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Abstract  

A satisfactory customer experience is necessary for the e-government's success globally and captures the 

attention of recent researchers and policymakers. Thus, the present study investigates the impact of 

customer experiences such as customer satisfaction, customer comfort, and customer usability on e-

government success in Abu Dhabi. This research also examines the mediating effects of customer happiness 

among the nexus of customer satisfaction, customer comfort, and customer usability on the e-government 

success in Abu Dhabi. Questionnaires have been used for data collection, while smart-PLS has been used 

for analysis. The results indicated that customer satisfaction and customer usability have a positive 

association with e-government success in Abu Dhabi. The outcomes also revealed that customer happiness 

significantly mediates among the nexus of customer satisfaction, customer comfort, and e-government 

success in Abu Dhabi. This study has guided the regulators related to the policy formulation regarding e-

government success.  

Keywords: Customer experience, Customer satisfaction, Customer comfort, Customer usability E-

government success, Customer happiness 
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Over the years, the word "electronic government" or "E-Government" or "digital government" emerged, 

and there is no widely agreed definition of the term. Some see E-Government as the transfer of government 

information and services to an online distribution model, where the contact between government and 

residents (G2C), government and business organizations (G2B), and inter-agency dealing (G2G) is 

protected by the reach of e-government. E-Government is seen by some as providing routine government 

information and transactions using electronic means, especially those that use Internet technologies, 

whether distributed at home, at work, or by public kiosks (Hooda & Singla, 2020). In this regard, the 

findings of Kumar, Kumar, Sachan, and Gupta (2020) indicate that the concept of e-government service 

has eight contributing dimensions: quality of the system, efficiency, protection, usability, quality of content, 

the capability of service, interactivity, and responsiveness. Perceived service worth is a strong mediator 

between the standard of service and the desire of citizens to use it continuously. The purpose of the use is 

the level of service, the importance of service, and satisfaction (Kumar et al., 2020). In this fast-moving 

world, societies are adopting different technological innovations by shifting from the industrial to the 

technological development period. Therefore, the major emphasis of different developed states is to turn 

themselves in a sustainable state by integrating the concept of e-Government successfully to provide e-

services to the people, businesses, workers, and other states. However, the UAE government is one of such 

states who are attempting to execute e-Government projects and initiatives in society.  

The inception of ICT has drastically changed the dynamics, procedures, and operations of public sectors 

that are executed everywhere or about to be implemented by developed and developing countries (Santa, 

MacDonald, & Ferrer, 2019. Nuseir et al.,  2021). To cater to this important government requirement, e-

government applications have been developed by the government to interact with its people by providing 

different services. The e-Government is solely based on the relationship between government, people, and 

technology. Adaptation of e-Government has not remained a choice for the country, but it has become an 

important requirement for countries aspiring to have proper control and authority. The services provided 

by e-Government have a huge potential to transform the public sector and the relationships between people, 

business, and the state by allowing collaboration, transparency, open interaction, and public discourse in 

framing national guidelines based on customer experience. The success of e-Government depends on 20% 

technology and 80% with the people and organizational processes (Iqbal, Hassan, & Habibah, 2018). 

Citizens are the major factors in the success of e-Government, and their behaviors towards e-Government 

should be acknowledged. The major requirement to persuade the people to adopt e-government services 

has resulted in the major interest in the assessment of the success of e-government services by considering 

the perspective of the users of such services.  

This research is E-Government services provided by Abu Dhabi, known as TAMM-Abu Dhabi government 

service. It has developed e-services to assist information dissemination among its people. It is developed 

by the government of Abu Dhabi that focuses on achieving service excellence in Abu Dhabi by changing 

the service delivery framework in a single online platform. Different services have been provided to the 

customers by the government through this platform. Since there is a concern regarding the success of e-

government service in different countries, the e-government services provided by Abu Dhabi is the main 

concern of the research. The Abu Dhabi government aims to be the top five e-government in the world ( 

Aljumah et al., 2021. Chien, Sadiq, et al., 2021. Dahi & Ezziane, 2015). In order to achieve the goal, the 

