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Abstract: This study aimed to analyze the effect of information quality and innovation on
customer loyalty through customer satisfaction as a mediating variable for Tokopedia users.
Increasing customer satisfaction will certainly have an impact on increasing customer loyalty
thus this is the desire of every business person. The sampling technique used was accidental
sampling with a total of 200 respondents—using the Roscoe method. Data collection was
carried out by using a questionnaire. The exogenous variables were Information Quality and
Innovation, while the endogenous variables were Customer Satisfaction and Customer
Loyalty. The analytical tool used in this study was Structural Equation Modeling (SEM). The
test results show that Information Quality and Innovation have a significant positive effect on
Customer Satisfaction. Likewise, Information Quality and Innovation have a significant
positive effect on Customer Loyalty. Furthermore, Customer Satisfaction also has a
significant positive effect on Tokopedia Customer Loyalty in Pekanbaru.

Keywords: Information Quality, Innovation, Customer Satisfaction, Customer Loyalty,
Structural Equation Modeling

1. Introduction

Nowadays, shopping online has become a habit for customers so many merchants of goods or
services use e-commerce business techniques. Tokopedia is one of the largest e-commerce
websites in Indonesia, owned and run by PT Tokopedia. According to the data obtained by
(Igbal, 2021) it is shown that Tokopedia is ranked first when viewed from the brand
popularity index. However, the high popularity of Tokopedia brand does not have much
influence on customer loyalty to use Tokopedia. From 2013-2016, it was found that
Tokopedia's market share decreased every year. Nationally, the ranking of Tokopedia website
visitors has also decreased. Meanwhile, according to the study conducted by (Akbar, 2017)
on the level of usability which consists of learnability, efficiency, memorability, errors and
satisfaction on Tokopedia, Shopee and Bukalapak websites—the data show that in the
learnability component (level of convenience), these three websites have no problems. Next,
in the efficiency component, Shopee website has the best level of efficiency. After that, in the
memorability component, these three websites also have no problem. Then, in the errors
component, Tokopedia website has the least number of complaints. Finally, in the satisfaction
component, Tokopedia website has the highest satisfaction score. With this data, Tokopedia
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is superior in the aspect of Information Quality as well as in application rating assessment—
in which, this assessment is a form of customer satisfaction in using Tokopedia.

Customer complaint data are related to the information system on Tokopedia in responding to
customers using a bot system, which causes customers to give a low rating or assessment to
Tokopedia. This assessment is one indicator used to assess customer satisfaction. In this case,
Tokopedia has experienced problems in the Features factor—in which, this is one of the
factors that determine customer satisfaction (Pujani, 2011). If the customers are not satisfied,
they may not use Tokopedia again to fulfill their needs. This is supported by the study of
(Setyaningsih, 2017) in which the data obtained reveal that satisfaction and trust have a
significant effect in increasing customer loyalty. Therefore, satisfaction is very influential in
increasing customer loyalty, whether in the form of regular repeat purchases, recommending
Tokopedia or showing the advantages of Tokopedia.

Information system is a combination of system and information quality. Information quality
is information about products or services that have been provided by the website or the
seller—with clear and complete product information through a well-designed system,
Information Quality can have an effect on customer satisfaction. This is supported by the
studies of (Patma et al., 2021; Wahyudi et al., 2015) in which the data obtained reveal that
information quality and service quality have a significant effect on online shopping customer
satisfaction, while system quality does not. However, according to the study of (Kartikasari,
2017) information quality and interaction service quality have no significant effect on
satisfaction. If the customers are satisfied in using the online shop, a customer loyalty phase
will be formed so those customers will repurchase products at the same place. It is supported
by the study of (Palma & Andjarwati, 2016) in which the data obtained reveal that
Information Quality (product quality and convenience) has a significant effect on repurchase
intentions (loyalty).

Innovation is a theoretical concept or design proposed to form a new idea or concept that can
improve business, competitiveness and customer service. According to the data reported by
(Dipa, 2020), it is shown that in April 2020, Tokopedia made innovations through several
features that were issued to make it easier for users to use. New features released by
Tokopedia were the Quickly Reply Chat feature, Weekly Summary Sales and Orders,
Tokopedia Play, and Direct Purchase features. With these features innovations, it will make it
easier for Tokopedia users to shop—which eventually can increase customer satisfaction and
impact on customer convenience to re-shop at Tokopedia. This is supported by the study
conducted by (Winarti et al., 2021) in which product innovation has a significant effect on
customer loyalty. In addition, according to the study conducted by Utami & Wartini (2015),
in which the data obtained reveal that service innovation has a positive effect on customer
satisfaction. Therefore, this study aimed to analyze the effect of information quality and
innovation on customer loyalty through customer satisfaction as a mediating variable.

2. Literature Review

Information Quality

According to (Patma et al., 2021; Wahyudi et al., 2015), system quality is the technical
quality of the information system itself. System quality means the quality of the combination
of hardware and software. Meanwhile, according to Batini in (Alvianna et al., 2021),
information quality is a picture of the situation provided by a company or institution
regarding the latest information—and this will change every day. The measure of user
satisfaction with the information system is reflected by the quality of the system owned. If
information quality is good according to the user's perception, then they will tend to feel
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satisfied in using the system. Information quality is the degree to which information has
characteristics of content, form and timing—which give it value to certain end users.
According to (Isnaini & Udayana, 2019), information system is a system in an organization
which is a combination of people, facilities, technology, media, procedures and controls to
obtain important communication lines, process certain types of routine transactions, signal to
management and others on internal and external important events and provide an information
basis for decision making.

Studies on the relationship between Information Quality and Customer Satisfaction, among
others (Akbar, 2017) which suggests that Information Quality will have an effect on
Customer Satisfaction. Also, (Kartikasari, 2017) which suggests that Information Quality will
have an effect on Customer Loyalty.

Innovation

An innovation strategy must be consistent with the company's mission, vision, goals and
strategies. Companies must be dedicated to investing in research and development, producing
innovative products and achieving substantial performance to be competitive (Karabulut,
2015). A review of the literature on organizational innovation shows that there are many
different approaches to measuring innovation performance. According to Pinho in
(Kafetzopoulos et al., 2015), innovation in the past was mainly product-oriented. However, to
deal with external turbulence and worldwide competition, companies must adopt more
process, organizational and technical approaches to innovation.

According to (Antanegoro et al., 2017), business innovation is about embracing change in
corporate culture, which is generally described as a system of shared meaning within an
organization that determines how employees behave. Whereas, (Winarti et al., 2021) suggest
that Product innovation is a combination of various processes that affect each other. This
understanding can also be interpreted that innovation is not a new concept, idea, or
discovery—and is not a development of a new market, but is a description of all the existing
processes.

