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ABSTRACT

The primary aim of this paper was to test the impact of customer reviews, website
quality, perceived service quality, and product assortment on perceived value and
online loyalty. This study also sought to confirm whether perceived value mediates the
relationship among the stated factors. The required data for this research were gathered
from several customers of online retail stores in the United Arab Emirates using a
survey method. All responses were analyzed using the software of SmartPLS 4.0 to
validate the suggested hypotheses and draw conclusions. Overall, the findings depicted
that perceived value positively influences online loyalty. The outcomes also showed
that customer reviews, website quality, perceived service quality, and product assortment
positively affect perceived value as well as online loyalty. Finally, the outcomes support
the mediating effect of perceived value among the aforementioned constructs and
online loyalty. This paper contributes to the prevailing research on the topic by
validating the significance of the selected factors in influencing perceived value and
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online loyalty, considering that only limited researches were done on these constructs
in the MENA region.

1. Introduction

Owing to the widespread growth of Internet access worldwide, online shopping has become highly pop-
ular among customers. The number of Internet users has risen steadily over the past few years (Salunke
& Jain, 2022). However, the rapid expansion of e-commerce has resulted in fierce rivalry between online
stores and other retail venues (Grosso et al., 2018). Therefore, creating customer value and maintaining
customer loyalty in the digital space have been deemed crucial for business success (Tsao et al., 2016;
Velnadar et al., 2024). In the academic literature, it has been documented that loyal customers have less
price sensitivity and, hence, are more inclined to pay higher prices, make more purchases, test new
products, and refer new customers to the company (Paulose & Shakeel, 2022; Wu & Li, 2018; Zehir &
Narcikara, 2016). Over time, it has become increasingly apparent that a company’s profitability is tied to
customer loyalty because loyalty is strongly correlated with revenue and retention, both of which are key
drivers of customer lifetime value. To maintain business competitiveness, it is necessary for online sellers
to comprehend the factors that affect customers’ perceived value and online loyalty intention among
customers (Khan et al., 2019).

Marketing scholars have attempted to identify the determinants of online loyalty in different settings.
According to Gazquez-Abad et al. (2015), product assortment represents a key strategy that enables
retailers to maintain and grow their customers. However, in the earlier literature, there is inconsistent
results regarding the effect of product assortment on consumer behaviour (Gao & Simonson, 2016).
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Some researchers reported that customers tend to display greater loyalty towards purchasing from retail-
ers who offer a wide range of items, which would enable them to enhance their sales and profit margins
(Timonina-Farkas et al., 2020). On the other hand, certain scholars revealed that customers prefer to
shop at stores which offer limited merchandise selections, hence permitting them to form quick deci-
sions with lower frustration levels triggered by diverse options (Jamil, 2001). Yet, in spite of these argu-
ments, it was acknowledged in the literature that retailers must provide their clients with wide
merchandise selections in order to enable them to choose from various options (Venter de Villierset
al., 2018).

In the electronic shopping context, the role of website quality in influencing perceived value and
online loyalty has also gained high attention in the recent literature. A high quality of website design
features explains the reasons for getting more visitors to certain online stores in comparison to their rivals
(Boardman & Mccormick, 2022). The websites of successful retailers usually provide pre-sale information,
for instance, product and pricing in order to minimize the searching time and cost for their buyers.
Certain scholars added that the quality of a seller’s website can improve the positive perceptions and
attitudes of customers (Chen et al, 2017). Due to the aggressive competition in the electronic retail
industry, the websites of online sellers should consider all key aspects that may influence customers’
loyalty. In the recent decades, service quality has further been regarded as an important strategy for
achieving competitive advantage in the e-commerce context (Dhingra et al., 2022; Singh et al.,, 2024). Due
to the lack of face-to-face communication, it is indeed important for online retailers to provide excep-
tional customer care to their clients when they search for goods, make purchases, and keenly anticipate
the delivery of their items (Rita et al.,, 2019). According to Tsao et al. (2016), developing the perception
among buyers that they will receive their orders promptly and will have a favourable experience when
exchanging or returning them does not only meets their expectations, but also improves online loyalty.

Prior researches have also reported that online reviews have significant influences on sales across
diverse types of offerings and represent a key predictor of online retention and perceived value (Nasiri
& Shokouhyar, 2021; Tran & Strutton, 2020). Many online sellers publish customer reviews online by dis-
playing buyers’ evaluations regarding product/service rankings and overall ratings in order to make it
easy for customers to assess the quality of items. Nowadays, a high number of customers largely depend
on online reviews to gain a clear idea about the quality of retailers’ offerings, service efficiency, and
ensure satisfactory buying experience (Li et al., 2023). In relation to that, online customers reviews are
acknowledged as useful and robust means for shaping customer behaviour (Shukla & Mishra, 2023) as
individuals usually have confidence in the opinions of their peers for deciding to buy from a particular
seller. According to Dwidienawati et al. (2020), buyers are likely to trust the recommendations of their
friends and acquaintances in comparison to those given by marketers. This could be due to the percep-
tions of customers that known peers are more reliable and trusted than the salespeople whose goals are
to make profits and attain certain targets. Yet, only limited empirical studies have focused so far on
verifying the impact of online reviews on online loyalty and perceived value (Nasiri & Shokouhyar, 2021;
Tran & Strutton, 2020).