Abu Dhabi government needs to provide top-notch services, improve customer experience and happiness 

among the population of around 1.6 million people, businesses, and its employees (Kumar, Sachan, & 
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Mukherjee, 2017). Also, the government of Abu-Dhabi needs to improve the experience of customers, 

which will consequently improve the usage of e-Government and help them achieve an objective to be the 

top five e-government in the world. Therefore, the present study aims to find out the customers’ experience 

and happiness on e-Government services in Abu Dhabi. Citizen awareness in the UAE was assessed, and it 

was found that the public still lacks basic understanding and has myths and misconceptions about the e-

government initiative. (it indicates a gap). In the last e-government implementation stage, citizen awareness 

is seen (Bawack, Wamba, & Carillo, 2021). The reliability and the provision of e-services to citizens must 

be known by the citizens and their usage.  Thus, the situation awareness among citizens has a huge gap that 

needs to be sealed. The government needs to provide essential education and necessary training to citizens 

to support the embracing of e-government. This will lead to the efficacious development of e-services in 

the UAE (Bawack et al., 2021). 

Countries worldwide are attempting to achieve e-government success due to the potential of Information 

and Communication Technologies (ICTs) in fostering and pursuing economic growth and development at 

the government, industry, and citizen levels. In a 2012 UN e-government development index study, a survey 

of 193 global countries' online provision revealed that 190 countries surveyed had no online provision. A 

survey of 193 global countries' online provision showed that 190 of the examined countries had online 

services, according to a UN e-government development index study 2012. As previously stated, global 

efforts to achieve e-government are increasing by the day, but not all e-government initiatives and programs 

are successful. This is particularly noticeable in the case of Abu Dhabi. For that reason, Abu Dhabi falls 

short of the UN's global e-government growth index (Mishra & Geleta, 2020). Therefore, due to the low 

level of e-government growth in the country, citizens are still dependent on conventional government goods 

and services, and governments are still faced with high rising costs such as printing, storing, and filing 

paper, mailing hard copies, or having wide staff levels with out-of-date skills. Only about 15% of e-

government initiatives are successful in Abu Dhabi and transitioning countries, with the remaining 85% 

failing completely or partially (Moghaddasi & Heidari, 2019). 

Based on the information revealed above, it can be established that Abu Dhabi citizens generally find e-

government services to be effective. This is because most of the citizens demonstrated confidence and trust 

in the services, at 63.64%. Nevertheless, a greater percentage of the citizens are still below average in e-

government services depicting the requirement of an improvement in the services that the government 

provides. Even though the figures seems that Abu Dhabi is performing well in regards to e-government 

services, that data is still low compared to other well-performing countries such as Denmark, Finland, 

Australia, UK, US, Netherlands, Republic of South Korea, Singapore, Japan, Norway, Sweden, New 

Zealand, and Iceland (Dabbous, Aoun Barakat, & Merhej Sayegh, 2020). In this regard, several steps can 

be undertaken to attract citizens to enhance their e-government services. However, the first step involves 

fostering security, comfort and improving customer service in the system to encourage more citizens to 

believe in the system and actively involve in the process. Security is the most fundamental aspect of 

realizing e-government policies. There should be a development of the implicit atmosphere that the citizens 

can fully ensure security for the government to achieve the e-government objectives by offering excellence 

in assimilated and quality services. This is important because, without belief in government, there will be 

a low pace in e-government adoption among citizens (Li & Shang, 2020a).  

The major challenge for the Abu Dhabi government is to attract the citizens’ to use the e-Government 

services and adopt digitization all over the country. This aims to achieve the objective of being among the 

five top E-Governments in the world. Nguyen, Phan, Le, and Nguyen (2020) suggest that “to achieve a 
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goal, it is important for Abu Dhabi government needs to provide top-notch services, improve customer 

experience and their happiness among the population of around 1.6 million people, businesses and its 

employees”. It is estimated that the E-Government portal of Abu Dhabi does not possess depth and 

flexibility. Therefore, it misses the mark to benefit from the innovative technologies by the customers or to 

become a real base of modern vision. The success of e-Government services in Abu Dhabi remains 

neglected in the current studies in literature where it was shown: how such projects are successful and how 

much was determined by the customer experience (Titien & Puspaningrum, 2021). As a result, this present 

study aims to examine the mediating effect of customer happiness on the relationship between customer 

experience and e-Government success in Abu Dhabi. Therefore, for clarity and precision, the customer 

experience was further breakdown into comfort, security, usability, and customer satisfaction, while 

perceived usefulness and perceived usefulness served as a supporting independent variable. 

