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MARKETING | RESEARCH ARTICLE

Justice and trustworthiness factors affecting 
customer loyalty with mediating role of 
satisfaction with complaint handling: Zalo OTT 
Vietnamese customer case
Nguyen Ngoc Quang1 and Dao Cam Thuy2*

Abstract:  The main objective of this research is to expand the satisfaction with 
complaint handling theory to the OTT (Over The Top) application by examining the 
perceptions of justice and trustworthiness factors affecting customer loyalty med
iating role of satisfaction complaint handling. A quantitative online survey was 
conducted based on a questionnaire of 520 Vietnamese users who have had 
complaints about Zalo OTT service in 2022. Confirmatory factor analysis was used to 
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evaluate the reliability and validity of scales; then, structural equation modeling was 
used to assess the fitness of the research model, formulated hypotheses and the 
indirect relationships. Findings show that satisfaction with complaint handling is 
strongly influenced by consumer trustworthiness and three subfactors of justice; it 
also plays a mediating role in the impact of justice and trustworthiness factors on 
customer loyalty. However, customer trustworthiness has the strongest direct 
impact on customer loyalty. This research can be used as a model on which firms 
will base themselves to create customer loyalty by manipulating justice, trust
worthiness and satisfaction with complaint-handling factors.

Subjects: Consumer Behaviour; Marketing Management; Relationship Marketing; Services 
Marketing; Brand Management 

Keywords: Satisfaction with complaint handling; loyalty; trustworthiness; justice theory

1. Introduction
Service failures occur in online services more frequently than in traditional ones (Harris et al.,  
2006). At that time, customers could completely post their negative comments on review plat
forms, then online service providers have to handle these comments and take corrective action if 
necessary. Furthermore, malfunctioning to deal with client dissatisfaction denotes a lot of failures 
such as declining trustworthiness, customers leaving, and causing negative word of mouth, which 
is more influential than positive word of mouth (Berry & Parasuraman, 1991). Satisfaction with 
complaint handling has been imperative for corporates to keep positive customer relationships and 
rebuild customer loyalty in online services (Sparks et al., 2016).

Satisfaction with complaint handling (SATCOM) and trustworthiness are essential for customer 
retention and business profitability (Holloway et al., 2005). Research on customer behavior 
(Beazeale, 2009) shows that the cost of persuading a new client is five times higher than that of 
an existing client. There is a clear difference between well-managed or poorly-managed SATCOM 
and trustworthiness companies (Hart et al., 1990). Successful companies often encourage custo
mers’ complaints through policies of “active cooperation”, then act to interact with the company to 
obtain SATCOM and trustworthiness; while most others (less successful) often take a passive 
approach to managing SATCOM and trustworthiness (Firnstahl, 1989). Previous studies focus on 
empirical tests of the impact of consumer complaints handling on consumer loyalty (Luo et al.,  
2016; Tarhini & Hayek, 2021; Xu et al., 2019)

Previous studies experienced by empirical evidence indicate that SATCOM and trustworthiness 
impact on customer retention and loyalty (Smith et al., 1999; Tax et al., 1998). Other studies on the 
topic of online complaints are quite diverse, related to omnichannel service failures and recoveries 
using Facebook complaints (Rosenmayer et al., 2018); online complaint management system 
(Bhadouria, 2021); the impact of complaint handling on customers’ satisfaction and loyalty in 
online shopping (Tarhini & Hayek, 2021); model of drives purchase intention for paid mobile apps 
with perceived value (Hsu & Lin, 2014); model of online impacting factors complaint intention and 
service recovery expectation in the case of e-banking service in Vietnam (Q. Nguyen et al., 2021); 
the relation between service quality, customer satisfaction, complaints, and loyalty in online 
shopping environment in Pakistan (Wattoo & Iqbal, 2022). Orsingher et al. (2010) and Santos 
and Fernandes (2011) studied the impact of justice factors on SATCOM and other dependent 
variables such as trust in the firm’s site, trust in online retailing ambient online and customer 
loyalty. Nevertheless, very few studies conducted on this issue have focused on the online service 
environment, especially OTT (Over The Top) applications.

