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This paper presents the findings of a study exploring the effects of five service quality 

dimensions - content usefulness, content wasting very little while working or producing 

something, service firm and steady nature/lasting nature/strength, service quality of quickly 

responding to things and provider reliability - relationship between customer happiness from 

meeting a need or reaching a goal, plan/purpose to make electronic instances of buying 

things for money, and proposed in past research. For the analysis, we have used moving 

backwards to guess a number path coefficients of a before now proposed model; the path 

diagram fitting numbers that change/things that change was created. Our findings point 

to/show that customer happiness from meeting a need or reaching a goal has the strongest 

effect on electronic buying-related plan/purpose among Iranian electronic shoppers. The 

path diagram also shows that provider reliability, content usefulness and content 

effectiveness affect electronic buying-related plan/purpose and customer happiness from 

meeting a need or reaching a goal, while service quality of quickly responding to things and 

service firm and steady nature/lasting nature/strength doesn't show significant relation with 

research things that change like test scores because of other things that you control like study 

times. 
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INTRODUCTION 

Companies will not reach their performance expectations unless they can deliver their 

products or services to the market and secure/make sure of that their levels of sales are 

kept/held and experience growth. Almost every commercial company is engaged with selling 

products, services, or even ideas. Expensive marketing does a series of actions to reach goals, 

product quality procedures and other cost using systems are even better reasons to make sure 

that existing customers keep coming back. A returning customer often represents a successful 

interaction with that customer. As a result, companies more and more understand/make 

real/achieve customers as their most important valuable things. Faced with when lots of 

countries communicate and talk with each other of the place where people buy things, more 

fancy or smart customers and the need to deliver to the market faster and producing more 

with less waste companies are starting different attempts to begin something new in order to 

gain customer happiness from meeting a need or reaching a goal and maintain their wanting 

to beat others in contests in the market. A customer's happiness from meeting a need or 

reaching a goal with a previous experience has been suggested to have a strong relationship 

with further instance of buying something for money plans/desires. As a result, companies 

are using many different tools to make their customers more made happy by meeting a need 

or reaching a goal. 

With the fast-growing number of internet users and online shoppers, the customer 

happiness from meeting a need or reaching a goal books found its way from traditional 

shopping studies into the books of electronic retailing. professionals or skilled people use 

their previous knowledge to make happy by meeting a need or reaching a goal their 

customers in the new and demanding virtual surrounding conditions. The logic for many 

actions revolves around the belief that online customers who subscribe to electronic 
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doorways are not much different from traditional customers. While this idea you think is true 

may be somewhat very close to the truth or true number, the change in customers' behavior in 

electronic businesses from traditional stores hints that more to be going on. Past research has 

suggested that people may experience changes in their personality as customers when they 

subscribe to electronic buying things for money (Laroche et al., 2005). Therefore, it can be 

expected that in the internet surrounding conditions customers' expectations change and their 

happiness from meeting a need or reaching a goal depend on different factors. Challenges 

that companies face have extended themselves into the virtual place where people buy things 

as well and almost the same as the usual place where people buy things, electronic the buying 

and selling of goods is slowly recognizing service quality as an important aspect of business. 

Therefore, understanding the factors though which customers figure out the worth, amount, 

or quality of service quality of businesses helps businesses in better investing in processes 

that are most important. As a result, relationship marketing and customer keeping/holding 

onto/remembering have come out as important areas in marketing, since they directly 

influence a company's most important valuable things: its customers. Businesses are well 

aware that their long-term and loyal customers make more frequent instances of buying 

things for money and are less expensive to serve, whereas replacing existing customers with 

new ones can turn out to be very expensive. 

Companies understand that their ability to survive they need to keep/hold their 

customers and try to expand their customer base (Dabholkar et al., 2000). They also 

understand/make real/achieve that accomplishing or gaining with effort this goal will not be 

at reach without happy because of a need that was met or a goal that was reached customers 

(Cronin et al., 2000). Existing research has found a direct link between customer happiness 

from meeting a need or reaching a goal and the level of service quality that is given to them 

by a company (e.g., Bolton & Drew, 1991; Boulding et al., 1993). Because of this, the past 

ten years has seen an increase in attention from professionals or skilled people and people 

who work to find information alike to better understand service quality, its earlier events, and 

results. Higher service quality has been linked to business performance, lower costs, higher 

customer happiness from meeting a need or reaching a goal, and stronger customer loyalty. 

Therefore, understanding voters/parts of service quality and their measurement have been the 

focus of interest (e.g., Joo & Sohn, 2008; Parasuraman et al., 1988; Zeithaml et al., 2002). 
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