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Abstract

This research had the objective to determine the impact of innovation on service and service quality
on customer satisfaction at the Baleendah Customer Service Unit of PT PLN (Persero). A causal
quantitative method was employed. A sample of 125 respondents, all of whom had experienced
service innovation, was selected for this study. The analysis was conducted using SmartPLS software,
employing validity, reliability, and hypothesis tests to examine the data. The findings of this research
indicate that the service innovation variable has a significant direct impact on the expected variable
with a value of 0.036. Additionally, both service innovation and service quality significantly influence
the customer satisfaction variable at the Baleendah Customer Service Unit of PT PLN (Persero),
with an indirect effect of 0.173.
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1. INTRODUCTION
PT. PLN (Persero), a state-owned enterprise, is the sole provider of electricity services

in Indonesia. The demand for electricity is rising significantly and swiftly, particularly from
the industrial sector, driven by higher public satisfaction standards due to increased income
and modernization. To fulfill its responsibilities, PT. PLN (Persero) has established a
customer service department dedicated to meeting the needs of its customers. Over time, PT
PLN (Persero) has introduced service innovations such as the PLN Mobile application. This
app allows for online payments and includes an office WhatsApp number to facilitate
customer interaction. Service innovation represents improvements implemented by a
company to enhance performance and respond to market demands. When a company
effectively meets market demands, consumers are likely to purchase its products or services
(Owano et al. 2014). According to (Commer et al. 2018), innovation is a key driver of a
company's success, impacting not only the industrial sector but also the service sector.
According to (Shetty ef al. 2022) service innovation forms the foundation of all competitive
advantages and is crucial for increasing a company's competitiveness, attracting new
customers, and maintaining relevance in the modern business environment. PT. PLN
(Persero) Baleendah Customer Service Unit, a State-Owned Enterprise (BUMN), is situated
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at J1. Jaksanaranata No.1, Baleendah District, Bandung Regency, West Java. This company
provides services related to electricity bill payments, new connection installations, power
setup modifications, temporary lighting services, and handling customer complaints about
meter readings, among others. Currently, PT PLN (Persero) Baleendah Customer Service
Unit also uses a WhatsApp number to interact with customers. This service innovation aims
to assist customers during emergencies when they cannot visit the office. PT PLN (Persero)
Baleendah Customer Service Unit places significant emphasis on service quality, as
demonstrated by the establishment of specific customer service standards. Despite these
standards, some customers remain dissatisfied with the services provided by PT PLN
(Persero) Baleendah Customer Service Unit. From this, it is evident that the quality of
customer service and service innovation significantly impact overall customer expectations
and satisfaction. Customer satisfaction is achieved when customers are pleased with the
service quality, service innovation, and products they receive, meeting their needs and
desires.

According to researchers' observations, there have been complaints about the service
innovation involving the PLN Mobile application. Specifically, customers reported that
during a power-up promotion, the payment code did not generate, forcing them to visit the
PLN office for assistance. The PLN Mobile application allows customers to make requests
from any location; however, if a complaint arises, customers are required to visit the PLN
office.

The findings from the second observation indicated persistent issues with service
quality, specifically an increase in customer complaints about various problems. These
issues include grievances regarding higher monthly electricity bills compared to the previous
month, despite no significant change in usage. There were complaints about the prolonged
installation time of the MCB (Miniature Circuit Breaker), which exceeded the initially
promised timeframe, and issues with electricity tokens not being credited to accounts. These
problems compel customers to visit the PLN office to avoid potential losses. To achieve
customer satisfaction, it is essential that customers are content with the service quality,
service innovations, and the products they receive, ensuring they meet their needs and
expectations. According to (Parasuraman 1998a) service quality represents customers'
evaluative perceptions of the services they receive at a given time, influenced by the
importance of different service dimensions. As per (Nasirin dan Lionardo 2020), service
quality is defined as the capability to create and deliver products, whether goods or services,
that meet the benefits aligned with customers' expectations and desires. There is a lack of
relevant literature specifically addressing service innovation in the security industry, as most
existing studies focus on competition strategy, technology development, management, legal
systems, and human resource development, leaving gaps in understanding how service
innovation impacts customer satisfaction in the sector. (Chen dan Chen 2023) While many
studies have explored the relationship between service quality and customer satisfaction, this
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study focuses on PT PLN (Persero) Baleendah which examines the combined effects of
service innovation and service quality on customer satisfaction, especially in the context of
customer satisfaction.

