectation they have versus what they 

actually received (40) and depending on the result they will to make the decision to con-

tinue consuming the product or, on the contrary, to look for a new one that effectively 

satisfies their expectations (37), even more so considering that the client incurs oppor-

tunity costs when acquiring the good or service (15), in addition to continuously receiving 

offers from the competition (11)(12). 

The quality of interaction has the ability to increase the offer of additional content 

taking into account the resources that the MSME has to promote online shopping (32) (34), 
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in such a way that, it will increase the perceived value of the client due to the increase in 

the commercial and emotional attractiveness of the product, specifically in relation to the 

efficiency in the purchase, which will surely allow the increase in satisfaction of the con-

sumer, which in the short term will be reflected in the increase in their own consumption 

or in the social circle in which they operate due to the references delivered from the com-

pany where they purchase the products (15,28,37). It should be noted that the value offer 

perceived by customers depends in most cases on sociodemographic and cultural condi-

tions, the environment and individual perceptions, among others, which means that each 

tactic or strategy used is defined especially for the segment to which you want to get there 

(12). 

In this framework, virtual assistants are a fundamental tool for making a purchase 

decision, because they increase customer service by providing an active and, in most 

cases, pleasant experience (39). It depends on this type of instrument that the client, in the 

first contact with the company, perceives emotional, social, functional, image, cognitive 

benefits, among others when acquiring the product because otherwise it will start to re-

view value offers in the competition. In that order of ideas, the client can obtain a per-

ceived utility through the fulfillment of the functional objectives in such a way that he 

makes the purchase decision giving greater value to the perceived quality and not to the 

sale price of the product, it can also decrease waiting times that will be reflected due to 

the quality of interaction. 

Regarding the image of an online store, it does not positively influence the perceived 

value of the consumer, but it does influence the satisfaction and online purchase intention 

of the consumer of the MiPyMe online clothing store. The results show that the image has 

a moderate influence in some cases and not in others with respect to the perceived value 

variable, only 37.3% know of any textile MiPyMe with an online store, this shows that, for 

Micro, small and medium companies In Colombia, Mexico and Peru, digital marketing 

strategies must be implemented to have a greater presence among online clothing con-

sumers. In this regard, (71) found that the image of a store influences the perceived value, 

provided that the quality perceived by the customer and the trust in the store maintain 

high levels; however, this is difficult to achieve when you have volatile online consumers 

who spend a lot of time comparing features and prices in different virtual stores, looking 

for the perfect item to suit their needs (11–14). 

The value perceived by the consumer focuses on the symbolic and functional charac-

teristics of a product, therefore, digital marketing and advertising strategies play an im-

portant role in customer satisfaction (52) (54) indicate that the image of a retailer that has 

an online presence promotes growth in the levels of positive perception of value, either 

rationally or emotionally (44), by the customer; and as (55) points out, the image makes it 

possible to create higher stages in relation to customer satisfaction. The image of the online 

store helps, among other aspects, to the construction of perception, that is, to organize the 

concepts that the customer has in his mind in relation to the value offer materialized in 

the product, which translates into an anticipated preconception of customer satisfaction. 

Satisfaction of previous expectations that customers have will significantly influence their 

intention to buy online (51), even when the product in the online store has a higher price 

than the competition (53)  

On the other hand, it is confirmed that trust positively influences online purchase 

intention, so it can be stated that consumers trust a brand that provides them with secu-

rity, quality and the ability to satisfy their expectations (39) (57). E-trust generates brand 

loyalty, drives online sales, and influences customer perceived value (41) (55) (58), there-

fore, the customer can interact comfortably and safely on the virtual platform during the 

purchase, with the confidence of obtaining the product they expect. However, there are 

currently many cybercrimes that governments are still unable to combat (53). 

Satisfaction strongly influences the online purchase intention of the MiPyMe online 

clothing store consumer, as stated (59) (36) (37), satisfaction is a determining factor to in-

crease the levels of customer loyalty and retention, passing through the stages of purchase 

intention, purchase and repurchase. Customer satisfaction is a fundamental element to 
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guarantee customer loyalty, which is translated into the assurance of the repeated pur-

chase act, based on the value received in each one of them, becoming a cyclical effect of 

multiple confirmations between both. elements (customer satisfaction and act of pur-

chase). 

It is important to note that the evaluation carried out by consumers tends to establish 

the relationship between the expected benefits of the product and the opportunity cost 

that must be incurred, in such a way that if the benefits are higher than the costs in which 

incurred, it is identified that the customer is satisfied (28)(52)(8). For this reason, it follows 

that the sustainability and growth of MiPyMe is contingent on the satisfaction that cus-

tomers have with the good or service they are consuming. In such a way that all those 

strategies that companies use in relation to the use of Digital Marketing will give greater 

efficiency to purchases and this will influence customer satisfaction, which will be re-

flected first in customer retention and second in a greater number of own purchases or 

those of referenced persons. 

It should be noted that the efficient use of technology increases the level of consumer 

satisfaction because greater value is perceived in the purchase of the product, taking into 

account that different types of resources are maximized, such as time and money, among 

others. This level of customer satisfaction will translate into a perception of value towards 

the company that provides the service or manufactures the good (61), which on many 

occasions allows establishing the customer's purchasing behavior , in such a way that the 

number of purchases made will be increased, in addition to inviting you to generate a 

commitment of loyalty with the company that provides it, because the perception is cre-

ated that no competitor is going to give a greater amount of added value to the that the 

current company is offering you. 