Literature Review  

According to Tromer (2019), comfort in technology adoption is important. They found that comfort, 

convenience, and ease of use are strongly related to the constant usage of technology which further 

determines its success. Rey-Moreno, Felício, Medina-Molina, and Rufín (2018) also identified that comfort 

is a multidimensional factor that motivates the user to adopt e-Government technology in their life. This 

shows that comfort has a positive linkage with the usage and adoption of E-Government services. The 

improvement in comfort level can motivate the customers to use e-Government. When customers find the 

usage of e-government very easy and comfortable, the choice to use e-Government is improved, which 

further determines the rate of success of Government Digitalization. Learnability refers to the level to which 

learning to use E-government service is easy for the users (Rey-Moreno et al., 2018).  

Accessibility refers to the level to which such websites are accessible for the users whenever they want to 

use them (Chien, Sadiq, et al., 2021). Clarity refers to the level to which such websites are clear to the user 

to understand and use. Also, Instruction availability is known as the level to which the government provides 

proper information and instruction to the user to learn to use such websites (Scholta, Mertens, 

Kowalkiewicz, & Becker, 2019). Comfort focuses on the level of effort needed in using E-government. It 

is generally evaluated by competence, learnability, accessibility, simplicity, and instruction availability. 

Competence focuses on the level to which government makes it comfortable and accessible for the user to 

be competent enough at availing government services with the help of E-government (Scholta et al., 2019). 

Therefore, based on that, the following hypothesis was formulated for the study: 

H1: Comfort has a significant effect on E-government Success. 

Usability is recognized as one of the components of customer experience found to have a positive 

relationship with the behavioral intention of Information systems (IS). The usability component is well-

defined in the Technology Acceptance Theory (TAM3) where usability is considered an important 

determinant, which leads to the intention to use the technology. Numerous dimensions of customer 

experience have been identified in the theoretical discussion shown in the literature above. Berlilana, 

Hariguna, and Lai (2018) showed that usability is the prominent factor that has taken into account while 

describing e-government adoption. Therefore, in other to further justify the claim particularly, in Abu 

Dhabi, the following hypothesis was formulated for the study: 
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H2: Usability has a significant effect on E-government Success. 

According to Shuib, Yadegaridehkordi, Ainin, and Feng (2019) user satisfaction is an important construct 

of the Technology Acceptance Model (TAM) that determines the intention to use technology. Santa et al. 

(2019) also found that user satisfaction positively relates to E-Banking Applications in Pakistan. Also, 

Alkraiji (2020) provided that when individuals are highly satisfied with the experience in using E-

Government portals, it is more than likely that he adopts the technology that further determines the 

technology's success. Basahel and Yamin (2017) adopted the TAM model to determine the impact of E-

Commerce Website Usability on the adoption of E-Commerce website among users. The researcher 

accepted the assumption of the TAM model and showed the positive relationship between usability and the 

adoption of an E-Commerce website among users. In support, Veeramootoo, Nunkoo, and Dwivedi (2018) 

also showed that while the users can use such websites in an efficient and effective manner, such websites' 

adoption rate can be increased. Thus, based on the above studies, the relationship between customer 

experience and E-Government Success has been established. Considering the literature and framework 

illustrating the relationship between dimensions of Customer experience and E-government success. 

Therefore, based on that, the following hypothesis was formulated for the study: 

H3: Customer satisfaction has a significant effect on E-government Success. 

Comfort has been used in the studies related to user experience, mostly when the user has a direct or indirect 

interaction with the application (Nawaz et al., 2020). Studies on user experience are somewhat overlapped 

with user interaction studies and cognitive psychology. Using the knowledge on how individual cognitive 

procedures work, the user interaction with the technology can be improved with the increase in comfort 

level in using the application (Fatima, Di Mascio, & Sharma, 2020). Comfort is strongly linked with the 

satisfaction in user experience in a way that if the energy needed for doing a task or getting a service using 

the specific system is reduced, the satisfaction level will increase as it will become simple to do the task 

with the help of the system. Researchers have also stated that the quality of the system determines the level 

of comfort in technology usage (Mohsin, Kamran, Nawaz, Hussain, & Dahri, 2021). The factors in 

maintaining the system's quality can decrease the effort of users in using information technology. Comfort 

can also be achieved by customization of that IS’s functionalities, contents, and interfaces according to the 

users' requirement based on knowledge achieved with the help of service and user interaction (Altinay, 

Song, Madanoglu, & Wang, 2019). This makes the user access or uses the system comfortably without any 

hassle.  

