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Abstract 

The main aim of this paper focuses on examining the effect of website quality, product 

assortment, customer reviews, and perceived service quality on customer happiness and 

word of mouth. The data for this research was gathered from online shoppers of retail stores 

in United Arab Emirates. Data was analyzed using partial least square based structural 

equation modeling through SmartPLS software in order to verify research hypotheses and 

draw conclusions. The findings also showed that website quality, customer reviews and 

perceived service quality have positive effects on customer happiness and word of mouth. 

Finally, the results revealed that product assortment positively affects word of mouth, while 

its effect on customer happiness is insignificant. This research builds upon the existing 

literature by demonstrating the effect of selected factors on customer happiness and word 

of mouth, considering that only limited studies were conducted in the past about these 

variables in the Middle East region. 

Keywords: Product assortment, customer reviews, perceived service quality, online retail 

customers, website quality, customer happiness, word of mouth, United Arab Emirates. 

1. Introduction 

The advancements in technology and growth of internet usage among individuals 

worldwide has urged marketers to seek for the optimal methods to reach their clients and 
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meet their expectations. As a result of these shifts, retailers now need to complement their 

traditional storefronts with online buying options. The use of these e-commerce websites 

provides a cost-effective approach for manufacturers or retailers to improve the efficiency 

of the distribution of their goods and to connect with potential customers. In the meantime, 

customers shopping on various e-commerce websites will have access to a wider variety 

of options and more favorable pricing (Chiu & Cho, 2019). Accordingly, the e-commerce 

business has attracted the attentions of both academics and practitioners in order to clearly 

understand about this online distribution method from both the consumer's and the seller's 

perspectives (Escobar-Rodrguez & Bonsón-Fernández, 2017). Furthermore, as consumers 

nowadays are well-versed in technology, it has become increasingly important for e-

commerce managers and academics to obtain clear understanding of customers’ needs and 

the factors that influence their word of mouth towards e-commerce websites. 

Researchers in the field of marketing evaluated the significance of word of mouth and the 

factors that affect it in different contexts. One of the most important ways in which retailers 

can set themselves apart is through their product assortment (Kautish & Sharma, 2019). 

However, the academic literature is still debating the question of product assortment due 

to the inconclusive results with regards to its effect on consumer behavior (Gao & 

Simonson, 2016). One school of thought holds that more customers from various segment 

groups are likely to say positive words about a store if it has more items to choose from, 

and this consequently will improve the store's sales and profits (Kautish & Sharma, 2019). 

Another contradicting view was reported in the prior research which suggested that 

consumers can make better use of their time at the store if they are presented with a more 

limited selection of products; thus, allowing them to make judgments more quickly with 

minimal frustration caused by excess of choice (Jamil, 2001). However, despite this 

contention, other scholars suggested that brands should present consumers with a variety 

of goods and services so that they have a variety of options from which to select (de 

Villiers, Visnenza, & Phiri, 2018). 

In the internet shopping context, website quality has also been regarded in the earlier 

literature as a significant factor for influencing customer happiness and word of mouth. 

Effective website design characteristics are the reason why certain online retailers' websites 

receive more traffic than others (Boardman & Mccormick, 2022). Sellers' websites often 

include pre-sale information (e.g. product and pricing details) in an effort to minimize the 

searching cost and time for customers. It has been suggested by some scholars that 

shoppers' favorable impressions of and attitudes toward a retailer can be facilitated by the 

quality of its website (Chen, Huang, & Davison, 2017). In light of the intense competition 

in the modern online retail market, managers of e-commerce sites need to be aware of the 

other factors that may affect shoppers' behavior. Over the past few years, the service quality 

has been viewed as a vital aspect in the success of e-commerce businesses (Dhingra, Gupta, 

& Bhatt, 2022). Due to the lack of physical interaction, it is even more important for online 

retailers to provide satisfactory customer service to their clients as they browse for 

products, place orders, and patiently wait for their deliveries (Rita et al., 2019). Tsao et al. 
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(2016) outlined that giving customers the impression that they will receive their orders 

promptly and will have an easy time while exchanging or returning them increases their 

happiness (e.g. high predictability and the enjoyment of waiting for goods) and stimulate 

them to spread positive word of mouth. 

