
Journal of Open Innovation: 

Technology, Market, and Complexity

Article

Online Buyers and Open Innovation: Security, Experience,
and Satisfaction

Luis Enrique Valdez-Juárez 1,* , Dolores Gallardo-Vázquez 2 and Elva Alicia Ramos-Escobar 1

����������
�������

Citation: Valdez-Juárez, L.E.;

Gallardo-Vázquez, D.;

Ramos-Escobar, E.A. Online Buyers

and Open Innovation: Security,

Experience, and Satisfaction. J. Open

Innov. Technol. Mark. Complex. 2021, 7,

37. https://doi.org/10.3390/

joitmc7010037

Received: 31 December 2020

Accepted: 15 January 2021

Published: 18 January 2021

Publisher’s Note: MDPI stays neutral

with regard to jurisdictional claims in

published maps and institutional affil-

iations.

Copyright: © 2021 by the authors.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license (https://

creativecommons.org/licenses/by/

4.0/).

1 Department of Business and Economics Sciences, Technological Institute of Sonora Mexico,
Obregon City 85000, Mexico; elba.ramos@itson.edu.mx

2 Department of Financial Economics and Accounting, Faculty of Economics and Business,
University of Extremadura, 06006 Badajoz, Spain; dgallard@unex.es

* Correspondence: levaldez@itson.edu.mx; Tel.: +52-622-103-0253

Abstract: The topic of consumer behavior in a social context is important due to its influence on the
behaviors and attitudes of individuals. New online business models are adopting open innovation
practices focused on improving their sales channels through their technological capacity. In this
paper, we analyze the purchase intentions in a business context to identify consumer needs through
the proper purchase decision process. We must also observe the internal and external factors that in-
fluence consumer behavior. More exactly, electronic commerce is facing challenges and opportunities
manifested by online consumers, such as design, security, trust, risk, uncertainty, and satisfaction
with online purchases. Many external factors (economic, political, social, environmental, and health)
influence buyers’ intentions and behaviors. The objectives of this study are to (1) determine the
influence of the security level of websites on purchasing behaviors (socially responsible and panic
buyers), (2) determine the effect of website security on consumer satisfaction, (3) determine the
effect of buyers (socially responsible and panic buyers) on the level of satisfaction, and (4) examine if
the buyer experience has a moderating effect between the variables (socially responsible and panic
buyers) and the dependent variable (customer satisfaction). We focus on a sample of 663 socially
responsible online buyers and panic buyers from the Sonora, Baja California, and Sinaloa regions in
Mexico. Data were collected from the months of April to August 2020, and an online questionnaire
was used address to each of the residents of these regions aged between 20 and 55 and who were eco-
nomically active. The data were analyzed using the structural equation model–partial least squares
(SEM-PLS) model based on variance. The findings show that website security has significant positive
effects on socially responsible buyers, panic buyers, and the level of customer satisfaction. Socially
responsible buyers also have positive effects on customer satisfaction. However, the relationship
between panic buyers and customer satisfaction is not supported. Related to a moderation analysis,
that the buyer experience has a significant effect on the relationship between socially responsible
online buyers and the level of satisfaction. Conversely, we find empirical evidence of the buyer
experience having no significant effect between panic buyers and customer satisfaction. Our findings
contribute to the development of various theories: the theory of behavioral reasoning (BRT), social
identity theory (SIT), and the technological adaptation model (TAM). From an academic point of
view, the findings are positive and encouraging, contributing to the literature on the e-commerce,
behaviors, and attitudes of purchase intentions of individuals. Our work is incorporated into the
existing literature on purchase intention and virtual business models, whose characteristics need to
continue to be outlined, constituting a popular business model in recent years.

Keywords: open innovation; website security; socially responsible buyer; panic buyer; customer satisfaction

1. Introduction

Over time, consumer behavior has been studied within a psychological context and in
the area of business sciences due to the complexity of its analysis and measurement [1,2].
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From the social context, psychology is the discipline that has focused the most on analyzing
the behaviors and attitudes of individuals regarding purchase intentions [3]. The theory
of reasoned action (TRA) and social identity theory (SIT) are among the most used and
studied in this context [4,5]. However, business science, through marketing, has recently
been focusing on discovering consumer needs and behaviors through the purchase deci-
sion process [6]. This last discipline is based on behavioral reasoning theory (BRT) [4,7].
Consumer behavior has been characterized as being influenced by internal and exter-
nal factors. Given the penetration of the Internet for retail businesses, the marketing of
products has been exponential [8–10]. Electronic commerce (e-commerce) has emerged
from this phenomenon, along with a wide variety of sales channels based on digital
platforms that range from a website to the use of social media [11]. These businesses
have had to face challenges and opportunities manifested by the different types of on-
line consumers [12], including design, security, trust, risk, uncertainty, and satisfaction
with online purchases [13,14]. These manifestations have been studied from the theory of
technological adaptation, which is one of the great milestones for companies and online
consumers [12,15]. In addition, one of the external factors influencing the behaviors and
intentions of buyers includes issues related to the economic, political, social, environmental,
and health aspects. Regarding health, many researchers have not focused on their analysis
as a determining element in the change in consumer behavior [16,17]. However, as a
result of the emergence of the coronavirus pandemic (COVID-19), the behaviors, customs,
and lifestyles of the world population and consumers have significantly changed [18–20]
due to product shortages, rising prices, lack of supply chain coverage, and the restriction
on traditional methods of delivering products to customers, with some businesses lack-
ing to-go services and digital sales platforms [20,21]. These factors have been provoking
hysteria, fear, panic, and excess purchases, but they have also motivated people to be
more responsible consumers [17,22,23]. These events and implications have driven most
companies of different sizes, including retail stores, to implement strategies based on the
adoption of new technologies in their online sales processes and the delivery of products
through pickup service implementation [24,25]. For this reason, many companies have
migrated toward open innovation; that is, they not only pay attention to the products,
processes, and services they design, but also attempt to modify their models of doing
business based on innovation, considering the capabilities and sources of internal and
external knowledge of the company [26,27], all of this to create greater added value for the
consumer. Therefore, the technological capacity of business to develop online commerce
has become an effective strategy, but its success now depends on the ability to manage open
innovation [28,29]. In the review of the literature, we verified that two studies analyzed
mostly panic buyers, but gaps exist in the context of the socially responsible buyer [23,30].
Therefore, our study provides important theoretical and empirical contributions: (1) the
proposed model analyzes and encompasses two types of consumers, socially responsible
and panic buyers, from the perspective of BTR and SIT, analyzing the behaviors and norms
of these groups of buyers; (2) the model analyzes the level of satisfaction of the two types
of buyers from the perspective of adaptation to technology through security in websites
use for online purchase transactions. The technological adaptation model (TAM; utility
and technological ease of use) best aligns to the theories under study and promotes the
development of electronic commerce (e-commerce) [31,32].

