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ABSTRACT 
E-Commerce is the use of the internet or technology to purchase goods, sell goods, send 
goods, or even exchange data online. Agricultural E-Commerce around the world is growing 
very rapidly. Developed countries such as the United States, Japan, Canada are currently 
also increasingly developing agricultural E-Commerce which is quite serious in the world. 
Customer loyalty is certainly important for E-Commerce like Tanihub to gain profits by 
expanding their business as well as supporting companies to obtain further funding. The 
purpose of this study was to test and explain the effect of customer satisfaction in mediating 
service innovation and product quality on customer loyalty in Tanihub Bali. This research is a 
quantitative associative research conducted in Badung Regency and Denpasar City. The 
data used consisted of 130 samples, collected by distributing questionnaires containing 
questions that had been tested for validity and reliability. The analysis technique uses the 
Structural Equation Model (SEM) with the Smart PLS3.3.3 analysis tool. According to the 
findings, service innovation and product quality had a favorable and considerable impact on 
consumer happiness and loyalty. Furthermore, in Tanihub Bali, customer satisfaction has a 
favorable and strong influence on customer loyalty, as well as the ability to partially mediate 
the relationship between service innovation and customer loyalty and partially mediate the 
relationship between product quality and customer loyalty. This study is expected to provide 
empirical data for future research and to contribute to the advancement of marketing 
management science, particularly in the areas of service innovation, product quality, 
customer satisfaction, and customer loyalty. Management benefits can be utilized as a 
marketing approach to build customer loyalty to Tanihub Bali. 
 
KEY WORDS 
Service Innovation, product quality, customer satisfaction, customer loyalty. 
 

Agriculture is one of the sectors that can boost the nation's economic conditions during 
the Covid-19 pandemic, because the agricultural sector is one of the sectors that contributes 
to GDP (Gross Domestic Product) (Erik, 2021). Agricultural products have different 
characteristics from non-agricultural products, namely perishable, bulky, seasonal, scattered 
locations, and various qualities. Because of these factors, special management is needed 
from both the supply chain and marketing aspects of agricultural products (Jaya, 2020). 
However, during the current Covid-19 pandemic there are still many farming communities 
who lack access to marketing their agricultural products. One effort to improve it is to build a 
digital platform, one of which is E-Commerce that can be used by farmers to market their 
products. (Erik, 2021). 

E-Commerce is the use of the internet or technology to purchase goods, sell goods, 
send goods, or even exchange data online. When viewed from this definition and comparing 
it with reality, it turns out that there are many types of E-Commerce activities in Indonesia, 
ranging from buying and selling products through marketplaces, sending goods via online 
couriers, paying all types of bills online, etc. (Turban, 2018). Agricultural E-Commerce 
around the world is growing very rapidly. Developed countries such as the United States, 
Japan, Canada are currently also increasingly developing agricultural E-Commerce which is 
quite serious in the world. Even though the system used for each country is different, the 
goal to be achieved is the same, namely to make the agricultural business more effective 
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and efficient in the future so that this business has market opportunities and provides high 
profits for these business people according to (Agus, 2020). One of the E-Commerce 
companies engaged in agricultural / agritech products is the Tanihub Group. The company, 
which was founded in 2016, was founded by 6 young people who have a desire to advance 
farmers in Indonesia. Tanihub Group assists farmers in distributing agricultural products to 
end customers or known as B2C using online applications. Apart from offering it to end 
customers, Tanihub Group also distributes agricultural products to other businesses known 
as B2B. The other businesses in question are divided into several categories, namely 
UMKM, Hotels, Restaurants and Modern Trade such as supermarkets. 

