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The PERVAINCONSA Scale (acrostic formed with the initial letters of the Spanish words “Percepción de Valor”, “Intención

de Compra”, “Confianza” and “Satisfacción”) was constructed. It aims to validate an instrument designed to measure the

variables value perception, purchase intention, trust, and satisfaction of Micro, Small and Medium Enterprises (MSMEs)

dedicated to selling clothing.
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1. Introduction

Consumer behavior has faced several crises, such as the Great Depression of the 1930s, the financial crisis of the early

2000s, and, currently, COVID-19, which have led to changes in consumer consumption patterns . One of the most

obvious changes was the use of digital technology to perform different activities of daily life, with consumer resistance to

the use of technology being as important an aspect of such behavior as acceptance and adoption .

In this sense, e-commerce has long generated great social and economic benefits in countries, leading them to add

productive processes towards sustainable development , while in developing countries, the lack of technology and

knowledge has limited its adoption ; however, the impact of the coronavirus pandemic (COVID-19) accelerated the

growth of e-commerce  and sales have adapted to the 4.0 era, which has become a need for adaptation and resilience

for large, medium, and small companies worldwide to remain sustainable with their businesses .

According to Ref. , consumer resistance to the use of technology is one of the main reasons for the failure of market

innovations; however, digital technology is increasingly essential for children, young people, adults, and the elderly, as it

facilitates communication with others through mobile devices or computers that connect to the Internet .

The new reality forces countries and their companies not only to adapt to e-commerce to sell, but also to maintain a good

relationship with their consumers . Offering a good online shopping experience to consumers allows them to generate

repurchase and recommend the store . Consumers’ purchase decision is mediated by different factors, including

perceived value, purchase intention, trust, and satisfaction .

Therefore, the importance of this research is to measure these variables for companies to improve their business

management and increase their competitiveness and sustainability in their production processes . Identifying and

analyzing aspects such as perceived value, purchase intention, trust, and satisfaction of the different stakeholders

involved in a commercial process helps organizations to validate representative aspects in customers and to know their

perception of the products offered and the quality of the service that is part of the value offer; it also helps to know the

intention of consumers, buyers or users of a brand when making a decision and carrying out the commercial transaction

.

Perceived value is one of the factors that make consumers evaluate products or services after weighing the perceived

benefits and sacrifices . When comparing price with what they are going to get, consumers choose the option that

offers the highest perceived value . Consumers evaluate an online store from a hedonic or utilitarian aspect ;

concerning the hedonic aspect, this encompasses the emotional and affective part of the buying process , whereas the

utilitarian aspect is based on the cognitive and rational evaluation of the consumer .

As for online purchase intention, this refers to the consumer’s willingness to make a purchase from an online store .

According to economic theory, consumers choose an item to purchase rationally and according to their limited resources

; however, from the psychological perspective, Ref.  considers purchase intention as the will that the consumer

manifests in terms of effort and action to perform a certain behavior. According to Ref. , this is associated with a set of
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variables such as previous experience, preferences, and external environment to gather information, evaluate alternatives

and finally make a purchase decision .

In the shopping experience, trust is a fundamental factor, a key strategy for marketing and long-term relationship success

. Ref.  defines trust as the perception that a party has towards its interlocutor in terms of reliability and integrity. In

relation to e-trust, e-trust is defined as an attitude of confident expectation in an online risk situation that one’s

vulnerabilities will not be exploited. In this sense, trust emerges as a potentially central element leading to the acceptance

of information technologies and is especially necessary for online marketers .

Today’s business environment, specifically in Latin America, is highly competitive, and repeat purchases are a necessary

phenomenon to ensure the survival of organizations of this type, leading to customer retention . In this sense,

satisfaction is an important indicator of increasing customer loyalty . Satisfaction of customer needs is the key to

exchanges between companies and markets, and since the origins of marketing, satisfaction has been considered the

determinant of success in markets . According to customer value theory, 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 customers’ belief that the

amount of value received is superior to what they can obtain from other sellers .

This highlights the research question of how the PERVAINCONSA Scale could measure the consumer behavior of online

stores of MSMEs engaged in the sale of clothing, and the importance of the research objective in understanding the

variables associated with the online purchase decision. Having an instrument to articulately measure value perception,

purchase intention, trust, and consumer satisfaction is necessary for the consolidation of an organizational culture that

improves marketing and management conditions in the competitive context of the markets. There are several instruments

that evaluate the factors that determine the purchase decision of consumers in an online store, for example, the PERVAL

scale of Ref. , SERVQUAL of Ref. , SERVPERF of Ref. , and WebQuall of Ref. , among others, serve as a

basis for the authors to adapt them according to their research.