According to the World Health Organization [33], in a global context, from the con-
firmation of the first cases of COVID-19 to 10 December, 2020, 68,165,877 confirmed cu-
mulative cases of COVID-19 have been reported, including 1,557,385 deaths worldwide,
representing a total of 18,587,287 additional confirmed cases of COVID-19, including
311,668 deaths, since the last epidemiological update published in November 2020. In the
context of the American continent, in the 7 weeks between 29 October and 9 December
in all subregions, a relative increase was observed both in the number of cases and in the
number of deaths. In North America, the largest increase was observed, with 6,698,515 ad-
ditional cases and 81,262 additional deaths, representing relative increases of 40% and 20%,
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respectively. The rest of the subregions increased as follows, in decreasing order: Central
America, with a 23% increase in cases and a 17% increase in deaths; South America, with an
18% increase in cases and a 13% increase in deaths; and the Caribbean Islands and the
Atlantic Ocean, with a 12% increase in cases and a 14% increase in deaths. In addition,
these impacts on Latin American society in Mexico include exponential increase in infec-
tions from this pandemic [33]. This has resulted in the closure of multiple businesses and
the dismissal of many people. However, despite these hard blows to the Mexican society
and economy, some companies have adopted the use of new technologies to provide sales
through digital platforms (Facebook, WhatsApp, and websites) to comply with current
consumer demands [34]. In Mexico, a number of people with access to the Internet must
be reached; it is estimated that around 56% have access to an Internet connection [35].
In addition, e-commerce trends in Mexico show that online sales will increase by 60% in
2020 [34]. Our study provides important theoretical and empirical contributions because
in the Latin American context and in an emerging economy, this type of analysis during
the COVID-19 pandemic adds to the development of the consumer behavior literature and
technological adaptation.

Our research objectives were as follows: (1) to determine the influence of the secu-
rity level of websites on purchasing behaviors (socially responsible and panic buyers),
(2) to determine the effect of website security on the consumer satisfaction, (3) to determine
the effect of buyers (socially responsible and panic) on the level of satisfaction, and (4) to
examine if the buyer experience has a moderating effect between the social responsible and
panic buyer variables and the dependent variable (customer satisfaction). The manuscript
is structured as follows: first, the literature is reviewed, then the hypotheses are developed,
followed by a description of the method (sample, questionnaire, and variables), the results,
the conclusions, and discussion.

2. Literature Review and Hypothesis

This research has its theoretical basis in the disciplines that analyze consumer be-
havior and its relationship with the adoption of new information and communication
technologies in conducting commercial transactions on the Internet. The new business
models based on the new technologies in a fully capitalist and collaborative economy
are driving entrepreneurs to join a dynamic, cyclical, creative, and innovative business
culture [36,37]. Technological capabilities are a fundamental part of the new business
models based on the open innovation strategy and are the key factors influencing the
satisfaction of online consumers [38,39]. The theory of full behavior is based on the analysis
of the attitudes and behaviors of the individual in the face of a particular phenomenon.
At present, this theory is one of the most used in the context of consumer behavior [1,40].
The theory of planned behavior (TPB), from the conceptual point of view, independently
integrates three types of intentions. First, the attitude toward behavior is the degree to
which a person has a favorable or unfavorable assessment behavior of the phenomenon
under analysis. The second is the social factor, which is called subjective norm; this en-
compasses the perceived social pressure to perform or not perform the behavior. Finally,
the antecedent of intention emphasizes the level of behavioral control perceived, which is
related to past events and refers to the perceived ease or difficulty of the behavior, reflecting
the experience of facing obstacles in the present [1,5]. Therefore, these conceptual consider-
ations significantly affect consumer behavior because the relative importance of attitude,
subjective norms, and perceived behavioral control varies according to the real situations
of the individual [40].

In general, consumer behavior is analyzed from two disciplines: social sciences and
business sciences (marketing) [41,42]. These studies have focused on arguments derived
from the behavioral reasoning theory (BRT), a new theory in the field of marketing that
tries to link attitudes, beliefs, behaviors, reasoning, and subjective norms in favor and
against consumer purchasing intentions [7,8,43]. Social identity theory (SIT) analyzes the
behaviors of a social group that are directed toward the responsible actions carried out by an
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individual for a common good. In the context of consumer behavior, this theory is closely
linked to the socially responsible behaviors of the inhabitants of a community [44,45].
In addition, this theory is closely linked with other theories that analyze the behavior,
norms, and behaviors of individuals collectively; one of these is related to environmental
and sustainable behavior [46,47]. These theories are linked to the technology acceptance
model, which is focused on measuring the utility and ease perceived by the user when
making an online purchase (e-commerce) through different electronic devices, including
desktop computers, laptop, electronic tablets, and smartphones (e-mobile).

2.1. Website Security and Responsible and Panic Buyers

In the literature, a wide variety of models have been used to analyze information
systems and their impact on purchasing behavior. One of the pioneering models in
this field of action is that constructed by DeLone and McLean [48], which considers
quality factors and the use, benefits, and the security of information systems as key factors
satisfying the needs of consumers. Derived from these contributions, the technological
adaptation model (TAM) arose, which considers ease of use and utility perceived by
the consumer [49], being one of the theoretical models most widely used to measure
online consumer satisfaction [50]. Technological changes and increased dependence on the
Internet have been shaping the buying behavior of consumers, forcing most companies
to develop electronic commerce through the establishment of virtual stores or online
websites [15,51]. However, one of the elements determining the achievement of trust and
reputation is the correct use of computer media and systems by businesses to provide high
security [52,53]. The TAM and other models focusing on customer satisfaction have tried
to cover the following aspects in e-commerce or, more recently, commerce through mobile
(e-mobile) [53,54]: compliance, customer service, and consumer security (privacy) [53].
Therefore, the security of the website, the quality of the website, the satisfaction of online
consumers, and the ability to learn are and will continue to be determining factors in the
analysis of purchasing behavior [52,55].

Consumers have become individuals with greater demands and with attitudes ori-
ented toward social responsibility [23]. Therefore, many consumers are evaluating the
sustainable practices that businesses are developing to make purchase decisions based on
values and morals [56]. Some researchers have expressed that the safety and reputation
of the website is decisive for the purchasing intentions of the responsible consumer [56].
However, other studies reported that socially responsible consumers perceive a greater
risk of buying online and confidence is lacking in the security of websites [57]. In more
recent studies, researchers have found that the behaviors of socially responsible online
consumers are drastically changing and relying on online shopping due to the emergence
of new electronic commerce platforms, such as collaborative e-commerce, the pickup mode,
and the use of social media (Facebook and WhatsApp)—online sales channels that are
linked to the business website [58–60]. These strategies have been a key element in promot-
ing online purchases by responsible consumers, encouraging the purchase of ecological,
economical, recyclable, and sustainable products, mainly due to the social influence of
communities that have already had experience with online shopping [61,62]. Another
classification of consumers is that of the panic buyer, who is characterized as an individual
with variable behavior due to various factors, such as cultural, social, shortage of prod-
ucts, political, economic, and health factors [16,17,20]. During the COVID-19 pandemic,
these types of consumers are being strongly influenced by the information on digital social
networks [31,63]. Due to confinement, traditional sales channels are no longer the pre-
ferred means of purchasing products for consumers; therefore, panicked consumers have
increased their trust in digital platforms and in companies’ websites when conducting
their business online shopping [64]. Some recent studies concluded that online shopping
experiences have helped other buyers reduce their risk and fear when using websites and
other digital platforms [64]. Given the theoretical context and empirical argumentation,
the following research hypotheses are proposed:
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Hypothesis 1 (H1). A higher level of website security has a positive and significant effect on the
behavior of the socially responsible online buyer.