The business-oriented social networking web, LinkedInd Tanihub, was recorded as a 
Top Startup company in 2021, which means that Tanihub is a company with great potential 
in the world of agriculture and technology. In addition, in 2021 Tanihub managed to obtain 
series B funding from investors to support their business expansion. According to (Afzarul, 
2020), a deeply held commitment to repurchase or repatronize the favored product or service 
in the future, independent of situational factors or marketing efforts that may promote 
switching behavior. Customer happiness is a key aspect for the continuity of company 
activities, according to Indra (2021). Satisfying the demands of customers has an impact on 
enhancing excellence and establishing loyalty. So retaining client loyalty is crucial for E-
Commerce companies like Tanihub to profit by developing their business and assisting 
companies in obtaining finance at the next level. The development of Tanihub Branch Bali 
transactions from January to August 2021 had decreased transactions by 15% several times 
in February and 22% in June 2021. After checking the customer complaint data that came in 
from January to August, there were several customer complaints in June regarding product 
quality, these customers did not make transactions again in the Tanihub application until 
December 2021 as well as there were customer complaints regarding the H + 1 time of 
receiving goods, because they would be used for catering preparations. Several incidents of 
these complaints had an impact on the loyalty of Tanihub Bali customers. 

Many factors influence customer loyalty, such as service innovation, product quality, 
service quality, price fairness (Yu Sheng, 2018; Siregar, 2018; Cempaka, 2016). Customer 
loyalty is a widely researched research variable, but transaction conditions at Tanihub Bali 
are still occasionally decreasing, which is suspected by the customer loyalty factor, which is 
very interesting to study considering the number of transactions and company profits will be 
very influential for the future Tanihub can obtain funding in the next stage. Furthermore, 
research on customer loyalty in Agricultural E-Commerce enterprises is uncommon. 

The empirical results of previous research regarding the influence of service innovation 
variables, product quality and customer satisfaction as mediation on customer loyalty 
variables showed varied results, some had a positive effect and no effect. Innovation is one 
of the core values implemented by Tanihub which contains the point "Innovation, reliability 
and efficiency are things that we uphold. Appreciate creative ideas, methods and strategies 
to create the best solutions”. Service innovation does not only involve new services but new 
technologies, new networks and new procedures (Dewar, 1986). Better service also attracts 
more new customers thereby increasing company profits (Ramsey, 1997). Utami's previous 
research (2015) showed that the results of Salon My Dream show that service innovation has 
a positive effect on customer loyalty, meaning that the higher the service innovation, the 
higher customer loyalty can be. Similar results were also obtained by Indra (2021) with the 
research object PT. Pegadaian obtains service innovation results that have a positive and 
significant effect on Customer Loyalty. In addition to the two studies above, there are several 
studies conducted by Yu Sheng (2018) with the research object of banks in Ghana obtaining 
similar results where service innovation has a positive and significant effect. However, there 
are several studies that state the opposite, namely research by Chan (2017) research on car 
factories Taiwan obtained service innovation results that did not have a significant effect on 
customer loyalty and research by Maryam (2016) also obtained insignificant results between 
service innovation and Samsung customer loyalty in Iran. In addition to the effect of service 
innovation, there is also the effect of product quality on customer loyalty. 

The quality of agricultural products sold at Tanihub has certainly gone through a sorting 
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process carried out by the quality control team, so that the quality of the products that reach 
consumers is guaranteed. Product quality is the ability of the product to carry out its functions 
which include durability, reliability, ease of use and repair as well as other characteristics 
(Machfoedz, 2005). Previous research by Kukuh (2015) with the object of the BTM Doro 
Sharia Financial Services Cooperative product quality directly affects customer loyalty. Inka's 
(2014) research with the Mc Donald Customer research object had similar results, indicating 
that product quality has a positive and substantial influence on customer loyalty, implying that 
the greater the product quality, the higher the customer loyalty. Shanti (2015) reported similar 
results for Molto goods, indicating that product quality has a favorable and substantial 
influence on consumer loyalty. The most recent study that found the similar outcomes was 
done by Siregar (2017) on RM Kampoeng Deli consumers, where product quality has a 
favorable and substantial influence. 

While there are several studies that show the opposite results, Melysa (2013) found 
that Telkomsel product quality has no significant effect on customer loyalty, and Shaneen 
(2018) found no significant relationship between product quality and customer loyalty in 
Industrial Engineering Malaysia. Tambrin's (2019) research found no significant relationship 
between product quality and customer loyalty for Bangkalan Batik. Customer satisfaction has 
an impact on customer loyalty in addition to service innovation and product quality. 

