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Abstract  

Underpinned by expectancy disconfirmation theory and perceived value theory, this paper 

explores customer satisfaction drivers towards digital therapeutic platforms (i.e., reliability, product 

diversity, and sales promotion). Besides, this paper examines the role of perceived hedonic value in 

three drivers–customer satisfaction relationships. Employing online survey, 416 Saudi customers‘ 

responses were collected. ADANCO-PLS findings indicated that reliability, product diversity, and 

sales promotion directly affect perceived hedonic value. Further, perceived hedonic value was par-

tially mediated in the relationships between customer satisfaction towards therapeutic service-

related digital platforms and its three drivers. This paper contributes to the existing literature on 

digital platforms by providing evidence on how digital platforms that incorporate pleasure, and utili-

tarian dimensions positively influence customers‘ experiences in digital therapeutic services. Our 

findings have valuable implications for platform providers who want to maximize customer in-

volvement and satisfaction. 

Keywords: customer satisfaction, digital platforms, therapeutic services, perceived hedonic 

value, sales promotion 

 

Introduction 

The wellness delivery landscape of Saudi Arabia is altered rapidly due to the increasing digi-

tal media usage for therapeutic purposes (Hassounah et al., 2020). These platforms have become 

more attractive to Saudi citizens and expatriates as part of a broader transformation process in ac-

cordance with Saudi Vision 2030 (AlNemer, 2024), improving access, care quality, and therapeutic 

system efficiency through digitalization. The increasing dependence on digital therapeutic plat-

forms, from mental-health counseling and physical therapy sessions to holistic wellness schemes, 

also represents a significant shift in how care is provided and accessed (Rostami et al., 2025). This 

change caters to the increased need for personalization in more convenient environments (Bhuiyan, 

2024) and solves access problems for conventional therapeutic delivery (Lorscheider et al., 2021). 

Previous discussion on customer satisfaction has been extensively studied in digital service 

domains and e-commerce contexts (Al-Omoush et al., 2022; Mofokeng, 2021; Wu & Dong, 2023; 

Yang et al., 2024). However, few studies have been conducted on digital therapeutic services, show-

ing different drivers of customer satisfaction like perceived ease of use (Carrera et al., 2023) and 

trust in digital platforms (Soleimani, 2022). This paper seeks to fill this crucial gap to explore the 

impact of particular drivers (i.e., reliability, product diversity, and sales promotion) on customer sa-

tisfaction toward digital therapeutic service adoption in the Saudi context. Second, this paper poses 

perceived hedonic value as a mediating effect. Since emotional benefits and experiential pleasure 
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obtained from platform usage are instrumental in forming customer perceptions and satisfaction ef-

fects (Yum & Kim, 2024). 

Our theoretical foundation lies in two theories, namely expectancy disconfirmation theory 

(EDT) and perceived value theory (PVT). According to EDT, the difference between pre-service 

expectations and actual service performance is a key determinant of customer satisfaction (Komba 

& Komba, 2024). Satisfaction occurs when services rendered meet or exceed expectations, and dis-

satisfaction occurs when not (Mofokeng, 2021). Hence, this is critical when digital services are the-

rapeutic, highly reliable, and need professional attention (Rostami et al., 2025). EDT affords a valu-

able perspective for mapping what influences customer satisfaction toward using therapeutic ser-

vice-related digital platforms (Schiebler et al., 2025). For example, if digital platforms continually 

offer reliable services and several therapy options, customers are more likely to feel that their expec-

tations are fulfilled and exceeded (Kitsios et al., 2023). In contrast, PVT provides a more nuanced 

perspective in its focus on customers between perceived benefits of service consumption and its as-

sociated costs (Hu et al., 2025). This theory is the notion of hedonic value, encapsulating emotional 

pleasure and experiential richness that customers experience during service use (Zhang et al., 2024).  

In therapeutic services, such aspects could resemble user-friendly interfaces, compelling 

content, aesthetically pleasant spaces, or compassionate connections with therapists (Soleimani, 

2022). Employing PVT, this paper includes the more subjective and emotional aspects of customer 

satisfaction, which are increasingly significant in digital wellness systems. Based on this theoretical 

groundwork, this paper sets three main goals. The first is to empirically evaluate customer satisfac-

tion drivers of customer satisfaction towards therapeutic digital platforms in the Saudi context. In 

particular, the existing paper examines the impact of platform reliability (i.e., performance/uptime 

and technological reliability), product diversity (i.e., therapeutic service diversity and treatment 

type), and sales promotion (i.e., discount features, special deals, and reward tools dimensions) on 

customer satisfaction. These were chosen because they are relevant to digital platforms‘ pursuit of 

competitive positions in dynamic environments. 

Second, this paper examines the mediating role of perceived hedonic value. Customers might 

have digital therapeutic service platforms upon expectation value and emotional reward pleasure 

(Kemppainen & Paananen, 2024). Via quantifying such a mediating effect, this paper provides a 

deeper understanding of psychological and emotional processes that contribute to customer satisfac-

tion. Third, this paper delivers a holistic framework to understand how integrating functional and 

emotional values shapes satisfaction with therapeutic digital platforms. This dual emphasis reflects 

an integrated view that considers customer experiences‘ utilitarian and hedonic aspects. This ap-

proach is relevant and valuable in the Saudi context, where digital transformation changes are 

changing how digital therapeutic services are delivered and customer expectations (Zhang et al., 

2024). 

As KSA progresses with Vision 2030 objectives, there is an emphasis on therapeutic service 

digitalization with a focus on improving access to therapeutic services and innovation of care deli-

very models (Mani & Goniewicz, 2024). Digital therapeutic service platforms are playing a pivotal 

role in these endeavors (Asif & Fazel, 2024) as digital platforms have the potential to provide scala-

ble solutions to promote mental health among populations, chronic disease management, and overall 

wellness (Kitsios et al., 2023). For these platforms to realize their full potential, it is essential to 

identify what determines customer satisfaction and continued use. The existing paper fills this re-

search gap and evidence-based knowledge. This paper adds to the limited literature studying digital 

therapeutic services in emerging economies. The existing paper also has practical implications for 

digital platform developers and therapeutic practitioners who wish to enhance service design, cus-
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tomer experience, and promotional strategies. For policymakers, this paper delivers evidence-based 

guidelines for maximizing digital therapeutic intervention success. 