Hypothesis 2 (H2). A higher level of website security has a positive and significant effect on the
behavior of the online panic buyer.

2.2. Website Security and Consumer Satisfaction

In this new current scenario, open innovation through business technological capacity
is and will be one of the most successful strategies in the design, security, and ease of use
of website and technological platforms for the development of e-commerce [65,66]. In the
literature, various theories and models have been used to analyze the e-commerce through
companies’ websites, with the TAM and BRT being the most used and the central elements
that link the security of a company website with consumer satisfaction [52]. Studies in
this context have expressed that both the security and usability of the website are decisive
in achieving maximum online consumer satisfaction [67,68]. Rita et al. [54], concluded
that overall consumer satisfaction with online commerce is significantly affected by the
security and trust provided by a website. Other studies have shown that with the growth
in commerce through e-mobile, online consumers are increasing, but losing the privacy of
their personal data [69], but in other cases, increasing its level of use and confidence [70].
In another direction, in the purchases completed through desktop and/or laptop com-
puters, consumers have higher confidence and security in the use of websites for online
purchases [71,72]. Elements that measure the quality of the design, the security, and the
usability of the websites are key to increasing the satisfaction of the majority of consumers
online, also directly affecting the intentions of future purchases [66,73]. From the theoretical
context and empirical argumentation, the following research hypothesis is proposed:

Hypothesis 3 (H3). A higher level of website security has a positive and significant effect on online
consumer satisfaction.

2.3. Socially Responsible Buyers, Panic Buyers, and the Level of Satisfaction

Starting from SIT and BRT, we analyze the interaction of different types of online
consumers on the level of satisfaction. From an organizational point of view, companies
are adopting sustainable practices that lead them to gain market share, increase reputation,
and raise the expectations of their consumers [74]. From the consumer viewpoint, socially
responsible buyers are emerging more frequently [75]. Various studies have shown that
socially responsible consumers have a higher level of satisfaction when they make their
purchases from companies with good social, economic, and environmental practices [76].
Other studies have argued that socially responsible buyers are looking for green products
and reputable brands [77,78]. In addition, socially responsible consumers display ethical
and altruistic behavior, derived from the responsible purchases they make from sustainable
companies, which in turn positively affect their purchase intentions and the level of
satisfaction [79,80]. Therefore, when these consumers have negative experiences with
their online purchases, their recommendations to other potential consumers become a key
factor in their purchase intentions and satisfaction levels [25,81]. However, other studies
associating the level of satisfaction with responsible online buyers were derived from
behaviors related to fear and religiosity, practices that lead them to be environmentally
friendly and responsible individuals [82].

Regarding the relationship between panic buyers and the level of satisfaction, various
studies have emerged during the COVID-19 pandemic. In some cases, social influences,
product shortages, and stress due to economic uncertainty were found to generate hys-
teria and low levels of satisfaction with online purchases [83]. As a result, online panic
consumers face serious problems in their economy and in their daily habits; therefore,
purchases have decreased and prices have increased; with this, the level of consumer
satisfaction has decreased [19,84]. Therefore, online panic buyers perceive many obstacles
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and risks regarding perceived value because the level of satisfaction is associated with the
attention and quality they receive from sellers (online stores) [31,85].

With this same context, the behaviors of compulsive buyers, despite having certain
distinctive personality traits, are being modified by social, economic, cultural, and techno-
logical factors [20]. Recent studies in different regions have confirmed that the shortage
of products and confinement have been the strongest triggers increasing the intention of
compulsive buyers to buy online through different digital platforms; consequently, they do
not assign much importance to the level of satisfaction. The focus is on meeting a need de-
rived from intrinsic impulses [31,64,83]. The variety of online shopping channels is forcing
companies to pay more attention to quality of service [86]. Similarly, other researchers have
concluded that compulsive buyers are focusing on other factors that encourage unplanned
purchases; therefore, being in fear of the COVID-19 pandemic, a positive or significant
correlation with the level of satisfaction has not been perceived [23,87]. From the theoretical
and empirical review, the following hypothetical approaches were structured (Figure 1):
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Figure 1. Theoretical research model.

Hypothesis 4 (H4). A higher level of socially responsible purchases increased the level of online
shopping satisfaction.

Hypothesis 5 (H5). A higher level of panic purchases increases the level of online shopping satisfaction.

2.4. The Socially Responsible Buyer and Panic Buyer Experience, and Customer Satisfaction

One of the key factors for measuring the use and perceived benefit of online buyers is
satisfaction with their shopping experience. This indicator has become the central axis of
e-commerce and modern marketing strategies. Therefore, the experience with a website is
determined by tangible and intangible elements such as: the security of the website; its
functionality, ease of use, and design; the type of products or services; the prices; the repu-
tation of the brand; sensations and emotions; and decisions affecting the level of consumer
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satisfaction. Constantinides [88], on the experience of online shopping, found that the func-
tionality of a website includes elements related to the usability of the site and interactivity,
psychological elements aimed at reducing customer uncertainty by communicating the
trust and credibility of the online and website provider, and content elements, including
esthetic aspects of the online presentation and marketing mix. Similarly, other studies
reported that the perceived value, such as innovation, technology, and the perceived
risk, as the interaction and effective communication between buyer and seller, are the
factors determining cultivation of online customer satisfaction [89]. Javed and Wu [90] and
Obina-Ramírez et al. [91] found that the recommendations of other online consumers were
the experiences with the greatest recurrence by socially responsible consumers, in addi-
tion to the trust of the website, the guarantees, and the refunds with which companies
manage to positively influence the level of satisfaction. Panic purchases have increased
since the emergence of the COVID-19 pandemic, which has led to a general increase in
prices, product depletion, and fear due to economic and social uncertainty [92]. Therefore,
this phenomenon has stimulated consumer behavior to buy products not only essential for
daily life [83]. The greater the fear caused by external phenomena such as the COVID-19
pandemic, the greater the frequency of the shopping experience that is not related to the
level of customer satisfaction [20,93]. In addition, panic and unfulfilled purchases have
been affected by the huge amount of online advertising; with it, the shopping experience
has significantly affected the satisfaction of online buyers [94]. The COVID-19 pandemic
has motivated online consumers to worry more about basic needs such as food for con-
sumption than about other types of non-required needs during this global health and
economic crisis [95]. Therefore, the shopping experience based on emotions, recommenda-
tions, and past evaluations becomes a determining factor positively influencing purchase
intentions and the level of online customer satisfaction [96,97]. From the theoretical and
empirical review, the following hypothetical approaches were structured (Figure 1):

Hypothesis 6 (H6). Buyer experience has a significant moderating effect between socially respon-
sible buyers and the level of satisfaction.

Hypothesis 7 (H7). Buyer experience has a significant moderating effect between panic buyers
and the level of satisfaction.