Customer satisfaction is described as a person's emotion of delight or disappointment 
as a result of comparing the product's performance (result) with the expected performance 
(or outcome) (Kotler, 2016). Customer happiness, according to Hikmah (2020), is dependent 
on projected product performance in providing value relative to buyer expectations. Buyers 
are unsatisfied when product performance falls significantly short of client expectations. 
According to previous study performed by Utami (2015) with the object my Dream salon, 
customer happiness has a positive influence on customer loyalty, which means that better 
customer pleasure can enhance customer loyalty. According to Desy's (2017) research on 
online florist operations, customer satisfaction has a favorable and significant influence on 
customer loyalty. Shandy's (2014) research at the Happy Garden restaurant also found that 
customer happiness has a favorable and substantial influence on customer loyalty. Yu 
Sheng's (2018) research, where the focus of investigation was the banking industry in 
Ghana, yielded comparable conclusions to earlier research, namely that customer 
satisfaction has a positive and substantial influence on customer loyalty. 

Several studies, however, argue otherwise, such as Afrazul (2020) with the research 
object of Grab customers obtaining insignificant results between customer satisfaction and 
customer loyalty, and Pereira (2016) with research conducted at the Dalam Diak Cooperative 
obtaining insignificant results between customer satisfaction and customer loyalty. Aside 
from loyalty, various other factors impact consumer happiness, such as product quality and 
service innovation. Indra (2021) did previous study using the research object PT. Pegadaian 
and obtained service innovation outcomes that have a favorable and significant effect on 
customer satisfaction. Innovation is the most important aspect in increasing consumer 
pleasure. Then there are several studies that yield the same conclusions, namely Yu Sheng 
(2018) with the research object of the Banking Sector in Ghana and Yoyo (2019) with the 
research object of the Gracia Clinic in Bogor where both studies obtained the same results, 
namely service innovation has a positive and significant effect on customer satisfaction. On 
the other hand, there were several studies that obtained different results, namely Anggit 
(2018) obtained the results that Service Innovation did not have a significant effect on 
Railway customer satisfaction in Yogyakarta and Dao's research (2018) in Taiwan which 
examined telecom services obtained insignificant results between service innovation on 
customer satisfaction. Aside from having a direct impact on customer happiness, it also has 
an indirect impact on customer loyalty through mediating service innovation and product 
quality. Rachmad (2009) then conducted research on product quality and customer 
satisfaction with the research object of Bank Mandiri in East Java, obtaining the result that 
product quality has a positive effect on customer satisfaction, with the serviceability indicator 
as a measure of product quality variables having the greatest influence on customer loyalty. 
The same results were obtained by Kukuh (2015) with the object of the Doro Sharia Financial 
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Services Cooperative, product quality directly affects customer satisfaction. This means that 
the higher the product quality, the higher the customer satisfaction. Kharisma (2017) found 
similar results, namely that the quality of BRI KUR products has a favorable and significant 
effect on consumer satisfaction. While Johanes (2014) obtained different results, obtaining 
product quality results at Resto Cabanan Manado did not have a significant effect on 
customer satisfaction, price was a factor that had a significant effect on customer 
satisfaction, and research by Bader (2017) obtained insignificant results on product quality 
on customer satisfaction with study in Restaurant. 
 

METHODS OF RESEARCH 
 

This research is an associative research which uses a quantitative method. The 
research location will be carried out in 2 cities in Bali, namely Denpasar and Badung. 
Research in these two areas is because Tanihub Bali has only just opened in the Denpasar 
and Badung areas. The objects examined in this study are service innovation, product 
quality, customer satisfaction and customer loyalty. The population in this study are 
customers of Tanihub Bali. The sample in this study is Tanihub application customers who 
are domiciled in Kab. Badung and Denpasar City. The recommended number of samples is 5 
to 10 times the number of indicators which means using 110 samples. The sampling 
technique used is non-probability sampling with a purposive sampling approach, namely by 
selecting samples with certain criteria, namely: (1) Customers who shop through the Tanihub 
application or customers who transact online, (2) Domiciled in Badung Regency and 
Denpasar City, (3) ) A person who conducts transactions more than once from January to 
August 2021. Non-probability sampling with a purposive sample approach was adopted, and 
the data was analyzed using descriptive and inferential statistics (PLS). This study's tool is a 
questionnaire (a series of questions). The variables in this study are measured using a 
semantic differential scale, which involves looking at the responses from respondents via a 
distributed questionnaire and classifying them according to their various categories with a 
score of 1 to 5, also known as the Likert Scale. 
 