Literature review and hypothesis development 

Underpinning theories  

This paper is rooted in EDT and PVT theories as theoretical foundations. According to EDT, 

customer satisfaction is created by the gap between customer expectations and a product or service‘s 

performance (Hallencreutz & Parmler, 2021). This theory holds that when customers perceive that 

their expectations have been exceeded, positive disconfirmation results in satisfaction (Komba & 

Komba, 2024), whereas negative disconfirmation arises when the performance of a product or ser-

vice does not measure up to expectations, leading to dissatisfaction (Schiebler et al., 2025). For ser-

vice-product platforms that are related to therapies, EDT proposes that customers have expectations 

about reliability, product diversity, and sales promotion when they start service processes (Komba & 

Komba, 2024). Their satisfaction will increase if expectations about these attributes are surpassed or 

confirmed (Hallencreutz & Parmler, 2021). This theoretical background allows customers to eva-

luate digital platforms‘ performance according to their expectations and how these are met or ex-

ceeded, increasing customer satisfaction. In contrast, PVT involves the trade-off between perceived 

benefits and perceived service sacrifices (Hu et al., 2025). Customers judge their satisfaction ac-

cording to service benefits is more significant than the costs (i.e., monetary, time, and effort) of ob-

taining it (Kim et al., 2023). For therapeutic services, perceived value is influenced by the functional 

and emotional aspects. 

Product diversity and reliability might be seen as functional benefits that deliver actual value 

to customers (Mehrolia et al., 2021), while sales promotion can increase perceived value by lower-

ing prices or offering extra inducements (Bondarenko & Vyshnivska, 2023). Perceived hedonic val-

ue, which is enjoyment or emotional satisfaction obtained from services, is also an essential factor 

that affects customer evaluation (Calvo-Porral & Otero-Prada, 2021). Therefore, PVT indicates that 

customer satisfaction depends on utilitarian benefits and hedonic values that customers get out of 

platform usage (Akdim et al., 2022). By integrating EDT and PVT, this paper investigates the ef-

fects of reliability, product diversity, and sales promotion on customer satisfaction on therapeutic 

service-related digital platforms. EDT offers a structure to evaluate the degree to which attributes 

have performed about customers‘ expectations (Kitsios et al., 2023), while PVT draws attention to 

the expected trade-off between functional and hedonic benefits in forming satisfaction (Akdim et al., 

2022). The research model (see Figure 1) suggests that perceived hedonic value will mediate the ef-

fects of three drivers (i.e., reliability, product diversity, and sales promotion) on customer satisfac-

tion. 

Customer satisfaction with digital platform experiences 

Customer satisfaction with digital services is increasingly vital as the nation is stepping up 

its digitalization efforts across wellness tourism (Hadjielias et al., 2022; Shoukat et al., 2025). With 

the increasing popularity of digital platforms for therapeutic service delivery, keeping customers sa-

tisfied is key to ongoing care management and retention (Kitsios et al., 2023). In this vein, platform 

reliability, ease of use, product range, and service availability are key drivers of customer expe-

riences (Felix & Rembulan, 2023). With a unique cultural background in KSA, consisting of citizens 

and expatriates who use social media (Yusuf et al., 2021), it is essential to understand key factors 

contributing to customer satisfaction in wishing to offer services that satisfy expectation levels 

(Hadjielias et al., 2022). With the Saudi government focusing on Vision 2030 and technology inno-

vation, digital health platforms should be agile to keep pace with customers‘ quickly changing needs 

(Zaki et al., 2025). Customer satisfaction can be defined as the level to which customer needs have 
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been met or exceeded by digital platforms in terms of performance or experience they expected 

(Ruiz-Alba et al., 2022). Thus, it is essential to understand how functional and emotional aspects of 

digital platforms are interdependent and work to enhance customer experience on these platforms 

(Ramasundaram et al., 2023). 

 

 
Figure 1. Research model 

Source: Author preparation 

 

Perceived hedonic value customer satisfaction with experience 

Perceived hedonic value is the emotional and pleasure-related dimension of services, which 

leads to enjoying and being intrinsically satisfied with services (Ozturk et al., 2023). In digital the-

rapeutic platforms, this value relates to how easy platforms are to use, how entertaining taking part 

in them is, and how much customers feel emotionally connected to interactions with them. Per-

ceived hedonic value is commonly opposed to utilitarian value, which refers to functional and task-

oriented dimensions of services (Barrett et al., 2024). However, utilitarian value pertains to platform 

usability, productivity, and reliability, and perceived hedonic value refers to more subjective, emo-

tional, and experiential forces that produce customer experiences (Ozturk et al., 2023). EDT implies 

satisfaction derives from customer expectations being confirmed or not confirmed (Komba & Kom-

ba, 2024). In digital therapeutic services, customers may develop high reliability, effectiveness, and 

diversity expectations (Kitsios et al., 2023); while emotions they get from platform usage might sig-

nificantly affect customer satisfaction (Hadjielias et al., 2022). When digital therapeutic services are 

unexpectedly emotionally satisfying, customer satisfaction is further facilitated (Ruiz-Alba et al., 

2022). 

Further, PVT explains the benefits and costs that customers exchange for a given product or 

service (Akdim et al., 2022) and incorporates hedonic value by stating that the enjoyment produced 

by such benefits is as critical as utilitarian elements (Hu et al., 2025). PVT indicates that customers 

are more likely to perceive higher values if platforms can provide utilitarian benefits (i.e., usable 
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therapies) and hedonic benefits (i.e., emotional enjoyment or personal pleasure). Nonetheless, he-

donic value has not been studied within EDT and PVT in digital therapeutic service settings. Prior 

studies in digital services have concentrated on functional issues, such as service reliability (Meng et 

al., 2022) and technical performance (Kim & Chung, 2024) with relatively lower attention to cus-

tomer interactions‘ affective and experiential aspects. Although several studies have examined he-

donic value in the e-commerce industry (Huang et al., 2024; Kumar & Ayodeji, 2021), its influence 

on customer satisfaction in therapeutic services within the Saudi context remains marginally ex-

amined. Thus, this gap in understanding how hedonic value influences customer satisfaction toward 

digital therapeutic platforms. Given the increasing importance of the emotional and psychological 

dimensions of customer interactions with wellness services, this paper assumes that: 

 

H1. Perceived hedonic value positively affects customer satisfaction with experience. 