On the other hand, it is important to identify that the use of digital tools increases the 

number of sales made especially in the retail sector by increasing the level of satisfaction 

with the value offer presented by the company. However, it should be clarified that in 

order for MSMEs to be able to take advantage of these tools, they must update the tech-

nological models in virtual stores and in the use of digital marketing strategies. At the 

same time, it is important to indicate that there are other factors that are directly related 

to the level of satisfaction that a customer has, such as: shopping experience and emotions, 

for this reason it is important to take into account attributes of the offer based on price and 

quality, in addition to presenting benefits of different types and for different types of cli-

ents (9)(52)(10). 

 

Conclusions 

 

This study shows the relationship that the quality of interaction has with the per-

ceived value, trust and consumer satisfaction, in such a way that the use of the MiPyMe 

of Peru, Colombia and Mexico can increase or decrease the purchase intention of clothes 

in online stores. Thus, the quality of interaction plays an important role in increasing the 

offer of additional content, which allows the client to increase the levels of perceived 

value, trust and satisfaction by identifying greater commercial and emotional value in the 

first instance, in such a way that the sale price of the product will surely be observed in 

the background. 

 

The image of a product or company is subject to different factors, among others: the 

economic development of the country, international stereotypes and customer loyalty. 

The first factor shows that the MSMEs of the countries under study have little investment 

in technology due to the low economic growth in recent years. This is reflected in the 

marketing strategies used by micro, small and medium-sized companies, especially in the 

implementation of online stores, taking into account that, the greater the number of re-

sources, the greater specificity in the strategies and tools implemented. It can be identified 

that the majority of consumers orient their purchases taking into account the stereotypes 

that in the case of the countries analyzed tend to be foreign due to the image that 
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multinational companies have in developing countries. The third factor for the MSMEs 

under analysis is quite difficult to sustain it for a long time due to the different value offers 

of national and international competition, especially those that are directed directly to the 

lower price of the product, a factor with which MSMEs in most cases cannot compete. 

On the other hand, it can be affirmed that the first contact of the MiPyMe with the 

consumer is essential for the client to perceive the different benefits that the company 

offers, even more so considering that the consumer incurs an opportunity cost when ac-

quiring the product and therefore by not feeling a high level of satisfaction, you will surely 

review the different offers that the competition presents you and therefore the commit-

ment to brand loyalty will disappear. However, it is important to note that the consumer's 

purchase intention is subject to different variables, including the country's economic 

growth and international stereotypes, which means that MSMEs have to review the dif-

ferent variables in order to deliver a great offer. of value to its consumers.     

The study carried out benefits MiPyme from different economic sectors and countries 

worldwide that are implementing online stores, especially those that are located in the 

countries under study and that carry out their economic activity through the textile trade. 

This is due to the fact that the article presents the existing relationship between some var-

iables that, when taking them into account, will allow to improve the purchase intention 

of current customers who had been carrying out their operations through the face-to-face 

mode. In addition, they will be able to increase the number of clients by attracting those 

potential clients who are impacted by the products and benefits that organizations present 

to them through the online methodology. 

The project also benefits MiPyme in the sector and in the countries under investiga-

tion that, before or because of the pandemic, already have online stores but are not yet 

recognized due to commercial circumstances. This is due to the fact that the research sug-

gests taking into account some variables that increase the purchase intention of customers, 

which can be taken into account for the implementation of new digital marketing tactics 

or for the improvement of existing ones in such a way that it allows increase the level of 

recognition of micro, small and medium-sized companies, which will result in an increase 

in income and therefore a higher percentage of profitability and market positioning. 

It should also be mentioned that the study benefits entrepreneurs in the textile sector 

in Colombia, Peru and Mexico who are formulating the business plan to start up the com-

pany in the short term, supporting commercial operations through online stores. In this 

particular case, the article provides some variables that are considered important to take 

into account when observing the purchase intention of the products offered. This will al-

low entrepreneurs to generate strategies and tactics focused on achieving long-term cus-

tomers who feel satisfied with the goods or services offered and therefore can refer the 

micro, small or medium-sized company from which they buy the products to other cus-

tomers. 

The research carried out gives guidelines to continue contributing to the develop-

ment of MSMEs in the different economic sectors, mainly in Colombia, Mexico and Peru 

on Digital Marketing issues, even more so with the strong impact generated by the ap-

pearance of the Covid -19 pandemic at the level world. Being essential to know the reasons 

why digital Marketing practices are not enough for MSMEs to have great recognition in 

the market. In addition, it would be convenient to identify the strategies and tactics that 

micro, small and medium-sized companies have used to publicize their products through 

digital marketing. This with the aim that those companies that have not implemented dig-

ital marketing activities or that have not worked as expected carry out a benchmarking 

process and implement the good practices of those organizations that have had good re-

sults. 

It should be noted that research can also be carried out regarding the human talent 

in charge of digital marketing activities in the MiPyMe of the different sectors in various 

countries, especially in the objects of study of this research in such a way that it is possible 

to inquire about the knowledge, skills and perceptions that employees have regarding 

digital marketing. Likewise, it is possible to investigate the motivational, conflict 
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resolution, leadership, teamwork practices among others observed by the MiPyMe in 

front of the collaborators in charge of the management of virtual stores and / or digital 

marketing. 
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