RESULTS OF STUDY 
 

The purpose of this study was to examine the impact of customer happiness in 
mediating the effect of service innovation and product quality on agricultural product 
customer loyalty. Data was gathered by delivering surveys to 130 Tanihub Bali clients. It was 
also carried out from June 20th, 2022 to July 7th, 2022 for the dissemination of this 
questionnaire. From the results of the questionnaire distribution, 130 respondents were 
obtained who matched the research criteria. Respondents were determined by purposive 
sampling with the consideration that the respondent had made a transaction or shopped at 
Tanihub Bali in the last 6 months. 

The profiles of 130 respondents in this study will be broken down by address, age, 
gender, occupation, income and shopping frequency. The details of the data description can 
be seen in Table 1. 

The characteristics of the respondents are shown in table 1. It describes respondents 
who have made transactions or shopped at Tanihub Bali for at least the last 6 months and 
respondents who have transacted at Tanihub Bali come from various categories such as 
address, age, gender, occupation, income and shopping frequency. The data above shows 
that the dominant customers who transact at Tanihub Bali are domiciled in the Denpasar City 
area, namely 62.3% with the majority of customer ages being 31-35 years old, namely 40% 
and for the gender category, dominated by men, namely 56.2 %. This means that Tanihub 
Bali's customers are men with generation Y or the millennial generation where this 
generation lives side by side with technological developments and also has a tendency for 
high levels of consumption compared to generations of X (Erin, 2021). 

Judging from the job category, Tanihub's customers are dominated by private 
employees with a contribution of 53.8%. Consumers who work in private companies most 
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often transact through online applications (Budiman, 2017). So that private employee 
respondents tend to transact online to complete the need for fresh products. Furthermore, for 
the highest customer income category, it is dominated by the range of Rp. 5,000,001 to Rp. 
10,000,000, which is 36.9%, respondents with this income are certainly able to shop or 
transact on the Tanihub Bali application. 
 

Table 1 – Characteristics Respondents 
 

No Variable Classification Amount (Person) Percentage 

1 
Address Stay / domicile 

Regency. Badung 49 37.7% 

City. Denpasar 81 62.3% 

Total 130 100% 

2 
Age 

15 – 20 Years old 1 0.8% 

21–25 Years old 6 4.6% 

26 – 30 Years old 27 20.8% 

31–35 Years old 52 40.0% 

36–40 Years old 29 22.3% 

> 40 Years old 15 11.5% 

Total 130 100% 

3 
Sex 

Man 73 56.2% 

Woman 57 43.8% 

Total 130 100% 

4 

Work 

Lecturer 1 0.8% 

Mother House Ladder 3 2.3% 

Employee Country 27 20.8% 

Employee Private 70 53.8% 

Student 2 1.5% 

 Self-employed 27 20.8% 

Total 130 100% 

5 
Income 

< IDR 1,000,000 4 3.1% 

Rp 1,000,000 – Rp 5,000,000 4 3.1% 

Rp. 5,000,001 – Rp 10,000,000 48 36.9% 

IDR 10,000,001- Rp 15,000,000 44 33.8% 

Rp. 15,000,001 – Rp 20,000,000 22 16.9% 

> IDR 20,000,000 8 6.2% 

Total 130 100% 

6 
Frequency Shopping 

2 until 3 times a month 44 33.8% 

More from 3 time in a month 25 19.2% 

Very in period time more from a month 4 3.1% 

Very in a month 57 43.8% 

Total 130 100% 

 
In the shopping frequency grouping, the highest is once a month, which is 43.8%. This 

shows that there is customer loyalty because they spend at least once a month at Tanihub 
Bali and there are even customers who shop 2 to 3 times a month, which is 33.8%. 

In this structural model there are two dependent variables, namely: customer 
satisfaction (M) and customer loyalty (Y). The coefficient of determination or R2 of each 
dependent variable can be presented in Table 2. 
 