Studies on the relationship between Innovation and Customer Satisfaction, among others
(Diawati et al., 2020; Fauzi & Mandala, 2019; Sukarmen et al., 2013) which suggest that
Innovation will have an effect on Customer Satisfaction. Also, (Antanegoro et al., 2017;
Utami & Wartini, 2015; Winarti et al., 2021) which suggest that Innovation will have an
effect to Customer Loyalty.

Customer satisfaction

According to (Kartikasari, 2017), customer satisfaction is a person's feelings of pleasure or
disappointment that arise after comparing the perceived performance (results) of the
product—to the expected performance. Furthermore, according to (Danurdara, 2021),
satisfaction and dissatisfaction are a post-purchase evaluation where satisfaction means that
the chosen alternative is at least equal to or exceeds customer expectations, while
dissatisfaction means that the chosen alternative do not meet customer expectations.
Meanwhile, according to Oliver in (Bahri et al., 2017), customer satisfaction requires the full
fulfillment of customer expectations for products and services. If the perceived performance
matches or even exceeds customer expectations for the product/service, they are satisfied. In
the real world, dissatisfied customers tend to create negative word of mouth and pass on their
negative impressions to other customers.

Studies on the relationship between Customer satisfaction and Customer Loyalty, among
others (Bahri et al., 2017; Banahene, 2018; Nyan et al., 2020; Perwira et al., 2016) which
suggest that Customer satisfaction will have an effect to Customer Loyalty.
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Customer loyalty

Loyalty is a persistent customer commitment to re-subscribe or re-purchase the selected
product/service consistently in the future, even though situational influences and marketing
efforts have the potential to cause behavioral changes (Rizan et al., 2020). Ozkan et al. (2020)
state that customer loyalty is a situation where customers consistently spend all available
budgets to buy products and services from the same seller.

Griffin (2005), states that the concept of customer loyalty is more associated with behavior
than with attitudes. If a person is a loyal customer, he or she exhibits buying behavior which
is defined as a non-random purchase expressed from time to time by several decision-making
units.

Relationship between variables

Information System Quality is a system which consists of the combination of hardware and
software. System quality can be measured through ease of use, speed of access, system
reliability, flexibility and security. Information quality is a customer's perception of the
quality of information about a product or service provided by a website (Savalas, 2018).
Therefore, if an information system has good quality, it will increase customer satisfaction—
which is judged by the quality of e-commerce products or services. If customer satisfaction
has been achieved, it can increase Customer Loyalty. This can be seen from repeat uses or
repeat purchases from the same e-commerce on a regular basis, recommending products to
other consumers.

In addition to information system quality, innovation is something that can affect customer
satisfaction as well. Innovation is a knowledge and technique that can produce new concepts
that can later help consumers in terms of using the website. If the innovation is considered
quite effective in its use by consumers, then this innovation will shape customer
satisfaction—this can affect the increase in customer loyalty, because e-commerce has a new
innovation that is not owned by other e-commerce and is considered effective in its use.
Therefore, the following relationships between variables were compiled by the researchers:

Information System Quality on Customer Satisfaction

The rise of online shops among the public requires e-commerce companies to further develop
information systems effectively and efficiently for customers or consumers to be interested in
buying or using the same e-commerce. A quality information system will lead to satisfaction
of its users. In this concept, an effective and efficient information system is one indicator to
achieve customer satisfaction. The more effective and the better the information provided by
an e-commerce, the better the level of customer satisfaction.

The success of an information system is affected by the information quality. The information
quality can have significant effects on individuals. The expected positive effects include
increasing decision-making abilities, increasing work effectiveness and improving work
quality (DeLone and McLean, 2003 in (Rakhmadian et al., 2017). The higher the quality of
the information system owned, the higher the level of user satisfaction with the information
system (Rakhmadian et al., 2017).

At the level of learnability, memorability, errors and satisfaction, Tokopedia is superior to
other e-commerce (Akbar, 2017). From these data, it has been proven that Tokopedia has a
good and superior level of ease of use, memory in application reuse, customer complaint and
application assessment. With the good quality of Tokopedia's information system, customers
will feel satisfied in using Tokopedia's e-commerce.

H1. There is an effect between the Information System Quality on Customer Satisfaction
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Information System Quality on Customer Loyalty

Information system is a combination of system and quality of information. The system that is
easier to use and remember by customers or consumers will attract them to use the same e-
commerce. The repeat use of e-commerce within a certain period of time—is one of the
characteristics of loyal customers.

According to Keith in (Muchtar & Astuti, n.d), the ultimate goal of the company's success in
establishing relationships with its customers is to form strong loyalty. In this case, the quality
of a good information system will lead to customer loyalty.

H2. There is an effect between the Information System Quality on Customer Loyalty

Innovation on Customer Satisfaction

Innovation is a new idea designed by a company to form a new concept that is better than
before, whether new innovation for the company or for the market—or for both. Innovation
that satisfies and helps customers in the use [of the e-commerce] will form customer
satisfaction. (Shodiq, Hidayatullah, & Ardianto, 2018) state that in the era of intense business
competition, company innovation is needed, especially in information system in order to
achieve customer satisfaction.

Therefore, innovation is one of the factors to achieve customer satisfaction because a new
innovation that is not owned by other e-commerce becomes a separate additional point for an
e-commerce.

H3. There is an effect between Innovation on Customer Satisfaction

Innovation on Customer Loyalty

The tight business competition nowadays, makes e-commerce companies launch various
innovations that attract the attention of consumers to use their e-commerce. (Hapsara et al.,
2020) state that in the era of intense business competition, company innovation is needed,
especially in information system—to achieve customer satisfaction which in the study
conducted by (Hidayatullah et al., 2019) has been proven to have an effect on customer
loyalty. With this concept, in addition to information system, innovation will also affect
customer loyalty—if the innovation is considered effective and profitable by consumers or
users.

H4. There is an effect between Innovation on Customer Loyalty

Customer Satisfaction on Customer Loyalty

Satisfaction is a picture of a person's feelings in assessing an expected performance.
Customer satisfaction can be shown in the form of comments, assessments of an e-commerce.
Satisfaction is an evaluation for companies to improve or increase the performance of a
system that is considered less effective and less attractive to consumers. If someone is
satisfied in using e-commerce, loyalty will be formed, because satisfied customers will make
repeat purchases or recommendations to others to use e-commerce.