 

Reliability, product diversity, and sales promotion 

Reliability is service uniformity and consistency that operates such that its customers have 

that it will do as and when required (Krupenev et al., 2023). Hence, this includes metrics for availa-

bility, response times, and credibility of therapeutic services. Reliability is one of the main factors as 

a functional satisfaction driver, while emotional satisfaction rests on it in therapeutic service-related 

digital platforms (Shah et al., 2021). As such, high perceived hedonic value in therapeutic digital 

platform experiences is assumed to be influenced by reliability. Underpinned by EDT, reliability 

directly affects customer satisfaction through confirming or disconfirming customer expectations 

(Hien et al., 2024). Digital therapeutic platforms can provide promised service types (Tong et al., 

2022), which help customer satisfaction be fulfilled in terms of service and functional quality (Lavu-

ri et al., 2022). Inversely, when customer expectations are fulfilled, they can feel positive emotions 

that increase overall perceptions of platforms‘ hedonic value (Yum & Kim, 2024). Since customers 

look for practical solutions and services that will make them a good time and create a high emotion-

al value (Hien et al., 2024), this is critical in this context.  

Further, PVT holds that digital service customers evaluate services based on perceived bene-

fit-to-cost ratios and emotional and experiential components (Hu et al., 2025). Reliability increases 

perceived hedonic values by helping customers feel safe and secure (Lavuri et al., 2022). When plat-

forms always work as customers should, they can interact with services without concern. This emo-

tion satisfaction is a vital part of the pursuit of hedonic value (Yum & Kim, 2024). For example, it 

is more comfortable for customers to use trustworthy platforms, and their experiences and emotional 

fulfillment are improved (Tong et al., 2022). Yet, the influence of reliability on perceived hedonic 

value in therapeutic services has been under-researched in previous studies (Tsiotsou & Boukis, 

2022). Recent studies have investigated the pivotal role of reliability on functional satisfaction (Elias 

& Lubua, 2024; Paulisso et al., 2021), but emotional and pleasure-driven hedonic values are under-

explored. Little research has been conducted in digital service contexts, focusing on customer satis-

faction (Bankuoru Egala et al., 2021; Demirel, 2022) without addressing unique emotional compo-

nents and therapeutic service-related value-creating mechanisms. Therefore, this paper proposes 

that: 

 

H2. Reliability positively affects perceived hedonic value. 

 

Product diversity, which is the extent of variety and the number of services or offerings, is 

one of the crucial drivers of customer satisfaction in digital platforms (Ding et al., 2023). Regarding 
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therapeutic service-oriented digital platforms, product diversity corresponds to therapeutic service 

diversity platforms offers (Chaulagain, 2024), including alternative treatment methods (e.g., mental 

health counseling, physical therapy, wellness), session types (e.g., virtual consultations, self-guided 

programs, live workshops), and service versions (e.g., scheduled or on-demand offline). As such, we 

assume that product diversity may positively affect perceived hedonic value toward digital therapeu-

tic services. In other words, the more diverse offerings those emotional and experiential satisfaction 

customers obtain when they engage with digital therapeutic platforms (Kitsios et al., 2023). As 

represented by PVT, perceived hedonic value highlights that the effective use of products is of prac-

tical value, and much appreciation is generated by emotional experiences (Ponsignon et al., 2024). 

For therapeutic services, hedonic value may also be a result that comes from taking pleasure 

in using the range of available services and having choice freedom. This broad range of options 

gives customers a sense of empowerment, which makes them more satisfied, and attends to a larger 

spectrum of emotional or personal wellness wants (Chan, 2024). Yet, product diversity‘s impact on 

perceived hedonic value has been ignored in the existing literature in therapeutic service settings 

(Chaulagain, 2024). Existing research on product diversity in e-commerce or digital services has 

been broad (Ding et al., 2023; Dong et al., 2025) and has not focused on the particular emotional 

dimensions of therapeutic services. There is little research about the effects of product diversity on 

other domains like customer decision-making (Dong et al., 2024) and digital personalization 

(McKee et al., 2024). However, the direct linkage between product diversity and perceived hedonic 

value in the digital therapeutic service context is less explored. Therefore, this paper proposes that: 

 

H3. Product diversity positively affects perceived hedonic value. 

 

Sales promotion refers to short-term discounts or offers to encourage quick responses for 

purchasing (Mandolfo et al., 2022). It is a key driver in creating customer experiences of digital ser-

vice platforms (Kadiri, 2024). Within the digital service market, sales promotion offers may include 

discounts, loyalty programs, and time-limited promotions to increase services‘ perceived appeal 

(Liang & Lin, 2023). In this paper, we assume that sales promotion may affect service performance 

aspects of digital platform usage and enhance the emotional or pleasure aspect of service expe-

riences that underlies perceived hedonic value. In digital therapeutic platforms, this can include cus-

tomer feelings of relaxation, pleasure, or well-being based on their interaction (e.g., nature of con-

tent interaction, perceived quality of therapeutic interaction, or overall experience) (Ruiz-Alba et al., 

2022). For example, coupons or promotions may enhance experience values and cause customers to 

be more rewarded and emotionally satisfied. 

Although prior research has noted that sales promotion has a positive effect on customer sa-

tisfaction and loyalty to digital services (Cahaya et al., 2023; Kaveh et al., 2021; Urošević & Dukić, 

2024), little research is known about this relationship between customer satisfaction toward thera-

peutic services and its drivers via mediating roles (Suhail & Srinivasulu, 2021). Most conceptualiza-

tions in the existing literature have limited their interest to the functional effects of sales promotion 

on either customer acquisition or service usage rates (e.g., the utilitarian value of getting a discount). 

Little research was studied about the extent to which such promotions can augment emotional and 

hedonic features of customer experiences in digital therapeutic settings (Sestino et al., 2023). From 

EDT and PVT standpoints, this gap is striking. EDT pointed out that satisfaction is a match or ab-

sence of a gap between customer performance and expectations (Eren, 2021).  

Sales promotion may have effects on customer expectations by increasing perceived values 

of services and increasing service satisfaction (Liang & Lin, 2023). Yet, previous literature has not 
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investigated how sales promotion as external stimuli affect emotional satisfaction or hedonic expe-

riences. PVT also pointed out that perceived value is a tradeoff between functional and hedonic ben-

efits (Ruiz-Alba et al., 2022), yet how hedonic dimensions of service use vary with promotional ac-

tivities is scarcely studied in the digital therapeutic platform context (Sestino et al., 2023). Combin-

ing EDT and PVT, this paper will provide a better understanding of promotional activities in satis-

faction emotions and pleasure of digital therapeutic service experiences. Therefore, this paper pre-

sumes that: 

 

H4. Sales promotion positively affects perceived hedonic value. 

