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Abstract 
The purpose of this paper is to identify the factors that affect consumer satisfaction 
towards buying Chinese products in Yemen. This study considered an exploratory 
research design whereby a deductive approach was chosen. In this regard, a qualitative 
methodology was adopted, with a sample of 530 responses. The study examined 
previous literature and established a basis for examining consumer satisfaction. In this 
dissertation, we present the results of testing the hypotheses presented. The presented 
findings revealed that price fairness, product quality, and WOM significantly impact 
consumer satisfaction. WOM plays a part in intermediary role in influencing price 
fairness and product quality on consumer satisfaction towards buying Chinese products 
in Yemen. Also, it examines the moderator variables of psychological distance that have 
a positive effect on the relationship between word of mouth and consumer satisfaction. 
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1. Introduction 

The importance of consumer satisfaction increases. Some scholars believe that a company must 
be able to provide satisfaction to consumers in order to win a competition. In marketing, 
consumer satisfaction is one of the most important variables; the opposite is also true - 
consumers' disappointment in the service provided can result in the destruction of an 
enterprise in the future. 
Consumer satisfaction is defined as the difference between expectations and reality. When 
quality is higher than expectations, consumers are satisfied, and vice versa. Consumer 
satisfaction can be defined by these three conditions: the response occurs both emotionally and 
cognitively, the response involves a particular link in the experience process, and the response 
occurs at the appropriate time. When consumers are pleased or satisfied with a company's 
goods or services, they will hold current consumers while recruiting new ones. Today consumer 
satisfaction has become more complex and even more important for retailers than in the past. 
A business's ability to satisfy its consumers is directly correlated to the quality of the products 
it offers. When companies compete, they must make efforts to improve and change their 
products to maintain and increase sales and market share. This will result in greater efficiency 
and consumer satisfaction. Some researchers believe that price fairness is obtaining a 
reasonable, acceptable, or justified judge if the consumer is required to pay more than the 
reference price. Quality and price fairness affect consumer satisfaction. Consumer satisfaction 
is a key element of market concept implementation. This study focuses on Chinese products in 
the Yemeni market. Chinese products have become a consumer product that Yemeni 
consumers deeply love. This study investigated the impact factors (price fairness, WOM, 
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product quality, and psychological distance) influencing Yemeni consumers and their 
satisfaction. 

2. Theoretical Backgrounds and Hypothesis Development  

2.1. Concept Model  
The conceptual model of this study is shown in figure 1. We argue that price fairness and 
product quality affect consumer satisfaction toward buying Chinese products in Yemen. And 
we believe that word of mouth affects the relationship between price fairness and product 
quality on consumer satisfaction, and psychological distance moderates the relationship 
between word of mouth and consumer satisfaction.  
 