Previous studies also showed that customer reviews have a significant impact, not only on 

the sales of products across a variety of categories (such as books, hotel rooms, and 

movies), but also on the customer happiness and word of mouth (Donthu et al., 2021; Jia, 

2020). Several retailers post customer reviews on their websites for better normative 

evaluations, such as overall product rankings and ratings for product features in order to 

assist customers in determining the level of quality offered by a given product. Customers 

nowadays rely heavily on online reviews to form opinions about the quality of goods, the 

efficiency of service, and the overall happiness from a purchase (Li et al., 2023). Based on 

this premise, online product reviews have been considered to be highly influential and 

powerful (Pop et al., 2023) because people trust the opinions of their peers when they 

intend to purchase from a certain website. Dwidienawati et al. (2020) indicated that 

consumers place greater weight on the recommendations from their peers than those 

provided by businesses. This is likely due to the fact that peers are perceived as unbiased 

and more reliable than official company representatives. However, very limited studies 

have been conducted so far about the effect of customer reviews on word of mouth and 

customer happiness. 

As online shopping presents greater risks and uncertainties; therefore, customer happiness 

towards the seller’ website should be nurtured through enriching customer experience in 

order stimulate positive word of mouth communication. Accordingly, the lack of customer 

happiness is commonly seen as the primary barrier to the widespread of positive word of 

mouth (Niedermeier et al., 2019). However, there are scarce studies in the service literature 

that looked at the impact of a retailer's website quality and product assortment on customer 

happiness. While many scholars have looked at the importance of customer happiness in 

online buying, very limited studies have been dedicated to the examination of its role in 

affecting word of mouth. Niedermeier et al. (2019) also stated that there is still a necessity 

to develop the theoretical reasoning and offer precise evidence for verifying how customer 

happiness can be nurtured and improved. Therefore, this research intends to explore the 

effect of customer happiness on word of mouth (Ventre & Kolbe, 2020). In addition, online 

retailers have become recently highly concerned towards understanding the significance of 

website quality, product assortment, customer reviews, and perceived service quality in 

predicting word of mouth. In light of the limited research in this area, this paper was set 

out to explore the impact the stated factors on word of mouth and customer happiness with 

reference to the retail industry in UAE context. The findings will be useful for the decision 

makers in e-commerce business by providing them with novel insights regarding the 

significance of selected factors in attaining customer happiness and developing positive 
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word of mouth about their brands, especially in the existence of growing competition and 

changing consumers’ needs. An overview of the pertinent literature review for this study 

is provided in the following section. 

2. Literature Review and Hypotheses Development  

2.1 Website Quality 

Electronic commerce relies heavily on the use of websites to facilitate trade between 

customers and sellers. Websites of certain online retailers receive more visits than those of 

their rivals due to the superior quality of their design and features (Chen et al., 2017; Luo, 

Ba, & Zhang (2012). In addition, Tsao et al. (2016) argued that website quality is crucial 

to the growth of an e-commerce business because it serves as a brand's unique selling 

proposition. In order to succeed as an online retailer, every aspect of its website must 

demonstrate professionalism. In the documented literature, several definitions of website 

quality were proposed. Perceived web quality, as defined by Al-Debei et al. (2015) is the 

overall evaluate of the ease, speed, reliability, and efficacy of a website's design and 

processes from the perspective of an online shopper. Website quality was also described as 

the extent to which customers rate a website as excellent or superior (Tran & Strutton, 

2020). Likewise, Hsiao et al. (2010) conceptualized website quality as the extent to which 

customers believes that the features and attributes of a website match their needs and 

expectations. Therefore, understanding which components of the website a user views to 

be most significant should be the focus of businesses when developing their websites. 

Previous research verified website quality positively affects customer happiness 

(Jongmans et al., 2022) and word of mouth (O’cass & Carlson, 2012; Zeqiri et al., 2023). 

Bai et al. (2008) reported that the quality of a seller’s website is essential in the realm of 

online commerce due to the fact that consumers' opinions of the quality of a website 

directly influence their behaviors. According Hsiao et al. (2010), shoppers' confidence in 

e-commerce websites is significantly influenced by their impressions of the website 

quality. Indeed, previous studies have shown that consumers' impressions of the quality of 

the website account for a some of the variation in happiness (Al-Maghrabi et al., 2011; 

Sastika et al., 2023) and word of mouth. Banerjee, Shaikh, and Sharma (2024) also found 

that website experience has a positive impact on brand happiness in the retail setting. Most 

people will think twice before sharing sensitive information on an untrusted website, 

including both personal and financial details (Kim et al., 2012). Accordingly, the 

subsequent hypotheses are projected: 

➢ H1: Website quality has a positive effect on customer happiness. 

➢ H2: Website quality has a positive effect on word of mouth. 