Table 2 – Value R-square 
 

Variable R-square R-square adjusted 

Satisfaction customer (M) 0.696 0.691 

Loyalty customer (Y) 0.687 0.680 

 
As shown in Table 2, the model of the influence of service innovation and product 

quality on customer satisfaction has an R-square value of 0.696, which means that 69.6% of 
the variability of customer satisfaction variables can be explained by the variability of service 
innovation variables and product quality, while 30.4% is explained by other variables not 
studied. The model of the influence of service innovation, product quality, and customer 
satisfaction on customer loyalty then yields an R-square value of 0.687, implying that 68.7% 
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of the variability of customer loyalty variables can be explained by the variability of service 
innovation, product quality, and customer satisfaction variables, while the remaining 31.3% is 
explained by other variables. 

Partial Least Square (PLS) analysis is used in this study to test the research 
hypothesis that has been stated previously. Figure 1. shows the results of an empirical 
research model analysis using Partial Least Square (PLS) analysis. 
 

 
 

Figure 1 – Direct Influence Empirical Model 

 
If seen in Figure 1 above, it can be explained that service innovation has a direct effect 

on customer loyalty with a statistical t value of 3.818. Product quality also has a direct effect 
on customer loyalty with a statistical t value of 2.217. Service innovation has a direct effect 
on customer satisfaction with a statistical t value of 3.999. Product quality has a direct effect 
on customer satisfaction with a statistical t value of 10.507. Customer satisfaction has a 
direct effect on customer loyalty with a statistical t value of 2.509. 

Table 2 shows the results of the total influence test between variables as follows: 
 

Table 2 – Total Influence Test Results Between Variables 
 

Hypothesis Path Coefficient Between Variables Coefficient Track T Statistics P Value Information 

H1 Service innovation (X1) → Customer loyalty (Y) 0.344 3,818 0.000 H1 is accepted 

H2 Customer satisfaction (M) → Loyalty customer (Y) 0.342 2,509 0.012 H2 is accepted 

H3 Product quality (X2) → Customer satisfaction (M) 0.249 2,217 0.027 H3 accepted 

H4 Service innovation (X1) → Customer satisfaction (M) 0.277 3,999 0.000 H4 accepted 

H5 Product quality (X2) → Customer loyalty (Y) 0.642 10.507 0.000 H5 accepted 

 
If seen in Table 2, the influence between variables can be explained as follows: 

1. Testing the hypothesis on the influence of service innovation on customer loyalty 
yields a path coefficient value of 0.344, indicating that service innovation has a 
positive effect on customer loyalty. The t Statistics value obtained is 3.818 (> t-critical 
1.96) with a p value of 0.000 0.050, indicating that the influence of service innovation 
on customer loyalty is substantial. As a result, hypothesis 1 (H1), which argues that 
service innovation has a positive and significant effect on customer loyalty, is 
accepted; 
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2. The path coefficient result for testing the hypothesis on the influence of customer 
satisfaction on customer loyalty is 0.342, indicating that customer satisfaction has a 
positive effect on customer loyalty. The t Statistics value was 2.509 (> t-critical 1.96) 
and the p value was 0.012 0.050, indicating that the influence of customer satisfaction 
on customer loyalty is significant. As a result, hypothesis 2 (H2) is accepted, which 
asserts that customer satisfaction has a positive and significant influence on 
customer loyalty; 

3. Testing the hypothesis on the effect of product quality on customer loyalty produces 
path coefficient value of 0.249, so product quality has a positive effect on customer 
loyalty. The t Statistics value obtained is 2.217 (> t-critical 1.96) with a p value of 
0.027 <0.050, so the effect of product quality on customer loyalty can be said to be 
significant. Thus, hypothesis 3 (H3) which states that product quality has a positive 
and significant effect on customer loyalty is accepted; 

4. Testing the hypothesis on the effect of service innovation on customer satisfaction 
produces path coefficient value of 0.277, so service innovation has a positive effect 
on customer satisfaction. The t Statistics value was 3.999 (> t-critical 1.96) with a p 
value of 0.000 <0.050, so the effect of service innovation on customer satisfaction 
was significant. With that, then hypothesis 4 (H4) is states that service innovation has 
a positive and significant effect on customer satisfaction received; 