 
Figure 1. Concept model 

2.2. The Hypothesis of the Relationship between Independent Variables and 
Dependent Variable  

2.2.1. The Relationship between Price Fairness and Customer Satisfaction 
Consumer satisfaction is the assurance consumers when they compare product expectations 
with the current Chinese products, whereas price fairness is the process of getting acceptable 
outcomes. Scholars stated that fairness and consumer s’ satisfaction are related to service or 
product price. Previous studies on consumers’ satisfaction related to product equity, such as 
perception of price fairness, have effects on consumers’ satisfaction[1]. Since Wagner et al., 
2018 stated that price control consumers’ satisfaction, this study will suggest the impacts of 
price fairness on consumers’ satisfaction [2]. Price fairness is an essential concept in the 
business; it is a critical element of achieving consumer satisfaction. Price is an important factor 
influencing Chinese product customers’ satisfaction in Yemen. In Yemen, the consumers think 
that the price is fair if it is lower than the real price. This condition is what customers like 
because it fulfills their expectations, so Yemeni consumers are interested in buying Chinese 
products. Therefore, based on the above analysis, this thesis suggests its research hypothesis.  
H1: Price Fairness has a positive relationship with consumer satisfaction toward buying 
Chinese products in Yemen. 
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2.2.2. The Relationship between Product Quality and Consumer Satisfaction 
Since product quality is one of the critical factors influencing consumers’ purchases, 
researchers claimed that product quality is a feature of a good or product; that influences its 
ability to satisfy or implied customer needs. Consumers in Yemen will be satisfied with the 
quality of the Chinese product after it is consumed. Product quality determines consumer 
satisfaction [3]. The highest level of consumer satisfaction in Yemen is achieved by identifying 
and improving various products attributes. 
The study by Li and colleagues (2018) suggests that companies recognize quality as an 
important differentiator among themselves [4].  The quality of the final product is more 
significant to Yemeni consumers today than the process of transforming it into reality. 
According to this research, Chinese product quality is also highly correlated with consumer 
satisfaction in Yemen. Consumer satisfaction was highly influenced by products, and quality 
was determined by establishing quality standards and implementing guarantee methods[5].  
Literature suggests that improving Chinese product quality leads to improved customer 
satisfaction in Yemen, which in turn results in improved business performance. Product quality 
has been linked with customer satisfaction. According to the previous discussion, this thesis 
suggests its research hypothesis, namely: 
H2: Product quality has a positive relationship with the consumer’s satisfaction toward buying 
Chinese products. 
2.2.3. The Relationship between Word of Mouth and Consumers Satisfaction 
A study by Hult et al., 2019 revealed that consumers search online for information to reduce 
perceived risks before making a purchase [6]. Word of mouth (WOM) can be a good source of 
information. Research by Siddiqui et al., 2021 has shown that Word-of-Mouth Communication 
(WOM) directly influences consumers' attitudes, judgments, and purchase intentions towards 
products [7].   
Word-of-Mouth refers to the major form of informal communication among consumers. When 
word-of-mouth originated, at least two consumers would communicate directly with each 
other, without commercial motive, about brands, products, and services. Communication plays 
a pivotal role in customer consumption, and this process is known as word-of-mouth [8]. 
Communication by word of mouth (WOM) usually leads to opinions about others. Yemeni 
consumers may use WOM communication to seek opinions about Chinese products or 
companies. As an example, a person may engage in WOM communication in order to learn what 
others think about a product or service. 
Word-of-mouth remains one of the most effective and important communication channels 
despite the social changes observed in the environment. WOM is the informal, person-to-person 
communication between communicators and recipients about a product, a quality, or an 
organization [9]. WOM is a marketing technique that involves spreading information about 
products, services, stores, companies, etc., from one consumer to another [10]. Recently, WOM 
has been highlighted as a potential response to efforts to form relationships with consumers in 
the literature on relationship marketing [11]. 
Previous literature mainly focused on the influence of consumers' satisfaction on consumers' 
WOM, e.g. [12], found that consumer satisfaction can affect consumers' word of mouth. 
Customer satisfaction has a strong influence on word of mouth, according to [13]. Therefore, 
there is a strong correlation between these two variables, and consumer satisfaction impacts 
word of mouth positively. According to the previous discussion, the third research hypothesis 
is accepted, namely: 