2.2 Product Assortment 

The term product assortment has gained increased attention in the contemporary marketing 

literature. It was conceptualized by Lombart et al. (2018) within a certain merchandise / 

grocery group as the diversity in products offerings. The perceptions of customers towards 
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an assortment can be shaped by the level of product quality, brand name, and price; which 

all enhance the reputation and market position of a seller and influence the purchase 

decision as well satisfaction of buyers (Li et al., 2020). The assortment offered by a retail 

store have noteworthy effects on store selection decisions among consumers, and is 

regarded as one of the most significant factors after price affordability and convenience of 

location. Nevertheless, assortment strategies are vital for customer acquisition and 

nurturing retention rate. Beneke et al. (2013) outlined that customers tend to select certain 

merchandise over another due to the perceived benefits and value. Hence, offering 

adequate assortments in a retail store have significant implications on sales and profits and 

are important for ensuring long-term business growth. Azhari et al. (2023) indicated that 

the perceptions of customers towards a store's assortments positively influence their 

purchase happiness. Henkel and Toporowski (2023) also supported that providing shoppers 

with wide merchandise options stimulate them to spread a positive word of mouth. Past 

studies also supported the positive effect of product assortment on word of mouth (Davis 

& Khazanchi, 2008; Errajaa et al., 2022; Hervas-Drane, 2015) and customer happiness 

(Choi et al., 2018; Verma & Pant, 2021). Furthermore, offering a mix of products with 

diverse features allows clients to easily find the specific products which meet their 

requirements, regardless of how niche a market segment they fit in (Gajanan et al., 2007). 

Accordingly, buyers tend to have greater willingness for searching what they are looking 

for, which satisfies their interest for a diverse selection and happiness towards the retailer. 

Therefore, this study posits that: 

➢ H3: Product assortment has a positive effect on customer happiness. 

➢ H4: Product assortment has a positive effect on word of mouth. 

2.3 Customer Reviews 

An increasingly large number of people around the world rely on online reviews as a key 

source of information before making online purchases (DeAndrea et al., 2018; Filieri, 

2016; Zhao, Wang, Guo, & Law, 2015). A number of online retailer post customer reviews 

on their websites by displaying normative assessments, like overall product rankings and 

ratings for product features, in order to assist customers in determining the overall quality 

of a product (Filieri, 2015). Reviews written by other customers are an invaluable resource 

for online shoppers, who can use them to make more informed purchases and even be 

persuaded to switch to online channels from more conventional ones. Product reviews are 

more reliable when they are written by actual consumers who have used the item before 

(Tran & Strutton, 2020; Zhu, Li, Wang, He, & Tian, 2020). They represent a reflection and 

a record of customers’ opinions, assessments, and experiences. A high number of reviews 

is an indication of a well-liked website, which in turn boosts the perceived worth of the 

user experience. Meanwhile, timely, complete reviews with appropriate explanations 

according to specific facts about the offerings have a greater persuasive impact as 
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customers may quickly locate useable cues to form decisions according to the review (Luo 

& Ye, 2019; Zhu et al., 2020).  

Prior studies acknowledged the effect of customers reviews on customer happiness and 

word of mouth (Ventre & Kolbe, 2020; Quan et al., 2023). Verma and Yadav (2021) also 

found a positive association between online reviews and word of mouth. Furthermore, Luo 

et al. (2021) showed that customers are likely foster favourable word of mouth when they 

have greater happiness towards the seller, for the simple reason that people to reciprocate 

what they have experienced. In spite of the possible concerns about their reliability, 

customers tend to have higher trust towards online reviews than those recommendations 

and product information created by the marketers themselves and disseminated via 

conventional marketing communication channels. Eslami, Ghasemaghaei, and Hassanein 

(2018) stated that about eighty-five percent of buyers believe in customers reviews as they 

do in recommendations from friends and family. Reviews written by happy customers give 

others clear idea about how well a product functions in various situations of usage (Tran & 

Strutton, 2020; Yi & Liu, 2020). However, although prior researches emphasized about the 

significance of customer reviews in affecting customer happiness and word of mouth, the 

empirical literature about this link is very limited. Hence, this research suggests the 

following hypotheses: 

➢ H5: Customer reviews have positive effect on customer happiness. 

➢ H6: Customer reviews have positive effect on online word of mouth. 

2.4 Perceived Service Quality 

Over the past few years, service quality has emerged as the primary element in the success 

of an e-commerce business. According to Kautish and Sharma (2019), the quality of an 

online retailer’s service is measured by how well it simplifies the shopping experience for 

customers throughout the entire process of using the website, from browsing to making a 

purchase to receiving the product. The experiences that buyers get while interacting with a 

seller, as well as after sale are the basis for website rating. When customers' needs are met 

through obtaining high-quality service, they tend to develop a positive impression about 

the service provider (Chen et al., 2017; Mamakou, Zaharias, & Milesi, 2024). Moreover, 

buyers may perceive the willingness of support from the seller based on its service quality. 

