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Abstract. The Covid-19 pandemic, which causes social distancing, has an 

impact on a surge of buying and selling through mobile commerce. On the 

other hand, customers are at the risk of online service failure in m-

commerce. This research tested the quality model of m-commerce service 

that integrates the justice variable from the Islamic perspective on Muslim 

women's loyalty and word of mouth with satisfaction as the mediating 

variable and personal innovation and customer expertise as the moderating 

variables. This research is survey research involving 323 Muslim women 

who use the C2C m-commerce platform services in Indonesia. Data analysis 

is presented in Structural Equation Modeling. The result shows that 

distributive justice, procedural justice, visual appeal, ease of use, and 

security influenced satisfaction, while information quality, load speed, and 

interactional justice did not affect satisfaction. This research proves that the 

principle of justice in buying and selling process for Muslim women exists 

in the m-commerce service so that it plays a positive role in satisfaction 

which has an impact on the loyalty and word of mouth of Muslim women. 

This research contributes to providing theoretical background as a service 

standard for m-commerce platforms that are user-friendly for Muslim 

women.  

1 Introduction  

Muslim Muslim women tend to have concerns about the Covid-19, which leads to 

increased behaviour in online shopping. On the other hand, the mobile commerce service 

system is still at risk of service failure. Several cases of incompatibility of products received 

with the information provided on mobile commerce often occur. Even the phenomenon of 

online purchases paid on the spot (Cash on Delivery) has failed and is detrimental to the 

sellers. Online shopping failure can be detrimental to the buyers, sellers, and platform 

provider. The failure of online shopping services has a negative impact on the company [1]. 

The success or failure of sellers in satisfying customers is determined by the quality service 

of mobile commerce [2]. E-service quality is the extent to which mobile commerce facilitates 

customers of products or services effectively and efficiently [3-4]. E-service quality by sellers 

is positively related to customer satisfaction, loyalty, and word-of-mouth [3-5, 10].  
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There is no clear agreement on the dimensions of electronic service quality (e-service 

quality) [5]. In contrast to the findings of other researchers who found that security has an 

effect on satisfaction, loyalty and word of mouth [3, 10-11]. Load speed was found not to 

influence purchase intentions of online services [12]. Load speed has effected positively on 

satisfaction and intention loyalty of customers [10-11]. Other dimensional differences are 

also found in the dimensions of visual appeal. Visual appeal has the strongest influence on 

repurchase intentions [12].  

Online shopping through mobile commerce eliminating face-to-face contact between 

sellers and buyers is undoubtedly an exciting issue from an Islamic perspective by Muslim 

women. This research tries to test the e-service quality of mobile commerce whether it has 

put forward justice theory in creating its interaction system with the primary users, Muslim 

women. Previous studies have assessed the e-service quality of customer interactions with 

online sites [5-7, 11-13]. E-service quality mobile commerce must convince Muslim women 

that buying and selling are fair, both in terms of price and quality as promised. Justice should 

be an integral part of e-service quality [14-15]. Justice empirically affects satisfaction [15-

17]. 

E-service quality in mobile commerce must involve skill variables and the personal 

innovativeness of Muslim women. Skills are needed in processing information better [18]. 

Advanced users tend to find more errors in a system [19]. Customer innovative behaviour 

has an important role in the assessment of service satisfaction [19-20]. This study aims to 

prove the effect of e-service quality on mobile commerce empirically as reflected by the ease 

of use, information quality, load speed, visual appeal, security and evidence of the existence 

of distributive justice, procedural justice, interactional justice on the satisfaction of Muslim 

women. The study also aims to empirically demonstrate the effect of Muslim women's 

satisfaction toward loyalty and word of mouth. In addition, this study tests the moderating 

variables of customer skill and personal innovativeness in moderating the relationship 

dimensions of electronic service quality with the satisfaction of Muslim women in Indonesia. 

2 Literatur Review and Hypotheses Development  

2.1 Literatur Review 

2.1.1 Technology Acceptance Model 

TAM is a theoretical model used to explain the use of an information technology system  

[21]. People's behaviour depends on how often the technology is used [22]. This theory has 

been used in a variety of many research to detect intentions [23-28]. The application of TAM 

in this study can help explain the intention of Muslim women to shop online using mobile 

commerce. 