H3: Word of Mouth has a positive influence on consumer satisfaction towards Chinese products. 
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2.3. The Hypothesis of the Moderation Effect 
2.3.1. The Relationship between Price Fairness and WOM 
According to research, customers' perceptions of price fairness and their emotional reactions 
influence their purchase satisfaction [14]. Therefore, positive perceptions of price fairness will 
lead to favorable behaviors and responses, whereas negative perceptions will lead to negative 
behaviors and negative word of mouth among Yemenis towards buying Chinese products. 
Researchers have found that consumers' perceptions of price fairness have a significant effect 
on how they assess and evaluate customer satisfaction [15]. Furthermore, [16] found that price 
fairness was positively related to consumer satisfaction. Customer satisfaction and price were 
cited as benefits of word-of-mouth by [17]. 
Consumers who experience price unfairness after purchasing a product spread negative WOM 
about the seller. This study provides further support that WOM had a positive effect on 
consumer satisfaction and price in Yemen towards buying Chinese products.  Based on the 
above discussion, the fourth research hypothesis is accepted: 
H4: Price fairness has a positive influence on WOM towards buying Chinese products. 
2.3.2. The Relationship between Product Quality and WOM 
Quality improvement results in satisfied customers, who in turn spread the word via word-of-
mouth [18]. Satisfied customers become repeat customers, increasing the company's 
profitability [1]. Quality and customer satisfaction are sometimes positively correlated, but not 
always. Customer satisfaction is improved when internal processes are focused on improving 
quality, [19]. 
Chinese marketers have long recognized the importance of word-of-mouth publicity. WOM is 
therefore the oldest method of exchanging opinions about different types of products available 
on the market. A WOM is the oral communication of quality, a product, or a service among 
people described by [20]. Consumer word-of-mouth is one of the hottest sources of information 
transfer [21], and its benefits are well documented. There has been research indicating that 
consumers choose products based on recommendations from other people; those who spread 
their opinion about a product are motivated to do so; and individuals have varying degrees of 
impact on their friends, colleagues, and families in WOM communication [22]. Researchers 
found that consumer satisfaction can be significantly increased when WOM on a new product 
is positive, as it increases acceptance of the product [23]. WOM communication influences 
quality perception in several ways. According to [24], individuals often choose automotive 
diagnostic centers based on word-of-mouth recommendations. WOM is also a factor Yemeni 
consumers consider when deciding whether to purchase a new Chinese product. Based on the 
above discussion, the fifth research hypothesis is accepted: 
H5: Product quality has a positive influence on WOM towards buying Chinese products. 
2.3.3. Psychological Distance as a Moderator between WOM and Consumer Satisfaction 
WOM communications are well documented in the service sector. WOM provides consumers 
with vital information about a company that often determines if they will patronize the 
company or not. Thus, WOM could prove valuable in spurring a quality switch and thus help an 
organization gain new customers[25]. 
Psychological distance influences the subjective perception of events in the perpetrator's 
mental space, which represents events in their mind. Originally, it consisted of a single time 
dimension. According to Henderson et al., spatial and temporal distances affect people in 
similar ways, and social distance is also a measure of psychological distance[26]. In recent years, 
psychological distance has become an interdisciplinary concept. Consumer judgment and 
decision-making about Chinese products could be affected by psychological distance. 
Conceptually, the constructive level theory states that the response to social events is 
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dependent on the psychological representation of events elicited by social cognition [27]. 
People tend to ignore the present because of the high level of construction and abstract future 
events. Thus, it is easy to form a large deviation from reality. For example, when under low-
level construction of Chinese products, Yemeni people make judgments based on real-life 
experiences. In addition, psychological distance enhances abstract representations of objects' 
characteristics and motivation for high-level constructs [28]. 
From the previous discussion, it is clear that WOM impacts consumer satisfaction in Yemen. 
Also, psychological distance affects consumer satisfaction and perspective about Chinese 
products. So, psychological distance affects WOM and consumer satisfaction. According to the 
previous discussion, the sixth research hypothesis is accepted, namely: 
H6: Psychological Distance will positively moderate the relationship between Word of Mouth 
and customer satisfaction towards buying Chinese products. 