5. The path coefficient result for testing the hypothesis on the effect of product quality on 
customer satisfaction is 0.642, indicating that product quality has a positive effect on 
customer satisfaction. The calculated t Statistics value is 10.507 (> t-critical 1.96) with 
a p value of 0.000 0.050, indicating that the effect of product quality on customer 
satisfaction is substantial. As a result, hypothesis 5 (H5) is accepted, which asserts 
that product quality has a positive and significant effect on consumer satisfaction. 

Table 3 shows the results of testing the indirect effect hypothesis in this study which 
can be described as follows: 
 

Table 3 – Results Test Influence No Direct (Specific Indirects effect) 

 

n/n 
Original 

sample (O) 
Sample 

Means (M) 
standard Deviation 

(STDEV) 
T Statistics 

(|O/STDEV|) 
P 

Values 

X1 (Service innovation) -> Y1 (Customer 
Satisfaction) -> Y2 (Loyalty Customer) 

0.095 0.093 0.040 2,359 0.019 

X2 (Product quality) -> Y1 (Customer Satisfaction) 
-> Y2 (Loyalty Customer) 

0.220 0.222 0.095 2,320 0.021 

 
If seen in Table 3 above, the results of the indirect influence between variables can be 

obtained as follows: 

 Service innovation on customer loyalty through customer satisfaction obtains a 
correlation value of 0.095 with a t statistic of 2.359>1.96, and the magnitude of the p 
value is 0.019 <0.050, so that the indirect effect between service innovation on 
customer loyalty through customer satisfaction can be stated as significant; 

 Product quality on customer loyalty through customer satisfaction obtains a 
correlation value of 0.220 with a t statistic worth 2.320> 1.96, and a p value of 0.021 
<0.050, so that there is a significant positive indirect effect between service 
innovation on customer loyalty through customer satisfaction. 

Mediation Variable Examination: 

 Customer satisfaction is able to mediate positively on the indirect effect of service 
quality on customer loyalty. Based on these results, it can be interpreted that 
customer loyalty can increase if the quality of service is getting better and customers 
have a high sense of satisfaction; 

 Customer satisfaction is able to mediate positively on the indirect effect of product 
quality on customer loyalty. Based on these results, it can be interpreted that 
customer loyalty can increase if the product quality is better and the customer has a 
high sense of satisfaction. 
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DISCUSSION OF RESULTS 
 

The results of the data obtained indicate that service innovation has a positive and 
significant impact on customer loyalty. So that renewal of service innovation with the 
emergence of several new services such as Cash On Delivery payments, time to receive 
goods and time to complain about complaints given by Tanihub Bali will have an impact on 
increasing Tanihub Bali customer loyalty to always shop for agricultural products. 

Service innovation is well perceived towards customer loyalty at Tanihub Bali and has 
a real impact. These findings also explain how much service innovation provided by Tanihub 
Bali will guarantee customers to have a sense of loyalty to Tanihub Bali. This research 
supports the results of a previous study by Utami (2015) which showed that the results of 
Salon My Dream showed that service innovation had a positive effect on customer loyalty, 
meaning that the higher the service innovation, the higher customer loyalty. Similar results 
were also obtained by Indra (2021) with the research object PT. Pegadaian obtains service 
innovation results that have a positive and significant effect on Customer Loyalty. In addition 
to the two studies above, there are several studies conducted by Yu Sheng (2018) with the 
research object of banks in Ghana obtaining similar results where service innovation has a 
positive and significant effect. 
 
The Influence of Customer Satisfaction on Loyalty 

The results of the analysis above show that customer satisfaction has a positive and 
significant impact on customer loyalty. So that the higher customer satisfaction with Tanihub 
Bali, the higher the sense of loyalty of Tanihub Bali customers. Vice versa, if the lower the 
customer satisfaction with Tanihub Bali, the lower the customer loyalty of Tanihub Bali. 