Winarti et al. (2021) state that in the era of intense business competition, company innovation
is needed, especially in information system—to achieve customer satisfaction and affect
customer loyalty. With this concept, satisfied customers make it possible for customer loyalty
to occur, in which loyalty is the ultimate goal of the company's success in establishing
relationships with its customers (Keshavarz & Jamshidi, 2018; Mahsyar & Surapati, 2020;
Narotama, 2019; Setyaningsih, 2017).

H5. There is an effect between Customer Satisfaction and Customer Loyalty

The structural relationship of the four research variables is presented in the research model as
shown in the following Figure 1.
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Figure 1: Research Model
Source: Processed Data, 2022

3. Method

Research Instruments

In this study, the independent variables used were Information Quality (X1) and Innovation
(X2). Meanwhile, the dependent variables used were Customer Satisfaction (Y1) and
Customer Loyalty (Y2). Therefore, the research instrument compiled by the researchers is
presented as shown in the following Table 1.

Table 1. Research Instruments

No. Variable Name Indicator Source Measurement Scale
1. Information 1. Accuracy, (Wahyudi Interval
Quality (X1) 2. Timeliness, etal.,
3. Completeness, 2015)
4. Information presentation (Format)
5. Ease of use
6. Ease of access (system flexibility)
7. Access speed (response time)
8. System security
2. Innovation (X2) 1. Use of new technology/features (Karabulut Interval
2. More sophisticated and according to , 2015)
needs
3. Different from other products
4. Has a characteristic when compared to

other online shops
5. Improvement made to improve quality

6. Has more value than others
3. Customer 1. Remain satisfied with the ability to (Ozkan et Interval
Satisfaction (Y1) perform the promised service, al., 2020)
2. Satisfaction with willingness to help
customers
3. Satisfaction with knowledge and
courtesy
4. Satisfaction with caring for customers
4.  Customer Loyalty 1. Make regular purchases Griffin Interval
(Y2) 2. Purchase from outside the (2005)

product/service line
3. Recommend other products
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No. Variable Name Indicator Source Measurement Scale

4. Demonstrate immunity from the
attraction of similar products from
competitors.

Source: Processed Data, 2022

Population and Sample

The population in this study was Tokopedia online shop users in Pekanbaru whose number is

not known with certainty. To determine the sample, non-probability sampling with accidental

sampling technique was used and obtained a number of samples of 200 respondents to be

studied using the Roscoe method calculation (Sugiyono, 2007) where the sample size for

research is provided as follows:

a. The feasible sample size in the study is between 30 to 500

b. If the sample is divided into categories (for example: male-female, civil-private
employees—and others) then the number of sample members in each category is at least
30

c. If the study is to conduct multivariate analysis (correlation or multiple regression for
example), then the number of sample members is at least 10 times the number of variables
studied.

d. For simple experimental research—which uses an experimental group and a control group,
the number of sample members is 10 to 20 each.

In this study, there were 5 variables studied so the number of samples taken by the

researchers was 5x40 = 200 people.

Data analysis method

This study used the SEM PLS data analysis technique. This method is an alternative method
of the Structural Equation Model (SEM). The PLS model is used when the theoretical basis
for model design is still weak and the measurement indicators do not meet the ideal
measurement model, because PLS can be used for prediction. The inferential statistical data
analysis was measured using Smart PLS (Partial Least Square) software starting from the
measurement model (outer model), structural model (inner model) and hypothesis testing.

4. Result And Discussion

Characteristics of Respondents

As the beginning of the analysis process in the results of this study, an analysis of the
characteristics of the respondents was carried out. Characteristics of respondents are
important to analyze because data on the characteristics of respondents can show certain
behavioral characteristics. The characteristics of the respondents analyzed in this study are
gender, age and occupation.

Table 2. Characteristics of Respondents

Demographics Category Amount Percentage (%)

Gender Male 84 42.0
Female 116 58.0
Student 92 46.0
Civil/ Private Employees 47 23.5
Occupation Entrepreneur 22 11.0
Housewife 28 14.0
Other 11 5.5
. Primary School 2 1.0
Educational Background Junior High School 11 5.5
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Senior High School 115 57.5

Diploma 14 7.0

Bachelor’s 58 29.0

Source: Processed Data, 2022

Based on the data in Table 2, it can be seen that the male respondents are 84 people or
42.00% while female respondents are 116 people or 58.00%. This shows that there are more
female respondents than male respondents in this study where women indeed tend to prefer
online shopping than men.

Based on the data in Table 2, it a can be seen that the respondents who are students are 92
people or 46.50%, civil/private employees are 47 people or 23.50%, entrepreneurs are 22
people or 11.00%, housewives are 28 people or 14.00% and the remaining 11 people or
5.50% have other occupations. This shows that the majority of respondents who use the
Tokopedia online shop are students (High School/ University students). This is because
students are currently more active in using gadgets for both social media and online
shopping.

Based on the data in Table 2, it can also be seen that the respondents with the educational
background at Primary School are 2 people or 1.00%, Junior High School are 11 people or
5.50%, Senior High School are 115 people or 57.50%, Diploma are 14 people or 7, 00% and
University (Bachelor’s degree) are 58 people or 29.00%. From the results of this study, it can
be concluded that the majority of respondents in this study are respondents with Senior High
School education. This is supported by the results of the distribution of questionnaires which
show that most of the respondents are students.

Variable Descriptive Analysis

The Information Quality variable in this study was measured through 8 statement items. The
results of the calculation of the overall average value for the Information Quality variable
show that the respondents' responses to the Information Quality on the Tokopedia website are
good. The highest average value of the statement is 4.27 in the 1st statement, while the lowest
average value of the statement is 4.05 in the 7th statement. This shows that respondents feel
that the responses given on Tokopedia website is still not fast, both in terms of customer
service responses and online shop admin at Tokopedia responses.

The innovation variable in this study was measured through 6 statement items. Of the six
questions used to measure the innovation variable, the results of the calculation of the overall
average value for the innovation variable show that respondents’ responses to innovation
variable at Tokopedia are good. The highest average value of the statements is 4.21in the 1st
statement, while the lowest average value of the statement is 4.06 in the 3rd statement. This
shows that respondents feel that Tokopedia does not yet have a distinctive feature compared
to other online shops/e-commerce.

The Customer Satisfaction variable in this study was measured through 5 statement items.
The results of the calculation of the average value of the statements used to measure the
Customer Satisfaction variable are high—where the highest average value of the statements is
4.25 in the 1st statement, while the lowest average value of the statements is 4.11 in the 4th
statement. This shows that respondents' responses to customer satisfaction at Tokopedia are
high.