2.1.2 Justice Theory 

This theory was initially known as the equity theory, which states that there is an effort 

to compare the output and input obtained in an honest exchange relationship. What is 

received can stimulate psychologically between transacting parties [29]. Injustice in 

transactions can be detrimental to personal [30]. There is a positive linear relationship 

between perceptions of fairness and job satisfaction [31]. The theory of fairness measures 

customer satisfaction with a service that tends to be satisfied with the service standards [32]. 

There are three types of justice used in this research: distributive justice, procedural justice, 

and interactional justice. Distributive justice refers to the extent to which investment is 
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rewarded proportionally, returns on investment are in line with expectations, and results 

obtained with references are found [33]. Procedural justice is a measure of justice perceived 

by users that a process is carried out in accordance with existing regulations [34]. 

Interactional justice is a personal measure of being treated well with effective communication 

[35-36]. 

2.2 Hypotheses Development 

E-service quality is the extent to which online services facilitate customers to shop 

online effectively and efficiently [3-4]. Assessment of e-service quality provided by sellers 

is not only limited to customer interactions with mobile commerce until completion. E-

service quality in this study is easy to use, information quality, load speed, visual appeal, 

security, interactional justice, distributive justice, and procedural justice. The ease of using 

mobile commerce in searching information and others will be relevant to satisfaction. Ease 

to use has a positive effect on satisfaction [3, 10, 11], [37-43]. The information quality 

obtained by Muslim women in mobile commerce encourages online shopping. Information 

quality plays a positive relationship in satisfaction [44-45].  

Speed is a key factor for Muslim women in determining attitudes in accessing mobile 

commerce. The more real-time according to customer orders will have an impact on Muslim 

women's satisfaction. Load speed impacts satisfaction and, most potent creating customer 

dissatisfaction [3, 10]. The visual appeal of mobile commerce will have a positive effect in 

creating satisfaction for Muslim women. Muslim women attach importance to visual appeal 

as entertainment when accessing mobile commerce [5, 10, 53, 13, 46–52]. Muslim women 

make security a reason to be careful in online shopping and switch to other applications if 

they feel mobile commerce is unsafe, such as research by Blut [3, 10, 54-57]. Security plays 

a positive relationship in Muslim women's satisfaction. 

Investments in Muslim women that are rewarded relatively in terms of money, time, 

and energy will amplify the impact of satisfaction ratings after purchasing [15]. If Muslim 

women feel that their investment is not as promised by mobile commerce and sellers, they 

will judge it to be unfair. Distributive justice will strengthen Muslim women satisfaction after 

Muslim women. The treatment given by the mobile commerce system service plays a vital 

role in creating satisfaction for Muslim women. However, the system must be able to replace 

the face-to-face performance required in Islam. Interactional justice plays a crucial role in 

creating satisfaction for Muslim women on the quality of mobile commerce services due to 

limited contacts, such as the absence of face to face [1]. Procedural justice is the extent to 

which the existing procedures in mobile commerce are consistent, unbiased, balanced, and 

respect the interests of customers [15]. Muslim women will be satisfied if the existence of 

procedural justice in the mobile commerce service system. Procedural justice was the 

strongest factor for customer dissatisfaction in an online shopping environment [58]. 

Hypothesis one is the quality of mobile commerce services (a) ease to use, (b) information 

quality, (c) load speed, (d) visual appeal, (e) security, (f) distributive justice, (g) interactional 

justice, and (h) procedural justice has a positive effect on satisfaction Muslim women. 

User characteristics affect service perceptions [59]. User skill is the knowledge and 

experience of customers about online shopping [60]. Skill can improve the quality of decision 

making [61]. The skill of Muslim women is knowledge gained from experience and training. 

The skill of Muslim women in using mobile commerce will later be used to assess the quality 

of services received [18, 60, 62]. Hypothesis 2 of this research is that user skill will moderate 

the relationship between mobile commerce services received by Muslim women. 

Innovativeness is the tendency in adopting a new service system [3]. Mobile commerce with 

a consumer-to-consumer system is a system that is currently growing and developing. User 

innovation affects satisfaction in the context of self-service technologies [20, 63]. Hypothesis 
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3, namely personal innovativeness, will moderate the relationship between the quality of 

mobile commerce services received by Muslim women. 

Customers' satisfaction can create goodwill behave in the future as buy, visit, buyback, 

word of mouth, and loyalty [3-4, 7-9, 10, 13, 14, 54, 64-65]. Customer satisfaction will have 

a positive effect on repurchase intention [14]. Service quality influences customer behaviour 

intention through customer satisfaction [9]. In line with loyalty, Muslim women can 

recommend positive or negative things after their experience of doing online shopping. 