Zalo (OTT application) allows users to text and call other users on mobile or computer platforms, 
launched in 2012 by VNG (Vietnam’s leading internet & technology company). It is a premier 
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chatting platform, which had more than 100 million users worldwide in 2019; it witnesses 
900 million messages, 50 million minutes of calls and 45 million pictures delivered daily via the 
Zalo app. There is a list of Zalo features including text messaging; images, stories and multimedia 
sharing; group activities; updating information from official accounts of organizations, brands, and 
celebrities; consumer loan services; transportation bookings; public transport information; doctor 
appointment bookings; news feeds; weather updates; payment by Zalo Pay; shopping by Zalo shop 
and so on. It is considered a “super app” which provides users with a range of features beyond the 
app’s primary purpose. (https://www.vng.com.vn/index.html).

The new finding of this study is to evaluate simultaneously the impact of justice theory and 
trustworthiness on customer loyalty with mediating role of SATCOM in the context of OTT service. 
A theoretical framework was created and verified by confirmatory factor analysis (CFA) to evaluate 
the research results based on a comparison with previous research. Therefore, the purpose of the 
research includes (1) evaluating the cause-and-effect relationship among the justice factor, 
SATCOM, trustworthiness, and the loyalty factor, (2) testing the mediating role of SATCOM. 
Besides the quantitative model tested in this study will help administrators of OTT services develop 
solutions to get and maintain customer loyalty and positive word of mouth as well as bring 
satisfaction to their complaints.

2. Theory background

2.1. Research overview

2.1.1. Justice theory 
The concept of justice is often mentioned in social transactions (Wu, 2013). Researchers in this 
field emphasize the role justice plays in shaping subsequent transactions (Awa et al., 2016; Smith 
et al., 1999; Tia Vialdo Ginting & Nazaruddin, 2020; Voorhees & Brady, 2005). Colquitt et al. (2001) 
synthesized 183 studies related to the topic of justice and classified them into three groups: 
Distributive justice, Procedural justice, and Interactional justice.

There are a lot of studies in service that have identified the relationship between justice theory 
and customer satisfaction (Awa et al., 2016; Holloway et al., 2005; Martínez-Tur et al., 2006; Tia 
Vialdo Ginting & Nazaruddin, 2020). Research by Martínez-Tur et al. (2006) in the field of hotel- 
restaurant shows that interactional justice is the factor having the strongest impact compared to 
the other two factors. Maxham and Netemeyer (2002) have a study in the construction field giving 
the conduction that procedural justice and interactional justice have a stronger impact on satis
faction than distributive justice. Research results of other authors also show that there is an 
impact of justice on satisfaction with different weights by countries and fields (Tarhini & Hayek,  
2021).

Distributive justice: Refers to the perception that an individual evaluates the justice of an 
exchange by comparing the costs and benefits received from the exchange (Awa et al., 2016; 
Martínez-Tur et al., 2006; Tia Vialdo Ginting & Nazaruddin, 2020). Smith et al. (1999) demonstrated 
that the perception of distributive justice has an effect on customer satisfaction, thereby affecting 
the intention to complain.

Procedural justice: It was mentioned by Leventhal (1980); Awa et al. (2016), and Tia Vialdo 
Ginting and Nazaruddin (2020) with six criteria, which people may assess whether a provisioning 
procedure is fair or unfair. In short, provision procedures will be perceived as fairer if they (1) are 
applied consistently by people and over time (consistency criteria), (2) prevent personal self- 
interest and “blind allegiance to narrow preconceptions” (bias suppression criteria), (3) ensure 
that decisions are based on as much good information and informed opinion as possible (accuracy 
criteria), (4) provide opportunities to modify and reverse incorrect decisions (correctability criteria), 
(5) reflect the concerns of all subgroups and individuals who may be affected by them 
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(representativeness criteria), (6) are “compatible with prevailing moral and ethical values accepted 
by the individual” (ethicality criteria). Many studies show that individuals who believe in procedural 
justice are more satisfied with outcomes, even if they are unfavorable (Krehbiel & Cropanzano,  
2000; Lind & Tyler, 1988; Tia Vialdo Ginting & Nazaruddin, 2020).