Furthermore, the customer loyalty variable in this study was measured through 4 statement
items, the 1st statement has the highest average value of 4.30 while the 4th statement has the
lowest average value. The customer loyalty variable shows a high value, so it can be
concluded that the respondents' responses about Customer Loyalty at Tokopedia are high.
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Research Validity and Reliability Test
Table 3. Validity and Reliability Test
Variable CITC Standard Information Cronbach’s Rest Description

Items Alpha
KI_1 0.612 Valid
KI_2 0.644 Valid
KI_3 0.729 Valid
Kl 4 0.613 Valid .
KI5 0.620 valid 0.875 Reliable
KI_6 0.614 Valid

KIL_7 0.619 Valid

KI_8 0.627 Valid

11 0.638 Valid

1 2 0.681 Valid

1 3 0.621 Valid .

| 4 0.707 0.3 Valid 0.857 0.6 Reliable

1 5 0.615 Valid

| 6 0.619 Valid
KP_1 0.616 Valid
KP_2 0.684 Valid .
KP_3 0.741 Valid 0.835 Reliable
KP_4 0.624 Valid
LP_ 1 0.650 Valid
LP_2 0.537 Valid .
LP 3 0.580 Valid 0.783 Reliable
LP 4 0.596 Valid

Source:_Processed Data, 2022

Based on the validity results in Table 3, it can be seen that all question items for the
Information System Quality, Innovation, Customer Satisfaction and Customer Loyalty
variables have a CITC (Corrected Item Total Correlation) value greater than 0.3, so it can be
concluded that all question items in each variable are considered valid and can be used for
further data analysis.

Then it can also be seen in Table 3 that each variable has a Cronbach’s alpha (a) value
greater than 0.60, so it can be concluded that all variables used in this study have a value that
can be trusted or reliable. Thus, the preliminary test in this study to test the reliability and
validity of the variables was found no problem, so the next stage of testing could be carried
out.

Structural Equation Modeling (SEM)

Analysis Outer Model Analysis (Measurement Model)

Convergent Validity

Based on the results of data processing, it can be seen that the majority of indicators in each
variable in this study have a factor loading value greater than 0.7. However, there are 2
statements from the Innovation variable that have a loading factor value of less than 0.7,
namely statements I_5 (Improvement is always carried out by Tokopedia to improve its
quality) and 1_6 (Improvement made by Tokopedia can provide a better value than previous
products) so these indicators must be removed from the study and reprocessed using PLS.
Based on the results of data processing after removing the factor loading values that are
smaller than 0.7, it was obtained that all indicators in each variable in this study have a factor
loading value greater than 0.7. So that it can be continued to the convergent validity test
which could be done by looking at the Average Variance Extracted (AVE) value for each
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construct or latent variable. Then seen from the AVE value, each construct or latent variable
has a value greater than 0.50, with the smallest value being 0.535 for the Information Quality
variable, 0.675 for the Innovation variable, 0.668 for the Customer satisfaction and 0.607for
the Customer loyalty variable.

Table 4. Results of Discriminant Validity

Information System Quality  Innovation  Customer satisfaction Clléifg"n; er
Information Quality 0.732
Innovation 0.524 0.822
Customer satisfaction 0.421 0.467 0.817
Customer loyalty 0.498 0.552 0.605 0.779

Source: Processed Data, 2022

Based on Table 4, it can be seen that the AVE root value for each construct is greater than the
correlation value with other constructs or variables so that the variables in this study can be
said to have good discriminant validity.

Reliability Test

Table 5. Results of Composite Reliability and Cronbach's Alpha

Variable Cronbach's Alpha Composite Reliability Standard Information
Information Quality 0.876 0.902 Reliable
Innovation 0.838 0.847 0.7 Reliable
Customer satisfaction 0.836 0.889 ' Reliable
Customer loyalty 0.784 0.861 Reliable

Source: Processed Data, 2022

Based on Table 5, it can be seen that composite reliability and Cronbach's alpha owned by all
research variables have values greater than 0.70. With the resulting value, it can be concluded
that all the variables used in this study are reliable or have good reliability in accordance with
the required limits.

Multicollinearity Test

Table 6. Results of Variance Inflation Factor (VIF)

Variable VIF Standard Information

X1-Y1 1.378 Multicollinearity does not occur
X2-Y1 1.378 Multicollinearity does not occur
X1-Y2 1,458 <10 Multicollinearity does not occur
X2-Y2 1.535 Multicollinearity does not occur
Y1-Y2 1.354 Multicollinearity does not occur

Source: Processed Data, 2022

Based on Table 6, it can be seen that the value of VIF (Variance Inflation Factor) in each
exogenous and endogenous variable has a value that is less than 10. Therefore, it can be
concluded that there is no symptom of multicollinearity in each research variable.
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Inner Model Analysis (Structural Model)
R-Square
Table 7. R-Square
Variable R-Square R-Square Adjusted
Customer satisfaction 0.261 0.254
Customer loyalty 0.483 0.475

Source: Processed Data, 2022

Based on Table 7, it can be seen the results of the R-Square calculation for each endogenous
latent variable. The Customer Satisfaction variable (Y1) has an Adjusted R-Square value of
0.254 so it can be said that the research model is weak. This value can explain that the
variables that affect 25.4% of customer satisfaction are Information Quality and Innovation,
while the remaining 74.6% are affected by other variables outside this research model.
Meanwhile, the Customer Loyalty variable (Y2) has an Adjusted R-Square value of 0.475 so
it can be said that the research model is moderate. This value can explain that the variables
that affect 47.5% of customer satisfaction are Information Quality, Innovation and Consumer
Satisfaction, while the remaining 52, 5% are affected by other variables outside this research
model. The two R-Square values referring to the criteria can be categorized as moderate
models, meaning that the variables in the model have a moderate effect on the affected
variables than other factors originating from outside this study.

Effect Size f* Test
Table 8. Results of Effect Size F-Square
Variable F-Square Category
X1-VY1l 0.058 Weak
X2-Y1 0.114 Weak
X1-Y2 0.048 Weak
X2-Y2 0.089 Weak
Y1-Y2 0.230 Moderate

Source: Processed Data, 2022

Based on Table 8, it can be seen the results of testing the F-square value with smart PLS.
Based on the criteria, the result from the F-square value of the Information Quality variable
on Customer Satisfaction is 0.058—and included in the weak effect category, the Innovation
variable on Customer Satisfaction has an F-square value of 0.114 and included in the weak
effect category, the Information Quality variable on Customer Loyalty has an F-square value
of 0.048 and included in the weak effect category, the Innovation variable on Customer
Loyalty has an F-square value of 0.089 and included in the weak effect category, and the
Customer Satisfaction variable on Customer Loyalty has an F-square value of 0.230 and
included in the moderate effect category.