Hypothesis 4 of this research is that the satisfaction of Muslim women in using mobile 

commerce can increase loyalty behaviour. Hypothesis 5 of this study is that the satisfaction 

of Muslim women in using mobile commerce can increase word-of-mouth behaviour. 

3 Method 

Behavioral Behavioural loyalty and word of mouth by Muslim women are used 

quantitative approach with survey method. The respondents of this study were Muslim 

women who shopped online at least 2 times during the PSBB period. The survey instrument 

was developed with Likert 7 points (1 = strongly disagree, 4 = neutral, and 7 = strongly agree) 

and first tested by pilot test. Item statement ease to use refers to Grandon and Pearson [66], 

information quality [45], load speed [67], visual appeal [46], security [3], distributive justice, 

interactional justice, procedural justice [14], Muslim women skill [60], Muslim women 

personal innovativeness [68], Muslim women Satisfaction [9], loyalty dan word of mouth 

[69]. This research uses purposive sampling to consider the following matters: (1) the 

respondent is the user of mobile commerce platform (C2C) customer to the customer at least 

two transactions during a pandemic; and (2) the respondent is female and is more than 23 

years old. The selection of purposive sampling in this study is believed to provide an accurate 

description of the users of the e-commerce platform and in accordance with the objectives of 

this study.  

After the data is collected, the data is processed using PLS-SEM to estimate the structured 

model. PLS-SEM uses two components, namely the inner Model and the outer Model. The 

outer model is used to assess the validity and reliability of the model. Validity was tested by 

convergent validity and discriminant validity. Convergent validity was tested on average 

variance extracted (AVE) and Communality with each value above 0.5. The value of cross-

loadings above 0.5 determining discriminant validity. The reliability test uses composite 

reliability with a value above 0.7. The inner model is used to predict the causality relationship 

between variables. T-statistical test parameters were obtained to predict the existence of a 

causality relationship through bootstrapping.  

 

 

 

 

 

 

 

 

 

     

 E3S Web of Conferences 317, 05018 (2021)

ICENIS 2021
https://doi.org/10.1051/e3sconf /202131705018

4



 

 

4 Result and Discussion  

4.1 Result  

Table 1. Validity and Reliability Construct. 

 AVE Communality 
Result of 

AVE root 

Composite 

Reliability 

Ease to use 0,657 0,657 0,814 0,912 

Information quality 0,662 0,652 0,823 0,922 

Load speed 0,663 0,667 0,898 0,894 

Visual appeal 0,570 0,562 0,758 0,874 

Security 0,810 0,800 0,912 0,933 

Distributive justice 0,787 0,778 0,887 0,956 

Interactional justice 0,920 0,928 0,932 0,969 

Procedural justice 0,612 0,574 0,756 0,888 

Muslim women Skill 0,823 0,884 0,923 0,944 

Muslim women Personal Innovativeness 0,869 0,878 0,926 0,959 

Satisfaction of Muslim women 0,880 0,898 0,943 0,985 

Loyalty of Muslim women 0,772 0,773 0,883 0,924 

Word of mouth 0,727 0,726 0,857 0,887 

 

Based on the construct value and reliability test, the outer model has met the criteria. All 

constructs have met the criteria for the convergent validity test because all AVE 

and communality values have values above 0.5. The indicators used also meet the criteria for 

discriminant validity because the root of AVE is greater than the correlation with other 

variables. All variables have a composite reliability value above 0.7, thus proving that the 

indicator can be used. Inner model testing is done by using the R-square and 

the path coefficient or t-statistic for each path. 

Table 2. R-Square Result. 

Construct R-Square 

Satisfaction of Muslim women 0,698 

Loyalty of Muslim women 0,477 

Word of mouth 0,563 

Table 3. Path Coefficient Results. 