3. Methodology  

3.1. Research Design 
The current study uses the quantitative research design, which measures the relationships 
between dependent, mediating, moderator, and independent variables statistically and 
systematically. This research used the structural equation model (AMOS) technique to test the 
direct effect of (Word of Mouth) on the relationship between dependent variables (Price 
Fairness and Product Quality) and independent variables (Consumers Satisfaction). Also, it 
used the Regression Analysis to test the effect of a moderator (Psychological Distance) on the 
relationship between Word of Mouth and the independent variable (Consumer Satisfaction).   

3.2. Questionnaire Design and Testing 
For the purpose of collecting the data, the questionnaire survey has been designed to examine 
the development of the study model variables of this investigation. It is based on the previously 
established scale of Price Fairness, Product Quality, Word of Mouth, Psychological Distance, and 
Consumer Satisfaction theories. In total, this survey contains 25 items. It consists of six sections, 
and each chapter is designed to examine one part of the study. It consisted of a 5-point Likert-
type scale ranging from strongly disagree to agree strongly.   

4. Results 

4.1. Descriptive of the Socio-demographic Variables  
On the basis of the statistical analysis of the first part of the questionnaire, this part presents 
the traits of the individuals. It consists of four questions about self-information. Gender was 
self-reported. The options were “male” and “female.” Table 1 illustrates that out of 530 
respondents, 39.6% were female, and 60.4% were male. Then the age of the respondents, 2.6% 
of respondents are less than 20 years, 21.5% are between 25-24 years, 59.1% respondents 
belong to 25-35 age group. Also, 13.6% of the respondents are between 36–45 years, 2.5% are 
between 46-55 years, and 0.8% are more than 55 years.  In terms of education level, the 
descriptive statistics show 9.4% of respondents have a higher school degree or lower, 5.7% 
have a junior college degree, 32.1% have a bachelor's degree, 33.4% hold a master's degree, 
17.4% have the highest academic qualification of Ph.D., and 2.1% have another degree. Monthly 
Income: All the respondents requested to mention their monthly income. It was found that 21.3% 
of the respondents got less than 20.000YER, 8.7% of the people got from 20.000-25.000 YER, 
6.2% charged between 26.000-30.000 YER, 7% between 31.000-40.000YER, and 56.8%of the 
respondents got more than 40.000YER. 
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Table 1. Personal and Categorical Information 
Category Profile Total Number (%) 

Gender Male 

Female 

320 

210 

60.4 

39.6 

Age Less than 20 Years 

20-24Years 

25-35Years 

36-45Years 

46-55Years 

More than 55 Years 

14 

114 

313 

72 

13 

4 

2.6 

21.5 

59.1 

13.6 

2.5 

0.8 

Educational Level Higher School or Lower 

Junior College  

Bachelor 

Master 

PHD 

Other 

50 

30 

170 

177 

92 

11 

9.4 

5.7 

32.1 

33.4 

17.4 

2.1 

Monthly Income Less than 20.000YER 

From 20.000-25.000YER 

From 26.000-30.000YER 

From 31.000-40.000YER 

More than 40.000YER 

113 

46 

33 

37 

301 

21.3 

8.7 

6.2 

7.0 

56.8 

Using Product Personal Use 

Business Use 

Both Personal and Business Use 

341 

68 

121 

64.3 

12.8 

22.8 

4.2. Descriptive Analysis 
Descriptive data analysis is a relatively elementary data analysis. Table2 presents the 
descriptive statistics of the responses, such as the mean and standard derivation of the latent 
variables (price fairness, product quality, word of mouth, psychological distance, and consumer 
satisfaction) used in this study.  
 

Table 2. Results Based on Descriptive Statistics 
Variables Mean Std. Deviation 

Price Fairness(PF) 

Product Quality(PQ) 

Word-of-Mouth(WM) 

Consumer Satisfaction(CS) 

Psychological Distance(PD) 

3.1604 

3.3743 

2.8349 

2.3514 

2.7811 

0.82565 

0.97508 

1.01576 

1.50109 

1.08701 
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4.3. Reliability and Validity Analysis 
Table.3 includes the estimations of the correlations between each latent variable and 
component. Rotated Component Matrix is the method that makes the results more reliable to 
understand. According to the results, three components are correlated with each other. 
 Furthermore, this study uses another technique to measure the internal consistency of the 
measure: Cronbach’s Alpha. Table.3 shows the Cronbach’s Alpha results, representing the 
internally consistent reliability results. This thesis uses standardized item scores to calculate 
Cronbach’s Alpha. All latent variables have Alpha scores above the standard threshold of 0.70. 
Kaiser-Meyer-Olkin (KMO) test was utilized to measure how the data are suited in this study. 
Firstly, this study measured the sampling adequacy for every latent variable in the model. From 
the results of the KMO Test, it found that KMO for price fairness =0.731, product quality= 0.831, 
word of mouth= 0.835, consumer satisfaction= 0.877, and psychological distance= 0.670, which 
indicates that the sampling is acceptable. 
 

Table 3. Reliability and Validity Analysis 
 Rotated Component Matrix Cronbach’s Alpha KMO 
Price Fairness 0.951 0.722 0.731 