With the upsurge of e-commerce websites, perceived value was recognized as a crucial factor in pre-
dicting online loyalty (Amirtha & Sivakumar, 2022). In the electronic shopping settings, Wu et al. (2014)
acknowledged that an individual’s perception of value comprises not only additional advantages (such
as superior quality and a user-friendly interface) but also fewer drawbacks (such as a shorter shopping
time and lower prices). While many scholars have explored the importance of perceived value in elec-
tronic purchases, very few have examined its role as a mediator among perceived service quality, prod-
uct assortment, website quality, online reviews, and online loyalty. Accordingly, the present research is
designed to explore the mediating effect of perceived value, as prior literature acknowledges it as one
of the necessary aspects of electronic shopping (Keshavarz & Jamshidi, 2018). Online sellers have become
in the recent years very anxious about understanding the importance of website features, merchandise
assortments, online reviews, and service quality perceptions in shaping online loyalty. Considering the
scarce studies in the prior literature on these factors, the present paper aims to explore the significant
role of perceived value in the association among the stated factors and online loyalty in the UAE's elec-
tronic retail context. A summary of the pertinent literature regarding the associations among selected
variables is provided in the subsequent section.
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2. Literature review
2.1. Perceived value

The significance of perceived value in shaping consumers’ behavioral intentions has recently obtained
momentous attention from several scholars worldwide. Cho et al. (2019) stated that customers’ evalua-
tions of a product/service value are contingent upon their perceptions of the product’s quality or bene-
fits in comparison to the perceived cost. That is, perceived value can be assessed by comparing what
individuals get in return for the money they pay and the time spent on a website. Online shoppers
prefer to shop at stores that provide them with the greatest values and advantages. Therefore, busi-
nesses must focus on providing greater benefits to their clients to grow their market share and strengthen
their brand reputation (Kehinde et al., 2023; Wu & Li, 2018). According to El-Adly, the key to retaining
customers in the retail sector is perceived value. Numerous researches acknowledged value perceptions
as the determinant of loyalty intentions (Kamboj & Kishor, 2022; Kusumawati & Rahayu, 2020; Paulose &
Shakeel, 2022). This matches the conclusions of Wu et al. (2014), who revealed that the perceptions of
consumers regarding shopping value can be measured based on the overall costs allied with purchasing
from an online store and the benefits they receive. Wu and Li (2018) also state that creating customer
value is vital for maintaining customer loyalty in the presence of growing competition. That is, providing
the desired benefits to customers (e.g. lower prices, speed of loading a page, and ease of searching for
products) will inspire them to develop a favorable word-of-mouth and make future purchases. This argu-
ment is supported with the assertions of attitude theory proposed by Bagozzi (1992), which posits that
affective attitude—in this case, perceived value-shape customer behavior, and that behavior leads to
online loyalty. Hence, the subsequent hypothesis is projected:

H1: Perceived value positively affects online loyalty.

2.2. Website quality

Online sellers largely rely on the use of websites to ensure easier and quick purchase transactions by
their clients. The websites of some online sellers get larger number of customers who display high will-
ingness to purchase due to the adequate quality of their design and ease of use (Chen et al, 2017).
According to Tsao et al. (2016), through designing a good website quality, the business of e-commerce
firms can grow faster as it represents a key selling proposition of the brand. In order to thrive in the
online business, each part of a seller's website must display professionalism. In past literature, different
definitions of website quality were suggested. For instance, Al-Debei et al. (2015) conceptualized it as the
total assessment of the ease of purchase, loading speed, dependability of the seller, and appeal of a
website’s design. It was also defined by Tran and Strutton (2020) as the degree to which clients view and
regard the website of a seller as reliable and efficient. Similarly, website quality was expressed by Hsiao
et al. (2010) as the ability to fulfil buyers’ expectations by displaying relevant and up to date content to
facilitate purchase transactions. Hence, comprehending the key aspects of a seller's website that are
important to the buyers should be studied before developing a website.

According to signaling theory, the cues of IT-support (i.e., website quality) influence customers’ atti-
tudes, perceptions, and behaviors (Chen et al., 2017). Therefore, building on this theory in the business
to consumer context, it is postulated that if a customer perceives the website of a seller’s as of high
quality, he/she will have a favourable impression towards the online seller which will eventually influence
loyalty intention. Previous research has also verified that website quality has a beneficial impact on a
user’s perceived value (Albayrak et al., 2020; Al-Debei et al.,, 2015; Tsao et al, 2016) and online loyalty
(Hsieh & Tsao, 2014; Sun et al., 2022; Tsai, 2017). Kim and Niehm (2009) reported that the success of
online sellers is contingent upon the ability to develop a high-quality website as the perceptions of
clients toward it significantly impact their perceived value. According to Hsiao et al. (2010), shoppers’
confidence in online sellers’ websites is significantly influenced by their impressions of website quality,
and a reliable and easy-to-use website allows them to attain the utilitarian purpose of online shopping.
Indeed, earlier researches have established that the feelings of buyers towards the quality of a seller’s
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website improve their value perceptions (Tsao et al., 2016) and online loyalty. The majority of people
nowadays are highly cautious about disclosing their personal and financial data on unreliable websites
to avoid unnecessary issues (Kim et al., 2012). In earlier literature, perceived value was examined as a
mediator in the association between website quality and buying intention, as well as between website
quality and brand satisfaction (Qalati et al., 2021). Nevertheless, very limited research has investigated its
mediating effect between website quality and online loyalty (Albayrak et al., 2020). Hence, the quality of
a website may influence customers’ perceived value and loyalty towards that website. Accordingly, the
following hypotheses are projected:

H2: Website quality positively affects perceived value.
H3: Website quality positively affects online loyalty.

H4: Perceived value mediates the relationship between website quality and online loyalty.