2.5. Explanation of Our Theoretical Model

Figure 1 depicts the operating model of this investigation, displaying each of the
structural relationships (hypotheses) contemplated in this study. The model has its theo-
retical foundation in the theoretical currents of the TAM, BRT, and SIT models. Therefore,
we aimed to analyze the effects of website security on socially responsible buyers, panic buy-
ers, and their behavior in the level of satisfaction. All these relationships are described in
H1 to H5. The model presents the moderating effect of the online shopping experience
between the two types of buyers with respect to their level of satisfaction (H6 and H7).

3. Methodology
3.1. Population and Sample

This research study was a cross-sectional quantitative and explanatory study. The sub-
jects participating in the study were analyzed under the principles of stratified sampling.
The study population was selected according to the following criteria: (1) access to Internet
connectivity, (2) online buyer experience, (3) place of residence, (4) economically active
population, and (5) age. The study was developed in the regions of Sonora, Baja California,
and Sinaloa in Mexico. In these regions, there is an economically active population of
2,485,823 between the ages of 20 and 55 years [98]. Of this population, 70% have access to
the Internet [99]. To determine the sample, the probability in favor of 50% and against 50%,
a confidence level of 95%, and an estimation error of 3.8% were considered. The sample in
this study included 663 people who responded to an online survey, which was adminis-
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tered through Google forms during the months of confinement caused by the COVID-19
pandemic (from April to August 2020), of which 45% correspond to consumers resident
in the Sonora region, 35% in the Baja California region, and 20% in the Sinaloa region in
Mexico. Tables 1 and 2 list the characteristics of the study subjects.

Table 1. Sex and age of the sample.

Age (Years)

Sex 20 to 30 31 to 45 46 to 55 Total

Female 250 138 65 453
Male 97 62 51 210
Total 347 200 116 663

Table 2. Age and electronic device use of the study sample.

Age (Years) Smartphone Laptop Desktop Electronic Tablet Total

20 to 30 231 91 15 10 347
31 to 45 117 59 21 3 200
46 to 55 47 41 24 4 116

Total 395 191 60 17 663

3.2. Validation of the Questionnaire

Different tests were conducted to validate the questionnaire used in the research.
The content validity was determined using the theories that supported the study, which are
directed toward purchasing behavior and the use and adaptation to technologies. The con-
tent validation of the questionnaire is one of the most important phases to correctly measure
a construct or a dimension [100]. This phase was performed through a thorough review of
the literature to correctly define the dimensions contemplated by the questionnaire and
its adaptation to the regional context of the study. The questionnaire was divided into
two phases: the first included questions regarding general or demographic data (age, sex,
education, place of residence, buyer experience, frequency of purchase, type of electronic
device, digital purchasing platform, among others); the second phase included questions
related to website security (4 items), socially responsible buyers (8 items), panic buyers
(5 items), and customer satisfaction (11 items). For this purpose, for the development of
items of the website security dimension, several studies related to the TAM were analyzed;
for the items of the socially responsible buyer dimension, studies aligned with the theory
of social identity were considered; the panic buyer dimension was based on studies related
to behavioral reasoning theory; and for the customer satisfaction dimension, the theories
of the TAM and behavioral reasoning theory were applied (the details of the measurement
at the construct level of the variables are provided in Section 3.3). The questionnaire was
validated by a panel of experts in the marketing area (2 researchers from the Autonomous
University of Baja California in Mexico, 2 research professors from the Technological In-
stitute of Sonora in Mexico, and 1 research professor from the University of Extremadura
in Spain) to issue recommendations on the design of the dimensions, relevance, and rep-
resentativeness of each of the questions. Through the content validity index, the group
of experts evaluated each of the items of the different dimensions on a scale from 1 to 5,
where 1 indicated not very relevant and 5 indicated very relevant [101]. For the questions
included in the questionnaire, the value of each question had to obtain a weighted average
score of 4, and 80% of the experts had to agree with it; that is, that at least 4 of the experts
had to evaluate the questions in a similar way for the question to not be eliminated from
the questionnaire.

A pilot test was conducted with 5% of the total of the sample to correct possible errors
in the writing and understanding of the questions in the questionnaire [102]. The study
subjects (online consumers) from the different regions participating in the study who
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responded to this questionnaire from the pilot test were randomly chosen according to the
characteristics required in the sample, which was sent via email in April 2020.

A factor analysis was carried out and the Harman single factor test (common method
of variance (CMV)) was necessary to perform the following procedures: (1) run a factor anal-
ysis of all the exogenous latent and endogenous latent constructs of the model, and then an
analysis of the main components without selecting any type of rotation method; and (2) the
values of the non-rotated components and the number of factors that complement the
variance were analyzed [103,104]. The results of this test were (1) the model is grouped
by 4 factors, (2) the Kaiser–Meyer–Olkin (KMO) indicator was 0.895 and significant at
99%, and (3) the total variance explained was 61.69%. In addition, the explained variance
of the first factor (26.19%) was less than the total explained variance, thereby ruling out
the presence of response bias. These analyses provided the preamble for the statistical
validation and measurement of the internal consistency of the constructs, which were
developed within the measurement model phase through the modeling of the structural
equation system with the partial least square-SEM (PLS-SE) analyses in Section 3.3.

3.3. Measurement of Variables

Next, we describe the measurement of the variables of the research model. All vari-
ables were measured under the reflective type constructs approach in mode A and under
the one-dimensional variable approach. These types of variables have particular char-
acteristics such as (1) the direction of causality is from the construct to the indicators,
(2) the indicators are highly correlated, (3) eliminating an indicator does not alter the
meaning of the construct, and (4) these types of measures are recommended for a model
with constructs focused on the analysis of behavioral sciences [105]. The constructs that
were used in the research model are described below. The items of the questionnaire were
designed under a 7-point Likert-type scale (1, completely disagree, to 7, completely agree).

3.3.1. Website Security (WS)

This variable was measured considering the behavioral reasoning theory and the model
of technological adaptation [4,15]. The construct is composed of 4 questions: (1) The website
inspires security, (2) The website protects personal data, (3) The website makes good use
of personal data, and (4) The website has secure banking transactions. For its design and
adaptation, we considered the studies by Lee and Turban [106], Pavlou [31], and Blut [53].
The reliability and validity indicators of the variable were Cronbach’s α = 0.744, factor loading
= 0.703 to 0.788, composite reliability = 0.835, and average extracted variance = 0.559.

3.3.2. Socially Responsible Buyer (SRB)

This variable was measured considering the theory of social identity [45] and the
model of technological adaptation [15]. The construct was composed of 5 questions:
(1) I try to reuse the products I have bought, (2) I buy products that do not harm the envi-
ronment, (3) I buy products in support of social causes, and (4) I buy products from socially
responsible companies. For its design and adaptation, we used Diamantopoulos et al. [107],
Barbarossa and De Pelsmacker [108], and Buerke et al. [109] as references. The validity indi-
cators of the variable were Cronbach’s α = 0.837, factor loading = 0.747 to 0.866, composite
reliability = 0.892, and average extracted variance = 0.674.