H4: Comfort has a significant influence on customer happiness. 

The usability dimension of customer experience is significantly related to how people assess the customer 

experience with technology in terms of joy and happiness (Shair et al., 2021). Nonetheless, this type of 

relationship is dependent in a challenging way on the application and system, the customer’s experience, 

and the context of the usage. In addition, usability in terms of effectiveness and efficiency needs to be 

considered for different objectives for happiness. Chaouali, Lunardo, Yahia, Cyr, and Triki (2019) formed 

a framework to study the impact of usability of technology on different emotions-related constructs, and 

the study found a positive correlation between usability and lifelong satisfaction. In different cases, 

significant relationships have been found in terms of usability and happiness, which motivate the researcher 

to form a sub-hypothesis of the study that states that usability positively impacts customer happiness. 
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Gezmen and Eken (2021) stated that usability had been the major concept in evaluating E-Government 

success. Usability has a major part in E-Government because it influences the wider acceptance of E-

Government websites by the citizens and affects the daily interactions with the E-Government system. 

Sahu, Deng, and Mollah (2018) stated that if E-Government sites are not designed in the best way 

considering the usability factor, they are expected to restrict less knowledgeable users to have the best 

experience with government, which will impede e-Government success. The study formulated the 

following hypothesis: 

H5: Usability has a significant influence on customer happiness. 

The concept of user satisfaction is an important part of user experience in using IS and has been studied 

from a different context. Gong and Yi (2018) assessed user satisfaction as a major theoretical and 

conceptual construct that determines a user's experience. As Han and Yang (2017) stated, the favorable 

experience of a user increases the level of satisfaction of a user, and the unfavorable experience of a user 

results in dissatisfaction. This satisfaction level then determines the level of usage and adoption of the 

technology. User satisfaction is a majorly used subjective factor to measure the effectiveness of IS and the 

major critical and accepted factor to evaluate the success or failure of IS. These perspectives include user 

satisfaction in terms of attitudes toward information systems, information quality achieved, and IS 

effectiveness. Due to customer satisfaction and user experience, the study will use the customer happiness 

definition from this perspective (Han & Yang, 2017). In addition, this definition is also in line with the 

research objectives and goals of customer happiness. The study formulated the following hypothesis: 

H6: Customer satisfaction has a significant influence on customer happiness. 

Researchers have studied the adoption of E-Government technology conceptualized as a hedonic 

information system. For instance, the study of Niedermeier, Albrecht, and Jahn (2019) showed the way 

adoption of technology could be explained by integrating perceived enjoyment and well-being, which 

determine the adoption of technology according to the Technology Acceptance Model (TAM). The study 

showed that both perceived enjoyment and well-being are the determinants of technology adoption. 

Similarly, in their study, Zhong and Moon (2020) showed the intention to use E-Government technology 

constantly. The study results suggested that happiness and enjoyment are the important factors that 

determine technology adoption. Moreover, Alzoubi, Alshurideh, Kurdi, and Inairat (2020) conducted a 

study to determine the determinants of technology adoption. They found that user gratification and 

happiness to have access and comfort with the technology positively affect the technology usage. The 

studies attempted to find out the construct of happiness included social motivations, utilitarian, and hedonic 

concepts that influence technology usage. Thus, based on the above studies, the relationship between 

customer happiness and E-Government Digitalization Success has been established, which is shown in the 

figure below: 

H7: Customer happiness has a significant influence on e-Government success. 

The Mediating Effect of Customer Happiness  

Happiness is the construct that was not found as a mediator in past studies related to technology acceptance 

(Chien, Pantamee, et al., 2021). However, happiness can be hypothesized as lifelong satisfaction, wellbeing, 

positive emotion, affect, utilitarian factors, or hedonic motivation to use technology. The study of Hsieh, 
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Chiu, Tang, and Lin (2018) showed the mediating role of hedonic motivation in the relationship between 

perceived ease of use and perceived usefulness in technology adoption and found that hedonic motivation 

has a strong mediating role in predicting the relationship between perceived ease of use and perceived 

usefulness in technology adoption. Yi and Nataraajan (2018) showed the mediating role of hedonic 

motivation on the relationship between the determinants and adoption of e-banking. The study found that 

Hedonic motivation mediates the relationship between PU, perceived security, and e-banking adoption. 