Interactional justice: Bies and Moag (1986) separated the individual-related aspects of proce
dural justice and called the concept interactional justice. Interactional justice is justice perceived 
through individual behavior (of employees) that clients receive in the decision-making process 
(Awa et al., 2016; Burton et al., 2005; Martínez-Tur et al., 2006; Tia Vialdo Ginting & Nazaruddin,  
2020). There are four criteria for assessing interactive justice: (1) Justification for the decision; (2) 
Honesty; (3) Respect; (4) Degree of exclusivity. The research of Son and Kim (2008) introduces the 
concept of interactional justice as the degree to which online customers perceive the company’s 
honesty and trustworthiness in complying with its commitments related to individual information 
security.

2.1.2. Trustworthiness 
Trustworthiness is defined by Pavlou (2003) as a belief in certain interactions, and it is difficult to 
forecast their outcomes. According to Hoffman et al. (1999), trustworthiness is the extent to which 
consumers feel certain and less risky in their online service. The earlier works show that the 
customers’ trustworthiness in internet service is an important factor affecting their online shop
ping behavior (Gefen et al., 2003; N. Q. Nguyen et al., 2020; Pavlou, 2003; Wen et al., 2011). Lack of 
trust has been recognized as one of the main reasons preventing consumers from connecting to 
online services (Jarvenpaa et al., 2000; Tia Vialdo Ginting & Nazaruddin, 2020). Trustworthiness 
was examined by the previous works from three main perspectives which are online seller 
characteristics, application characteristics, and customer characteristics (Chiu et al., 2009). The 
seller’s characteristics include size and reputation (Benedicktus et al., 2010). In this study, trust
worthiness refers to a belief in online OTT apps that will deliver quality OTT service as committed.

2.1.3. Satisfaction with complaint handling—SATCOM 
Customer satisfaction is the post-purchase judgment followed by a consumption experience; it 
possesses both cognitive and affective factors (Bhadouria, 2021; Bitner, 1990; Oliver, 1999; 
Rosenmayer et al., 2018). Crosby and Stevens (1987) identified three dimensions of service 
satisfaction including employee satisfaction, organization satisfaction, and core service satisfac
tion. In this context, the last dimension is concentrated on research.

Satisfaction is related to evaluations of justice in several complain circumstances (Messick & 
Cook, 1983). It is broadly known that consumer satisfaction with the complaint outcomes from the 
evaluation of features concerning the ending results, which means they get distributive justice. The 
process solving is directed to the result, which means they get procedural justice and the way that 
the client has been serviced and communicated throughout the incident. This means they get 
interactional justice. Moreover, customers also rate the fairness of these three factors (Liao, 2007; 
Orsingher et al., 2010). Narayan et al. (2021) researched the SATCOM and its effect on customer 
loyalty for micro, small and medium-sized enterprises in a business-to-business situation. The 
result shows that SATCOM is a significant factor in customer retention. Wattoo and Iqbal (2022) 
tested the relationship between service quality, client satisfaction, complaints, and loyalty in the 
online environment in Pakistan, the results show that the handling of complaints affects service 
quality, customer satisfaction as well as customer loyalty.