3.3.3. Panic Buyer (PB)

This variable was measured considering the behavioral reasoning theory and the
model of technological adaptation [4,7,15]. The construct was composed of 5 questions:
(1) I buy items due to fear of scarcity, (2) I buy products due to fear of price increases,
(3) I buy products due to social influence (social media), (4) I buy products out of fear of an
economic crisis, and (5) I buy products out of fear of being contaminated by the COVID-
19 pandemic. For its adaptation and design, Kukar-Kinney et al. [23], Arafat et al. [18],
and Laato et al. [20] were considered. The reliability and validity indicators of the variable
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were Cronbach’s α = 0.880, factor loading = 0.759 to 0.848, composite reliability = 0.902,
and average extracted variance = 0.647.

3.3.4. Customer Satisfaction (CS)

This variable was measured considering the theory of reasoned action and the model
of technological adaptation [4,7,15]. The construct was composed of 11 questions related to
the satisfaction with the website: (1) The information on the website is accurate, (2) The in-
formation on the website is high quality, (3) Ease of interaction with the website, (4) I enjoy
shopping on the website, (5) Fast delivery of the products, (6) There are competitive prices,
(7) The website has a good reputation, (8) There is a wide variety of products, (9) The
technological innovation of the website is high, (10) The website has a good corporate
image, and (11) Quick and timely service. For its design and adaptation, we considered
the studies of Zeithami et al. [110] and Hausman and Siekpe [111]. The validity indicators
were Cronbach’s α = 0.880, factor loading = 0.759 to 0.848, composite reliability = 0.902,
and average variance extracted (AVE) = 0.647.

3.3.5. Buyer Experience (BEx)

Traditionally, buyer experience has been measured by the benefits and perceived value
of the products or services they have purchased [73,88]. For our study, we considered the
measurement of this variable as a moderating factor between the two types of buyers and
the level of satisfaction. To do this, we divided the shopping experience into 2 groups:
(1) little experience (less than 3 years of experience with online purchases) and (2) experi-
enced (more than 3 years of experience with online purchases). In addition, the products
they have bought in the last three months include: 57% basic consumer products, 19%
clothing and accessories, 12% prepared foods, and 12% electronic products.

3.4. Discriminant Validity of the Model

We considered the suggestions by Fornell and Larcker [112] and Henseler et al. [113]:
the amount of variance captured by a construct from its indicators (AVE) must be greater
than the variance shared by the construct with other constructs. The (diagonal) results of
the vertical and horizontal AVE in Table 3 show the correlation between the constructs.

Table 3. Discriminant validity (criterion: Fornell and Larcker [112]). AVE, average variance extracted.

Construct AVE CS PB SRB WS

Customer Satisfaction (CS) 0.601 0.775
Panic Buyer (PB) 0.647 0.073 0.804

Socially Responsible Buyer (SRB) 0.644 0.311 0.161 0.803
Website Security (WS) 0.557 0.434 0.144 0.205 0.746

Recently, studies on the subject of discriminant validity have expressed that the Fornell–
Larcker criterion has deficiencies. Therefore, we decided to analyze the heterotrait–monotrait
ratio (HTMT), a method that represents the average of the heterotrait–heteromethod correla-
tions in relation to the average of the monotrait–heteromethod correlations [114]. Therefore,
the value of HTMT should be less than 1. Table 4 shows that our values are below 1, thereby
confirming the discriminant validity of the model [115].

Table 4. Discriminant validity (heterotrait–monotrait ratio (HTMT)).

Construct AVE CS PB SBR WS

Customer Satisfaction (CS) 0.601
Panic Buyer (PB) 0.647 0.091

Socially Responsible Buyer (SRB) 0.644 0.338 0.194
Website Security (WS) 0.557 0.479 0.150 0.246
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4. Results

This section presents the results of the structural model of our investigation. The struc-
tural equation modeling (SEM) system based on variance was used to test the hypotheses
of the model as the variables focused on analyzing consumer behavior online (Section 3.1).
Experts in the methodology (SEM) and in partial least square (PLS) have concluded that this
technique is recommended for the analysis of phenomena in business sciences, marketing,
and information systems [116–118]. For the structural analysis of the data, it is required to
evaluate: (1) the magnitude, the algebraic sign, and the significance of the path coefficients;
(2) the one-tailed Student’s t-test with n–1 degrees of freedom; and (3) the confidence
intervals (percentile and bias-corrected) [118]. To obtain these indicators, a bootstrapping
test with 5000 sub-samples is required [119,120].

Table 5 shows the results of the model hypotheses H1, H2, H3 and H4; the path
coefficients have a positive and significant effect at 99%. For H5, no empirical support
was found. The SD, t-value greater than two, the confidence intervals in percentiles and
bias-corrected (did not show a value of 0) are also displayed.

Table 5. Model hypothesis testing.

Hypothesis Path Coefficient SD T Score F2 CI 5–95% Bias Corrected
5% CI 95% CI Result

H1: WS→ SRB 0.205 *** 0.040 5.096 0.000 0.044 0.137 0.268 0.133 Supported
H2: WS→ PB 0.144 *** 0.043 3.345 0.001 0.021 –0.002 0.190 0.022 Supported
H3: WS→ CS 0.388 *** 0.035 11.178 0.000 0.188 0.327 0.443 0.328 Supported
H4: SRB→ CS 0.235 *** 0.043 5.503 0.000 0.068 0.163 0.302 0.163 Supported
H5: PB→ CS −0.020 0.053 0.379 0.705 0.004 –0.136 0.052 −0.124 Unsupported

Note that n = 5000 subsamples: *** p < 0.001 (one-tailed Student’s t-test), t (0.05; 4999) = 1645; t (0.01; 4999) = 2327; t (0.001; 4999) = 3092.

To evaluate the quality, relevance, and fit of the model, the adjusted coefficient of
determination (R2) values were analyzed: SRB = 0.041, PB = 0.019, and CS = 0.237, with the
recommended (Stone–Geisser test) Q2 value > 0 [121]. the values of the independent vari-
ables are: SRB = 0.026, PB = 0.010 and CS = 0.137; standardized root mean square residual
(SRMR) is recommended to be >0.08 [122,123]. Our result was 0.069. Normed fit index (NFI)
values close to 0.9 are recommended, our result was 0.838. The recommended root mean
square error correlation (RMStheta) value is <0.12 [124]; our result was 0.129. According to
these tests, the proposed theoretical model has an acceptable quality, predictive relevance,
and is adjusted to the theory.

4.1. Results of the Moderating Effect

Moderation describes a situation in which the relationship between two constructs is
not constant but depends on the values of a third variable, called the moderating variable.
The moderating variable (or construct) changes the strength or even the direction of a
relationship between two constructs in the model [125].

Table 6 and Figure 2 show the results of the moderating effect. H6 was not supported;
so, in this study, the buyer experience did not have any significant effect between panic
buyers and customer satisfaction. H7 was supported, showing that the buyer experience has
a significant negative effect between socially responsible buyers and customer satisfaction.
In addition, we observed that in the global model, the value of the adjusted R was slightly
increased by incorporating the moderating variable buyer experience from 0.237 to 0.259.
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Table 6. Model hypothesis test (moderating effect).