However, the research also found that hedonic motivation does not mediate the relationship between 

perceived ease of use and e-banking adoption. 

On the contrary, Assanovich, Veretilo, Bich, Pushkina, and Khilmanovich (2019) studies the role of user 

experience in determining the quality of life by using the TAM model. The research found no mediating 

effect of quality of life on the relationship between user’s experiences. Similarly, Soderlund and Berg 

(2019) showed that using technology brings lifelong happiness among the users. Lifelong happiness shows 

the maximum level of satisfaction of the users, making them constantly adopt and use specific technology. 

In support, Goswami and Sarma (2019) also showed that the potential of technology to provide the best 

experience and usefulness to the user improves the quality of their life, which determines the adoption of 

technology. Thus, based on the above studies, the relationship between customer experience, customer 

happiness, and e-government success has been established. Considering the literature and framework 

illustrating the relationship between customer experience, customer happiness, and e-Government success, 

the following hypothesis is established for the study.  

H8: Customer happiness mediates the relationship between comfort and e-Government success.  

H9: Customer happiness mediates the relationship between usability and e-Government success. 

H10: Customer happiness mediates the relationship between customer satisfaction and e-Government 

success. 

 

Methods and Material 

The present study adopts the quantitative method for data collection to answer the research question.  Also, 

the selection of the quantitative method was deemed appropriate as the aim of this study is to predict (theory 

testing rather than theory development) the role of customer experience dimensions’ and customer 

happiness in using e-Government service in the context of Abu Dhabi. . Furthermore, the adoption of the 

mono-method choice can ensure research efficiency in terms of time and cost. This study has adopted the 

cross-sectional design that involves collecting data for one time, thereby requiring less time and cost than 

longitudinal design. The population of this study consists of all the visitors to the Tamm service centers 

who have used E-Government services. The target population respondents were the individuals who visited 

Tamm service centers, both male and female that are within 18 years and above as a government put a 

condition of dealing with any formal application, for who approached the service center who are in a good 

position to answer all the research objectives/questions.  

In order to select a sample, this study utilized a non-probability sampling technique. A purposive sampling 

technique was chosen that a non-probability sampling is deemed the most appropriate sampling procedure 

for this study. In order to determine accurate sample size, the researcher uses the Krejcie and Morgan 1970 

table. From Krejcie and Morgan, the sample size 290 citizens. A total of 480 questionnaires were sent and 
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received around 292 that represents about 60.83 percent response rate. This research has used the smart-

PLS to check the relations among contracts due to model complexity, high sample size, and hypotheses 

testing purposes (Hair Jr, Babin, & Krey, 2017). This study has taken e-government success (EGS) as the 

dependent variable with ten items (Andry, Christianto, & Wilujeng, 2019), while customer happiness (CH) 

is the mediating variable with ten items (Gupta, Singh, & Bhaskar, 2018). This study has taken the customer 

experience as the independent variable with three dimensions such as customer satisfaction (CS) with 

fourteen items (Li & Shang, 2020b), comfort (CM) with four items (Okunola & Rowley, 2019), and 

usability (US) with seven items (Okunola & Rowley, 2019). These constructs are shown in Figure 1 with 

links.  

   

 

 

 

 

 

 

 

Figure 1: Theoretical Framework  

Research Findings 

The convergent validity has been checked by using factor loading along with AVE, and the values of both 

the measures are larger than 0.50. In addition, Alpha and composite reliability (CR) are also the measures 

to check the convergent validity, and values of both are larger than 0.70. These values have been indicated 

that high nexus between items and convergent validity is proved as valid. These values are highlighted in 

Table 1.   