Sellers can improve their service quality by listening to their customers' concerns and 

addressing them, as well as by proactively responding to their customers' needs and 

suggesting complementary items or services if needed (Golara et al., 2021). In addition, 

Zhou et al. (2009) found that when customers receive high-quality of services, their 

happiness and willingness to recommend the brand to others increases. Accordingly, online 

retailers should provide shoppers with individualized services, promptly address their 

concerns, and promote two-way communication among them (Liang & Chen, 2009). In 

general, earlier literature showed that service quality positively affects customer happiness 

(Gong & Yi, 2018; Theodorakis et al., 2015; Yi & Nataraajan, 2018; Zhong & Moon, 2020) 

and word of mouth (Pappachan, 2023; Stribbell, & Duangekanong, 2022; Ullah, Ranjha, 
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& Rehan, 2018). However, insufficient research has been done to verify this link, 

particularly in retail context. Therefore, this study proposes the next hypotheses: 

➢ H7: Perceived service quality has a positive effect on customer happiness. 

➢ H8: Perceived service has a positive effect on word of mouth. 

2.5 Customer Happiness 

Due to the increasing focus on the social impact of marketing efforts, companies are now 

placing greater importance on customer happiness. Customer happiness was defined in the 

literature as the extent to which a client feels that his/her well-being and quality of life have 

been improved (Gong & Yi, 2018). Hellén and Sääksjärvi (2011) also defined customer 

happiness as a state of well-being characterized by an abundance of positive emotions and 

a dearth of negative ones, and it is frequently related with one's own experiences of joy, 

contentment, and a meaningful life. In other words, customer happiness is a reflection of 

the culmination of clients’ subjective assessments of their present life conditions. Earlier 

research emphasized the theoretical significance of customer happiness for attaining long-

term brand loyalty and maximizing a firm’s profits. Moreover, previous studies showed 

that customer happiness has a positive impact on word of mouth (Khoo, 2020; Loureiro et 

al., 2018; Niedermeier, Albrecht, & Jahn, 2019). Schmitt and Van Zutphen (2012) also 

stated that happy customers tend to return for future purchases and spread favorable word-

of-mouth recommendations to their peers, friends, and family members. Hence, the 

following hypothesis is suggested: 

➢ H9: Customer happiness has a positive effect on word of mouth. 

In accordance of the above literature and underlining theories, the conceptual framework 

for the present research is displayed in Figure 1. 
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                                                     H3 

                                                                                     H9 

                                                     H5 
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3. Methodology 

3.1 Sample and Data Collection 

The required data for conducting this study was gathered through an online survey 

distributed to customers of online stores in UAE. During data collection, we opted for a 

convenience sampling technique. According to the literature, it is appropriate and effective 

to use a convenience sample while conducting research on consumer behavior regarding 

online purchasing and running multivariate statistical analysis. Moreover, this sampling 

methodology was used because it is less costly and the data collection could be completed 

in a reasonable time. It was also used by similar previous studies in the online shopping 

context (Alves & Luís Reis, 2020; Park et al., 2021; Sumarliah et al., 2021). In the 

beginning, the targeted respondents were asked to participate in answering the survey if 

they have any experience in purchasing products/items from online stores in UAE. Social 

media networks, for instance Instagram and WhatsApp, Twitter, and Facebook in addition 

to emails were all employed for distributing the survey on targeted respondents. During the 

data collection process, we adhered to the most stringent ethical requirements. It was made 

clear to the respondents that responses will be used exclusively for research, and their 

anonymity will be maintained throughout the study. Overall, 335 surveys were collected 

from the targeted respondents over the period of April to June 2023. Among these 

responses, 8 were excluded because there were found incomplete. Finally, 327 valid 

responses were used for data analysis. 

The analysis for obtained data was performed using the partial least square structural 

equation modelling (PLS-SEM). According to the literature (Hair et al., 2019; Sarstedt et 

al., 2022), PLS-SEM is appropriate for data analysis when the purpose is to test a 

theoretical model from the perspective of prediction, the sample size is small, and when 

the structural model contains several variables, indicators and/or theoretical relationships. 

Also, as far as issues of distribution are a key concern, for instance lack of normality, then 

PLS-SEM is deemed appropriate for data analysis. Initially, the validity of measurement 

scales was calculated based on confirmatory factor analysis via smart PLS software by 

calculating PLS Algorithm while estimating the measurement model. Also, the reliability 

of measurement items was verified via both composite reliability and the Cronbach’s alpha. 