Hypothesis Path
Coefficient SD T Score p-Value Result

H6: Buyer Experience × PB *→ CS −0.007 ns 0.052 0.133 0.894 Unsupported
H7: Buyer Experience × SBR→ CS −0.103 ** 0.041 2.516 0.012 Supported

Note: n = 5000 subsamples: * p < 0.05; ** p < 0.01; ns: non-significant.
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4.2. Multi-Group Analysis

PLS-multi-group analysis (PLS-MGA) was used to measure the impact or moderation
of a categorical variable that can manifest in two or more groups. This type of analysis
is used to compare significant differences between the groups that are being compared.
In this study, we analyzed two groups of online shoppers: Group 1 buyers (G1) with less
than 3 years of experience in transactions using e-commerce, and Group 2 buyers (G2) with
more than 3 years of experience in transactions using e-commerce.

In this study, the non-parametric PLS-MGA was used. This test requires confirmation
of the measurement invariance between the two groups. For this, the configurational
invariance and compositional invariance were analyzed [126]. Regarding the configura-
tional invariance, we confirmed that the treatment of the data for the measurement of the
two models and the structural configuration and the algorithm were the same for both
groups (Table 7). For compositional invariance, a permutation method was performed with
a sample of a minimum of 1000 permutations with a significance level of 5%.

We used this method to compare the original score correlations with the correlations
obtained from the empirical distribution after running the permutation process. Therefore,
if correlations exceed 5%, there is compositional invariance. Table 8 provides the results
of the differences in the path coefficients and the level of significance for each of the
hypotheses of the model. In H4 and H5, there were significant differences. Therefore,
we inferred that the less the shopping experience, the more the level of satisfaction increases.
This may be caused by buyers who have recently experienced purchases of products and
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services related to environmental and ecological actions being less demanding than buyers
with more experience in these purchases. Experienced panic buyers were likely to have
a higher level of satisfaction, which may have been caused by the benefits and perceived
value at the time of making their purchase, considering this action as a basic necessity.

Table 7. Configurational invariance and the compositional invariance of the theoretical model.

Construct Correlation Correlation of
Permutation Means 5.0% p-Value Result of

Invariance

CS 0.994 0.998 0.997 0.057 Yes
PB 0.942 0.841 0.439 0.722 Yes

SRB 0.978 0.993 0.979 0.062 Yes
WS 0.999 0.987 0.962 0.988 Yes

Table 8. Path coefficients, t-value, and p-value.

Hypothesis Path G1–G2 T-Value (G1 vs. G2) p-Value (G1 vs. G2) Results

H1: WS→ SRB 0.002 0.436 0.872 Not significant
H2: WS→ PB 0.116 0.176 0.352 Not significant
H3: WS→ CS 0.002 0.481 0.962 Not significant
H4: SRB→ CS −0.386 0.997 0.006 Significant
H5: PB→ CS 0.382 0.009 0.018 Significant

Tables 9 and 10 provide the results of the multi-group analysis through the adjusted
R2 value of each of the variables of the proposed model. The findings showed that there
were significant differences in customer satisfaction; therefore, we inferred that the buyer
experience (little and experienced) does significantly influence the value and benefits
perceived through the level of satisfaction of online consumers.

Table 9. Adjusted R2 values, t-value, and p-value comparing groups 1 and 2.

Construct R2 (G1) R2 (G2) T-Value (G1) T-Value (G2) p-Value (G1) p-Value (G2)

CS 0.177 0.326 2.875 5.614 0.002 0.000
PB 0.022 −0.002 0.645 0.127 0.260 0.449

SRB 0.027 0.030 0.727 1.011 0.234 0.156

Table 10. Difference of groups with adjusted R2, t-value, and p-value.

Construct R2 (G1–G2) p-Value (G1 vs. G2) p-Value New (G1 vs. G2)

CS −0.148 0.955 0.090
PB 0.024 0.273 0.547

SRB −0.002 0.535 0.929

5. Discussion

Here, we describe the main findings of the study, which was developed in a pandemic
context (COVID-19) unprecedented for humanity and under the premise of online con-
sumers in a developing region. It is important to highlight that the behavior and satisfaction
of online consumers in recent decades have a greater dependence on new business models
based on innovation, technology and the dynamic capabilities of companies to offer goods
and services with a high added value. To fulfil the research objectives and the hypothetical
approaches, the findings revealed the following:

We first discuss the findings according to the logical order of the development of
the hypotheses of the proposed model; these results were analyzed from the perspective
of the technological adaptation model with emphasis on the information security factor
and the data that constitute a system business [15,32]. H1 showed that the security of the
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website is a factor determining the generation of trust and certainty for socially responsible
buyers. This finding agrees with the theoretical and empirical studies that analyzed the
behaviors of socially responsible consumers and the connection with the technological
adaptation model and behavioral reasoning theory [7,23,31,53,74]. New technological
platforms for e-commerce have been increasing, moving consumers toward the use of
these new devices, which has transformed the behaviors and risks of perceived value for
socially responsible buyers [59,60]. H2 showed that website security also has a positive
and significant effect on panic online buyers, but with less strength than H1. Therefore,
website security is one of the key elements that considered by panic buyers when conduct-
ing e-commerce operations [58,63]. These findings align with the adaptation technology
literature and behavioral reasoning theory [7,66]. Although compulsive buyers purchase
e-commerce products that are not essential, to some extent, they focus on the trust and
security of technology platforms such as purchases through websites [64,83]. With the
emergence of the COVID-19 pandemic, a large number of technological platforms have
proliferated, with new business models focused on e-commerce; this has influenced overall
behaviors and behaviors of panic online shoppers, leading them to make purchases based
on impulse such as fear and uncertainty due to the shortage of basic necessities [63,64].
Similarly, the findings have revealed that website security experienced by this type of
online buyers has a significant effect on the level of satisfaction (H3). Therefore, we verified
that increased security, trust, and value perceived by the use of the websites improves
the emotional state in the benefits received, which generates an increase in the level of
customer satisfaction [52,73]. In addition, online consumers experience the use of new
technological platforms to make online purchases every day; this has caused a change in
behaviors, placing greater emphasis on the design, trust, usability, security, and content of
websites that increase customer satisfaction [70,73].

Next, we analyzed the findings of H4 and H5. The results showed that when there
are more socially responsible buyers, the level of satisfaction of this type of consumer is
moderately affected. Based on behavioral reasoning theory and SIT, socially responsible
buyers have more subjective norms and behaviors associated with the behaviors of other
individuals [3,4,46]. For this reason, sometimes the level of satisfaction is associated with
external factors such as behavioral paradigms and environmental behaviors of new online
business models. The most recurrent strategies of new online businesses are focused on
strengthening the image and reputation of the brand through certification processes, secure
websites, the use of influencers on social networks, and the adoption of socially responsible
practices [76,80]. However, our findings showed that panic buyers do not have a significant
relationship or effect with the level of online consumer satisfaction. As such, we inferred
that panic buyers in scenarios of environmental, health, and economic effects, the benefits
and perceived value of the products and services they receive are not a determining factor
in performing e-commerce operations [23,83,94].