2.3. Product assortment

A retailer’s product assortment is often cited as a key factor in setting itself apart from competitors.
Product assortment can be expressed as the number and variety of products offered within a particu-
lar merchandise category (Lombart et al., 2018). The most commonly adopted marketing theory pos-
tulates that customers prefer to shop at stores that have greater assortments. Furthermore, based on
retail gravitation’s law, which represents the foundational theory of customers’ choice of a retailer posit
that the likelihood of selecting a retail store tend to be affected positively by its size of assortments
(Briesch et al., 2009). Customers’ perceptions towards a store’s product assortment can be broken down
into three categories: how they feel about the quality, price, and breadth of the selection given by the
store (Bauer et al., 2012). Venter de Villiers et al. (2018) stated that retailers need to improve their
product assortments in light of rising competition and growing consumer expectations. This is because
having diverse product selections can be a key approach of differentiation and improve customer per-
ception. Timonina-Farkas et al. (2020) added that buyers are increasingly seeking more personalized
shopping experiences and, as a result, a vast product assortment tends to be necessary to meet
this need.

Previous studies reported that shoppers’ perceptions of a store’s assortments significantly affect their
perceived value (Grosso et al., 2018; Mathmann et al, 2017; Ruiz-Real et al., 2017) and online loyalty
(Gazquez-Abad et al., 2015; Venter de Villiers et al, 2018). Koo (2006) established that customers are
presumed to stay loyal to retail brands when presented with a wider variety of options. These conclu-
sions are verified earlier by Diallo et al. (2015) who showed that product assortment positively affects
customers’ perceived value and online loyalty. In addition, providing diverse products with distinctive
features enables customers to locate precise products that meet their needs, regardless of how small a
market group they belong to Gajanan et al. (2007). In this manner, customers tend to have a higher
tendency to find the items they need, which enhances their value perceptions for a diverse selection and
loyalty towards the seller. Consequently, the subsequent hypotheses are suggested:

H5: Product assortment positively affects perceived value.
H6: Product assortment positively affects on online loyalty.

H7: Perceived value mediates the relationship between product assortment and online loyalty.

2.4. Customer reviews

An increasing number of customers worldwide consider online reviews to be an important source of
information prior to initiating online purchase transactions (Luo & Ye). There are many online sellers who
publish customer reviews on their websites by displaying product ratings and buyers’ experiences in
order to help the shoppers in assessing the overall product/service quality prior to purchase (Filieri et al.,
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2015). Electronic reviews published by other customers are a valuable source of information for online
shoppers, as they allow them to make well-informed purchase decisions and may even motivate them
to shift from physical stores to online channels. The reviews for available products tend to be more
trusted if they come from real consumers who have experience purchasing from the same seller (Tran &
Strutton, 2020). These reviews are considered reliable recommendations based on buyers’ perceptions,
evaluations, and experiences. Websites that display a large number of customer reviews are viewed as
trustworthy and improve shopping experience. In the meantime, timely and inclusive reviews that are
based on realistic facts regarding available products or services have a more persuasive effect on cus-
tomers and enable them to make informed decisions with less efforts (Luo & Ye, 2019).

In accordance of the elaboration likelihood model, it is possible to describe how various features of
customer reviews (quality and quantity) affect perceived values and behavioral intentions among cus-
tomers (Luo & Ye, 2019). The amount and quality of information customers receive from others who have
an experience in purchasing from a certain online seller significantly influences their perceptions and
behaviour. Prior researches have verified the importance of customer reviews in affecting perceived value
and online loyalty (Tran & Strutton, 2020; Yuan et al., 2020). Gauri et al. (2008) also found a positive link
among online reviews and loyalty. Besides that, Yang et al. (2019) outlined that buyers tend to have
greater trust towards peer recommendations compared to those of the seller, for the simple reason that
friends and acquaintances are seen as unbiased and trustworthy. In spite of the possible doubts over the
credibility of online reviews, clients often trust those written by customers over the recommendations
and product information provided by the sellers that are disseminated via various advertising means.
According to Eslami et al. (2018), almost 85% of customers trust online reviews that come from their
friends, peers and family members. Ratings provided by real customers represent a true reflection of
product quality and improve brand loyalty (Tran & Strutton, 2020). Nevertheless, despite the large
emphasis of prior studies on the importance of online reviews in predicting brand loyalty, the role of
perceived value in mediating the link among these constructs has received very little attention.
Consequently, the subsequent hypotheses are proposed:

H8: Customer reviews positively affect perceived value.
H9: Customer reviews positively affect online loyalty.

H10: Perceived value mediates the relationship between customer reviews and online loyalty.

2.5. Perceived service quality

During the previous decades, offering superior service quality to customers has appeared as a driving
force behind the success of online businesses. The ability of a seller’s website to streamline the purchase
process for clients from product search to order and delivery represents a clear indicator of the quality
of a store’s service (Kautish & Sharma, 2019). Accordingly, buyers’ ratings depend on their experiences
while interacting and using an e-commerce website of a seller, along with after sale service. By fulfilling
the promises and meeting diverse expectations of customers via superior service quality, online retailers
are likely to be perceived positively and gain a competitive advantage (Bhattacharya & Sharma, 2022;
Chen et al,, 2017). Moreover, buyers may favourably perceive the seller’'s willingness to provide support
based on its service quality and online reviews (Kalia et al., 2016). Online retailers can improve the qual-
ity of their services by patiently listening to their clients, addressing their complaints, and actively
responding to their key concerns as well as recommending supplementary goods or services, if required
(Golara et al., 2021). Furthermore, Khan et al. (2019) reported that if buyers get adequate services from
the sellers, their value perceptions and online loyalty towards it increase. Thus, it is necessary for online
retailers to offer their clients with superior services, empathetically deal with any issues they face, and
ensure proper interactions among them (Liang & Chen, 2009).