After that, the hypotheses were tested using bootstrapping technique and the results were 

generated from path coefficient table.  

3.2 Measures 

All of our model's constructs were rated on validated scales. Expert feedback was also 

gathered from two professors and two store managers over the course of two meetings to 

ensure the questionnaire's content validity. According to their suggestions, the 

measurement scales were modified slightly as needed to provide a good fit with our 

research setting. The designed survey contained two sections. In the first part, we included 

general questions to capture the demographic profile of the responders. The other section 

covered the measurement scales of variables. First, we used seven items to measure website 
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quality based on the study of Filieri, Alguezaui, and McLeay (2015). Also, product 

assortment scale is comprised of four items adapted from Kautish and Sharma (2019). 

Similarly, customer reviews were measured in relation to four items being taken from Tran 

and Strutton (2020). To measure the construct of perceived service quality three items were 

extracted from Liang and Chen (2009). Additionally, a total of four items were used to 

measure customer happiness in reference to the study of Niedermeier et al. (2019). Lastly, 

four-items for measuring word of mouth were derived from the study of Niedermeier et al. 

(2019). Every item in the survey was measured based on a five-point Likert scale with 

"strongly disagree" and "strongly agree" as its anchors. 

4. Data Analysis and Results  

4.1 Demographic Profile of Participants 

Males accounted for 58.7% of responses, while females represented only 41.3%. 

Furthermore, 27.2% of respondents were between the ages of 36 and 44, 36.4% came in 

the 26-35 age range, 22.3% were in the age cluster of 18 to 25 years, and only 14.1% were 

in the age cluster of 45 years or more. Last but not least, a sizable proportion (77.1%) of 

respondents had a four-year college degree or above. 

4.2 Common Method Bias 

The present research checked the common method bias checked by using the Harman's 

(1960) single-factor test. In the basic analysis, it was confirmed that there is no single factor 

in the model which records greater than 40% of overall variance. In accordance of 

Podsakoff et al. (2003) suggestions, the threshold value for variance of single factor should 

not surpass 50%. Furthermore, the variance inflation factor (VIF) was used to verify if 

there is any bias in the data based on Hair et al. (2010) recommendations. It was reported 

in the literature that the multicollinearity issue exists if the VIF values reach 5 or above 

issues. However, the analysis displayed that all VIF values are in the tolerable range. 

Another criterion to test common method bias is the correlation coefficient. In general, the 

results displayed that none of the correlations among two constructs is greater than 0.9; 

thus, it can be said that the data is free from any error.  

4.3 Measurement Model 

All survey responses were analyzed through PLS-SEM software. Initially, the 

measurement model was constructed using PLS-Algorithm for the purpose of testing the 

reliability and validity of measurement scales. After that, the structural model was 

generated in order to test the proposed hypotheses. In the measurement model, the 

Cronbach’s alpha, factor loadings, AVE, and composite reliability were checked in order 

to attain the convergent validity. According to Hair et al. (2010), acceptable value for factor 

loading should range from 0.5 to 1. Based on the analysis presented in Figure 2, it was 

found that all factor loadings are in the acceptable range (0.519 to 0.878). Moreover, a 

reliability analysis was conducted to test the internal consistency among survey each for 
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each construct using Cronbach’s alpha and composite reliability, and the findings 

confirmed that all values for both were in the acceptable range (0.7 or above). Also, AVE 

values exceeded 0.5 and thus, convergent validity is confirmed (see Table 1). 

Table 1: Confirmatory Factor Analysis Results 

Constructs Items  Loadings 
Cronbach's 

Alpha 

Composite    

    

Reliability 

AVE 

Website Quality WSQ1 0.621 0.795 0.875 0.547 

 WSQ2 0.689    

 WSQ3 0.732    

 WSQ4 0.824    

 WSQ6 0.814    

Product 

Assortment 
PAS1 0.700 0.814 0.870 0.575 

 PAS2 0.815     

 PAS3 0.662     

 PAS4 0.804     

 PAS5 0.797    

Customer 

Reviews 
CRV1 

0.845 
0.739 0.834 0.561 

 CRV2 0.723    

 CRV3 0.812    

 CRV4 0.589    

Perceived 

Service Quality 
PSQ1 

0.892 
0.879 0.925 0.805 

 PSQ2 0.919    

 PSQ3 0.881    

Customer 

Happiness 
CH1 

0.819 
0.891 0.925 0.755 

 CH2 0.896    

 CH3 0.883    

 CH4 0.875    

Word of Mouth WOM1 0.786 0.817 0.881 0.652 

 WOM2 0.683    

  WOM3 0.894     

 WOM4 0.851    
 
To determine discriminant validity, we looked at the latent constructs' correlation matrices 

