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Changes in consumer behavior are driven by tastes and preferences that change over time as their socioeconomic

conditions change. Evaluating online purchases in the retail sector requires considering various criteria. Researchers

Kumar and Anjaly developed a scale to measure the experience of customers after the purchase, they validated an

instrument made up of 35 items grouped into six dimensions: (a) delivery; (b) return and exchange; (c) customer support;

(d) feel good; (e) benefits; and (f) product in hand, demonstrating that the customer experience during the online purchase

process is multidimensional and that they prioritize the quality and speed of the service received.
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1. Introduction

The arrival of the COVID-19 pandemic interrupted face-to-face activities around the world, making technology the main

channel of interaction in different human activities. The technology has been adopted by various organizations in all

commercial environments, telecommuting, and education and has also been adopted in everyday activities such as online

shopping . Embracing these digital channels requires an evolution towards multi-channel and omni-channel retail

business models, where physical and digital channels (phygital experience) are integrated and managed simultaneously

. In this way, retailers are challenged to find the perfect balance between offering seamless shopping experiences and

efficiently managing their channel offer with the resources they have to satisfy the online customer . This fact constituted

an opportunity for people to become involved with technology, making use of the Internet as the primary means for

commercial transactions and online purchases .

The increase in online purchases was very notorious in the retail sector, which is made up of the different commercial

premises that sell directly to the public in a retail manner. In the Peruvian case, the retail sector is considered to be large

department chains, supermarkets, and commercial stores that sell products to large numbers of customers . Sales in

this sector fell by 49.87% during the month of May 2020, with the clothing, footwear, electrical appliances, and household

items businesses being the most affected . Despite this, the pandemic generated an opportunity in online sales at the

end of 2020, increasing by 250% in the retail sector .

In addition, it is important to highlight that online purchases are forms of consumption that are carried out through digital

media and virtual stores that, due to the ease of access, navigation, and other benefits, capture the attention of the

consumer and influence their purchase decision. . This precedent has allowed other studies that report that a key piece

to attracting the attention of a user is to develop an attractive website, which contains a good distribution of its contents

and allows easy navigation , representing these attributes, quality, and a satisfactory shopping experience .

From these characteristics, the usability of the web stands out, determined by the need to have a friendly design that

promotes the use of electronic commerce for all age groups of consumers and that also have attributes that favor their

visibility , thus knowing the user’s experience regarding the electronic sales platform they use . Another

characteristic of the website is the feasibility and usability that promotes customer satisfaction for online purchases ,

based on this idea, it is stated that the impact of the usability of websites is a determinant for satisfaction of the user and a

response to the demand for quality of care in this virtual environment .

Another important aspect to take into account in online purchases is the concern for perceived risk and security when

carrying out a commercial transaction since, as explained in the Perceived Risk Theory, in all commercial exchanges,

buyers tend to avoid risks and prefer them over the benefits of any purchasing activity, including online purchases 

. For this reason, it is highlighted that electronic insecurity has become a factor that decreases the intention to

purchase online and avoids that consumers highlight the great benefits of electronic service; however, with the arrival of
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the pandemic, online sales were in high demand, due to the obligation of consumers to buy without the need to have

contact, thus avoiding the spread of COVID-19 and creating a new purchasing behavior for the consumer .

Consumers represent a very large economic group within any economy; every company needs to acquire a solid

customer base in order to survive in the market , and the arrival of the pandemic became a great challenge for

traditional businesses. The new consumption trend caused the innovation of the markets, within them the adoption of

electronic businesses . In this context, it is necessary to know the attitudes of the consumer towards these new

platforms and it is precisely the new platforms that require the presentation of a virtual store that adequately responds to

the doubts and needs of the customers .