2.1.4. Loyalty 
Customer loyalty has two factors including customer repurchase intention and positive WOM (Awa 
et al., 2016; Reichheld & Schefter, 2000). Theoretical and empirical research highlight trustworthi
ness as a major factor in the long time relationships between customers and businesses (Agustin & 
Singh, 2005; Dao Cam & Nguyen Ngoc, 2022; Morgan & Hunt, 1994; N. Q. Nguyen et al., 2020; 
Nooteboom et al., 1997). The research of Luo et al. (2016), Xu et al. (2019) and Tarhini and Hayek 
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(2021) also implemented empirical tests on the impact of consumer complaints handling on 
customer loyalty. In online services, trustworthiness seems to be much more important because 
of no physical interaction and the tangible characteristics are in the conventional transaction. 
Thus, the e-service will be dependent on credibility and trustworthiness between customers and 
a positive attitude toward the online service in the future. These arguments have been confirmed 
by N. Q. Nguyen et al. (2020), Pavlou (2003), Santos and Fernandes (2011) established the 
relationship between trustworthiness and loyalty in the online context.

2.2. Research hypotheses
Based on the synthesis of the studies mentioned above, the proposed model has provided the 
relationship between different factors in Figure 1 below. Finally, it can determine whether the 
proposed factors impact consumers’ loyalty with two sub-factors which are return intentions and 
word of mouth.

2.2.1. Research model factors 
Independent factors affecting SATCOM include procedural justice, interactional justice, distributive 
justice and the trustworthiness factor.

Independent factors affecting the dependent factor of loyalty with mediating role of SATCOM 
include procedural justice, interactional justice, distributive justice and the trustworthiness factor.

The independent factor of trustworthiness affects the dependent factor of loyalty.

2.2.2. Research hypotheses 

H1a: Procedural justice perceptions affect positively SATCOM.

H1b: Interactional justice perceptions affect positively SATCOM.

H1c: Distributive justice perceptions affect positively SATCOM.

H2a: The effects of perceptions of procedural justice on loyalty are mediated by SATCOM.

H2b: SATCOM mediates the relationship between the perceived effect of interactive justice on 
loyalty.

H2c: SATCOM mediates the relationship between the perceived effects of distributive justice on 
loyalty.

H3: SATCOM will have a positive impact on loyalty.

H4: Trustworthiness will have a positive impact on loyalty.

H5: The effects of trustworthiness on loyalty are mediated by SATCOM.

Figure 1. Proposed research 
model.
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2.2.3. SATCOM and trustworthiness 
The outcomes of SATCOM and trustworthiness are illustrated by the customer satisfaction theory, 
return intentions and word-of-mouth behavior (Reichheld & Schefter, 2000; Wattoo & Iqbal, 2022). 
Return intention is considered an indicator of attitudinal loyalty and is determined as the ability to 
buy in the future from the same seller. In this situation, the service provider is related to the error/ 
recovery situation (Bhadouria, 2021; Holloway et al., 2005; Rosenmayer et al., 2018). Return 
intention is a particularly important behavior after giving complaints about customer disappoint
ment, then feeling satisfied with the way the firm has handled their problems (Maxham, 2001; 
Q. Nguyen et al., 2021). The strong positive relationship between SATCOM and trustworthiness with 
return intention is consistent in this research. WOM comprises delivering potential clients an idea 
about the firm or its product. In SATCOM, a service provider could change clients’ mindsets by 
blowing out positive ideas and safeguarding SATCOM (Maxham, 2001; Q. Nguyen et al., 2021). This 
study has recognized the existence of a positive relationship between SATCOM and trustworthiness 
with WOM. If complaints are successfully resolved, the negative WOM will be reduced, then clients 
could recommend the online service to others such as friends and relatives (Blodgett et al., 1997; 
Maxham, 2001; Orsingher et al., 2010; Q. Nguyen et al., 2021; Santos & Fernandes, 2011).