Hypothesis testing

The results of hypothesis testing from this study can be seen in Table 14 and Figure 2

Tabel 9. Result of Hypothesis Testing

Hypothesis Origin Sample P Values  Condition Conclusion

X1->Y1 0,243 0,004 <0,05 Have a significant positive effect

X2 >Y1 0,340 0,000 <0,05 Have a significant positive effect

X1->Y2 0,190 0,003 <0,05 Have a significant positive effect
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Hypothesis Origin Sample P Values  Condition Conclusion
X2 > Y2 0,265 0,000 <0,05 Have a significant positive effect
Y1L->Y2 0,401 0,000 <0,05 Have a significant positive effect

Source: Processed Data, 2022

Information Quality
(X1)

N\

0,401

Customer

Customer loyalty
(Y2)

satisfaction
(Y1)

Innovation

0,265
(X2)

Fogure 2: Results of Model Test
Source: Processed Data, 2022

Based on Table 9 and Figure 2 above, it can be seen the results of calculations using smart
PLS by looking at the Path Coefficients value which states the direct effect between variables
where Information Quality has a positive effect on Customer Satisfaction so that when
Information Quality increases it will increase Customer Satisfaction and from the
significance value obtained it proves that the Information Quality variable has a significant
effect on Customer Satisfaction ofmTokopedia users in Pekanbaru. This means that the first
hypothesis is accepted. Furthermore, in the second hypothesis where Innovation has a
positive effect on Customer Satisfaction so that when Innovation increases it will increase
Customer Satisfaction and then the significance value obtained proves that the Innovation
variable has a significant effect on Customer Satisfaction of Tokopedia users in Pekanbaru.
This means that the second hypothesis is accepted. The test results also show that Information
Quality has a positive effect on Customer Loyalty so that when Information Quality increases
it will increase Customer Loyalty and the significance value obtained proves that Information
Quality variable has a significant effect on Customer Loyalty of Tokopedia users in
Pekanbaru. This means that the third hypothesis is accepted. Then the test results on the
fourth hypothesis show that Innovation has a positive effect on Customer Loyalty so that
when Innovation increases it will increase Customer Loyalty and the significance value
obtained proves that the Innovation variable has a significant effect on Customer Loyalty of
Tokopedia users in Pekanbaru. This means that the fourth hypothesis is also accepted. .

Then if we want to do an indirect test between Information Quality and Customer Loyalty
through Customer Satisfaction, the results show that Information Quality has a positive effect
on Customer Loyalty through Customer Satisfaction thus when Information Quality increases
it will increase Customer Loyalty which is of course preceded by Customer Satisfaction as
the mediating variable. In addition, the significance value obtained also proves that the
Information Quality variable has a significant indirect effect on Customer Loyalty through
Customer Satisfaction as a mediating factor for Tokopedia users in Pekanbaru. Likewise with
Innovation on Customer Loyalty through Customer Satisfaction, the results show that
Innovation has a positive effect on Customer Loyalty through Customer Satisfaction so that
when innovation increases it will increase Customer Loyalty which is of course preceded by
Customer Satisfaction as the mediating variable. And the significance value obtained also
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proves that the Innovation variable has a significant indirect effect on Customer Loyalty
through Customer Satisfaction as a mediating factor for Tokopedia users in Pekanbaru.

Discussion

The Effect of Information Quality on Customer Satisfaction

The rise of online shops among the public requires e-commerce companies to further develop
information systems effectively and efficiently for customers or consumers to be interested in
buying or using the same e-commerce. A quality information system will lead to satisfaction
of its users. In this concept, an effective and efficient information system is one indicator to
achieve customer satisfaction. The more effective and the better the information provided by
an e-commerce, the better the level of customer satisfaction.

The results of data analysis indicate that the respondents' responses to the Information
Quiality variable are good. This is supported by the results of hypothesis testing which states
that the Information Quality variable has a significant positive effect on Customer
Satisfaction of Tokopedia Users. The results of this study indicate that Tokopedia has
provided a good quality information system for customers, such as the information about the
products listed on Tokopedia website is detailed enough and easily understood by users.
Based on the results of descriptive statistical analysis, it is shown that the success of an
information system is affected by the quality of the information. The information quality can
have significant effects on individuals. The expected positive effects include increasing
decision-making abilities, increasing work effectiveness and improving work quality. At the
level of learnability, memorability, errors and satisfaction, Tokopedia is superior to other e-
commerce (Akbar, 2017). From these data, it has been proven that Tokopedia has a good and
superior level of ease of use, memory in application reuse, customer complaint and
application assessment. With the good quality of Tokopedia's information system, customers
will feel satisfied in using Tokopedia's e-commerce.

The results of this study are in line with those of Amarin and Wijaksana (2021), Patma et al.
(2021), Rakhmadian et al. (2017) and Wahyudi et al. (2015) which state that Information
Quality has a significant positive effect on Customer Satisfaction.

The Effect of Innovation on Customer Satisfaction

Innovation is a new idea designed by a company to form a new concept that is better than
before, whether new innovation for the company or for the market—or for both. Innovation
that satisfies and helps customers in the use [of the e-commerce] will form customer
satisfaction.

The results of data analysis show that the respondents' responses to the Innovation variable
are good. This is supported by the results of hypothesis testing which states that the
Innovation variable has a significant positive effect on Customer Satisfaction of Tokopedia
Users. The results of this study indicate that Tokopedia has provided good innovation for
customers, such as Tokopedia always providing new or additional features for every
application update. Innovation is one of the factors to achieve customer satisfaction because a
new innovation that is not owned by other e-commerce becomes a separate additional point
for an e-commerce. In addition, these results are in line with the theory which states that
customer needs, desires and demands are always changing. Customers will not always
consume the same product. Customers will look for other products from other companies that
are felt to satisfy their needs. So that innovation is not only limited to the development of new
products or services. However, innovation also includes new business thinking and new
processes.
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The results of this study are in line with those of Antanegoro et al. (2017), Diawati et al.
(2020), Sukarmen et al. (2013) and Winarti et al. (2021) which state that innovation has a
significant positive effect on Customer Satisfaction.

The Effect of Information Quality on Customer Loyalty

Information system is a combination of system and quality of information. The system that is
easier to use and remember by customers or consumers will attract them to use the same e-
commerce. The repeat use of e-commerce within a certain period of time—is one of the
characteristics of loyal customers.