Table 1: Convergent Validity 

Constructs Items Loadings  Alpha CR AVE 

Customer Happiness CH1 0.875 0.941 0.951 0.710 

 CH10 0.822    

 CH2 0.862    

 CH4 0.839    

 CH6 0.789    

 CH7 0.833    

 CH8 0.866    

 CH9 0.852    
Comfort CM1 0.607 0.740 0.834 0.561 

 CM2 0.845    

Customer 

Satisfaction 

Comfort  

Customer 

Happiness 

Customer 

Experience  

E-government 

Success 

Usability  
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 CM3 0.704    

 CM4 0.817    
Customer Satisfaction CS1 0.801 0.941 0.948 0.571 

 CS10 0.859    

 CS11 0.786    

 CS12 0.852    

 CS13 0.651    

 CS14 0.667    

 CS2 0.861    

 CS3 0.719    

 CS4 0.662    

 CS5 0.680    

 CS6 0.803    

 CS7 0.851    

 CS8 0.655    

 CS9 0.667    
E-government Success EGS1 0.757 0.900 0.918 0.532 

 EGS10 0.614    

 EGS2 0.803    

 EGS3 0.776    

 EGS4 0.783    

 EGS5 0.752    

 EGS6 0.806    

 EGS7 0.780    

 EGS8 0.555    

 EGS9 0.619    
Usability US1 0.953 0.959 0.968 0.834 

 US2 0.829    

 US4 0.952    

 US5 0.954    

 US6 0.827    

 US7 0.954    
 

The discriminant validity has been checked using the Heterotrait Monotrait (HTMT) ratio, which is a latest 

method of checking discriminant validity. The ratios of HTMT are lower than 0.85, and these values have 

been indicated that low nexus between variables and discriminant validity is proved as valid. These values 

are highlighted in Table 2.   

Table 2: Discriminant Validity 

 CH CM CS EGS US 

CH      
CM 0.464     
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CS 0.776 0.424    
EGS 0.677 0.546 0.648   
US 0.418 0.525 0.435 0.790  

 

Figure 3: Measurement Model Assessment  

 

The results indicated that customer satisfaction and customer usability have a positive association with e-

government success and accept H2 and H3. However, the results also indicated that customer comfort has 

an insignificant association with e-government success and reject H1. In addition, the results indicated that 

customer satisfaction and customer comfort have a positive association with customer happiness and accept 

H4 and H6. However, the results also indicated that customer usability has an insignificant association with 

customer success and reject H5. These links have been highlighted in Table 3.  

 

Table 3: Direct Path 

Relationships Beta S.D. T Statistics P Values L.L. U.L. 

CH -> EGS 0.253 0.067 3.751 0.000 0.126 0.355 

CM -> CH 0.143 0.056 2.552 0.006 0.045 0.225 

CM -> EGS 0.047 0.048 0.965 0.168 -0.026 0.115 

CS -> CH 0.668 0.042 15.994 0.000 0.599 0.739 
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CS -> EGS 0.157 0.053 2.938 0.002 0.082 0.243 

US -> CH 0.072 0.058 1.237 0.109 -0.016 0.163 

US -> EGS 0.560 0.044 12.818 0.000 0.501 0.623 

 

The outcomes also revealed that customer happiness significantly mediates among the nexus of customer 

satisfaction, customer comfort, and e-government success and accept H8 and H10. However, the outcomes 

also revealed that customer happiness insignificantly mediates between customer usability and e-

government success and rejects H9. These links have been highlighted in Table 4. 

 

Table 4: Indirect Path 

Relationships Beta S.D. T Statistics P Values L.L. U.L. 

CM -> CH -> EGS 0.036 0.018 2.021 0.023 0.012 0.074 

CS -> CH -> EGS 0.169 0.046 3.689 0.000 0.087 0.237 

US -> CH -> EGS 0.018 0.017 1.100 0.137 -0.005 0.048 

 

 
Figure 4: Structural Model Assessment  

 

Discussions  
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The study results have indicated that customer satisfaction, the part of customer experience, has a significant 

positive association with e-government success. The study implies that when the customers have a good 

experience of the services by e-government organizations and are satisfied with these experiences, it 

determines high e-government success. These results are in line with the previous study of Chen, Hu, Tseng, 

Juang, and Chang (2019), which elaborates that when the customers are satisfied with the interaction, 

products, or services which are provided by the government using digital devices, up-to-date 

communication network, and information technology, the government organizations are encouraged to 

apply these devices, technology, and apps their operations. The study results have also indicated that 

customer comfort, the part of customer experience, does not linked with e-government success. The study 

states that the government is not motivated to apply the electronic ways of communication, sales of products 

and services when it finds a positive response from the customers, which is possible when they are satisfied 

and have a good experience. These results are supported by the past study of Kumar et al. (2017). When a 

government institution applies up-to-date information technology, communication network, digital devices, 

internet facilities, different apps, and websites to interact with the customers, and the customers sometime 

do not feel comfortable with these initiatives of government, they are encouraged in this regard.  