 

Rooted in EDT, customer satisfaction is the level to which service performance does or does 

not exceed customer expectations (Eren, 2021). EDT is more concerned with platform performance 

functionality (e.g., platform reliability and quality) (Komba & Komba, 2024). Although it provides 

critical knowledge of customer satisfaction drivers, emotion and experience-related needs are highly 

relevant for digital services not covered by EDT. PVT fills this gap, which enhances traditional sa-

tisfaction models by including emotional and hedonic aspects of customer experiences (Ponsignon 

et al., 2024). Hedonic value is the pleasure customers feel while using services, which can be related 

(e.g., ease of use, aesthetics, or emotional value) (Yuan et al., 2022). For digital therapeutic plat-

forms, the factors contributing to customers‘ usage may include platform reliability and emotional 

pleasure and satisfaction during actual experiences (Ruiz-Alba et al., 2022). Hence, this affective 

factor may be a mediator effect between customer satisfaction and its drivers.  

Previous literature has mainly investigated the direct linkages among platform reliability, 

product diversity, sales promotion, and customer satisfaction (Azhari et al., 2023; Kaveh et al., 

2021), underestimating the indirect effect of perceived hedonic value. For example, reliability has 

been associated with increased customer satisfaction through expectations (Balinado et al., 2021). 

However, limited efforts have been made to investigate how customer enjoyment or pleasure expe-

rienced in using digital therapeutic services may impact their satisfaction (Kemppainen & Paananen, 

2024; Kitsios et al., 2023). Moreover, previous studies concerning product diversity and sales pro-

motion pay little attention to their indirect influences on customer satisfaction through the mediation 

effect of hedonic value (Chan, 2024; Madhu et al., 2023). Accordingly, perceived hedonic value 

serves as a mediating mechanism that will helps this paper to connect the functional and emotional 

components of customer satisfaction grounded in EDT and PVT. Thus, this provides a broader pers-

pective of customer experiences in digital therapeutic platforms. Hence, this paper posits that: 

 

H5. Perceived hedonic value mediates the nexus between customer satisfaction with expe-

rience and a) reliability, b) product diversity, and c) sales promotion. 

 

Materials and Methods 

Research rationale and instruments 

Our research rationale is to manage the increasing significance of therapeutic intervention 

delivery via digital platforms in the Saudi context. Given the rapid evolution of digital technology 

and online therapeutic service provider accumulation (Asif & Fazel, 2024), customer satisfaction 

with online wellness services has become critical. Digital therapeutic service platforms are becom-

ing a key part of the Saudi healthcare ecosystem (Alghamdi et al., 2021) as the government pro-

motes digital transformation within the healthcare industry as part of Vision 2030 (Mani & Gonie-

wicz, 2024). The importance of driving customer satisfaction is justified, which was little studied 
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when placed into context with digital therapeutic services (Kitsios et al., 2023; Mainardes & Freitas, 

2023). Our sampling frame was chosen as Saudi citizen and expatriate representatives, who are the 

major individuals who use digital therapeutic service platforms. This finding recognizes the diverse 

nature of the Saudi market, with citizens and expatriates possibly having diverse cultural and eco-

nomic backgrounds (Dousin & Sulong, 2022). 

Our research design adopts a structured quantitative approach to investigate customer satis-

faction drivers toward therapeutic service-related digital platforms in the Saudi context. Based on 

the cross-sectional design, this paper examines the links among reliability, range of products, sales 

promotion, and perceived hedonic value as mediating customer satisfaction. Respondents were pur-

posive sampling among those who had experience using digital platforms related to therapeutic ser-

vices. To verify content validity and instrument reliability, pretest and reverse-translated question-

naires were used, which minimized potential language and interpretation biases. To determine con-

tent validity, a small sample of 62 potential‎ customers participated in the pretest via Google Form 

before undertaking the final questionnaire. The pretest's purpose was to test item clarity, relevance, 

and appropriateness in construct measurement. Results indicated that sales promotion item ambigui-

ties (i.e., SPR2 and SPR3) should improve clarity and consistency. Hence, respondent feedback was 

taken into consideration. Before performing pretest, the reverse-translation approach was employed 

to secure linguistic validity and take into account respondents from different cultures and language 

groups. 

The questionnaire was developed in English and translated into Arabic, Urdu, and Bengalese 

by three bilingual experts and independently back-translated into English by three bilingual experts. 

They expressed the terminology simplicity used in each item and edited some items that had spelling 

errors (e.g., PRD4, PHV3, CSE1, RLB4, and RLB5). Through pretest and reverse translation find-

ings, instrument measurement increased its measures‘ validity, decreasing the chance of misinterpre-

tation and the accurate grasp of concepts about main variables (Lim, 2024). All measurement items 

(see Appendix A) were adapted from relevant studies in the social commerce literature. To gauge 

sales promotion, three items were modified from Sohn and Kim (2020). Six items were employed to 

assess reliability, while product diversity was measured using four items derived from Choi and Kim 

(2018). Three items were employed to reckon perceived hedonic value created from Wang et al. 

(2019). 

To measure customer satisfaction with experience, three items were adapted and modified 

from Qin et al. (2021). A seven-point Likert scale was employed as a suitable option to answer the 

questionnaire items, with its indicators ranging from strongly disagree = 1 to strongly agree = 7. We 

included customer type and educational level as control variables in our model and examined the 

impact of these variables on customer satisfaction with experiences. Customer type (citizen vs. ex-

patriate) may shape emotional expectations and preferences for therapeutic service platforms, which 

could relate to differences in customer satisfaction (Helkkula et al., 2023). Educational level, as a 

measure of cognitive capability, could also affect customer experiences toward digital service plat-

forms (Zhao & Wang, 2021). 

Data collection process 

Data was gathered in the present study using a Google Form survey over 50 days in Decem-

ber 2024-February 2025. The sample was distributed to citizens and expatriates in Saudi Arabia to 

obtain a broad representation and a fair overview of customer satisfaction with therapeutic services 

on digital platforms. Saudi digital platforms used by respondents were Cura, Clinicy, Labayh, Altib-

bi, and Sanar. This survey was widely disseminated through online platforms. The survey content 

included screening questions, including whether the platforms used were related to therapeutic ser-
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vices, not medical services, with mention of the platform name used. During the data collection pe-

riod, 800 sample questionnaires were distributed. We obtained 428 valid questionnaires, a response 

rate of 53.5%. The research team followed the survey progress regularly and provided reminders to 

increase response rates by employing a data collection company in KSA. Data sample obtained from 

428 customers was enough to run a vigorous statistical analysis. Respondents were also sample di-

versity, which supported the findings‘ generalizability to a sample of Saudi and non-Saudi custom-

ers.  