The results of data analysis indicate that the respondents’ responses to the Information
Quiality variable are good. This is supported by the results of hypothesis testing which states
that the Information Quality variable has a significant positive effect on Customer Loyalty of
Tokopedia Users. The results of this study indicate that Tokopedia has provided good quality
information for customers, such as the information about products provided on the Tokopedia
website is always timely so that users find it easy to use the Tokopedia website. Based on the
results of descriptive statistical analysis, the success of an information system is affected by
the quality of the information. This is because if the information conveyed clearly it will
provide customer satisfaction. On the other hand, a marketing information system can also
lead to failure in the implementation and completion of work, as well as unsatisfied
customers. Thus, when customers are dissatisfied with the information system provided, they
are likely to think again and again to return and make other purchases at the company. Thus it
would be wise for a company to measure customer satisfaction and loyalty on a regular basis.
The ultimate goal of the company's success in establishing relationships with its customers is
to form strong loyalty. In this case, good Information Quality will lead to Customer Loyalty.
The results of this study are in line with those of Amarin and Wijaksana (2021) and
Kartikasari (2017) which state that Information Quality has a significant positive effect on
Customer Satisfaction of Tokopedia Users.

The Effect of Innovation on Customer Loyalty

The tight business competition nowadays, makes e-commerce companies launch various
innovations that attract the attention of consumers to use their e-commerce. Thus in the era of
intense business competition, company innovation is needed, especially in information
systems to achieve customer satisfaction and loyalty. The results of data analysis show that
the respondents’ responses to the Innovation variable are good. This is supported by the
results of hypothesis testing which states that the Innovation variable has a significant
positive effect on Customer Loyalty of Tokopedia Users.

The results of this study indicate that Tokopedia has provided good innovations for
customers, such as Tokopedia being always innovative in every update in order to give a
more sophisticated impression—when compared to previous products. From the results of
this study, it is explained that the effect innovation on customer loyalty lies in the level of
product innovation such as the level of diversity and uniqueness of the features offered so
that the desires and/or needs of customers can be met—and if customer needs are met then
the competition can be won. In general, companies who want to have long-term plans in
retaining customers should be paying attention to what things will increase customer loyalty.
Companies must also have their own differences in their products from competitors, so that
customers have reasons to make choices in choosing a product. When the company has a
difference from competitors and the difference is better than competitors, the customer will
be loyal to the product.
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The results of this study are in line with those of Antanegoro et al. (2017), Utami and
Wartini (2015) and Winarti et al. (2021) which state that Innovation has a significant positive
effect on Customer Loyalty.

The Effect of Customer Satisfaction on Customer Loyalty

Satisfaction is a picture of a person's feelings in assessing an expected performance.
Customer satisfaction can be shown in the form of comments, assessments of an e-commerce.
Satisfaction is an evaluation for companies to improve or increase the performance of a
system that is considered less effective and less attractive to consumers. If someone is
satisfied in using e-commerce, loyalty will be formed, because satisfied customers will make
repeat purchases or recommendations to others to use e-commerce.

The results of data analysis show that the respondents’ responses to the Customer Satisfaction
variable are good. This is supported by the results of hypothesis testing which states that the
Customer Satisfaction variable has a significant positive effect on Customer Loyalty of
Tokopedia Users. The results of this study indicate that the majority of users feel happy in
shopping on the Tokopedia website. The company should act wisely by measuring customer
satisfaction regularly, because one of the keys to maintaining customer loyalty is customer
satisfaction. Highly satisfied customers usually stay loyal for a longer time, repurchase when
the company introduces new products and renews old products, talk good things about the
company and its products to others, pay less attention to competing brands and are not too
sensitive to service quality, offer product or service ideas to the company—and their service
costs are cheaper than new customers because transactions can become routine.

The results of this study are in line with those of Babhri et al. (2017), Banahene (2018), Fida
et al. (2020), Kartikasari (2017, Keshavarz and Jamshidi (2018), Lie et al. (2019) Mahsyar
and Surapati (2020), Nursaid et al. (2020), Nyan et al. (2020), Osman and Sentosa (2013 ),
zkan et al. (2020), Perwira et al. (2016), Putri and Telagawathi (2021), Qomariah (2018) and
Utami and Wartini (2015) which state that Customer Satisfaction has a significant positive
effect on Customer Loyalty.

5. Conclusion

This study aimed to analyze the effect of information quality and innovation on customer
loyalty through customer satisfaction as a mediating variable for Tokopedia users in
Pekanbaru. Based on the results and discussions that have been carried out, it can be
concluded that Information Quality has a significant effect on Customer Satisfaction of
Tokopedia User, Information Quality has a significant effect on Customer Satisfaction of
Tokopedia User, Innovation has a significant effect on Customer Satisfaction of Tokopedia
User, Innovation has a significant effect on Customer Loyalty of Tokopedia Users and
Customer Satisfaction have a significant effect Customer Loyalty of Tokopedia Users in
Pekanbaru.

Based on the results of the research and the conclusions above, the researchers provide
suggestions that can be taken into consideration, namely Tokopedia must improve the speed
of the service system on Tokopedia website, so that the service system can provide a fast
response if there are customers who need help when using the website. Then, Tokopedia must
also pay attention to the diversity of products and services offered by online shops, so that the
products and services offered by Tokopedia appear different from other brand products. This
research is expected to provide additional knowledge about management and marketing
theory, be a source of information and be a contribution to ideas in developing business
management disciplines. For further research, it is expected to use more samples or different
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research objects as comparisons. In addition, further research can also add other variables that
can affect customer satisfaction and loyalty.

References

Akbar, G. H. (2017). Analisis perbandingan tingkat usabilitas pada website belanja online di
indonesia (studi kasus: tokopedia, buka lapak, shopee). Proceeding Seminar Nasional
Teknologi 1V, 25(2), 60—68.

Alvianna, S., Pratama, B. P., Hidayatullah, S., Astuti, W., & Krisnanda, R. (2021). Mediation
Effect of Customer Satisfaction From the Relationship Between System Quality,
Information Quality, and Service Quality Towards Interests of Tourist Visiting in East
Java Park 3. International Journal of Innovative Science and Research Technology,
6(1). www.ijisrt.com95

Amarin, S., & Wijaksana, T. I. (2021). Pengaruh Kualitas Sistem, Kualitas Informasi, dan
Kualitas Layanan Terhadap Kepuasan Konsumen (Studi Pada Pengguna Aplikasi
Berrybenka di Kota Bandung). Business Management Analysis Journal (BMAJ), 4(1),
37-52. https://doi.org/10.24176/bmaj.v4i1.6001

Antanegoro, R. Y., Surya, D., & Sanusi, F. (2017). Analisis Pengaruh Inovasi Produk,
Inovasi Layanan dan Kualitas Pelayanan Terhadap Kepuasan Dan Loyalitas Nasabah.
Jurnal Riset Bisnis Dan Manajemen Tirtayasa, 1(2), 167-179.