Regarding the instruments that evaluate the attitudes of customers towards online purchases, there are studies that

develop scales focused on consumer satisfaction in online purchases through the usability of the web and the perceived

risk in the purchase intention . In addition, other instrumental studies focus on the consumer’s shopping

experience to assess aesthetics, the purchase process, convenience, product selection, price offerings, and level of

service . Other authors refer to the fact that good web architecture is not enough to provide a good online shopping

experience , revealing that detailed product information, privacy and security, customer service and ease of

Navigation are attributes that stand out in the perception and attitude of consumers when making a purchase, thus

generating a positive experience, these factors being those that increase the possibility of making a purchase .

One of the most addressed issues regarding the consumer is their satisfaction; for this reason, the studies by

Parasuraman, Zeithaml, and Malhotra stand out, who proposed two scales (ES-Qual and E- RecS-Qual) to measure the

perception of online service quality and recovery from problems experienced by customers. Through the following

dimensions: (a) efficiency; (b) fulfillment; (c) system availability; (d) privacy; (e) responsiveness; (f) compensation; and (g)

contact . Likewise, a study carried out in Peru proposes an instrument called USAWEB, made up of ten items, which

seeks to measure the consumer’s shopping experience through the usability of the online store website . Additionally,

another instrumental study focused on online MiPymes is called PERVAINCONSA, which aimed to measure consumer

purchasing behavior online through four variables: (a) perception of value; (b) purchase intention; (c) trust; and (d)

satisfaction, demonstrating in its results an important psychometric evidence for the Latin American context .

Based on this background, an instrument is presented below that is made up of five variables: web design, perceived risk,

customer service, security, and satisfaction, the same ones that are specified in the following paragraphs:

2. Web Design

Studies indicate the existence of three important elements must be considered when developing a website: (a) visual

design; (b) navigation design; and (c) the design of the information. Regarding the visual design of the website, it is

related to aesthetics, which includes colors, font types, images, design and shapes; which positively impact customer trust

and reduce the perceived risk . Regarding the navigation design, it refers to the structure that the website has to help

customers navigate easily and in a friendly way through the different sections of the website . Additionally, the design of

the information basically refers to the way in which the information published on the website is organized . It is in this

way that platforms focused on electronic commerce play a fundamental role in improving the quality of customer service

through websites; that is, the design and quality of the websites can increase or decrease the purchase intentions of

consumers .

3. Perceived Risk

It is the uncertainty and unpredictable consequences that customers experience at the beginning of a purchase process

. In addition, the perceived risks involve: (a) financial risk; (b) product risk; (c) security risk; (d) time hazard; (e) social

risk; and (f) psychological risk . However, the risks consumers may encounter most when shopping online include

financial risks and product risks . Financial risk refers to the loss of money from a client for various reasons

associated with the purchase of a product, while product risk refers to the loss incurred when a product or service does

not comply with what is offered . Other authors analyzed various sources of perceived risks online, such as the

recording of personal data, the security of financial transactions, and product performance .

4. Customer Service

It is the action that leads to a communication between the representative of a company and the client. Various

researchers have studied the types of customer service based on the forms of communication , others have classified it
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into pre-sale, sale, and post-sale customer service . Regardless of the type of service, it is important that there must be

a good quality of customer service, since the subjective evaluation made by consumers regarding the interaction

processes of the service will depend on it ; In this way, the interaction process is also understood as the existing

communication between the company and the client, but with the support of electronic commerce platforms where clients

can perceive the quality of service online .

5. Security

It is the perception that the client presents in relation to privacy, the action of generating trust in the consumer . In

addition, it refers to the protection of a good, a characteristic desired by the consumer when making a purchase or

transaction through the web. One of the ways to provide security to consumers is that the company can be aware of the

importance of security in information systems, not violate security policies, and adequately manage the risks that can be

caused by the use of a system . Additionally, providing security also allows users to make effective decisions regarding

the purchase of a product and/or the acquisition of a service .

6. Satisfaction

Customer satisfaction is considered the backbone of any company, and its relevance can generate success in companies

. In addition, it is the positive attitude of an individual toward an innovative service that manages to promote customer

repurchase behavior , being one of the determinants of satisfaction, the quality of the perceived service , and one of

its measured rewards .
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