With data collection and an acceptable response rate, this survey‘s results are reliable and va-

lid. After data sorting, 12 responses were excluded because of the presence of outliers by more than 

10%. Thus, the final sample size was 416 valid responses. Furthermore, anonymity and confidential-

ity of participant responses were adopted to obtain the most accurate responses. As such, the exist-

ing paper managed to reduce the effect of social desirability bias and report respondents‘ actual res-

ponses and behaviors. The sample size was sufficient using G*Power analysis, a statistical applica-

tion that assists probe minders in estimating their ideal sample size needed to detect size effect (Gin-

er-Sorolla et al., 2024). In this paper, a power analysis was performed to calculate the sample size 

required for accurate results, which exceed 80% (power = 0.965583). 

Common method bias (CMB) 

Various statistical methods are utilized in this paper to minimize CMB issues. Variance in-

flation factor (VIF) is one critical technique that is employed for checking multicollinearity between 

independent variables in a regression model (Kyriazos & Poga, 2023). If VIF values are high (above 

3.3), multicollinearity is problematic and can act as a sign of CMB when variables are taken from 

the same source (Kock, 2025). In this paper, VIF values for predictor variables included in the mod-

el were computed. Hence, none of the VIF values was higher than the 3.3 threshold. Likewise, this 

paper included a marker-correlation test (MCT), another way to handle CMB (Shoukat et al., 2025). 

MCT is a non-mediated criterion variable that is theoretically unrelated to interest constructs (Khan 

et al., 2025). In this paper, results did not yield any significant correlations between the model with 

and without MCT. Hence, this supports dataset robustness and adds weight to the assertion that 

CMB is not a major concern (Kock, 2025). 

Analytical strategy 

Partial least square structural equation modeling (PLS-SEM) is a multivariate statistical 

technique, which is used to analyze complex relationships between latent variables (Hair & Alamer, 

2022). PLS-SEM also permits to have a comprehensive view of the measurement and structural 

models (Guenther et al., 2023; Kono & Sato, 2023). Further, PLS-SEM can be used with non-

normally distributed data and sample sizes between 100-5,000 instances (Sarstedt et al., 2022). The 

choice of ADANCO-PLS allows for a test of direct and indirect relationships among variables and 

emphasizes model goodness-of-fit (Shoukat et al., 2025). ADANCO-PLS is suitable for assessing 

mediation effects (Tan et al., 2025) since perceived hedonic value mediates the association between 

customer satisfaction with digital therapeutic platforms and its drivers. 

 

Results 

Respondent profile 

Appendix B highlights respondent profiles, showing that 59.9% were female. Regarding 

ages, 39.9% of respondents have 25 to below 35 years, followed by 34.6% have 35 to below 45 

years. Besides, most respondents (54.6%) have a bachelor‘s degree, followed by 25% who have 

high school. Moreover, 54.1% of customers were Saudi citizens, while 45.9% were expatriates. Re-

garding non-Saudi customers, 15.7% were Egyptians, followed by 14.7% were Pakistanis. 
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Outer model estimation 

Convergent validity refers to the extent to which the items measure saturation to constructs 

that are relevant to them (Hair et al., 2020). First, item reliability and total scores were evaluated 

with Cronbach‘s alpha coefficient above 0.70 (Guenther et al., 2023). Second, Hair et al. (2020) 

used item loadings that depended on indicators that were estimated, which would mean items being 

over 0.708 for each item. Third, Hair et al. (2020) suggested measuring the internal consistency of 

each indicator by using composite reliability (CR), which should exceed 0.70. To establish how 

much of each indicator variation is explained by remaining statistical indicators (Hair & Alamer, 

2022) that refers to average variance extracted (AVE). In this case, AVE values must exceed 50% of 

the overall variation. According to Table 1 results, AVE values of independent constructs were 

greater than 0.50, Cronbach‘s alpha values and composite reliability values were higher than 0.70 

(Sarstedt et al., 2022). 

Further, factor loadings were greater than 0.708 (see Figure 2 and Table 1), indicating a ro-

bust convergent validity (Guenther et al., 2023). Next, discriminant validity is another approach for 

examining the outer model. Hence, this demonstrates the extent to which a construct differs concep-

tually and statistically from other concepts that are incorporated into one conceptual domain (Hair & 

Alamer, 2022). In PLS-SEM, discriminant validity is assessed via the heterotrait-monotrait (HTMT) 

ratio (Rasoolimanesh, 2022), which reveals the correlation between constructs; if the ratio is less 

than 0.85; they are different constructs (Sarstedt et al., 2022). Table 2 results confirmed that HTMT 

values were less than 0.85, implying the discriminant validity was robust (Rasoolimanesh, 2022). 

 

Table 1. Construct reliability and validity 

Constructs  Codes Factor 

loadings 

CR Alpha AVE 

Sales promotion SPR1 0.895 0.890 0.887 0.726 

SPR2 0.819 

SPR3 0.840 

Reliability RLB1 0.903 0.931 0.929 0.684 

RLB2 0.751 

RLB3 0.860 

RLB4 0.851 

RLB5 0.768 

RLB6 0.818 

Product diversity PRD1 0.876 0.907 0.905 0.703 

PRD2 0.799 

PRD3 0.894 

PRD4 0.779 

Perceived hedonic value PHV1 0.812 0.841 0.838 0.635 

PHV2 0.747 

PHV3 0.829 

Customer satisfaction with ex-

perience 

CSE1 0.871 0.869 0.865 0.686 

CSE2 0.794 

CSE3 0.816 

Source: Author preparation 
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Table 2. Discriminant validity (HTMT) 

         Constructs  1 2 3 4 5 6 7 

1 Sales promotion        

2 Reliability 0

.182       

3 Product diversity 0

.306 

0

.299      

4 Perceived hedonic value 0

.530 

0

.406 

0

.579     

5 Customer satisfaction with experience 0

.384 

0

.485 

0

.466 

0

.633    

6 

Educational level 

0

.072 

0

.058 

0

.054 

0

.021 

0

.046   

7 

Customer type 

0

.134 

0

.109 

0

.005 

0

.167 

0

.042 

0

.077  

Source: Author preparation 

 