2.2.4. The mediational role of SATCOM 
The model in Figure 1 suggests the impact of justice factors (distributive, procedural, interactional 
justice) on loyalty (return intention and WOM) are indirect by their effects on SATCOM; the effect of 
trustworthiness on loyalty is both side direct and indirect way. This argument is compatible with 
other complaint handling and trustworthiness studies, in which satisfaction is usually the essential 
mediating factor that mediates justice factors and loyalty factors (Ambrose et al., 2007; Orsingher 
et al., 2010; Santos & Fernandes, 2011). Nevertheless, researchers have not always clearly ana
lyzed mediation, many researchers have not integrated SATCOM factors in their frameworks, they 
indirectly consider SATCOM as the driver factor of WOM return intention, and overall satisfaction 
(Orsingher et al., 2010; Santos & Fernandes, 2011). Some other researchs assumes the mediating 
role of SATCOM between justice factors and outcome factors without checking for mediation 
(Orsingher et al., 2010; Santos & Fernandes, 2011). With the mediating role of SATCOM, the authors 
give a hypothesis on the impacts of the justice factors and trustworthiness on loyalty.

3. Research methodology

3.1. Measurement scale
The questionnaire was designed to cover all components of the research framework presented in 
Figure 1. Scaled measures modified from prior studies on Satisfaction with Complaint handling 
literature were applied. The measures of procedural (6 items), interactional (6 items), distributive 
justice (4 items), and satisfaction with complaint handling (3 items) were brought from Tax et al. 
(1998); trustworthiness (8 items; 4 related to trust in the Zalo App and 4 related to trust in the 
online communication situation) were modified from Sirdeshmukh et al. (2002); return intention (4 
items) and positive word-of-mouth (3 items) were modified from Oliver (1999). Study constructs 
have been created as Table 1 follows.

3.2. Research sample
The questionnaire was written in both Vietnamese and English for the convenience of respondents. 
Two other independent translators then retranslated the question form from Vietnamese to 
English and vice versa to confirm its validity. The final bilingual questionnaire was presented to 
a small number of customers of the Zalo OTT App to confirm that it was understandable to the 
respondents.

The authors conducted a survey by an online google form. It also was supported by Zalo App’s 
database. The respondents are users who have used the Zalo service since January 2022 and had 
been disappointed and left their complaints about the Zalo OTT service. Zalo currently has many 
channels to receive customer feedback such as https://developers.zalo.me, https://oa.zalo.me, 
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Table 1. Measurement scale
Variable Source
Procedural justice Tax et al. (1998)

1. I can talk to them in detail about my problem with Zalo OTT 
service

2. I am given some control over the outcome of the complaint 
with Zalo OTT service

3. My complaints are answered quickly with Zalo OTT service

4. To accommodate my needs, they have adjusted their 
complaints handling procedures with Zalo OTT service

5. I get support to voice my complaints with Zalo OTT service

6. They took responsibility for my complaint with Zalo OTT service

Interactional justice Tax et al. (1998)

1. They (Zalo OTT service) communicated honestly with me

2. They (Zalo OTT service) were courteous to me

3. I was given a reasonable explanation as to why the original 
problem occurred with the Zalo OTT service

4. They seemed very concerned about my problem with Zalo OTT 
service

5. They did everything to solve my complaint with Zalo OTT 
service

6. They apologized for the problem with Zalo OTT service

Distributive justice Tax et al. (1998)

1. The result of the complaint with Zalo OTT service was fair

2. In resolving the complaint, Zalo gave me what I needed

3. The result of the complaint with Zalo OTT service was what 
I expected

4. In resolving the complaint, Zalo tried hard to give me what 
I expected

Satisfaction with Complaint handling - SATCOM Tax et al. (1998)

1. I was happy with how Zalo OTT service handled my complaint

2. I was pleased with how the complaint with Zalo OTT service 
was dealt with 
3. Overall I was satisfied with the way the complaint with Zalo 
OTT service was handled

Trustworthiness Modified from Sirdeshmukh et al. (2002)

Customer Trust in the Zalo OTT application
I feel that the Zalo OTT application is:

1. Very Undependable/Very Dependable

2. Very Incompetent/Very Competent

3. Of Very Low Integrity/Of Very High Integrity

4. Very Unresponsive to Customers/Very Responsive to Customers

Customer Trust in the Online service of the Zalo OTT application
I feel that the Online service of the Zalo OTT application is:

1. Very Undependable/Very Dependable

2. Very Incompetent/Very Competent

3. Of Very Low Integrity/Of Very High Integrity

4. Very Unresponsive to Customers/Very Responsive to Custo

(Continued)
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hotline: 1900 561 558, and feedback@zalo.me. In which feedback@zalo.me is commonly used by 
individual users to respond to service failures. Therefore, approximately 520 completed question
naires were collected randomly from the feedback@zalo.me database for the study.