In the literature, equity theory was used to explain the link amongst service quality and perceived
value, which ultimately predicts loyalty intention. The theory describes the ratio of sacrifice and benefits
customers get in relation to that of the seller (Oliver & DeSarbo, 1988). Based on this assertion, the cur-
rent research regards service quality as the intangible benefits allied with an exchange. According to
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Yang and Peterson (2004), because of the high rivalry and the ease of quick comparisons in the
e-commerce business, customer-perceived value has become particularly important in maintaining online
loyalty. Earlier studies have shown that service quality is a positive predictor of perceived value (Pearson
et al,, 2012; Tsao et al, 2016) and online loyalty (Kaya et al, 2019; Raza et al,, 2020; Suhartanto et al.,
2019). However, insufficient research has been conducted to examine the mediating role of perceived
value in online shopping context (Ozkan et al., 2019). Hence, this study suggests the following hypotheses:

H11: Perceived service quality positively affect perceived value.
H12: Perceived service positively affect online loyalty.

H13: Perceived value mediates the relationship between perceived service quality and online loyalty.

In relation to the above hypotheses, literature review and underpinning theories presented above, the
theoretical model for the current study is exhibited in Figure 1.

3. Methodology
3.1. Data collection and sampling

The data of this study were gathered based on an electronic survey being disseminated on several shop-
pers of online retail stores in the UAE. Convenience sampling was used during data collection. Past lit-
erature reported that the usage of convenience samples is appropriate and suitable for studying consumer
behavior in online shopping and executing multivariate data analysis. Firstly, the sampled participants
were invited to take part in answering the questionnaire if they had any prior shopping experience at
online stores in the UAE. Throughout the distribution of the survey, different channels of social media
(e.g. Instagram, Twitter, E-mail, Facebook, and WhatsApp) were used. Moreover, the process of data col-
lection has complied with the ethical requirements in order to avoid any biases. The participants were
also assured that the answers will solely be utilized for research purposes, and their confidential infor-
mation will not be shared anywhere. Furthermore, an ethical approval was received from the committee
of research ethics at Skyline University College regarding following ethical guidelines in this research.
However, the purpose and objectives of this research were described to the respondents during data
collection process. Additionally, the participants have given their consent for taking part in this research
and each of them has both verbally as well as in written form (based on answering a question in the
survey regarding the consent to participate voluntarily) agreed and showed the consent to participate
voluntarily without any influence. On whole, a total of 335 of the completed questionnaires were returned
from the sampled participants. Among them, eight were omitted as they were not completed properly.
Therefore, 327 usable surveys were utilized for analyzing the data. In terms of gender, 58.7% of the par-
ticipants are males, while 41.3% are females. Additionally, 27.2% were in the age cluster of 36 to 44years,
36.4.7% belonged to the age group which ranges from 26 to 35years, 22.3% are aged between 18 and
25years, whereas 14.1% were either 45years or above. Lastly, the majority (77.1%) acquired a bachelor’s
degree or higher qualification.

3.2. Measures

Each variable in the research framework was measured using validated items. In order to maintain the
content validity in the designed questionnaire, the opinions of academic experts (two professors) and
store managers (two) were obtained. Experts from the industry were selected based on their professional
experience and practical exposure in the retail industry. These experts have a long industrial experience
at large stores and they are expected to possess adequate knowledge about the latest trends and cur-
rent developments in retailing. They also possess real-life experiences in promoting their products and
services. This is to ensure that the constructs are properly measured and their items are comprehensively
covered. Moreover, the two Professor were selected from the same field of study (Marketing) because
they had a long experience in research and have supervised many postgraduate students at higher edu-
cation institutions. They also had an excellent record of publication in journals of high impact. Based on
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the feedback from them, the measurement items were modified slightly in order to suit the context of
the study and make it easy for the participants. The questionnaire consisted of two parts. Section A was
comprised of demographic questions to understand about the respondents’ characteristics. The next part
included items used to measure the constructs (see Appendix Table A1). Website quality was measured
by seven items taken from Filieri et al. (2015). Moreover, four items were extracted from the study of
Kautish and Sharma (2019) to measure product assortment. To measure customer reviews, we adapted
three items from Tran and Strutton (2020). Perceived service quality was also measured via three items,
borrowed from Liang and Chen (2009). This paper also relied on four items adapted from Ponte et al.
(2015) to measure customer-perceived value. Finally, online loyalty was measured using four items
extracted from Diallo et al. (2015). All responses were collected on a ‘5-point Likert scale’ (1 correspond-
ing to strongly disagree while 5 corresponds strongly agree).

4. Analysis of results

The collected data was processed and analyzed through the software of SmartPLS 4.0. PLS-SEM is a
robust second-generation approach for data analysis of complex models that generate estimates by
using a component-based method (Hair et al., 2012). It is suitable for assessing both of the measurement
as well as structural models while placing fewer boundaries on normality, sample size, and residual
distributions.

4.1. Common method bias

Given that a self-reported technique and structured survey methods were employed to collect the data,
there is a possibility for the occurrence of a common method bias, which might result in systematic
measurement error and bias in the estimates of the connections among the constructs. To address this,
common method bias is analyzed using the single-factor test proposed by Harman (1967), the compre-
hensive collinearity test proposed by Podsakoff et al. (2003), and confirmatory factor analysis (CFA), The
findings showed that common method bias for the estimated model is not present in this study because
when the items of all variables are constrained for loading on a single common variable, the percentage
of variance explained did not exceed 50% (Harman, 1967). In addition, the comprehensive collinearity
test showed that none of the VIFs was greater than 4, signifying the nonappearance of pathological
collinearity.