Inner model estimation 

After evaluating the outer model, the next step was to evaluate the inner model using deter-

mination coefficient (R
2
), standardized root mean square residual (SRMR), effect sizes (f

2
), and path 

testing. First, R
2
 is tested by how much variance in the dependent construct is accounted for by in-

dependent constructs (Hair & Alamer, 2022). Findings revealed (see Figure 2 and Table 3) that 

70.7% of the variance in perceived hedonic value and 40.6% of variance in customer satisfaction 

with experiences. These results indicate the model‘s strong explanatory power. Second, SRMR is 

the average absolute discrepancy between observed and predicted correlations where values ≤ 0.08 

reflect a good model fit (Pavlov et al., 2021). Results proved that the SRMR value was 0.068, which 

is less than the permit threshold, indicating the model has an acceptable fit. Third, f
2
 represents the 

extent of an independent construct in predicting a dependent one (Hair et al., 2020). Results con-

firmed (see Table 3) that f
2
 values ranged between 0.118 and 0.770, implying direct paths‘ effect 

sizes ranged from moderate to strong (Khalilzadeh & Tasci, 2017). 

Next, direct paths were tested using t-values (> 1.96), beta values, and statistical significance 

(< 0.05) values. According to Table 3 and Figure 2, education level (β = ‐0.028, t = 0.586, p > 0.05) 

and customer type (β = 0.063, t = 1.427, p > 0.05) did not significantly affect customer satisfaction 

with digital therapeutic platform experiences. Yet, perceived hedonic value positively affected cus-

tomer satisfaction with experience (β = 0.643, t = 12.940, p < 0.001), supporting H1. Likewise, per-

ceived hedonic value was positively affected by reliability (β = 0.591, t = 11.307, p < 0.001), prod-

uct diversity (β = 0.196, t = 4.160, p < 0.001), and sales promotion (β = 0.338, t = 6.623, p < 0.001). 

Thereby, hypotheses H2-H4 were supported. 

Lastly, indirect paths were evaluated by employing perceived hedonic value as a mediating 

variable using confidence interval (CI) values (Guenther et al., 2023). As such, findings (see Table 

3) showed that reliability positively affected customer satisfaction with the experience through per-

ceived hedonic value (β = 0.380, t = 9.070, p < 0.001, CI = 0.275; 0.464), supporting H5a. Likewise, 

product diversity positively affected customer satisfaction with the experience through perceived 

hedonic value (β = 0.126, t = 3.691, p < 0.01, CI = 0.038; 0.199), supporting H5b. Further, sales 

promotion positively affected customer satisfaction with the experience through perceived hedonic 
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value (β = 0.217, t = 5.716, p < 0.001, CI = 0.124; 0.300), supporting H5c. These results confirmed 

that perceived hedonic value partially mediated customer satisfaction with digital therapeutic service 

platform experiences and its three drivers (reliability, product diversity, and sales promotion). 

 

Table 3. Structural model assessment 

H Structural paths β t-

value 

p-

value 

f
2
 Decision 

Control variables’ effects 

 Educational level → Customer 

satisfaction with experience 

-0.028 0.586 0.558 0.001 Not sup-

ported 

Customer type → Customer satis-

faction with experience 

0.063 1.427 0.154 0.006 Not sup-

ported 

Direct effects 

H1 Perceived hedonic value → Cus-

tomer satisfaction with expe-

rience 

0.643
***

 12.940 0.000 0.676 Supported 

H2 Reliability → Perceived hedonic 

value 

0.591
***

 11.307 0.000 0.770 Supported 

H3 Product diversity → Perceived 

hedonic value 

0.196
***

 4.160 0.000 0.118 Supported 

H4 Sales promotion → Perceived 

hedonic value 

0.338
***

 6.623 0.000 0.329 Supported 

Indirect effects 

H Structural paths β t-

value 

p-

value 

97.5% CI Decision 

H5a Reliability → Perceived hedonic 

value → Customer satisfaction 

with experience 

0.380
***

 9.070 0.000 0.275 0.464 Supported 

H5b Product diversity → Perceived 

hedonic value → Customer satis-

faction with experience 

0.126
**

 3.691 0.006 0.038 0.199 Supported 

H5c Sales promotion → Perceived 

hedonic value → Customer satis-

faction with experience 

0.217
***

 5.716 0.000 0.124 0.300 Supported 

Quality indicators 

R
2 

for Perceived hedonic value 0.707 R
2 

for Customer satisfaction 

with experience 

0.406 

SRMR 0.068  

 

Note: 2-tailed test; 
***

p < 0.001 

Source: Author preparation 
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Figure 2. Structural model findings 

Source: Author preparation 

 

 

Discussion 

General discussion  

The study's conclusions considerably advance our knowledge of customer satisfaction in dig-

ital therapeutic platforms, especially in the context of Saudi Arabia.  Based on Perceived Value 

Theory (PVT) and Expectation Disconfirmation Theory (EDT), the study demonstrates that sales 

promotion, product diversity, and dependability all directly increase perceived hedonic value, which 

in turn raises customer satisfaction.  Furthermore, the relationship between the three service qualities 

and customer satisfaction is considerably mediated by perceived hedonic value, highlighting its cru-

cial role in creating favourable user experiences. 

Perceived hedonic value and customer satisfaction are strongly correlated, which supports 

earlier claims that the emotional and experience aspects of digital platforms are just as significant as 

the functional ones (Ozturk et al., 2023; Hadjielias et al., 2022).  In Saudi Arabia, where wellness 

and digital health platforms are becoming more popular under Vision 2030, this conclusion is very 

pertinent.  Consumers in this area are looking for more engaging and emotionally enlightening expe-

riences in addition to successful therapeutic results.  The importance of PVT in this situation is con-

firmed by the substantial mediating impact of perceived hedonic value, which emphasises that the 

benefits of digital therapeutic platforms go beyond practical ones (Akdim et al., 2022). 