2. Consumer Behavior in Developing Countries Seeking Sustainability

The use of technology in the current era has become an integral part of the consumer’s daily life, where it is not only used

for social communication, information seeking, education, commerce, and entertainment but is also immediately available

to consumers . Consumer behaviors are understood as all those internal and external activities of an individual or

group of individuals aimed at satisfying their needs.

In the case of Latin American developing countries, in the last seven years, collaborative models have been emerging

through startups, and have been taking a market position as a substitute for traditional capitalist business models ;

however, the pace of growth and number of existing collaborative models is not the same in other countries of the world.

For the authors of Ref. , they refer to the fact that the study of consumer behavior is of interest to the whole society

since we are all consumers. From the perspective of the company in developing Latin American countries, marketing

managers must know everything that affects their market in order to design successful commercial policies .

Knowing consumers’ tastes and preferences will help to correctly segment the market and make it more sustainable.

New consumer behavior refers to the internal and external dynamics of the individual, which takes place when seeking to

satisfy their needs with goods and services . Applied to the realization that is found in these countries, it is the

decision process and the physical activity to search, evaluate and acquire goods and services to satisfy the needs has

been a very dynamic issue that projects sustainable actions in the productive processes of business.

This behavior starts with the existence of an area which is lacking, the recognition of a need, the search for satisfaction

alternatives, the purchase decision, and the subsequent evaluation (before, during, and after) . The above shows that

consumer behavior is the exchange of goods between individuals, groups, and companies, to satisfy their needs,

involving aspects such as individual consumers, children, men, adults, housewives, groups, families, companies and

groups, internal and external phenomena, the brand, perception, advertising, search, and purchase .

In recent years, several studies have proposed new ways of classifying consumers, taking into consideration their concern

for environmental conservation, i.e., the quality and price of the product is no longer enough to satisfy the needs of

customers, but also the level of trust and commitment to the organizations and products that these consumers perceive at

the time of making the purchase. Trust is the level at which the customer considers that a product solves a problem, and

commitment shows the level of sacrifice that the customer is willing to make to acquire the product or service. In this

sense, four groups of customers can be identified: (1) those who make win-win purchases, i.e., the customer, the
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company and the environment; (2) those who buy to feel good, when the customer makes a small sacrifice at the time of

purchase; (3) those who question “why not buy” when the consumer’s sacrifice and confidence is low; (4) those who

question why they should buy the product, which occurs when the consumer feels insecure about the quality .

Consumers who are concerned about caring for the environment are reluctant to consume products that require a high

use of energy and resources to produce them, that generate intensive waste due to packaging or short shelf life, that use

materials that negatively affect the inhabitants of the area, and also endanger their health or the health of others . In

recent years, a group of consumers committed to health and sustainability “LOHAS” has emerged, who are differentiating

themselves by their healthy lifestyle and also try to satisfy their needs by acquiring products and/or services that do not

harm the environment and society ; however, there is another sector of consumers who are not willing to spend time

to read the description of the composition of the products they purchase, so a company that wants to contribute to

sustainable development and launch eco-friendly products, should carry out efforts to educate consumers so that they are

willing to buy environmentally friendly products .

3. Perception of Value in the Purchase Intention of the Online Consumer

The authors  explain how in recent decades the advance of the Internet and social networks has modified consumer

habits and how consumers rigorously manage their value when acquiring goods or services. More and more information is

being exchanged through these networks . In any campaign, it is necessary to know the target audience to which the

strategy actions are addressed in order to generate actions that encourage purchases.

The author of Ref. , mentions in his work that human beings are alternatively irrational; that is, we combine periods of

rationality with unexpected irrational irruptions. We often act without thinking, and do things wrongly or mistakenly .

Today’s online purchasing decisions are highly influenced by the emotional and personal, and can be mixed with lapses of

irrationality. Thus, sometimes, we opt for a product for no reason at all, since we do not make all decisions rationally,

especially when making purchasing decisions . Purchasing decisions are wrapped in subjectivity,

which makes it difficult to build models to predict consumer behavior, since when irrationality interrupts, there is no model

that will work.

According to authors such as Refs. , the perception of value in the purchase intention in the online consumer is

that the subject gives the object a meaning, and thus when making a purchase, it generates satisfaction or momentary

pleasure; it is also seen by others as a phenomenon that shows a feeling of weak self-esteem: it is more important the

action derived from the purchase than the actual possession of the goods .

Finally, most of the things that consumers buy, they do not need . For this reason, the branches of commercial

strategies aim to create needs in the subject so that they feel the need to buy by any means, the current one being online

shopping , i.e., they must know the consumer behavior to carry out a good business, which sustains the companies to

satisfy the needs of consumers. These cannot be satisfied correctly if we do not understand the people who would use the

products and services .