Bahri, S., Dalimunthe, R. F., Ginting, P., Karina, B., & Sembiring, F. (2017). Customer
Satisfaction as a Mediator Variable between Service Quality and Customer Loyalty for
PT. BNI (Persero) Tbk Aceh Province, Indonesia. Expert Journal of Marketing, 5(2),
44-52.

Banahene, S. (2018). The Impact of Customer Satisfaction on Loyalty in the Ghana Banking
Sector: The Effect of Trust Mediation. Advances in Social Sciences Research Journal,
5(12), 193-208. https://doi.org/10.14738/assrj.512.5545

Danurdara, A. B. (2021). Can the customer satisfaction mediate the relationship between
service innovation on revisit intention?: A study on hotel industry. Budapest
International Research and Critics Institute (BIRCI-Journal): Humanities and Social
Sciences, 4(3), 6082—-6090.

Diawati, P., Sugesti, H., & Risma, D. (2020). Pengaruh Inovasi Produk Terhadap Kepuasan
Konsumen Tokopedia Pada Masa Pandemik Covid-19. Jurnal Bisnis Dan Pemasaran,
10(2), 1-11. https://ejurnal.poltekpos.ac.id/index.php/promark/article/view/1141

Dipa, M. (2020). Ini Deretan Inovasi Fitur Tokopedia di Tengah Covid-19, dari Tokopedia
Play hingga Beli Langsung Artikel ini telah tayang di WartaKotalive.com dengan judul
Ini Deretan Inovasi Fitur Tokopedia di Tengah Covid-19, dari Tokopedia Play hingga
Beli Langsung, h (p. 1).

Fauzi, M. R., & Mandala, K. (2019). Pengaruh Kualitas Pelayanan, Kualitas Produk, Dan
Inovasi Produk Terhadap Kepuasan Untuk Meningkatkan Loyalitas Pelanggan. E-
Jurnal Manajemen Universitas Udayana, 8(11), 6741.
https://doi.org/10.24843/ejmunud.2019.v08.i11.p18

Fida, B. A., Ahmed, U., Al-Balushi, Y., & Singh, D. (2020). Impact of Service Quality on
Customer Loyalty and Customer Satisfaction in Islamic Banks in the Sultanate of
Oman. SAGE Open, 10(2), 1-10. https://doi.org/10.1177/2158244020919517

Griffin, J. (2005). Customer Loyalty: Menumbuhkan dan Mempertahankan Kesetiaan
Pelanggan. (D. K. Yahya (ed.)). Erlangga.

Hapsara, O., Gupron, G., & Yandi, A. (2020). Analisis Kepuasan Mahasiswa dalam

Proceedings of the 2nd International Conference on Business & Social Sciences (ICOBUSS) 1228

Surabaya, March 5-6th, 2022




(OSTIESIA eSS BUSINESS & SOCIAL SCIENCES

Digital Transformation Business Strategy in Post Covid-19

e-ISSN 2746-5667

Menggunakan Sistem Informasi Terpadu Akademik (SITA) Universitas Batanghari
Jambi.  J-MAS  (Jurnal Manajemen  Dan  Sains), 5(2), 327-334.
https://doi.org/10.33087/jmas.v5i2.205

Hidayatullah, S., Patalo, R. G., Firdianjah, A., Waris, A., Malang, U., & Malang, P. (2019).
Pengaruh sistem informasi pemasaran, kualitas pelayanan dan loyalitas terhadap
keunggulan bersaing jatim park group. Jurnal Teknologi Informasi, September, 1652—
1660. https://jurnalfti.unmer.ac.id/index.php/senasif/article/view/226/186

Igbal, M. (2021). Bukan Shopee, Ini Juara Marketplace RI di Kuartal 1/2021.

Isnaini, P. A., & Udayana, I. B. N. (2019). Pengaruh Kualitas Informasi Dan Kualitas
Layanan Terhadap Sikap Dalam Penggunaan Sistem Aplikasi Dengan Kemudahan
Penggunaan Sebagai Variabel Intervening Pada Jasa Transportasi Online (Gojek) Di
Yogyakarta. Kajian Bisnis Sekolah Tinggi Ilmu Ekonomi Widya Wiwaha, 27(2), 119-
133. https://doi.org/10.32477/jkb.v27i2.55

Kafetzopoulos, D., Gotzamani, K., & Gkana, V. (2015). Relationship between quality
management, innovation and competitiveness. Evidence from Greek companies.
Journal of Manufacturing Technology Management, 26(8), 1177-1200.
https://doi.org/10.1108/JMTM-02-2015-0007

Karabulut, A. T. (2015). Effects of Innovation Strategy on Firm Performance: A Study
Conducted on Manufacturing Firms in Turkey. Procedia - Social and Behavioral
Sciences, 195(195), 1338-1347. https://doi.org/10.1016/j.sbspro.2015.06.314

Kartikasari, P. (2017). Pengaruh Kualitas Sistem Informasi Cyber Campus Terhadap
Kepuasan dan Loyalitas Mahasiswa STIKOM Surabaya. JATISI (Jurnal Teknik
Informatika Dan Sistem Informasi), 3(2), 169-182.

Keshavarz, Y., & Jamshidi, D. (2018). Service quality evaluation and the mediating role of
perceived value and customer satisfaction in customer loyalty. International Journal of
Tourism Cities, 4(2), 220-244. https://doi.org/10.1108/1JTC-09-2017-0044

Lie, D., Sudirman, A., Efendi, E., & Butarbutar, M. (2019). Analysis of mediation effect of
consumer satisfaction on the effect of service quality, price and consumer trust on
consumer loyalty. International Journal of Scientific and Technology Research, 8(8),
421-428.

Mahsyar, S., & Surapati, U. (2020). Effect of Service Quality and Product Quality on
Customer Satisfaction and Loyalty. International Journal of Economics, Business and
Accounting Research (IJEBAR), 4(1), 204-211.

Muchtar, R., & Astuti, W. (n.d.). Customer Loyalty the Effects of Service Quality and The
Mediating Role of Customer Relationship Marketing TelKom Speedy in Jember Area.
Review Integrative Business & Economics Reseach, 2(1), 491-502.