Next, the measurement model assessment was executed through reliability analysis, convergent
validity as well as discriminant validity test. Various tests, such as Cronbach’s alpha, the composite

Figure 1. Theoretical framework.
Source: Authors’ own.
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Table 1. Results of CFA.

Constructs Items Loadings Cronbach’s Alpha Composite reliability AVE
Website quality waQ1 0.769 0.835 0.882 0.599
wQ2 0.766
waQ3 0.759
wQ4 0.772
waQs 0.803
Product assortment PA1 0.748 0.823 0.881 0.652
PA2 0.838
PA3 0.841
PA4 0.799
Customer reviews CR1 0.827 0.859 0.899 0.692
CR2 0.857
CR3 0.901
CR4 0.733
Perceived service quality PSQ1 0.860 0.827 0.890 0.730
PSQ2 0.839
PSQ3 0.864
Perceived value PV1 0.837 0.805 0.861 0.614
PV2 0.863
PV3 0.831
PV4 0.565
Online loyalty OL1 0.768 0.869 0.908 0.711
0oL2 0.822
oL3 0.853
oL4 0.924

Source: Authors’ own findings. Calculations are based on sample collected through surveys using SmartPLs.

reliability, items’ loadings, and the average variance extracted (AVE) were all used to verify the reliabil-
ity and convergent validity of the measurement items. The findings displayed in Figure 2 indicate that
all factor loadings for the remaining items are more than the recommended value of 0.5 (Hair et al.,
2012). Furthermore, both Cronbach’s alpha and the composite reliability were calculated to check if
there is internal consistency among the measurement scale of each variable. As displayed in Table 1,
all values surpassed the cut-off point of 0.7; therefore, reliability assumptions were approved (Hair
et al, 2012). On whole, the findings demonstrated that AVE values surpassed the cutoff value of 0.5.
As a result, it was confirmed that the requirements for convergent validity assumptions are also
attained.

In this research, discriminant validity was verified across the measurement items of the selected
scales via a comparison of the correlations that exist among the constructs and the square roots of
the AVEs. Attaining acceptable discriminant validity can be possible when the square roots of the AVE
surpass the correlation values among the variables in the same rows and columns (Chin, 1998). Table
2 which is presented below shows that the findings support the assumptions of discriminant validity.
Further support is evident in the below table as all correlation values among the constructs did not
exceed 0.85.

Proceeded by the verification of both validity and reliability assumptions, the collinearity test was
executed across all items based on the VIF formula. In general, all values of VIF were reported at lower
than 5, signifying that there are no problems in collinearity. Once the stated assumptions are met, we
proceeded to estimate the structural model and test the suggested hypotheses. This research relied on
various measures for assessing the model fit of PLS-SEM. The criteria involved the Normed Fit Index (NFI),
squared Euclidean distance (d-ULS), geodesic distance (d-G), and standardized root mean square residual
(SRMR). Based on the analysis, it was verified that our structural model attained a proper fit with the
collected data via reported tolerable values (SRMR = 0.057, NFI = 0.892, d-G=0.3649, d-ULS = 1.735)
(Henseler et al., 2016). The analyses reveal that the value of SRMR is below the threshold of 0.08, whereas
the value of NFI is higher than the recommended value of 0.8 (Hu & Bentler, 1998). This demonstrates
that the estimated structural model fit has satisfactorily met the requirements.

As displayed below in Table 3, research findings reveal that perceived value positively affects online
loyalty (3=0.860; t-value = 24.930, p<0.05); consequently, H1 was confirmed. The results further support
the positive impact of website quality (3=0.298; t-value = 3.337, p<0.05), online customer reviews
(3=0.250; t-value = 2.640, p<0.05), product assortment (=0.257; t-value = 2.065, p<0.05), and per-
ceived service quality (3=0.248; t-value = 3.485, p<0.05) on online loyalty, with website quality
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Figure 2. Measurement model.
Source: Authors’ own findings. Calculations are based on samples collected through surveys using SmartPLs.

Table 2. Discriminant validity.

Construct 1 2 3 4 5 6
1. Customer Reviews 0.832
2. Online Loyalty 0.518 0.843
3. Perceived Service 0.374 0.590 0.854
Quality
4. Perceived Value 0.592 0.430 0.660 0.784
5. Product Assortment 0.483 0.653 0.650 0.704 0.807
6. Website Quality 0.680 0.660 0.603 0.746 0.706 0.774

Source: Authors’ own findings. Calculations are based on sample collected through surveys using smartPLs.

accounting for the highest effect. The results also confirmed that website quality (3=0.307; t-value =
2.581, p<0.05), perceived service quality (3=0.256; t-value = 2.473, p<0.05), customer reviews (3=0.173;
t-value = 2.024, p<0.05), and product assortment (3=0.237; t-value = 2.305, p<0.05) positively impact
perceived value. Therefore, all the direct hypotheses are verified by the findings of this paper.

A key aspect in assessing the PLS-SEM is the examination of the predictive accuracy and relevance of
the research model. To check the predictive accuracy, the R? which displays the percentage of variance
in the dependent variable by the independent and mediating variables were used. As proposed by Hair
et al. (2017), the values of R? should range between 0 and 1, and a greater value of R? indicates a higher
degree of predictive accuracy. The results displayed that the independent variables (customer reviews,
website quality, perceived service quality, and product assortment) explain 66.7% of variance in per-
ceived value. Collectively, all variables in the research model explain 74% of variance in online loyalty,
hence indicating a substantial degree of predictive accuracy among the constructs. Table 3 displays that
perceived value has the greatest impact on online loyalty.