Customer satisfaction is well perceived and has a real impact on customer loyalty at 
Tanihub Bali. This finding also explains that when customers shop at Tanihub Bali, they are 
satisfied with the service and quality of the products provided so that they are able to make a 
significant contribution to customer loyalty. 

This study backs up the findings of Utami's (2015) research with the item my Dream 
salon, which found that customer happiness has a positive influence on customer loyalty, 
implying that the more the customer satisfaction, the higher the customer loyalty may be. 
According to Desy's (2017) research on online florist operations, customer satisfaction has a 
favorable and significant influence on customer loyalty. Shandy's (2014) research at the 
Happy Garden restaurant also found that customer happiness has a favorable and 
substantial influence on customer loyalty. The author's most recent research was Yu Sheng's 
(2018), which examined the banking system in Ghana and found comparable conclusions to 
prior studies, namely that customer satisfaction has a positive and substantial influence. 
 
The Influence of Product Quality on Loyalty 

The results of the analysis above show that product quality has a positive and 
significant influence on customer loyalty. So that the higher the quality of the products 
provided by Tanihub Bali, the higher the sense of loyalty of Tanihub Bali customers. Vice 
versa, if the lower the quality of the products provided by Tanihub Bali, the lower the loyalty 
of Tanihub Bali's customers. 

Product quality can be well perceived and real towards Tanihub Bali's customer loyalty. 
These findings explain that good product quality (not rotten and free of foreign matter) 
provided by Tanihub Bali will guarantee that these customers will be loyal to the agricultural 
products offered by Tanihub Bali. 

This study supports the results of previous research by Kukuh (2015) with the object of 
the BTM Doro Sharia Financial Services Cooperative product quality directly affecting 
customer loyalty. Inka's research (2014) with the Mc Donald Customer research object also 
obtained the same results where product quality had a positive and significant effect on 
customer loyalty, meaning that the higher the product quality the higher the customer loyalty. 
The same results were obtained by Shanti (2015) which produced the same results for Molto 
products where product quality had a positive and significant effect on customer loyalty. The 
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last research that obtained the same results was conducted by Siregar (2017) with the object 
of research being RM Kampoeng Deli customers where product quality has a positive and 
significant effect. 
 
The Influence of Service Innovation on Customer Satisfaction 

The results of the analysis above show that service innovation has a positive and 
significant impact on customer satisfaction. So that the more service innovations provided by 
Tanihub Bali, the higher the sense of customer satisfaction from Tanihub Bali. Vice versa, if 
there are fewer service innovations provided by Tanihub Bali, the lower Tanihub Bali 
customer satisfaction will be. 

Service innovation is well perceived on customer satisfaction at Tanihub Bali and has a 
real impact. This finding also explains that a number of service innovations such as the 
Tanihub Bali customer feature can determine the reception hours will guarantee customers 
to feel satisfied with Tanihub Bali services. 

This research supports the results of previous research by Indra (2021) with the 
research object of PT. Pegadaian obtains service innovation results that have a positive and 
significant influence on customer satisfaction. Innovation is the highest contributing factor in 
contributing to customer satisfaction. Then there are several studies that yield the same 
conclusions, namely Yu Sheng (2018) with the research object of the Banking Sector in 
Ghana and Yoyo (2019) with the research object of the Gracia Clinic in Bogor where both 
studies obtained the same results, namely service innovation has a positive and significant 
effect on customer satisfaction. 
 
The Influence of Product Quality on Customer Satisfaction 

The results of the analysis above show that product quality has a positive and 
significant impact on customer satisfaction. So that the higher the quality of the products 
provided by Tanihub Bali, the higher customer satisfaction with Tanihub Bali. Vice versa, if 
the lower the quality of the products provided by Tanihub Bali, the lower customer 
satisfaction with Tanihub Bali will be. 

Product quality can be well perceived and real to Tanihub Bali's customer satisfaction. 
These findings explain that good product quality (not rotten and free of foreign matter) will 
increase Tanihub Bali's customer satisfaction. 