Thirdly, we analyzed the results of the moderating effect and the multigroup analysis
of the research model under study. H6 corroborated that the buyer experience has signifi-
cant negative effects on socially responsible buyers and the level of satisfaction. These find-
ings align with behavioral reasoning theory and SIT, as past shopping experiences influence
purchase decision, more so for green and/or eco-friendly products [90,91]. Therefore,
with improved buyer experience, the socially responsible buyers increase, which can cause
a decrease in their level of satisfaction [127]. Conversely, H7 showed that the shopping
experience does not affect the effects generated among panic buyers and their level of
satisfaction. Therefore, we interred that the experience with online shopping measured
with the age of e-commerce users is not a factor determining the level of satisfaction [96].
According to motivational and behavioral theories, one of the impulses that encourages
purchases in times with social, health, and economic problems is hysteria, terror, and fear
due to the shortage of basic products for daily life [93–95].

Fourthly, we performed a multigroup analysis in connection with the moderating
effect of the model under study. The results showed that the shopping experience only
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showed significant differences between online buyers with experience and limited experi-
ence regarding their level of satisfaction. With this, we verified that the online shopping
experience is a moderately determining factor in evaluating the risk and the perceived
benefits, which are indicators that affect customer satisfaction [73,128].

5.1. Online Buying and Social Responsibility

The study of the behavior of online buyers revealed that the attitudes and behaviors
of consumers with these types of characteristics are constantly changing. Since the appear-
ance of the Internet, it has emerged as the main trigger of technological and innovative
development in marketing systems. The different forms of electronic commerce have
widely penetrated the different market segments. For this study, business-to-consumer
(B2C) is one of the markets where the use of new technologies and digital platforms has
been a key factor in reaching online buyers [71,129]. Therefore, open purchases and/or
online purchases are increasing; in short, physical or face-to-face commerce is suffering and
experiencing new demands from different online consumers, changes that are moving com-
panies toward online markets [130,131]. In short, despite the arrival of new platforms for
e-commerce and/or open online shopping, websites continue to be one of the most widely
used channels and preferred by online buyers [73,132]. Therefore, the design, security,
privacy, and trust of websites are decisive in meeting the needs and satisfaction of online
buyers [52,67,132]. There are different types of online buyers; in our study, we considered
socially responsible buyers and panic buyers. In our findings, the behaviors of socially
responsible buyers play a determining and influential role in the different physical and
digital communities in which this type of responsible consumers manifests. The behaviors
of the SBRs is among the topics that have aroused the most interest in recent decades
in terms of corporate social responsibility (ethical, social, economic, and environmental
aspects) [75,133]. For this reason, online businesses are placing more emphasis on the
products and services that they offer for sale in their online markets; among the aspects
that are considered are: product quality, supplier reputation, environmental certifications,
moral and ethical business conduct (internal and external), and corporate image [134,135].
All these business practices are strengthened or weakened depending on the efficiency
related to the ethical behavior of the business. In addition, the reputation and business
image are conditioned and based on the efficiency of the advertising campaigns con-
ducted by online businesses, and on the opinions, reviews, and recommendations from
consumer to consumer on the different digital platforms [67]. All of this contributes to
the experience, the purchase decision, and the benefits perceived by socially responsible
consumers [136,137]. From the perspective of the theory of social identity, these manifesta-
tions of socially responsible buyers (social leaders in online markets) become factors that
influence the ethical behaviors of the inhabitants of the communities [45,138].

5.2. Online Buying and Open Innovation

Traditionally, companies of different sizes have been inclined toward the strategy of
closed innovation; that is, they focus on the designs and improvements of their products
and their processes only with the exchange of knowledge that occurs within the orga-
nization. However, the innovation paradigm has been evolving, and the postulates of
Chesbrough [139] on open innovation explain that open systems to generate high-value
services and products are decisive for consolidating commercial and financial competi-
tiveness. Therefore, open innovation (OI) is defined as the use of intentional inputs and
outputs of knowledge to accelerate the internal innovation of the company, resulting in its
effect in the markets [65]. In addition, OI is generally classified as inbound and outbound:
inbound innovation (inbound) is related to the flow of information and knowledge that is
generated with collaboration agreements with external organizations [38,140]; outbound
innovation is related to the activities and knowledge (products and services) generated and
exploited by the company to make them available abroad [141,142]. That is why online
businesses are adopting open innovation practices to develop and refine their business
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models. Among the innovative practices implemented by most businesses today is the
use of technologies in the development of digital platforms for e-commerce activities to in-
crease their sales, their customers, and their competitiveness in a growing market with high
expectations. Open innovation practices are not sporadic or temporary actions; therefore,
companies that are inclined toward this organizational strategy must assume it as part of
their corporate philosophy and corporate culture [143]. In the context of e-commerce, con-
sumer demands and technological changes require online companies to be at the forefront
of technological innovation and continuously explore new innovation practices that exceed
their borders. Therefore, a culture based on innovation allows the company to consolidate
its image, its reputation, and trust in the online consumer. In addition, the basis of the orga-
nizational culture in open innovation and organizational learning provides the business
leadership capacity that allows an organization to excel and be more competitive [37,38].
Conversely, Yun et al. [144], through their conceptual model, indicated that the culture for
the dynamics of open innovation is the result of the interactions between entrepreneurship,
internal entrepreneurship and entrepreneurship organizational. In addition, it is important
for companies to have close external collaboration with other public and private entities to
improve open innovation practices [145].

From the perspective and conception of e-commerce, many examples of open inno-
vation practices are available, which are related to technological capacity, learning capac-
ity, entrepreneurial-oriented capacity, and the capacity for market orientation [29,37,146].
Among the most prominent e-commerce platforms at the global level are Amazon, Airbnb,
JD.com, Alibaba, eBay, and Rakuten, among others. These companies have the most suc-
cessful e-commerce platforms in global markets and are leaders in online business models,
acting as role models for other startups. For Alibaba, which is considered one of the most
powerful e-commerce businesses in Asia and the world generates, around USD 40 bil-
lion annually in sales. In addition, this company has been the focus of study of many
researchers, such as Yun et al. [147], who studied the evolution of this organization from its
culture to its individual and collective practices of open innovation. They focused on three
dimensions of Alibaba’s open innovation dynamics: expansion of the business dynamic
feedback loop, expansion of open innovation culture, and emergence and expansion of
OI costs with the growth in open innovation. Through the dynamics of open innovation,
Alibaba motivated the explosive emergence of e-commerce platforms. However, these dy-
namic open innovations also increased the complexity, that is, the costs, of open innovation.
Therefore, the adoption of dynamic open innovation practices represents an organizational
and financial challenge for companies that immerse themselves in this type of corporate
innovation culture [142,148].