Based on these observations, researchers conducted a pre-survey involving 25
customers who had visited the service counter. The pre-survey results revealed that 17
customers were satisfied due to the friendly service and comfortable facilities. However, 8
customers expressed dissatisfaction because of slow complaint handling and unmet
expectations. This impact leads to customer dissatisfaction. According to (Sitinjak dan Ober
2025) ; (Ogbeibu et al. 2020) ; (Fakfare 2021) customer satisfaction hinges on the product's
performance as perceived by the buyer. If the product falls short of expectations, the
customer feels dissatisfied. Conversely, if the product meets expectations, the customer is
satisfied. A reputable marketing company ensures its customers remain content. Customer
satisfaction arises from comparing the service quality experienced with the service quality
expected. If the actual service quality falls short of expectations, customer dissatisfaction
occurs. If it meets expectations, customers are satisfied. If the service quality exceeds
expectations, customers will be highly satisfied (Chaudhary et al. 2025) ; (Ariyantiningsih
dan Santoso 2026) The pre-survey results on customer satisfaction indicate that 32% of
customers are dissatisfied, while 68% of the 25 respondents are satisfied. This suggests a
need for enhanced service innovation and improved service quality to better meet customer
expectations.

According to previous research conducted by (Rew et al. 2021); (Zhou dan Suh 2025)
on the relationships between innovation, quality, productivity, and customer satisfaction in
pure service companies, it was found that quality and productivity have a positive correlation
when innovation is involved. The research further demonstrated that innovation is a
precursor to service quality and productivity, which positively affects customer satisfaction.
Another study conducted by (Tarmidi ef al. 2021) on the "Effect of Service Innovation and
Service Quality on Customer Satisfaction during COVID-19 (Tokopedia Application User
Survey in Bandung 2021)" found that service innovation and service quality variables
simultaneously have a significant impact on customer satisfaction with the Tokopedia
application in Bandung, accounting for 37.7%. Research by (Huang et al. 2019) on "The
Influence of Service Quality on Customer Satisfaction and Loyalty in the B2B Technology
Service Industry" indicates that service quality impacts both customer satisfaction and
loyalty. Similarly, a study by (Lai et al. 2019) titled "Analysis of the Influence of E-service
Quality on Customer Satisfaction in Mongolian E-commerce" demonstrates that service
quality has a significant effect on customer satisfaction. In this study, the innovation
dimension (Delafrooz dan Taghineghad 2013)) is the user dimension of technology,
interaction with consumers and development of new service, then in the service quality
variable (Parasuraman 1998b) the dimension of reability, responsibility, assurance, empathy,
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tangibles and finally the variable Customer Satisfaction ( Keller and Kotler, 2012) the
dimension of match xxpectation, interest in revisiting and willingness to recommend.

2. RESEARCH METHOD
This research employed quantitative methods with a causality approach.Data
collection involved distributing questionnaires in both hardcopy and digital formats via
Google Forms. Responses were scored using a Likert scale. The data was
managed using the smartPLS software (Hair ef al. 2019). The study population consisted of
all 181,683 customers of PT PLN (Persero) Baleendah Customer Service Unit. The sample
size was calculated using the Slovin formula, which is as follows
181.683
n=n=
1+ 181.683(0,05)!
n=125
Applying the Slovin formula, the sample size for this study was determined to be 125
respondents. These respondents are customers of the Baleendah Customer Service
Unit of PT PLN (Persero) who have visited the service counter and experienced the service
innovations. The questionnaire employed a five-point Likert scale, with 1 indicating
"strongly disagree" and 5 indicating "strongly agree." Additionally, secondary data were
sourced from books, journals, and other online resources. The study's data analysis included
tests for validity, reliability, structural modeling, hypothesis testing, and mediation testing.
Table captions are placed above the table. The title of the table is written in the
middle of the space 1. The table should not be an image. An example can be seen in Table
1. If after the illustration is continued with the writing of the next section, then the distance
is 2 spaces.