The questionnaire included 34 variables; therefore, with at least 5 observations for each 
variable (Bentler & Chou, 1987), the minimum sample size is 34 × 5 = 170 observations. 
However, to increase the quality of the research, 520 valid questionnaires have been collected. 
All of the variables are five points Likert scale, with the rating scale as follows: (1) totally 
disagree to (5) totally agree. Data were analyzed on SPSS 22 and AMOS 21 software to test the 
relationships between factors and for structural equations modeling analysis, and to qualify 
the validity of scales and reliability.

4. Research findings

4.1. Measuring the validity of scales and reliability
The exploratory factor analysis (EFA) has been conducted to make sure the uni-dimensionality of 
the hidden variable and factor, explicitly principal factor analysis (Promax rotation) which ensued 
in the independence of factors. According to the recommendations of Anderson and Gerbing 
(1988), preceding investigative structure equation modeling, the convergent and discriminant 
factor validity has been performed by Confirmatory Factor Analysis (CFA) with AMOS software. 
Table 2 below indicates the findings of this investigation.

According to Hair et al. (2006), the appropriate indicators show the model fit with the succeeding 
standards: Chi-square/DF < 5, GFI>0.9, CFI>0.9, RMSEA<0.1, with a large enough sample size. The 
results in Table 2 show that the model suits the investigation data. Therefore, trustworthiness and 
loyalty factors get convergent validity. In short, measurement models are good in theory and 
practice. In the following part, the authors examined the full model fit with Structural Equations 
Modeling. In this way, the authors evaluated the effect of the justice factor and trustworthiness 
factor on the dependent loyalty factor and SATCOM (SATF) mediating role.

Furthermore, the authors evaluated the Composite Reliability (CR) and the Average Variance 
Extracted (AVE) to assess the scale reliability. According to Hair et al. (2006), the scale is con
sidered a convergent value and the observed variable is not correlated with other observed 
variables in the same factors when CR > 0.7 and AVE>0.5. Table 3 shows the results of CR and AVE.

Table 1. (Continued) 

Variable Source
loyalty factor 
Return intentions

Modified from Oliver (1999)

1. I will use Zalo OTT service again

2. I will use more Zalo OTT services in the future

3. I consider Zalo OTT service as my number one choice to use 
related services?

4. I will use the new application of Zalo OTT service

Word of Mouth
1. I will recommend Zalo OTT service to colleagues, relatives, 
neighbors, and friends

3. I will use both online and offline channels to speak well about 
Zalo OTT service to colleagues, relatives, neighbors, and friends

3. I will encourage and recommend your colleagues, relatives, 
neighbors, and friends to use Zalo OTT service
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Through the result of CR and AVE, it can be determined that the scale obtained from the 
formal quantitative investigation is qualified for the research model and the research 
hypotheses.

In addition, the authors used Harman’s single-factor test for 33 variables in the model, the 
threshold value is 36.43% (less than 50%), thus there is no common method bias.

Table 3. Results of CR and AVE of scales
No. Scale Number of 

observed 
variables

CR AVE

1 Procedural justice 5 0.773 0.587

2 Interactional justice 6 0.723 0.671

3 Distributive justice 4 0.810 0.653

4 Consumer trust in 
the firm’s website

4 0.810 0.596

5 Consumer trust in 
the online service of 
the Zalo OTT 
application

4 0.744 0.625

6 Satisfaction with 
Complaint handling

3 0.774 0.623

7 consumer return 
intentions

4 0.731 0.562

8 Word of Mouth 3 0.785 0.634

Source: Author’s primary research 

Figure 2. Structural equation 
model.
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4.2. Evaluating the structural model by CFA and Structural Equations Modeling (SEM)
The predictable calculations of the structural equation model are displayed in Figure 2 as follows: 
Chi-square/DF = 4.94; GFI = 0.923; CFI = 0.931; RMSEA = 0.064.