4. PERVAINCONSA Scale to Measure Consumer Behavior

The PERVAINCONSA Scale (acrostic formed with the initial letters of the Spanish words (“Perception of Value”, “Purchase

Intention”, “Confidence” and “Satisfaction”), was created due to the need to measure the three variables together, such as

satisfaction, loyalty, value perception, and purchase intention, focused on the online stores of MSMEs dedicated to the

sale of clothing in developing countries. Currently, there is no instrument in the scientific literature that allows the joint

evaluation of these three variables to understand the behavior of current and potential customers in virtual environments

of these types of companies, which make an important contribution to the economies of developing countries. It is,

therefore, necessary to design instruments that facilitate decision-making and efficient business and marketing

management, for the sustainability of companies in these times of global economic crisis produced by COVID-19, which

has generated new lifestyles and behavior among consumers.

In the elaboration of the scale, various works found in the scientific literature were considered as a basis, among which

are the PERVAL scale to measure perceived value, proposed by , which is composed of 4 dimensions such as quality,

price, social value, and emotional value; the technology acceptance model (TAM) presented by , a model that is related

on the basis of a consecutive influential relationship (belief, attitude, intention)  and the model of  that contrasts

the influence of perceived value and trust with online purchase intention.

[42][43][44]

[45]

[45][46]

[47]

[48][49]

[50]

[49]

[51]

[52][53][54][55][56][57][58]

[53][54][59]

[55]

[56]

[57]

[58]

[27]

[60]

[8][10][61] [17]



The scale measures satisfaction in relation to the quality of the service offered and the positive emotions generated by the

product . Regarding loyalty, this is related to the quality of the product, the experience of browsing the website, and

trust in the brand, because loyalty can be measured in terms of visits and interaction with the website over time ; finally,

the perception of value is evaluated according to the functionality of the product (utilitarian, emotional and social) 

.

Becker , incorporates into the theory of consumer behavior the influence that becomes, replacing the individual,

the decision unit. For this author, the consumer group behaves like a small-scale factory in which it is a question of

allocating the time of its different members and the basic capital—housing, electrical appliances, automobiles—and raw

materials, such as food and clothing, to obtain the greatest amount of assets: good food, healthy children, leisure or social

relations, among others  (See Figure 1).

Figure 1. PERVAINCONSA model.

As consumer behaviors, we understand all those internal and external activities of an individual or group of individuals

directed towards the satisfaction of their needs. This behavior starts from the existence of a lack, the recognition of a

need, the search for satisfaction alternatives, the purchase decision, and the subsequent evaluation (before, during and

after) .

4.1. Value Perception

Value perception is defined as the judgment made by the consumer regarding the feeling he/she experiences (positive or

negative), after buying online and comparing the price paid with the product received . The value perceived by

customers is affected by the expectations created by the benefits offered by the use of a product and what it actually

provides, according to the values pursued; so that, in the electronic channel, ref.  consider that the values that best

explain the personal decision to buy or not a certain product are the perceived symbolic value and the functional value.

The symbolic value of a product allows reflecting the type of person the consumer is or what he wants to be since this

value brings together social, emotional, aesthetic, and reputational aspects experienced by the consumer ; while the

functional value is based on the consumers’ perception of the utilitarian or economic benefits or sacrifices, he experiences

in relation to the quality, price and convenience features he obtains from a product .

4.2. Purchase Intention

The purchase intention of an online consumer refers to the openness of the consumer to make a purchase in a particular

online store . According to the theory of action reasoning , the purchase intention precedes the immediate action of

carrying it out, which can be long-lasting and associated with the emotions and attitudes of the consumer . Studies

show that online purchase intention is affected by product value, brand trust and the expectations that consumers want to

satisfy .

[54][62]

[54]

[17][24][27]

[62]

[63][64][65]

[66]

[67]

[16]

[5]

[68]

[14][69]

[17] [70]

[71]

[5][14]



4.3. Satisfaction

It is the evaluation of the characteristics of a product or the product itself that meets consumers’ expectations , and

includes the virtual interaction with the store and the feeling of having had a good online shopping experience .

4.4. Trust

Trust is defined as the confidence that the consumer has in a store, based on the positive expectations generated after

perceiving the intentions and behavior of the seller  In online shopping, trust refers to the positive image that people

create regarding the quality, integrity, and reliability that a brand provides after interacting with the online store or having

made a purchase  being integrity an attribute of a socially responsible brand highly valued in the new normality .

Figure 1 PERVAINCONSA Scale to measure consumer behavior.
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