  (O)  (STDEV) (|O/STERR|) 

Distributive justice -> Satisfaction of Muslim women 0,479 0,075 6,394* 

Ease to use -> Satisfaction of Muslim women 0,111 0,064 1,726* 

Skill -> Satisfaction of Muslim women 0,253 0,072 3,493* 

Interactional justice -> Satisfaction of Muslim women -0,072 0,066 1,099 

Information quality -> Satisfaction of Muslim women -0,143 0,105 1,218 

Load speed -> Satisfaction of Muslim women 0,087 0,053 1,621 

Innovation-> Satisfaction of Muslim women -0,029 0,050 0,590 

Procedural justice -> Satisfaction of Muslim women 0,291 0,062 4,637* 

Satisfaction of Muslim women -> Loyalty 0,676 0,042 15, 910* 

Satisfaction of Muslim women -> Word of mouth 0,729 0,030 24,020* 

Security -> Satisfaction of Muslim women 0,115 0,070 1,644* 

Visual appeal -> Satisfaction of Muslim women -0,111 0,060 1,848* 

* Signifikan (t-hitung ≥ 1,64), α 0,05. 
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Table 4. Total Effect. 

  (O)  (STDEV)  (|O/STERR|) 

Skill -> Satisfaction of Muslim women 0,292 0,087 3,342* 

Personal Innovation -> Satisfaction  0,016 0,064 0,255 

Distributive justice -> Satisfaction  0,419 0,094 4,441* 

Distributive justice * Skill -> Satisfaction  -0,502 0,202 2,484* 

Distributive justice * Pers Innov -> Satisfaction 0,311 0,145 2,140 

Ease to use -> Satisfaction  0,158 0,091 1,726* 

Ease to use * Skills -> Satisfaction  0,134 0,122 1,092 

Ease to use * Pers Innov -> Satisfaction -0,069 0,092 0,757 

Interactional justice -> Satisfaction  -0,072 0,076 0,962 

Interactional justice * Skill -> Satisfaction  0,111 0,116 0,959 

Interactional justice * Pers Innov -> Satisfaction -0,112 0,104 1,076 

Information quality -> Satisfaction  -0,105 0,087 1,218 

Information quality * Skill -> Satisfaction  0,292 0,183 1,596 

Information quality * Pers Innov -> Satisfaction 0,129 0,162 0,801 

Load speed -> Satisfaction  0,137 0,059 2,300* 

Load speed * Skills -> Satisfaction  -0,017 0,112 0,159 

Load speed * Pers Innov -> Satisfaction -0,186 0,145 1,284 

Procedural justice -> Satisfaction  0,178 0,078 2,285* 

Procedural justice * Skill -> Satisfaction  -0,023 0,152 0,152 

Procedural justice * Pers Innov -> Satisfaction -0,143 0,121 1,172 

Security -> Satisfaction  0,039 0,074 0,543 

Security * Skill -> Satisfaction of Muslim women 0,040 0,108 0,374 

Security * Pers Innov -> Satisfaction  -0,069 0,112 0,613 

Visual appeal -> Satisfaction  -0,059 0,071 0,842 

Visual appeal * Skill -> Satisfaction  -0,049 0,117 0,417 

Visual appeal * Pers Innov -> Satisfaction 0,052 0,087 0,600 

* Signifikan (t-hitung ≥ 1,64), α 0,05. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Output Structural Equation Modeling. 

ESE: Ease to Use; IFO: Information Quality; LOA: Load Speed; VIP: Visual Appeal; SCR: Security; 

DJC: Distributive Justice; IJC: Interactional Justice; PJC: Procedural Justice; STS: Satisfaction of 
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Muslim women; PIS: Muslim Women Personal Innovativeness; SKL: Muslim Women Skill; LYS: 

Loyalty of Muslim Women; WMT: Word of Mouth. 

4.2 Discussion  

4.2.1 E-service Quality of Mobile Commerce and Satisfaction of Muslim Women 

Ease to use online shopping on mobile commerce has a positive effect on the satisfaction 

of Muslim women. These findings are in line with the findings of previous researchers [4, 6, 

10, 37-39, 41-43]. This is in accordance with the TAM and TRA theory. The higher the ease 

to use of mobile commerce felt by Muslim women, the higher the satisfaction achieved by 

customers. This convenience will encourage Muslim women to be satisfied with mobile 

commerce services. The visual appeal of mobile commerce has a positive effect on Muslim 

women's satisfaction. The results of this study are in line with the findings of previous 

research, which states that visual appeal is the strongest dimension in determining user 

satisfaction [10, 46, 53, 70]. Security mobile commerce has a positive effect on the 

satisfaction of Muslim women. The results of this study follow previous researchers [5, 10, 

55-57, 71] saying that online site security prevents payment errors and plays a vital role in 

improving e-service quality for online shopping. Distributive justice has a positive effect on 

Muslim women satisfaction. These findings are in line with research [14, 16-17, 72-73]. 