(refer to Table 2), which show the square roots of the AVE values for each construct along 

the diagonal value highlighted in bold. When the square roots of the AVEs exceed the 
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correlations among the variables in the identical columns and raw, this indicates that 

adequate discriminant validity is attained (Chin, 1998). As displayed in Table 2, the results 

reveal that there is a reasonable support for the existence of discriminant validity. In order 

to provide additional evidence in favor of the discriminant validity assumptions, it was 

found that none of the correlations between constructs surpassed the cut-off value of 0.85. 

Table 2: Discriminant Validity 

Construct 1 2 3 4 5 6 

1. Customer Happiness  0.869      

2. Customer Reviews  0.691 0.749     

3. Perceived Service 

Quality  
0.547 0.556 0.897    

4. Product 

Assortment 
0.548 0.616 0.498 0.758 

  

5. Website Quality 0.464 0.645 0.342 0.657 0.740  

6. Word of mouth 0.534 0.562 0.593 0.635 0.353 0.807 

 

 

Figure 2: Measurement Model 
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4.4 Structural Model 

After assuring the existence of reliability assumptions and validity for the measurement 

scales, the collinearity test was assessed using the VIF based on the output of the 

measurement model. The VIF values were found to be substantially less than 5, indicating 

there were no collinearity issues. After achieving all of the above and verify research 

hypotheses, the structural model (see Figure 3) was estimated using the bootstrapping 

procedure. As displayed in Table 3, the findings reveal that customer happiness (β = 0.425; 

t-value = 4.835, p>0.05) has a positive effect on word of mouth, thus, H1 is accepted. The 

analysis also displayed that website quality (β = 0.329; t-value = 2.2816, p< 0.05), customer 

reviews (β = 0.302; t-value = 2.611, p< 0.05), and perceived service quality (β = 0.349; t-

value = 2.923, p< 0.05) positively influence customer happiness. However, product 

assortment (β = -0.028; t-value = 0.215, p>0.05) has insignificant negative effect on 

customer happiness. Therefore, H2, H6, and H8, are accepted, while H4 is rejected. Lastly, 

the findings revealed that website quality (β = 0.392; t-value = 3.565, p< 0.05), product 

assortment (β = 0.164; t-value = 2.052, p< 0.05), customer reviews (β = 0.207; t-value = 

2.399, p< 0.05), and perceived service quality (β = 0.217; t-value = 1.997, p< 0.05) have 

positive effects on word of mouth. Accordingly, H3, H5, H7, and H9 are supported. 

Table 3: Hypotheses Testing (Structural Model) 

Hypotheses 
Original   

Sample 

St. 

Dev 

t-

value 

P-

Value 

Customer 

Happiness 
➔  Word of Mouth 

0.425 
0.088 4.835 *** 

Website Quality ➔  Customer Happiness 0.329 0.117 2.816 0.005 

Website Quality ➔  Word of Mouth 0.392 0.110 3.565 *** 

Product 

Assortment 
➔  Customer Happiness 

-0.028 
0.130 0.215 0.830 

Product 

Assortment 
➔  Word of Mouth 

0.164 
0.080 2.052 0.041 

Customer 

Reviews 
➔  Customer Happiness 

0.302 
0.116 2.611 0.009 

Customer 

Reviews 
➔  Word of Mouth 

0.207 
0.086 2.399 0.017 

Perceived Service 

Quality 
➔  Customer Happiness 

0.349 
0.119 2.923 0.004 

Perceived Service 

Quality 
➔  Word of Mouth 

0.217 
0.109 1.997 0.046 

** p < 0.01, *** p < 0.001 
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Figure 2: Structural Model 

5. Discussion 

This paper extends our comprehension on this topic by testing the effect of website quality, 

product assortment, customer reviews, and perceived service quality on customer 

happiness and word of mouth. The results revealed that website quality has a significant 

positive impact on both customer happiness and word of mouth. This is in agreement with 

earlier researches which confirmed that website quality has a positive influence on 

customer happiness (Jongmans et al., 2022) and word of mouth (Aljabari et al., 2023; Ha 

& Im, 2012; Rezvani & Safahani, 2016). According to Tsao et al. (2016), for an e-

commerce site to succeed and improve customer happiness, its entire operations must 

exhibit professionalism. Prior literature also outlined that online shoppers usually rely on 

the website's product descriptions and images to make an informed purchase decision; 

consequently, these customers assess the website's system qualities such usability, security, 

navigability, speed of response, and download speed (Dickinger & Stangl, 2013). 