Product Quality 0.979 0.881 0.831 

Word of Mouth  0.912 0.883 0.835 

Consumer Satisfaction 0.951 0.973 0.877 

Psychological Distance 0.965 0.763 0.670 

4.4. Hypothesis Test: 
4.4.1. Direct Effects 

 
Figure 2. Result with Path Coefficient Structure Model 
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This research used Structural Equation Modeling (SEM) to analyze the direct effects. This 
multivariate statistical analysis technique is utilized to test the relationship among the 
structures. In the current study, we used this technique because it is the best method to 
estimate multiple and interrelated dependence in a single analysis. AMOS software is used to 
run the test.  
Figure.2 represents the path coefficient for the structural model. It measures the relationship 
between the latent variables. All the latent variables are presented by the ellipses lines, whereas 
the arrows present the path of influence. Also, curved arrows present the correlation between 
variables. It shows the final standardized for four factors (Price Fairness, Product Quality, Word 
of Mouth, and Consumer Satisfaction) with 16 items.  
Table. 4 illustrates the process, ensuring the measurement instrument validity. For this 
objective full model is used for every construct performed in the primary model to see the 
indicator's suitability underlying the construct. Chi-square stats and other prominent fit indices, 
e.g., CFI, RMR, RMSEA, are used to ascertain the model's strength 
Using the referred criteria, all the indices in the modified model were satisfied. The factor 
loadings explained that all items of each indicator in the modified measurement model showed 
relatively high loadings. All items were higher than 0.40 normalized loadings. The results 
produced a well-fitting model (χ2=281.877, CFI=0. 973, IFI=0. 973, TLI=0.963 and RMSEA= 
0.060).  
 

Table 4. Fit indices of the CFA for the Factor Model 
Models Fit Criteria Measurement Model 

CMIN(X2) - 258.613 

DF - 98 

χ2/df ≤5 2.639 

CFI ≥.90 0.974 

IFI ≥.90 0.974 

TLI ≥.90 0.964 

RMSEA ≤.08 0.042 

 
The results of Table. 5 indicate that When buying Chinese products, price fairness has a positive 
influence on word-of-mouth, such as (PF- WOM) = 0.541, (PQ- WOM) = 0.197, and (WOM- CS) 
= 0.538.  
 

Table 5. Path Coefficients of the Model 
Predictor Standardized Regression Weights S.E. C.R. P 

PF→WOM 0.541*** 0.087 8.408 0.000 

PF→CS 0.043 0.138 0.740 0.459 

PQ→WOM 0.197*** 0.046 4.321 0.000 

PQ→CS 0.063 0.075 1.486 0.137 

WOM→CS 0.538*** 0.102 9.247 0.000 

Note: *p<0.05, **p<0.01, ***p<0.001. 
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4.4.2. Moderating Effects 
A hierarchical regression method was used to test the moderating effect. To reduce multi 
collinearity, all variables are centralized, and the product term is obtained by multiplying the 
centralized variables. Table 6 describes the analysis as all the assumptions about multiple 
regressions are met. It describes the relationships between the control variables (Gender, Age, 
education, Income, and Using Chinese Products) with the independent variables (Word Mouth 
and Psychological Distance) and the moderating variable (Word Mouth x Psychological 
Distance).   
 

Table 6. Regression Analysis 
Variables Dependent Variable: Consumer Satisfaction 

Model-1 Model-2 Model-3 
Standardized 
Coefficients 

Beta 

t Standardized 
Coefficients 

Beta 

t Standardized 
Coefficients 

Beta 

t 

Control Variables 
Gender 0.132** 2.978 0.087* 2.364 0.096** 2.623 

Age -0.083 -
1.709 

-0.051 -1.248 -0.054 -1.352 

Education -0.002 -
0.045 

-0.043 -1.063 -0.049 -1.219 

Income 0.139** 3.005 0.118** 3.075 0.122** 3.226 
Using Chinese 

Products 
0.063 1.432 0.061 1.679 0.059 1.637 

Independent Variables 
Word of Mouth   0.519*** 13.669 0.507*** 13.505 
Psychological 

Distance 
  0.081* 2.135 0.074* 1.967 

Moderating 
Word Mouth x 
Psychological 

Distance 

    0.142*** 3.998 

Max-VIF 1.276 1.285 1.286 
F 2.464 41.505 38.680 

Note: *p<0.05, **p<0.01, ***p<0.001. 

5. Conclusion 

This paper observed prior literature and established a base for examining consumer 
satisfaction. The hypotheses presented in this dissertation are tested, and findings are 
presented. The presented findings revealed that price fairness, product quality, and WOM 
significantly impact consumer satisfaction. WOM plays a part in intermediary role in 
influencing price fairness and product quality on consumer satisfaction towards buying 
Chinese products in Yemen. Also, it examines the moderator variables of psychological distance 
that have a significant and positive effect on the relationship between word of mouth and 
consumer satisfaction. Finally, it also examines control variables such as gender, age, income, 
and education level. Using Chinese products has an insignificant effect on the given factor of 
consumer satisfaction.  
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