In line with EDT's claim that positive disconfirmation and satisfaction follow expectation 

confirmation, reliability was found to be a significant predictor of perceived hedonic value and satis-

faction (Komba & Komba, 2024; Hallencreutz & Parmler, 2021).  PVT's hedonic dimension is fur-

ther supported by the emotional comfort and trust that come from dependable service delivery (La-

vuri et al., 2022; Yum & Kim, 2024).  Reliable service environments give customers psychological 

safety, which improves emotional satisfaction and usage retention in Saudi Arabia, where digital 

literacy differs among demographic groups. 
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Product diversity was also found to have a significant impact on perceived hedonic value, 

confirming the idea that variety empowers customers by providing a sense of autonomy and person-

al fit (Chan, 2024; Chaulagain, 2024).  This is consistent with Saudi Arabia's distinct socio-cultural 

setting, in which healthcare preferences vary between expatriates and nationals.  Offering a diverse 

range of therapeutic services enables platforms to cater to this diversity, hence strengthening users' 

emotional relationships with the platform. 

Although it has traditionally been seen as a utilitarian driver, sales promotions have shown a 

strong impact on hedonic value, indicating that relevant and timely promotions can produce excite-

ment, joy, and emotional fulfilment (Mandolfo et al., 2022; Suhail & Srinivasulu, 2021).  By show-

ing how promotional cues can simultaneously increase both functional and emotional value, this re-

search broadens the applicability of PVT.  Well-designed promotions may have two functions for 

Saudi consumers, where gamified promos and digital offers are becoming more prevalent: they can 

save costs while also strengthening the platform's emotional resonance. 

The combined framework of EDT and PVT is supported by the mediation impact of per-

ceived hedonic value across all three drivers (reliability, product diversity, and sales promotion).  

Although expectation confirmation and disconfirmation are captured by EDT (Schiebler et al., 

2025), long-term customer satisfaction is ultimately explained by affective satisfaction, which is 

embodied by hedonic value.  This is consistent with the dual-process approach of satisfaction, which 

holds that the total customer experience is influenced by both emotional experiences (such pleasure 

and enjoyment) and cognitive assessments (like service dependability) (Barrett et al., 2024; Yuan et 

al., 2022). 

Unexpectedly, the control variable (i.e., educational level and customer type) did not show 

significant effects, indicating that emotional and service-related experiences rather than demograph-

ic segmentation may have a more universal impact on satisfaction with digital therapeutic platforms 

in Saudi Arabia.  This is a significant discovery, particularly considering the Kingdom's socioeco-

nomic variety and the ways in which locals and foreigners engage with its healthcare services (Yu-

suf et al., 2021).  These controls' insignificance may point to a levelling effect of digitalisation in 

healthcare expectations and access, where user experience surpasses conventional demographic dif-

ferences. 

In conclusion, incorporating EDT and PVT into digital therapy platforms deepens our under-

standing of customer satisfaction and confirms the significance of hedonic value as a mediating me-

chanism.  The study reaffirms that to maintain long-term satisfaction and loyalty, digital therapy 

platforms must engage users emotionally in addition to being clinically beneficial. Practically speak-

ing, Saudi Arabian providers of digital health platforms ought to put an emphasis on platform de-

pendability and broaden their range of services to accommodate a variety of medical requirements 

while incorporating pleasurable, emotionally impactful user experiences.   

Theoretical implications 

Our theoretical contributions are rooted in two well-established theories, EDT and PVT, to 

investigate customer satisfaction drivers in the digital therapeutic service context. EDT suggests that 

satisfaction is directly related to the extent to which pre-purchase expectations are exceeded or dis-

confirmed (Komba & Komba, 2024). For digital therapeutics platforms, it is feasible for their cus-

tomers to have specific references about the kinds and number of services provided and promotional 

offers that can determine their satisfaction (Rostami et al., 2025). This paper proposes that when 

these anticipations are matched or surpassed–platform reliability, product diversity, and sales pro-

motion–customers experience positive disconfirmation, eliciting satisfaction differentials. This 

theoretical perspective highlights the pivotal roles of these drivers in shaping customer satisfaction, 
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which is consistent with the emphasis on expectation and post-purchase appraisal (Schiebler et al., 

2025). 

PVT is also prominent in our theoretical background. According to this theory, customers 

consider the total costs and benefits of decision-making (Hu et al., 2025). Considering therapeutic 

service platforms, perceived hedonic value serves as a critical mediating variable, influencing cus-

tomer satisfaction due to an emotional and experimental dimension to the functional benefits of digi-

tal platforms. This paper indicates that reliability and product diversity are utilitarian measures, 

while believed hedonic value (i.e., enjoyment, pleasure, or emotional fulfillment in platform usage) 

can substantially increase customers and perceived values. This mediating effect of perceived he-

donic value suggests a comprehensive view of customer satisfaction, in which utilitarian and emo-

tional dimensions jointly influence overall experiences. 

Integrating EDT and PVT, this expanded framework provides a more detailed insight into 

customer satisfaction toward digital therapeutic services. The existing paper suggests that customer 

satisfaction is a rational feature and is subject to hedonic value. This theoretical integration has im-

plications for digital platform providers, highlighting the need for a two-sided approach (e.g., ensur-

ing that expectations about reliability and product diversity are met and creating emotionally satisfy-

ing experiences). Through this dual paradigm, the existing paper makes a valuable theoretical con-

tribution by providing an integrative model of customer satisfaction that includes rational and emo-

tional aspects of service encounters. This conceptual contribution is critical in the fast-emergent dig-

ital therapeutic service context. Hence, utilitarian and hedonic aspects of customer satisfaction carry 

an increasingly central role in customer loyalty and engagement. 

Practical implications 

This paper has valuable implications for digital wellness practitioners regarding customer sa-

tisfaction drivers toward therapeutic service-related digital platforms. This empirical evidence sup-

ports the idea that three cues (e.g., reliability, product diversity, and sales promotion) are operating 

on customer satisfaction. For managers, this translates into recognition that customers are motivated 

by the instrumental benefits that platforms offer and relatively emotionally satisfied by interactions 

in the platforms. The problem is to develop efficient and reliable experiences that are also interest-

ing, fun, and emotional experiences. Reliability continues to be an essential cue to ensure digital the-

rapeutic platforms can satisfy customer needs. Hence, businesses should provide value-added due to 

consistent service quality. A stable marketplace where customers can count on access to therapy will 

foster trust, which is critical for customer retention. 