According to Hair et al. (2006), the results related to suitable models change from situation to 
situation and be contingent expressively on the sample size, quantity of measured variables, and 
the commonalities of the factors. In this structural equation model, almost of fit indices are 
attempted with good results. The structural equation model is presented in Figure 2 and Table 4 
shows the hypothesis results.

The results show that three subfactors of justice (procedural justice, interactional justice, and 
distributive justice) have a significantly positive impact on SATCOM with the unstandardized 
regression weights are 0.32; 0.38; 0.18 respectively, so hypotheses H1a, H1b, H1c are supported. 
The regression weights also show that procedural justice and interactional justice are much more 
important than distributive justice in this case. SATCOM (SATF) also has a significantly positive 
impact on the loyalty factor (LOYF), the unstandardized regression weight is 0.56, so H3 is 
supported. The trustworthiness factor (TRUF) has a significant and positive impact on the loyalty 
factor (LOYF), the unstandardized regression weight is 1.19, so H4 is supported with the strongest 
value.

The figures of Table 5 show that SATCOM (SATF) mediates the relationship between procedural 
justice (PRJF) and loyalty factor (LOYF), indirect effect and total effects of unstandardized regres
sion weights are 0.178, so H2a is accepted with marginal effectiveness. The combined direct and 
indirect effect of PRJF on LOYF is .178. That is, due to both direct (unmediated) and indirect 
(mediated) effects of PRJF on LOYF, when PRJF goes up by 1, LOYF goes up by 0.178. SATCOM 
(SATF) also mediates the relationship between interactional justice (INJF) and loyalty factor (LOYF), 
between distributive justice (DIJF) and loyalty factor (LOYF), total effects (indirect and direct 
effects) of unstandardized regression weights are 0.211 and 0.103 respectively, so H2b and H2c 
are accepted with marginal effectiveness. SATCOM factor (SATF) mediates the relationship 
between the trustworthiness factor (TRUF) and loyalty factor (LOYF), and the total effect of 

Table 4. Hypothesis results
Hypotheses Linkage Estimate P-value Result
H1a PRJF→SATF .32 *** Supported

H1b INJF→SATF .38 *** Supported

H1c DIJF→SATF .18 *** Supported

H3 SATF→LOYF .56 *** Supported

H4 TRUF→LOYF 1.19 *** Supported

Source: Author’s primary research 

Table 5. Direct – indirect – total effect hypothesis results
Hypotheses Linkage Direct Effect Indirect 

Effect
Total Effect Result

H2a PRJF→SATF→LOYF .00 .178 .178 Supported

H2b INJF→SATF→LOYF .00 .211 .211 Supported

H2c DIJF→SATF→LOYF .00 .103 .103 Supported

H5 TRUF→SATF→LOYF 1.187 .162 1.349 Supported

Source: primary research 
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unstandardized regression weights is 1.349 (indirect effect = 0.162 and direct effect = 1.187), so H5 
is supported with the strongest efficiency.

5. Conclusions, implications, limitations and future research

5.1. Conclusions & implications
As the findings mentioned above, three factors of perceived justice, the factor of distributive justice 
has the weakest impact on SATCOM. This result is consistent with the characteristics of Zalo OTT 
services because its applications are completely free. The other two factors, interactive justice and 
procedural justice, have a stronger impact on SATCOM, in which interactive justice has the 
strongest impact. This finding suggests that complaining customers will assess the quality of the 
interaction and solutions of Zalo OTT service, the strongest effect on their loyalty than the 
perceived fairness of procedures and distributions. This result suggests Zalo administrators in 
improving satisfaction after customer complaints by automated distribution systems, limiting 
response time (as fast as possible) and having a feedback monitoring system (like call recording 
of contact center system) to control the consistency and quality of each customer feedback using 
the service