Moreover, Loureiro (2015) established that consumers' happiness towards online sellers is 

strongly influenced by their perceptions of the quality of the websites they visit. When 

customers evaluate a website's content and find it to be of excellent quality, they are more 

likely to say positive words about the seller. Based on these findings, it is vital to mention 

that providing a better user experience through online shopping represents the basis for 

making customers happy and encouraging them to disseminate positive word of mouth. 

 



Product Assortment, Customer Happiness and Word of Mouth 

 

 

 

 

 

 

 

170 

Additionally, the findings confirmed that product assortment positively affects word of 

mouth while its effect on customer happiness is negative and insignificant. The result could 

be partly supported by Grosso, Castaldo, and Grewal (2018) who found that product 

assortment has insignificant impact on customer satisfaction. Large assortments can be 

viewed unfavorably for two reasons. In their study, Heitmann et al. (2007) revealed that 

having a wide range of options increases the likelihood of experiencing more anticipated 

regret for the options not picked, as well as higher anticipated evaluation costs. Similarly, 

Diehl and Poynor (2010) proposed that a larger assortment leads to higher expectations 

among consumers in terms of satisfying their personal preferences. Nonetheless, happiness 

levels may decrease if the perfect fit is not eventually selected. Also, knowing that a choice 

is part of a wide selection (as opposed to a smaller selection) can lead to lower satisfaction 

with that choice. Therefore, retailers about the needs and preferences of their target 

customers and should have depth knowledge offer products that match them in order to 

simplify their purchase process. 

Moreover, the analysis of data indicated that customer reviews have positive impact on 

customer happiness and word of mouth. Certain scholars (Park et al., 2021) also supported 

the finding and confirmed that higher ratings are influential in increasing customer 

happiness in the online platforms. Further support was established in the study of Elwalda 

et al. (2016) which verified that customer reviews positively affect word of mouth. In 

particular, when buyers largely depend on posted reviews before making any purchase, 

such information boosts their happiness and increase their loyalty. Similarly, Kim et al. 

(2017) stated that many customers nowadays rely on the ratings provided by others as such 

ratings give an idea about the honesty of the retailer. Such ratings also reduce the risks 

associated with the intangible offerings of the seller. Moreover, buyers may quickly and 

readily acquire up-to-date information through online reviews, which are perceived as 

more credible than the information posted directly by the seller (Gretzel & Yoo, 2008).  By 

reading online reviews written by customers who have an experience in shopping before, 

prospective buyers feel more delighted towards purchase from the retailer and encourage 

them to say positive words about it to others. 

Finally, the results of the present research displayed that perceived service quality is a 

positive predictor of customer happiness and word of mouth. Earlier researches supported 

the findings and verified that word of mouth and customer happiness (Dandis et al., 2022; 

Hsieh et al., 2018; Liu & Lee, 2016) can be positively affected by perceived service quality. 

Further supported can be seen in the study of Mukerjee (2018) who showed that service 

quality had a positive influence on word of mouth. Similar views were put by Tsao and 

Tseng (2011) who outlined that online sellers have to provide their clients with adequate 

information regarding their offerings and exchange rules, delivery schedule, and any other 

important concerns. Past literature also acknowledged that assuring buyers about the speed 

of delivery and the right to return or exchange an item amplifies their happiness and 

influence them to say positive word about the seller (Ha & Stoel, 2009). Therefore, online 
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sellers which prioritize the delivery of efficient services to their clients can improve their 

happiness, and stimulate them to recommend the brand in their social network. 

6. Conclusion and Implications 

6.1 Practical Implications 

This paper focused on examining the effect of website quality, product assortment, 

customer reviews, and perceived service quality on customer happiness and word of mouth. 

The results outlined that website quality has a positive effect on both word of mouth and 

customer happiness. From a managerial perspective, this paper provides noteworthy 

implications for both the literature and online store managers. While developing shopping 

websites, store managers should prioritize the usability of their sites by paying close 

attention to page layout, accessibility, download speed, and the organized classification of 

products. The management should also have alternate plans in place in case of system 

malfunction in addition to performing routine maintenance to keep the system running 

smoothly. In addition, improving search results and preventing information overload 

requires offering high-quality content that is up-to-date, clear, relevant, and simple to 

grasp. To minimize the costs that can be experienced by website visitors before, during, 

and after purchasing, it is necessary to understand customers’ needs and expectation and 

fulfill them. By providing variety of choices for consumers and enhance shipping 

efficiency, as well as allowing for the return of defective goods with appropriate 

compensation in the case of service interruption, this can boost customer happiness and 

ultimately stimulate positive word of mouth. 