Narotama, A. (2019). The Effect of Service Quality on Customer Loyalty with Brand Images
and Customer Satisfaction as Mediation. Jurnal Manajemen Dan Kewirausahaan, 7(1),
86-93. https://doi.org/10.26905/jmdk.v7i1.2692

Nursaid, Purnomo, S. H., & Qomariah, N. (2020). The Impact of Service Quality and
Institutional Image on the Satisfaction and Loyalty of Master of Management Students.
1st Borobudur International Symposium on Humanities, Economics and Social
Sciences (BIS-HESS 2019), 436, 156-161. https://doi.org/10.2991/assehr.k.200529.033

Nyan, L. M., Rockson, S. B., & Addo, P. K. (2020). The Mediation Effect of Customer
Satisfaction on the Relationship Between Service Quality and Customer Loyalty.
Journal of Management and Strategy, 11(3), 13-27.
https://doi.org/10.5430/jms.v11n3pl3

Osman, Z., & Sentosa, I. (2013). A study of mediating effect of trust on customer satisfaction
and customer loyalty relationship in Malaysian rural tourism. European Journal of

Proceedings of the 2nd International Conference on Business & Social Sciences (ICOBUSS) 1229
Surabaya, March 5-6th, 2022

2"Y INTERNATIONAL CONFERENCE ON

P

FEA——




2"Y INTERNATIONAL CONFERENCE ON

PINS ®
(HSTIESIA  erpSS BUSINESS & SOCIAL SCIENCES
Digital Transformation Business Strategy in Post Covid-19
e-ISSN 2746-5667 y/
7 I

Tourism Research, 6(2), 192-206.

Ozkan, P., Suer, S., Keser, I. K., & Kocakog, 1. D. (2020). The effect of service quality and
customer satisfaction on customer loyalty: The mediation of perceived value of
services, corporate image, and corporate reputation. International Journal of Bank
Marketing, 38(2), 384-405. https://doi.org/10.1108/1JBM-03-2019-0096

Palma, M. A., & Andjarwati, A. L. (2016). Pengaruh Kualitas Produk, Kemudahan dan harga
terhadap Niat Beli Ulang dengan Kepuasan sebagai Variabel Intervening (Studi Pada
Pelanggan Produk Fashion Melalui Toko online di Surabaya). Jurnal Riset Ekonomi
Dan Manajemen, 16(1), 84. https://doi.org/10.17970/jrem.16.60106.id

Patma, T. S., Fienaningsih, N., Rahayu, K. S., & Artatanaya, I. G. L. S. (2021). Impact of
Information Quality on Customer Perceived Value, Experience Quality, and Customer
Satisfaction from Using GoFood Aplication. Journal of Indonesian Economy and
Business, 36(1), 51. https://doi.org/10.22146/jieb.59810

Perwira, B., Yulianto, E., & Kumadiji, S. (2016). Pengaruh E-Service Quality dan Perceived
Valaue terhadap Kepuasan Pelanggan dan Loyalitas Pelanggan (Survei pada
Mahasiswa S1 Universitas Brawijaya yang Melakukan Transaksi Pembelian Online
dengan Mobile Application Tokopedia). Jurnal Administrasi Bisnis (JAB), 38(2), 46—
54,

Putri, I. A. K. T. M., & Telagawathi, N. L. W. S. (2021). Loyalitas Mahasiswa Jurusan
Manajemen Universitas Pendidikan Ganesha pada Penggunaan Tokopedia Berdasarkan
Kepercayaan dan Kepuasan Pelanggan. Prospek: Jurnal Manajemen Dan Bisnis, 3(2),
163-171.

Qomariah, N. (2018). Impact of Customer Value, Brand Image and Product Attributes to
Satisfaction and Loyalty Tourism Visitors in Jember Regency. Mediterranean Journal
of Social Sciences, 8(5-1), 129-135. https://doi.org/10.2478/mjss-2018-0105

Rakhmadian, M., Hidayatullah, S., & Respati, H. (2017). Analisis Kualitas Sistem Dan
Kualitas Informasi Terhadap Kepuasan Pemakai Sistem Informasi Akademik Dosen.
Seminar Nasional Sistem Informasi 2017, September, 665-675.

Rizan, M., Febrilia, 1., Wibowo, A., & Pratiwi, R. D. R. (2020). Antecedents of Customer
Loyalty: Study from the Indonesia’s Largest E-commerce. The Journal of Asian
Finance, Economics and Business, 7(10), 283-293.
https://doi.org/10.13106/jafeb.2020.vol7.n10.283

Savalas, R. (2018). Pengaruh Kualitas Informasi dan Keamanan yang dirasakan terhadap
Kepercayaan. Jurnal Ekobis Dewantara, 1(2), 205-212.

Setyaningsih, O. (2017). Pengaruh Persepsi Kualitas Pelayanan E-Commerce Terhadap
Kepuasan Pelanggan, Kepercayaan Dan Loyalitas Pada Produk Fashion. Jurnal Bisnis
Dan Manajemen, 14(2), 67. https://doi.org/10.20961/jbm.v14i2.4126

Sugiyono. (2007). Statistik untuk Penelitian. Alfabeta, Bandung.

Sukarmen, P., Sularso, A., & Wulandari, D. (2013). Analisis Pengaruh Inovasi Produk
Terhadap Kepuasan Konsumen dengan Keunggulan Bersaing Sebagai Variabel
Intervening Pada Produk Gula Pasir Sebelas (GUPALAS) Pabrik Gula Semboro PTP
Nusantara X1 (PERSERO). JEAM Vol XII No. 1/2013, XI1(1), 64-79.

Utami, B., & Wartini, S. (2015). Pengaruh Inovasi Layanan Terhadap Loyalitas Pelanggan
Dengan Kepuasan Pelanggan Sebagai Variabel Intervening. Management Analysis
Journal, 4(3), 229-235. https://doi.org/10.15294/maj.v4i3.8874

Wahyudi, R., Astuti, E., & Riyadi, R. (2015). Pengaruh Kualitas Sistem, Informasi Dan
Pelayanan Siakad Terhadap Kepuasan Mahasiswa. Jurnal Administrasi Bisnis S1
Universitas Brawijaya, 23(12), 28-39.

Proceedings of the 2nd International Conference on Business & Social Sciences (ICOBUSS) 1230

Surabaya, March 5-6th, 2022




2" INTERNATIONAL CONFERENCE ON

COBUSS BUSINESS & SOCIAL SCIENCES
Digital Transformation Business Strategy in Post Covid-19
e-ISSN 2746-5667 /
AR

Winarti, Y., Sarkum, S., & Halim, A. (2021). Product Innovation on Customer Satisfaction
and Brand Loyalty of Smartphone Users. Journal of Applied Business Administration,
5(2), 179-187. https://doi.org/10.30871/jaba.v5i2.3166

Proceedings of the 2nd International Conference on Business & Social Sciences (ICOBUSS) 1231

Surabaya, March 5-6th, 2022