This study backs up the findings of a previous study conducted by Rachmad (2009) 
with the research object of Bank Mandiri in East Java, which found that product quality has a 
positive effect on customer satisfaction, with the serviceability indicator as a measure of 
product quality variables having the greatest influence on customer loyalty. Kukuh (2015) 
discovered similar results with the BTM Doro Sharia Financial Services Cooperative's 
product quality directly affecting customer happiness. This means that the higher the product 
quality, the higher the client satisfaction. Kharisma (2017) discovered the same results, 
namely that the quality of BRI KUR products has a favorable and significant effect on 
consumer satisfaction. 
 
The Role of Customer Satisfaction Mediating Service Innovation toward Customer 
Loyalty 

The results of the analysis that has been carried out, the results show that customer 
satisfaction is able to mediate service innovation significantly to customer loyalty. So from 
these results it can be seen that customer decisions when shopping are not only focused on 
the service innovations provided by Tanihub Bali but are related to customer satisfaction that 
can shop well. Because of this, service innovation is needed that is able to meet customer 
satisfaction so as to create a high sense of customer loyalty. 

The results of this study support previous research by Utami (2015), it is proven that 
service innovation influences customer loyalty through customer satisfaction, meaning that 
customer satisfaction can mediate service innovation on customer loyalty. Likewise Shandy's 
research (2014) Customer satisfaction at the Happy Garden restaurant significantly mediates 
service innovation on customer satisfaction at the Happy Garden restaurant. Indra's research 
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(2021), with research objects at PT. Pegadaian obtains customer satisfaction results 
mediating service innovation significantly to customer loyalty. 
 
The Role of Customer Satisfaction Mediating Product Quality toward Customer 
Loyalty 

The results of the analysis that has been carried out, the results show that customer 
satisfaction is able to mediate product quality significantly to customer loyalty. Although 
product quality can create customer loyalty, customer satisfaction can help further increase 
customer loyalty. This happens because customers are loyal to Tanihub Bali as a result of 
the good quality of the products provided and customer satisfaction due to the achievement 
of expectations for the quality of the products provided by Tanihub Bali. 

The results of this study support the results of previous research by Kukuh (2015) with 
the object of the BTM Doro Sharia Financial Services Cooperative that customer satisfaction 
influences the relationship between product quality and customer loyalty. This shows that 
increasing customer loyalty can be done by increasing customer satisfaction and good 
product quality. Likewise, Rachmad's research (2009) with the research object of Bank 
Mandiri in East Java obtained the result that customer satisfaction is significant in mediating 
product quality on customer loyalty. Similar results were also obtained by Yusuf (2019) with 
research on customer satisfaction of the Samsung Brand which is significant in mediating 
product quality on customer loyalty. 
 
Research Implications 

The results of the research can be used by management, especially for the marketing 
sector so that companies can increase customer loyalty to always shop for agricultural 
product needs at Tanihub Bali. As with new service innovations that have been proven to 
have a significant effect on customer loyalty at Tanihub Bali with innovative ideas such as 
payment features, time of receipt and time of complaint complaints can affect increased 
customer loyalty. Likewise, product quality where clean products are protected from foreign 
objects, not dirty, neatly closed packaging has an impact on customer loyalty to always 
provide agricultural products at Tanihub Bali. 
 

CONCLUSION 
 

Based on the results of the discussion and previous research, it is proven that service 
innovation has a significant effect on customer loyalty. So that Tanihub Bali must implement 
several new innovations such as COD payments, time to receive goods and service time to 
complain so that customers become loyal shopping on the Tanihub Bali application 

Tanihub Bali must continue to maintain the quality of its products both in terms of 
product freshness, cleanliness, size and product packaging will increase customer loyalty to 
shop at Tanihub Bali, because according to previous research and the discussion above that 
product quality also has a positive and significant effect on customer loyalty. 

Tanihub Bali must also maintain customer satisfaction because it is proven in previous 
research and the discussion above where customer satisfaction has a significant effect on 
customer loyalty, so Tanihub Bali must meet customer expectations and needs so that loyal 
customers shop for agricultural products at Tanihub Bali. 

There is a need for other new service innovations provided by Tanihub Bali to maintain 
customer interest so they keep shopping at Tanihub Bali. In addition, product quality must 
also be maintained and even improved so that customers have confidence in the cleanliness 
and quality of the fruits and vegetables provided by Tanihub Bali. 
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