To check the mediating role of perceived value amongst the examined factors and online loyalty, the
approach suggested by Preacher and Hayes (2008) was used. At first, the impact of customer reviews,
website quality, perceived service quality, and product assortment (independent variables) on online loy-
alty (dependent variable) should be verified According to their recommendations, if the value of proba-
bility (P) is statistically significant, then the primary criteria for the presence of a mediating effect is met.
Next, the upper-level (UL) and lower-level (LL) values were determined. If zero does not fall between the
lower and upper-level values with a confidence interval of 95%, then the mediating effect between the
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Table 3. Hypotheses’ results.

Hypotheses Std. Estimate S.E CR p-Value
H1 Perceived Value - Online Loyalty 0.860 0.035 24.930 o
H2 Website quality - Perceived Value 0.307 0.119 2.581 0.010
H3 Website quality - Online loyalty 0.298 0.089 3337 0.001
H5 Product assortment -> Perceived value 0.237 0.103 2.305 0.021
H6 Product assortment - Online loyalty 0.257 0.125 2.065 0.039
H8 Customer reviews -> Perceived value 0.173 0.085 2.024 0.043
H9 Customer reviews - Online loyalty 0.250 0.095 2.640 0.018
H11 Perceived service quality -> Perceived value 0.256 0.103 2473 0.013
H12 Perceived service quality —> Online loyalty 0.248 0.071 3.485 o

"p<0.001.
Source: Authors’ own findings. Calculations are based on samples collected through surveys using SmartPLs.

Table 4. Mediation test.

Hypotheses Indirect effect SE t-value 95% LL 95% UL Decision
H4 WQ->PV->0L 0.230 0.067 3.434 0.099 0.361 Supported
H7 PA->PV->0L 0.198 0.098 2.025 0.006 0.390 Supported
H10 CR->PV->0L 0.193 0.075 2573 0.046 0.340 Supported
H13 PSQ->PV->0L 0.191 0.061 3.139 0.072 0.311 Supported

20L: online loyalty; PV: perceived value; W:, website quality; PA: product assessment; CR: customer reviews; PSQ: perceived service quality.
Source: Authors’ own findings. Calculations are based on sample collected through surveys using SmartPLs.

selected variables on online loyalty can be proven. Otherwise, there would be insufficient evidence to
prove the mediating hypotheses. The findings presented in Table 4 indicate that the indirect influence of
website quality on online loyalty is supported (3=0.230, LL = 0.099, UL = 0.361). Consequently, H4 is
confirmed. The results also show that the indirect impact of product assortment (3=0.198, LL=- 0.006,
UL = 0.390) on online loyalty is significant; thus, H7 is accepted. Similarly, the mediating role of perceived
value between customer reviews and online loyalty was also supported. Specifically, the results show
that the indirect impact of customer reviews (3=0.193, LL=— 0.046, UL = 0.340) on online loyalty is
significant; thus, H7 is accepted. Lastly, the outcomes revealed that the indirect effect of perceived ser-
vice quality on online loyalty was supported (3=0.191, LL = 0.072, UL = 0.311); accordingly, H13 is
accepted.

5. Discussion

Fostering customer loyalty and growing existing customers are crucial for the survival and success of an
online retailer. This study extends our understanding of previous research by investigating the effects of
customer reviews, website quality, perceived service quality, and product assortment on buyers’ loyalty
and determining whether perceived values mediate the link between them. The results reveal that per-
ceived value positively impact online loyalty. This finding is supported by past studies which established
that perceived value is a key antecedent of online loyalty (Keshavarz & Jamshidi, 2018; Putri & Pujani,
2019). Previous research has demonstrated that when clients have favourable shopping experiences on
a particular e-commerce website, their propensity to return to that website for additional purchases
tends to be high (Tsao et al, 2016). Online shopping platforms that can be easily navigated and cater
to specific buyer needs allow website visitors to easily and quickly purchase the desired products.
Furthermore, consumers are likely have a more enjoyable and exciting shopping experience if online
sellers offer comprehensive information on a wide selection of offerings, ship-purchased items in a timely
manner, and set convenient procedures for returning purchased items (Kim et al., 2012). Hence, shoppers
tend to return to buy again and even suggest it to peers and members of the family if they feel that
they are receiving more hedonic and utilitarian values during the purchasing process.

The findings also reveal that website quality positively impact customers’ online loyalty, both directly
and indirectly, through perceived value. Certain earlier researches also concluded that website quality
positively impact perceived value (Al-Debei et al,, 2015; Kim & Niehm, 2009) and online loyalty (Kim &
Niehm, 2009). E-commerce websites that display reasonable professionalism in their operations are likely
to be perceived positively by the visitors (Tsao et al., 2016). In the marketing literature, it was reported
that the descriptions and pictures of products and services on a seller’s website enable buyers to form
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satisfactory purchase decision; thus, the shoppers usually evaluate the system quality of the website in
terms of ease of use, safety, browsing simplicity, response time, and the speed of downloading (Dickinger
& Stangl, 2013). Additionally, customers’ perceptions of endowed value in the form of convenience, enjoy-
ment, and speed can be amplified if a website shows content that is described in details, relevant, and
tailored to their demands (Honeycutt et al., 1998). Customers who have a favorable impression of a web-
site’s information quality are more likely to consider shopping there to be worthwhile. Accordingly, cus-
tomers’ perceptions of shopping websites’ utilitarian relationship values tend to increase when system
quality is improved. Taken as a whole, the findings show that online stores can improve value perceptions
and win loyal customers by strategically providing relevant information, systems, and privacy protection.