In therapeutic services, businesses must address customer needs, from mental counseling to 

wellness coaching to fitness and holistic treatments. Hence, this leads to digital therapeutic plat-

forms that provide guided meditations, sleep stories, breathing programs, and therapeutic music, 

which is a testament to the impact of product diversity. By constantly testing and adding services to 

satisfy customer desires, businesses can develop platforms that are more inclusive to customer types 

and make them fulfill their wants and needs. For managers, providing product diversity would in-

volve examining what customers are adjusting offers to match existing demand. Further, promo tac-

tics (e.g., discounts, loyalty programs, or discounted service bundles) can lead to customers believ-

ing they are getting more bang for their buck. For example, digital platforms could provide a 30-day 

free trial and allow for discounts for annual subscriptions to keep customers interacting with prod-

ucts over a long period. Promotions drive new customers and increase perceived hedonic value for 

their satisfaction. Managers face the trade-off of giving appealing deals while preserving service 

quality. It might be counterproductive for platforms to rely too heavily on discounts or advertising in 

such a niche industry or hurt its perceived value when calling premium therapeutic services. 
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Further, this paper offers practical implications for managers to manage digital therapeutic 

platforms that evolve to match high expectations considering tech-savvy customer base diversity. By 

paying attention to the functional and emotional views of customer experiences, businesses can re-

spond to customer needs more effectively and increase customer satisfaction in the digital therapeu-

tic domain. The emphasis on customer experiences, emotional fulfillment, and engagement can in-

crease customer satisfaction and churn. Lastly, hedonic values should be built into digital therapeu-

tic platform development strategies to ensure customer experiences. Managers should try to achieve 

a sufficient balance between service reliability and emotional service to increase customer satisfac-

tion. Providing a good range of services (e.g., high-max, rent battle items, good-quality sales, fun to 

use) will increase customer value. 

Limitations and future studies  

This study has some limitations despite its contributions.  First, the results are based on self-

reported data, which could be skewed by individual perceptions or social desirability bias.  Although 

this method is frequently used in satisfaction studies, it could be advantageous for future research to 

triangulate results by including usage or behavioural data (such as clickstream or retention rates).  

Second, the study is Saudi Arabia-specific, which restricts the findings' applicability to other geo-

graphical or cultural contexts.  Even though the healthcare market in Saudi Arabia is active and fast 

digitizing, more studies are required to test the model in other nations, especially those with various 

levels of digital maturity and healthcare legislation. Third, while the study integrated EDT and PVT, 

it focused solely on hedonic value as the emotional mediator. Future studies could explore other af-

fective constructs such as trust, perceived enjoyment, or psychological empowerment to enrich un-

derstanding of user-platform interactions. 

Moreover, the control variables, educational level and customer type, did not yield signifi-

cant effects in this study. Future research could employ qualitative or mixed method approaches to 

uncover latent demographic or psychographic factors that may influence digital health experiences 

but are not captured through standard survey measures. Lastly, longitudinal studies are encouraged 

to examine how customer satisfaction evolves over time with prolonged platform use. Since digital 

therapeutic engagement often involves ongoing participation, temporal dynamics could offer richer 

insights into loyalty and health outcomes. 

 

Conclusion 

This study aimed to investigate how reliability, product diversity, and sales promotions af-

fect consumer satisfaction with digital therapeutic platforms, as well as the mediating function of 

perceived hedonic value.  Based on expectancy disconfirmation theory and perceived value theory, 

this study adds to our understanding of how utilitarian and hedonic characteristics interact to create 

consumer evaluations in a fast-developing segment of digital health services.  The findings, based 

on responses from 416 customers in Saudi Arabia, show that reliability, product diversity, and sales 

promotions not only have a direct impact on satisfaction, but also significantly increase perceived 

hedonic value, which partially mediates the relationship between service drivers and user satisfac-

tion. 

Overall, this study provides strong evidence that digital therapy platforms must be developed 

to engage users' minds and emotions. Reliability and service diversity are important, but incorporat-

ing hedonic value is what ultimately distinguishes platforms and keeps users satisfied. As the global 

healthcare ecosystem becomes increasingly digitalised, understanding this interplay will be critical 

to building platforms that produce not only good therapeutic outcomes but also meaningful and de-

lightful user experiences. 
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Appendix A. Measurement items 

Constructs Codes Items 

Sales pro-

motion 

SPR1 I feel like enjoying when I see therapeutic service prices on telemedicine-

related digital platforms. 

SPR2 I think positively about therapeutic service prices on telemedicine-related 

digital platforms. 

SPR3 I have experience in enjoying therapeutic service prices on telemedicine-

related digital platforms. 

Reliability RLB1 I rely on therapeutic services provided to me by telemedicine-related digital 

platforms. 

RLB2 I rely on wellness information provided by telemedicine-related digital 

platforms. 

RLB3 In general, I rely on telemedicine-related digital platforms. 

RLB4 I rely on the therapeutic service information provided by telemedicine-

related digital platforms I use. 

RLB5 I think that the telemedicine-related digital platforms I purchase are relia-

ble. 

RLB6 Telemedicine-related digital platforms are reliable. 

Product 

diversity 

When I use telemedicine-related digital platforms, __________ 

PRD1 I found a variety of therapeutic product items. 

PRD2 I found regular updates for therapeutic products. 

PRD3 I found various therapeutic product groups. 

PRD4 I found various price ranges for therapeutic products. 

Perceived 

hedonic 

value 

Using telemedicine-related digital platforms __________ 

PHV1 Are one that I would enjoy for therapeutic services. 

PHV2 Are one that I would feel interesting for therapeutic services. 

PHV3 Would give me pleasure for therapeutic services. 

Customer 

satisfaction 

with expe-

rience 

Regarding therapeutic services, ____________ 

CSE1 I am satisfied with using telemedicine-related digital platforms. 

CSE2 I am not complaining about using telemedicine-related digital platforms. 

CSE3 Telemedicine-related digital platforms fulfill my demand. 

Source: Author preparation 

 

Appendix B. Respondent profile (n = 416) 

Demographics Frequency % 

Gender 

Male 167 40.1 

Female 249 59.9 

Age-wise (years) 

Below 25  80 19.2 

25 to less than 35 166 39.9 

35 to less than 45 144 34.6 

45 and more 26 6.3 

Education level 
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PhD/MSc 85 20.4 

Bachelor 227 54.6 

High school 104 25 

Customer type 

Citizen  225 54.1 

Expatriate 191 45.9 

If you are expatriate? What is your country? 

Bangladesh 21 11 

India 20 10.5 

Pakistan 28 14.7 

Yemen 19 9.9 

Egypt 30 15.7 

Sudan 25 13.1 

Syria 22 11.5 

Jordan 26 13.6 

Source: Author preparation 
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