On the other hand, the staff’s empathy, politeness, and willingness to give rational clarifications 
are extremely associated with SATCOM. The important role of personal communication has long 
been considered a key factor in service quality (Hsu & Lin, 2014; Zeithaml et al., 1990). In fact, 
when customers give complaints, they want fair interaction and help with their problems imme
diately. These three factors also have an indirect impact on customer loyalty with decreasing 
weights. Besides, the impact on return intention behavior is stronger than WOM. In research on 
administrative service, Hsu and Lin (2014) argued that individuals depend on interaction justice 
when choosing how to respond to authority appears, while they rely on procedure justice when 
choosing how to respond to the organization. In service circumstances, complaints are regularly 
handled by employee interaction; consequently, customers may believe in the interaction more 
than the procedure factor of justice. To enhance interactive effects with customers, Zalo needs to 
have a strict complaint resolution process, and employees who communicate directly with custo
mers also need to be trained in a way to know how to interact with customers in different 
situations.

Trustworthiness with two subcomponents including client trust in the firm’s Zalo OTT application 
(website) and customer trust in the online service of Zalo OTT application has the strongest impact 
on customer loyalty. Additionally, trustworthiness has an indirect impact on client loyalty through 
SATCOM, which reminds managers of the greater importance of trustworthiness in this model. This 
result is consistent with the study of Luo et al. (2016), Xu et al. (2019) and Tarhini and Hayek 
(2021). This can be a good suggestion for managers to create and reinforce customer trust with 
the website and Zalo online service by improving the speed of application access, and innovating 
the interface of the website or application to be friendly and convenient for customer behavior.

Justice factors and trustworthiness affecting customer loyalty with mediating role of SATCOM. 
Results of the mediating examination show that SATCOM is the bridge between the impact of 
justice and trustworthiness factors on return intention and word of mouth. This outcome is crucial 
for managers because positive WOM has an important impact on return intention. This also shows 
the reliability between what clients tell other clients and their intent to perform (Tarhini & Hayek,  
2021). This result suggests that Zalo should evaluate customer satisfaction after they were 
resolved their complaints through various ways such as rating the app, leaving comments on 
social networks, or simply way like an automatic scoring system. In fact, Zalo has been applying 
part of the above suggestions. In addition, the application of artificial intelligence to handle 
customer complaints quickly, automatically and consistently also contributes to increased 
truthworthiness and loyalty to the Zalo application.
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5.2. Limitations
Although this research develops the understanding of satisfaction with complaint handling, justice 
theory, trustworthiness, and loyalty; it does not comprise different roofs of satisfaction with 
complaint handling. The authors only referred to the concepts of justice theory and trustworthi
ness. For instance, this model does not contain the difficulty of the service disappointment among 
the satisfaction with complaint handling history. Furthermore, the authors are not able to incor
porate in the model the service recovery elements and failure situation. Therefore, the possible 
prejudice for neglected variables exists, and this research model would be considered as 
a summary of the most general correlates of satisfaction with complaint handling. Second, other 
research proposes the relationship between satisfaction with complaint handling and its experi
ences and consequences may change with different kinds of services (Hsu & Lin, 2014; Luo et al.,  
2016; Xu et al., 2019), this research can not unravel the effect of different kinds of online service.

Future research
There are a lot of research topics concerning interactions among the factors of justice and its 
impact on customer trustworthiness, this will promote a better understanding of satisfaction with 
complaint-handling activities. The authors also boost the general knowledge of the role of switch
ing costs and its direct or indirect impact on customer loyalty. There are also a lot of moderator 
factors that need to be investigated in the proposed model such as the attitude, and involvement 
of the client. The levels of the relationship between the customer, OTT service, and third parties 
can impact complainers’ assessments of the recovery process and its consequences. Therefore, 
here are suggestions for future studies that include situational factors and individual customer 
factors.
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