Furthermore, the outcomes of this research confirm that perceived service quality, directly and indi-
rectly, impacts online loyalty via perceived value. An empirical support can be found in earlier studies
which confirmed that perceived service quality positively impacts perceived value (Ozkan et al., 2019;
Putri & Pujani, 2019) and online loyalty (Amin, 2016; Shankar & Jebarajakirthy, 2019). Zehir and Narcikara
(2016) also concluded that perceived value acts as a key mediator in the link between e-service quality
and loyalty intention. According to Tsao and Tseng (2011), a key component of service quality on
e-commerce platforms offers customers a high level of fulfillment. They specifically stated that online
stores should provide customers with more information on the items they buy and their return policies,
shipping times, and guaranteed delivery dates. Researchers have shown that assuring buyers regarding
receiving their purchased items in a timely manner and can either return or exchange them if they wish
to do so satisfies their expectations (e.g. enjoyment of waiting for orders and high predictability), which
in turn reduces the stress typically associated with online purchases (Ha & Stoel, 2009). This means that
online stores that emphasize delivering superior services to their customers can improve their confidence
and build trust towards the website, thus reinforcing the relationship between both parties.

The findings have further depicted that online reviews directly and indirectly affect online loyalty
through perceived value. This finding was supported by earlier research which confirmed that customer
reviews have positive effects on perceived value and loyalty intention (Luo & Ye, 2019). Tran and Strutton
(2020) also show that customer reviews posted by previous buyers are a valuable source of information
for those seeking to make purchases online. This is because reviews usually come from customers who
have already bought and used the product, so they accurately reflect their actual experiences, ratings,
and thoughts. According to Ye et al. (2014), the costs of customers’ decisions are lowered and perceived
value increases when more reviews are available. As a result, customers’ impressions of the number and
quality of reviews might serve as a heuristic cue for the perceived usefulness of an online retailer (Luo
& Ye, 2019). Bhatnagar and Papatla (2019) added that the influence and significance of customer reviews
have increased over time because consumers regard them as reliable and unbiased sources of informa-
tion. In addition, customers can learn about a product’s performance in various contexts from online
reviews. Given these findings, it is clear that online retailers would benefit from paying greater attention
to delivering useful information to customers through online reviews to facilitate online shopping and
improve store loyalty.

Finally, the outcomes verified that product assortment had positive direct and indirect effects on
online loyalty through perceived value. These findings are supported by earlier studies confirming that
product assortment is a positive predictor of perceived value (Sreeram et al, 2017) and online loyalty
(Lombart et al.,, 2018; Mansori & Chin, 2019; Timonina-Farkas et al., 2020). Grosso et al. (2018) also argued
that product assortment is a key antecedent of perceived value because it affects consumers’ appraisal
of the quality aspect of value, which subsequently reinforces loyalty towards the store. The variety of
products available on a store’s website is an important aspect that consumers tend to evaluate before
making a purchase. In other words, a wider range of product colors, styles, and prices on e-commerce
sites is associated with a greater browsing intention for utilitarian reasons (e.g. information search or
price comparisons) (Sreeram et al., 2017). Prior research also indicates that a reduction in merchandise
assortment may have a detrimental impact on shopping frequency and purchase quantity, as some cus-
tomers may feel unable to find their desired item. Mathmann et al. (2017) added that consumers prefer
large assortment sizes because their buying power and needs may differ from one to one. Therefore, the
variety of products available to customers has a vital role in their overall perceived value, which in turn
affects loyalty towards the store.
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6. Conclusion

The focus of this research was centered on investigating the impact of customer reviews, website quality,
perceived service quality, and product assortment on online loyalty and verifying whether perceived
values mediate the relationship between them. The findings exhibited that website quality positively
impacts online loyalty. Perceived value was also found to function as a key mediator. Practically, the
finding offers valuable suggestions for marketing practitioners of online stores. While developing shop-
ping websites, store managers should pay adequate attention to the usability of their sites by carefully
testing page layout, accessibility, speed of download, and the organized classification of items.
Furthermore, they should develop contingency plans in case of system malfunction, in conjunction with
running regular maintenance to ensure effective operation of the system. Moreover, optimizing search
results and addressing information overload necessitate the display of relevant content that is current,
explicit, pertinent, and easy to comprehend. In particular, online retailers can improve the quality of their
websites by including relevant, adequate, correct and comprehensive information about their products
and services to customers. Besides that, they should use up-to-date systems that are easy-to-use and
navigate with attractive visual appearance. To minimize the costs that website visitors can experience
prior to, during, and post purchasing, it is essential to comprehend buyers’ needs and expectations and
satisfy them.

The results also provided evidence that online reviews positively affect perceived value and online
loyalty. Perceived value also acts as a key mediator in this association. The results of this research also
provide useful recommendations for marketing directors of online stores regarding the significance of
customer ratings. Shoppers’ perception of value, ability to make informed purchasing decisions, and loy-
alty can all be significantly influenced by the comments and ratings shared via online reviews. Accordingly,
it is crucial for electronic retailers to prioritize both the quantity and the robustness of online reviews.
Besides that, they should focus on articulating proper strategies to boost the level of shoppers’ engage-
ment in online reviews, hence increasing the quality of reviews. Generally, customer reviews have a crit-
ical role in the environmental factors of a store’s website as satisfying customers’ expectations in the
online shopping settings is becoming more challenging. The inability to physically see, smell, or test an
item prior to online purchase forces customers to think multiple times before placing an order. Through
the encouragement of shoppers to post positive comments, online retailers can reduce the negative
effect of these aspects. Accordingly, consumer-generated content affects shoppers’ perceived value and
improves their loyalty intentions (Luo & Ye, 2019).