Distributive justice is essential for Muslim women because it shows the function of mobile 

commerce as a store that sells a variety of their needs. Procedural justice has a positive effect 

on the satisfaction of Muslim women. The results of this study support research [14, 17, 73].  

Unlike the dimensions of e-service quality above, information quality does not affect 

Muslim women's satisfaction. These findings differ from these studies [4, 10]. Muslim 

women often look for product information purchased from other information sources 

available on search engines or social media. This is in line with the finding [74] that customer 

behaviour in online shopping is to first look for as much product information as possible from 

various sources, including brand image [75-76] and compare product prices on various 

platforms before shopping online. Load speed does not affect Muslim women's satisfaction 

in online shopping. Mobile commerce, which Muslim women often use, is an application that 

is often used in Indonesia. Internet speed is relatively low, so it becomes a problem in online 

shopping. Therefore, if there are problems related to loading speed, Muslim women usually 

understand the condition of the internet network in Indonesia and do not think that the mobile 

commerce application causes the load speed. Thus, the load speed of mobile commerce does 

not affect the satisfaction of Muslim women when shopping online. Interactional justice does 

not affect the satisfaction of Muslim women. The results of this study differ from the findings 

of previous studies [14, 72]. However, the results of this study support the findings [73]. 

Muslim women are more concerned with results from transactions, not how to interact with 

mobile commerce. As long as the goods are obtained, Muslim women are satisfied with the 

mobile commerce service. The majority of customers feel they prefer solving shopping-

related problems without communicating much with the app. 

4.2.2 E-Service Quality, Satisfaction, Skill dan Innovativeness of Muslim Women 

Muslim women's skill leads to better finding out her right to make online purchases 

through mobile commerce is not on the dimensions of the other e-service quality. In line with 

the research [61], expert customers rely more on e-service quality in terms of results or 

techniques, not on other service quality such as the interaction process with online shopping 

sites. Personal innovativeness does not moderate the relationship between the dimensions of 
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e-service quality and the satisfaction of Muslim women in online shopping [77]. This is 

because Muslim women are forced to use mobile commerce as an impact and fear of the 

Covid-19 virus, which creates satisfaction with services. The results of this study support the 

previous findings [71, 78-79]. 

4.2.3 Satisfaction of Muslim Women, Loyalty, and Word of Mouth 

Satisfaction has a positive effect on the loyalty of Muslim women. The results of this 

study are in line with these studies [10, 54, 87-88, 69, 80, 86]. Muslim women are considering 

visiting and repurchasing on mobile commerce after feeling satisfaction from their e-service 

quality. For that, satisfaction can be used as a benchmark for obtaining and retaining Muslim 

customers. Satisfaction also has a positive effect on word of mouth. The results of this study 

also support the findings [1, 54, 69, 71, 87, 91]. Customers are willing to convey good things 

by conducting online customer reviews on the mobile commerce application and even 

encouraging the propagation through social media. 

5 Conslusion   

Visual appeal, ease to use, security, distributive justice, and procedural justice of mobile 

commerce affect the satisfaction of Muslim women when online shopping during a 

pandemic, where the pandemic information quality, load speed, and interactional justice on 

mobile commerce has a positive influence on the satisfaction of Muslim women doing online 

shopping. This satisfaction was strengthened by the skill of Muslim women in using mobile 

commerce. At the same time, Muslim women do not need to have personal innovativeness to 

gain online shopping satisfaction on mobile commerce. Muslim women who feel satisfied 

with the service of mobile commerce is doing word of mouth about mobile commerce. The 

satisfying experience of transacting on mobile commerce encourages the loyalty behaviour 

of Muslim women to do online shopping during the PSBB three times. This satisfaction also 

impacts word-of-mouth, which is shown by the online customer review behaviour of Muslim 

women on the mobile commerce application. This research proves that the justice theory that 

is respected and upheld in Islam is proven to positively affect Muslim women's satisfaction 

when online shopping. For this reason, mobile commerce application providers need to 

reinforce the concept of justice in the marketplace.  Future research should examine the 

existence of the moral economy in online shopping. In addition to testing satisfaction, loyalty, 

and word of mouth, it is necessary to create a combination model of application service 

quality, internal user factors, and external user factors such as online customer reviews and 

lifestyle. 
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