New and current companies that decide to adopt and/or improve their business mod-
els related to e-commerce will have to practice a culture based on open innovation [149].
Schumpeterian’s book Innovation Funnel Open to the New Combined Business Model Develop-
ment Circle suggests that business leaders articulate technology with potential markets [150].
In addition, they suggest that the open innovation strategy be based on a business of in-
novation toward the customer, including internal and external factors that affect open
innovation toward the user. They also proposed that companies that are about to adopt
open innovation explore the innovation practices developed by more developed engineer-
ing departments with a global impact, such as Apple, Google, Tesla, etc. [150]. The authors
showed how social entrepreneurs are adopting new open innovation practices in various
sectors and in different regions around the world [150]. These social ventures usually have
a major impact and the process of open innovation practices with completely disruptive
ideas is widely manifested. Currently, the global capitalist economies focus on the open
innovation economy (start-ups and small- and medium-sized enterprises (SMEs), closed
innovation economy (big business), and social innovation economy (social enterprises
and three independent sectors) [150]. Therefore, in these scenarios, the business models
have to be alienated from the value enhancement focused on open innovation. Creativity
and open innovation currently play a determining role for new ventures; especially when
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developing business ideas related to electronic commerce, most of these new businesses
are based on agile methodologies such as the canvas method, design thinking, and scrum,
amongst others [146,151,152]. Examples of open innovation in online businesses in a
collaborative economy that are aligned with our findings from theoretical and empirical
perspectives based on the TAM and the behavioral reasoning theory are the cased of
Airbnb and Uber, who, through a model innovative and disruptive business, have achieved
wider penetration into the online market than traditional businesses (hotels and other
forms of physical accommodation and public transport) [153,154]. However, despite these
business models focusing on providing a different service experience through usability
facilities, the design of its digital platform and with constant interaction (synchronous
and asynchronous) that is supported by new technologies like artificial intelligence and
big data. These companies still face challenges in terms of the tax regulations of each
country and the negative daily experiences that damage the quality of the service they
provide, thereby damaging the reputation of the company [155,156]. Therefore, business
models based on traditional approaches to linear innovation or the Schumpeterian linear
perspective (Mark 1) are defined as creative destruction, which leads to the monopolistic
practices of large companies with an increasingly numerous and highly innovative pop-
ulation of turbulent innovators. In addition to the Schumpeterian perspective (Mark 2),
investment opportunities are disappearing, marking the end of capitalism in a population
focused on innovation [139,151,157]. The new Schumpeterian perspective treats individual
entrepreneurship, the monopolistic practices of large companies, and the socialist model
not as linear steps but as a rotation or circular dynamic [36], with technology and the
market economy being key factors or dynamic capabilities in the virtuous circle of the
strategy for open innovation [142,158]. In general, large companies execute closed inno-
vation practices through investment in research, development, and innovation (R+D+I),
but they also implement open innovation through mergers and acquisitions of smaller
companies [36]. Regarding the economy based on market innovation in connection with
technology, new businesses and SMEs interact more with communities through open and
social innovations. In addition, SMEs are currently also focusing on investment in R+D+I,
and new companies are being designed under more innovative business models with a
social focus and from a stakeholder perspective [36,139].

6. Conclusions

Generally, we conclude that website security is a determining factor in generating
satisfaction and trust in socially responsible buyers and panic buyers. The shopping ex-
perience plays a moderating role between socially responsible buyers and the level of
satisfaction. Within the pandemic and Latin American contexts, our findings have the-
oretical and empirical implications in the field of socially responsible and panic buyers.
From a theoretical perspective, the findings contribute to the literature on the techno-
logical adaptation model, showing that current consumers have a better experience and
increased confidence in the use of digital platforms when conducting e-commerce trans-
actions. The TAM and open innovation play a determining role in new online business
models and the trust, security, and usability of websites being developed by companies.
Therefore, this research shows that online shopping behavior and customer satisfaction are
conditioned by website security and the design of new digital platforms in the develop-
ment of e-commerce in an ever-increasing economy. More collaborative innovations in the
e-commerce market represent a risk for new business models based on digital platforms;
therefore, their success or failure depends on the acceptance, usability, value, and perceived
risk of consumers [43]. The findings also contribute to the psychology literature by analyz-
ing the socially responsible and panic behaviors of online shoppers; the study also provides
an important contribution to the development of theories focused on business sciences such
as marketing. Online consumers’ shopping experiences are based on reasoned decisions,
planned purchasing decisions, responsible purchasing decisions, social influence, and the
adaptability of new technologies. In addition, this study provides important value through
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the website security construct as one of the factors that affect the satisfaction of online
consumers. One of the online consumers that in recent times has had a greater focus of
attention is the behavior and satisfaction of socially responsible buyers, this is mainly due
to their ethical conduct and the impact generated by their social leadership. From the
SIT, socially responsible buyers are promoters and leaders of communities that intervene
in the purchase decision of other buyers; therefore, purchasing experiences, the level of
innovation of digital platforms, and business reputation are the factors that determine their
acceptance in developed and emerging economies. Consequently, the new online busi-
ness models are trying to satisfy the needs of consumers and other stakeholders through
achieving a sustainable business balance (social, economic, and environmental) [37,159].
Therefore, the empirical implications of the study translate into (1) online retail stores
must rely on the permanent use of new and more efficient sales channels; (2) businesses
based on e-commerce must increase the filters and security of websites and other online
sales channels; (3) online consumers should more carefully reason decisions and purchase
intentions; (4) socially responsible consumers are positive influencers of the majority of
communities; (5) globalization, the economic situation, and the universal health situation
will have a stronger influence on the online decisions and buying behaviors of consumers;
and (6) businesses will have to incorporate innovative business models into their sales
process and online marketing channels, through strategies and technological tools based
on digital marketing, business intelligence and artificial intelligence.

Concerning our academic contributions, the findings are positive and encouraging,
contributing to the literature on the e-commerce behaviors and attitudes of purchase inten-
tions of individuals. Our work is incorporated into the literature on purchase intention
and virtual business models, whose characteristics need to continue to be outlined, despite
constituting a booming business model in recent years. Given the multiple areas of influ-
ence within any organization, from the academic field, the consequences of our research
are important, outlining the relationships between interest groups and serving as guidance
to the organization’s management of adequate business processes.

The study is not free of limitations; therefore, in this section, we describe those that
are the most significant. The first limitation is related to the design of the questionnaire,
which was constructed based on adaptations from other studies. The second limitation
is related to the analysis of the one-dimensional constructs, which, in future research,
can be considered multidimensional constructs. The third limitation refers to the statistical
technique used, which focused on the analysis of variance. In the future, analysis of
covariance can be considered. Finally, another limitation is the sample and the location
of the participants; in the future, participants from other regions and other countries
may be considered to compare the results. This study has generated increased interest,
which have been recently noticeable; however, it is important to continue with this type
of study to monitor the phenomena related to the behavior and intentions of purchase
of consumers online. Therefore, we suggest adding new variables that consider social,
cultural, economic, and environmental aspects. For future work related to online consumer
behavior, new variables or phenomena should be incorporated such as the measurement of
service quality, product innovation, and corporate image. One of the main future lines of
research emerging from this study from a Latin American context and under an emerging
economy is analyzing online shopping behavior and the acceptance of new business
models based on the design of digital platforms that have embraced open innovation and
the sharing economy.
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