In addition, the findings verified that product assortment directly and indirectly impacts both online
loyalty through perceived value. The results suggest that online sellers should carefully plan their mer-
chandise selections, which was found to be a key determinant of customers’ perceived value and
online loyalty. It is also necessary to ensure that the offerings comply with the market needs. Specifically,
the products and services should match with the promises provided to clients. Furthermore, the
assortments should be relevant to the existing as well as future market trends, and consider the
diverse geo-demographics characteristics of target market. If retailers fail to keep pace with the ever-
changing preferences of customers into their assortment strategy, their business tends to suffer on the
long term. At the same time, the assortment strategy should be aligned with the process of retail
planning in order to attain economic and inventory goals. Retailers should also ensure effective plan-
ning of assortments by determining which goods, sizes, colours, styles, and variations should to be
stocked and offered to customers. By offering variety of products to the target market at one site, it
will save the searching cost and enable them to get what they are looking for. Thus, ‘what the cus-
tomers want to buy’ rather than ‘what the retailers want to sell’ must be regarded as the main empha-
sis in deciding what to sell.

Lastly, the findings supported the direct indirect impact of service quality perception on online
loyalty via perceived value. Accordingly, the managers of online stores should realize that in today’s
highly competitive online market environment, offering superior customer service is crucial for the
growth of their e-commerce. Furthermore, ensuring the reliability of their IT-based communication
platforms is vital for developing customer satisfaction and long-term loyalty. Online sellers in the
UAE can also offer customers the option of Cash on Delivery (CoD) along with the typical means of
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online payment. This is essential for lowering the perceived risks associated with such types of online
transactions. In the online context, it is also important to respond to customers’ queries on time in
a professional manner and provide solutions to any problem they face. Moreover, online retailers
should ensure the on-time delivery of products to customers. As fulfilling promises is a vital aspect
in the assessment of service quality, retailers should deliver the purchased product in proper condi-
tion athe nd in the accurate time. Accordingly, enhancing the delivery speed, and permitting cus-
tomers to replace or return unsatisfactory items with reasonable reimbursement can reinforce
perceived value and eventually improve loyalty intention. Also, building long-term partnerships with
different courier services for delivery and enabling customers to select their preferences could be a
decent idea.

This paper provides various contributions to available literature in the field of online shopping.
Theoretically, our study corresponds to the recommendations made in earlier literature for further
exploration of the factors that may influence online loyalty, particularly, in Middle East countries.
Primarily, it attempted to make a substantial contribution towards boosting and expanding our com-
prehension regarding the significance of the customer reviews, website quality, perceived service qual-
ity, and product assortment in predicting perceived value and online loyalty in the online shopping
context. The present study also attempted to close theoretical gaps in the marketing literature by
examining whether perceived value acts as mediating variable amongst the stated factors and online
loyalty. This is the first study to integrate these factors into a one research model. In the earlier
researches, different scholars reached at inconsistent findings regarding the impact of assortment
selections on perceived value and online loyalty. Prior studies have also neglected the examination of
customer reviews effect on perceived value and online loyalty. Therefore, the paper aims to make a
remarkable contribution to the relevant literature by providing original findings from the UAE’s elec-
tronic shopping settings.

There are a few limitations in this research that could be taken into consideration in future investiga-
tions. While several aspects affect perceived value and online loyalty, this paper mainly emphasized only
four factors (customer reviews, website quality, perceived service quality, and product assortment). In
upcoming research, it would be valuable to incorporate other important factors, for instance, perceived
pricing and social media advertising. Moreover, the participants in this study were restricted to custom-
ers of online stores in the UAE; thus, next studies can gather the data from different nations in the Arab
region in order to verify the results. Additionally, the personal information of the respondents (e.g. age,
qualification, and gender) may exert a significant effect on customers’ shopping behavior; hence, the
present research framework could be expanded to include them as moderators in future studies.
Moreover, the importance of mobile applications can be considered in future investigations to measure
their effects on customer perceived value and online loyalty. Finally, a convenience sampling technique
was adopted for gathering the data, which may inhibit the generalizability of the results. Consequently,
other probability sampling approaches can be considered in future research to reach at more generaliz-
able conclusions.
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Appendix A

Table A1. Measurements items of constructs

Construct Item

Website quality The website of this store is easy to use.
The website of this store has well-organized hyperlinks.
The website of this store has customized search functions.
The website of this store provides opportunities to interact with other customers.
The website of this store has high speed of page loading.
The website of this store is easily accessible from different media.
The website of this store guarantees users’ privacy.

Product assortment This website of this store provides a ‘one-stop-shop’ for my shopping.
The choice of products on this website is sufficient.
This website carries a wide selection of products to choose.
This website serves the majority of my online shopping needs.

Customer reviews The website of this store shows product reviews from other customers.
When | buy a product online from this store, | read customer reviews that are presented on the
Website.

Customer reviews are helpful while shopping on the website of this store.
| like to read customer reviews on the website of this store.
Perceived service quality | believe that this online store takes good care of its customers.
This online store makes me feel that | am a unique customer.
This online store is responsive to any problems that | encounter.
Perceived value Considering the money, | pay to purchase products on the website of this store, online shopping
here is a good deal.
Considering the efforts | make in shopping on this website, online shopping here is worthwhile.
Considering the risk involved in shopping on this website, online shopping here is of value.
Overall, online shopping on this website delivers me good value.
Online loyalty | consider myself to be loyal to this online store.
This online store would be my first choice.
| will continue to shop online from the store.
I am willing to maintain my relationship with this store.

Source: Filieri, et al. (2015); Diallo et al. (2015); Kautish and Sharma (2019); Liang and Chen (2009); Tran and Strutton (2020).
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