The study results have indicated that customers’ usability which is a part of customers’ experience, is linked 

with the e-government success. These results are supported by the past study of Veeramootoo et al. (2018), 

according to which the act of government to apply digital devices, communication network, information 

technology, and the technology used to render different services to the general public, gets successful, when 

the customers have good experience about the usability of different technologies applied, products sold, 

and services rendered by the government. The study results have also indicated that customer happiness is 

a significant mediator between customer satisfaction, a part of customer experience, and e-government 

success. These results are approved by the past study of Basahel and Yamin (2017), which suggests that 

when the customer gets satisfaction from their experience of the interaction with products and services of 

government institutions that have electronic ways of business dealings, e-government is successful. These 

results are also in line with the previous study of Alzahrani, Al-Karaghouli, and Weerakkody (2018), which 

elaborates that when the customers have good experience with the services of e-government, institution and 

have satisfaction, they become happy with the institution and their happiness results in the e-government 

success.  

It has also been indicated by the study results that customer happiness is a significant mediator between 

customer comfort, a part of customer experience, and e-government success. These results are also in line 

with the past study of Santa et al. (2019); when the customers feel comfortable while interacting with the 

services of e-government institutions, they become happy with the organization and the extent of customer 

happiness determines the e-government success. The results of the study have revealed that customer 

happiness is an insignificant mediator between customer usability, a part of customer experience and the e-

government success. These results are in line with the previous study of Hariguna, Rahardja, and Aini 

(2019), which indicates that when customers find the products and services efficient and free from errors 

or defects during their experience of interaction with the e-government organization, they sometimes do 

not feel happy, and thus, there is the low degree of government success.  

Conclusion  
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The current literary article investigates the degree of e-government success in the fast-emerging or 

developed country of UAE. In this context, it throws light on the three parts of customer experience 

customer satisfaction, customer comfort, and customer usability. The study examines that customer 

satisfaction, the part of customer experience, enhances e-government success. When the customers have a 

good experience of the interaction with products and services provided by e-government organizations and 

are satisfied with these experiences, it determines high e-government success. The study tells that customer 

comfort, the part of customer experience, does not determine the level of e-government success. When the 

government institutions have good quality information technology, communication network, digital 

devices, the internet, and different apps to have contact with the customers and the customers, sometimes 

do not feel comfort the government e-government is encouraged and become successful. Similarly, the 

customers’ usability, which is a part of customers’ experience, enhances the e-government's success. The 

government’s initiative to apply digital devices, electronic communication network, information 

technology, and internet to provide public services, become successful when the customers have good 

experience of these services and are satisfied. The study suggests that the two parts of customers’ experience 

of dealing with the e-government services, such as customer satisfaction, and customer usability, enhance 

the customers’ happiness, which is helpful in making the e-government successful.  

Implications  

The study makes both theoretical and empirical implications. It has great theoretical importance because of 

its contribution to the literature on the progress in the electronics and digital world. This study examines 

the influences of three parts of customers’ experience of dealing with the e-government, such as customer 

satisfaction, customer comfort, and customer usability, on the e-government success. In the past literature, 

customer happiness as a mediator between customer satisfaction, customer comfort, and customer usability, 

and e-government success has not to be given much attention, though the impacts of customer happiness 

on e-government success have been addressed. It secures a significant place in the literature because of its 

introduction of customer happiness as a mediator between the three parts of customer experience, such as 

customer satisfaction, customer comfort, and customer usability, and e-government success. The study also 

has great empirical significance in the developed country of UAE as it provides a guideline on how to make 

e-government organizations successful. This study suggests that e-government can be made successful by 

improving customer experiences such as customer satisfaction, customer comfort, and customer usability 

on the e-government success. 

Limitations and Future Directions  

The current study faces certain limitations. These limitations must be fulfilled by the authors in the future 

while replicating or extending the concepts of the study. First of all, the author has analyzed only customer 

experience in three forms customer satisfaction, customer comfort, and customer usability and their impacts 

on e-government success. The financial factors and government policies which are essential for e-

government success have not been addressed by this study. Future scholars are recommended to address 

more number of factors affecting the e-government success for a more comprehensive study. Moreover, the 

quantitative data has been collected from one source to support the concepts of this study. The use of a 

single to acquire the supportive data keeps the validity of the study in confusion. Therefore, the authors in 

the future must collect data from multiple sources so that the study is comprehensive and valid enough to 

get the desired response from the audience.  
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