The results also showed that customer reviews have significant positive impact on 

customer happiness and word of mouth. The results of this research also have implications 

for online stores in terms of the value of customer feedback. Customers' happiness towards 

purchasing from the seller and willingness to recommend it to others can be positively 

affected by the information provided by online reviews. Consequently, it is imperative for 

online stores to consider both the volume and quality of customer reviews. In addition, they 

need to think about ways to make online reviews more engaging for customers to increase 

the number of reviews with high quality content. Nevertheless, customer reviews are an 

essential component of the environmental aspects that make up a retailer's website, because 

customers' expectations of websites are becoming increasingly difficult to fulfill. For 

customer of online retail stores, the inability of touching, smelling or trying a product is 

likely to complicate the purchase decision process. Online retailers can mitigate the 

aforementioned drawbacks by soliciting high quality reviews from customers. This user-

generated content effects consumers' happiness and improve their willingness to spread 

positive word of mouth.  

Furthermore, the finding showed that product assortment positively affects word of mouth 

while its effect on customer happiness is negative and insignificant. The result suggests 
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that retailers should pay close attentions to their product offerings, particularly the selection 

composition. It is important that the retailer's choice of products should conform to the 

expectations set by the marketing materials and customers’ needs. That is, the store's 

offerings must be aligned the descriptions given to customers. Therefore, "what the 

customers want to buy" rather than "what the retailers want to sell" should be the focal 

point in determining what to offer. Finally, the results supported the positive effect of 

perceived service quality on customers' happiness and word of mouth. Therefore, online 

store managers need to understand that in today's market, excellent customer service is 

essential to the survival of their businesses. Due to the impersonal nature of providing 

services online, it is crucial for managers to warrant that their IT-based communication 

platforms are reliable. Besides the standard online payment methods, online store websites 

in UAE may consider Cash on Delivery (CoD) option. This is relatively important for 

minimizing the perceptions of risk that is associated with online shopping. 

6.2 Theoretical Implications 

This paper provides a key contribution to the marketing literature in the field of consumer 

behavior. From a theoretical standpoint, this paper has addressed the calls for undertaking 

future research on the potential determinants of customer happiness and word of mouth, 

particularly in emerging markets and Arab nations. It mainly aimed to make a significant 

contribution towards enhancing and extending our understanding regarding the roles of 

perceived website quality, product assortment, customer reviews, perceived service 

quality, and trust along with their effects on word of mouth towards retail stores in Middle 

East region. This paper also addresses existing gaps in the empirical literature through the 

examination of their effects on customer happiness. This is the first study that integrates 

these variables together in one model. By looking as past literature, it can also be noticed 

that there are limited studies concerning the impact of product assortment on customer 

happiness and word of mouth. Earlier studies also paid less attention towards testing the 

effect of customer reviews on customer happiness and word of mouth. Consequently, this 

research aimed to provide a noteworthy contribution to the literature by bringing new 

insights from UAE’s online retail context.  

6.3 Limitations and Future Research Suggestions 

There are some limitations in this research which could be taken into consideration in 

future researches. Whilst there are many factors that affect customer happiness and word 

of mouth, the current study focuses on only four (website quality, product assortment, 

customer reviews, and perceived service quality). In future studies, it could be useful to 

include additional variables, such as perceived price and online advertising. Future research 

is also suggested to verify if customer happiness functions as a mediator between them. 

Second, the respondents in this research are comprised of online shoppers in UAE, 

therefore, it is recommended for future researches to collect data from other nations in 

Middle East region to confirm the findings. Third, demographic characteristics (e.g. gender 

and age) may play vital roles in influencing buyers’ online shopping behavior; thus, the 
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current research model can be expanded in the future and include them as moderators. 

Forth, a quantitative research method was employed for data collection using a cross-

sectional survey; therefore, future studies can adopt qualitative techniques (e.g. focus group 

or depth interviews) to verify the findings. Furthermore, there was no differentiation made 

between users who had placed their orders via mobile apps or via websites. In light of this, 

an investigation focusing just on users of mobile apps or website users may yield findings 

that are more platform-specific. Last but not the least, the data were gathered using a 

convenience sample technique, which may hinder the generalizability of the results. Hence, 

probability sampling techniques could be used in future studies to reach at more 

generalizable findings. 
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