3. RESULT AND DISCUSSION

3.1 Respondent Profile
The following is the respondent's profile in Table 1 below:
Table 1. Respondent profile

Constructs Frequency Percentage
Power users Postpaid 82 54,7%
Prepaid 68 45.,3%
Gender Male 83 53,9%
Female 70 46,1%
17-25 year 12 7,9%
26-35 year 33 21,7%
Age 36-45 year 49 32,2%
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Constructs Frequency Percentage
>45 year 58 38,2%
Middle/ high school 107 70,4%
Recent education Diploma 17 11,2%
Bachelor 28 18,2%
Master 0 0%

Source: Data Processed, 2026

The total number of respondents in this study was 152, with 125 meeting the criteria.
Among these respondents, the majority (54.7%) were postpaid electricity users. Women
constituted 53.9% of the respondents. The largest age group was those over 45 years old,
making up 38.2% of the sample. Most respondents had a middle school or high school
education, comprising 70.4% of the total.

3.2 Measurement Model

The measurement model is the initial step before proceeding with further analysis.
This stage includes two tests: validity and reliability, as shown in Table 3.

Table 2. Result Validity and Reliability

Constructs Loading Cronbachs CR AVE
Service Innovation (X) 0.750 0.857 0.667
SI-1 0.798
SI-2 0.844
SI-3 0.807
Service Quality (Z) 0.892 0.921 0.702
SQ-1 0.824
SQ-2 0.752
SQ-3 0.777
SQ-4 0.926
SQ-5 0.899
Customer Satisfaction (Y) 0.851 0.894 0.628
CS-1 0.830
CS-2 0.782
CS-3 0.743
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Constructs Loading Cronbachs CR AVE
CS-4 0.760
CS-5 0.843

Source: Processed by Author, 2026

According to (Hair 2021) the validity and reliability standards are outer loading > 0.70,
composite reliability > 0.70, Cronbach's alpha > 0.70, and AVE > 0.50.

The service innovation variable is evaluated using three valid measurement items, with
outer loadings between 0.798 and 0.844, demonstrating that all three items accurately reflect
service innovation. The variable demonstrates acceptable reliability, evidenced by
Cronbach's alpha and composite reliability both exceeding 0.70. Additionally, convergent
validity is confirmed with an Average Variance Extracted (AVE) value of 0.667, which is
above the 0.50 threshold for good convergent validity. Overall, the measurement items
across the variables account for 66.7% of the variation.

The service quality variable is evaluated using four valid measurement items, with
outer loadings between 0.0752 and 0.926, indicating that all items effectively capture the
concept of service quality. The variable shows acceptable reliability, as demonstrated by
Cronbach's alpha and composite reliability both exceeding 0.70. Convergent validity is
established with an Average Variance Extracted (AVE) value of 0.702, which exceeds the
0.50 threshold for good convergent validity. Collectively, the measurement items within the
variables account for 70.2% of the variation.

The customer satisfaction variable is evaluated using three valid measurement items,
with outer loadings between 0.743 and 0.843, indicating that all items effectively capture
customer satisfaction. The variable shows acceptable reliability, as demonstrated by
Cronbach's alpha and composite reliability both exceeding 0.70. Convergent validity is
established with an Average Variance Extracted (AVE) value of 0.628, which is above the
0.50 threshold for good convergent validity. Overall, the measurement items within the
variable account for 62.8% of the variation.

3.3 Structural Model
The results of the structural model in SmartPLS are presented in Figure 1 as follows:
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Figure 1. Structural Model
Source: smartPLS data analysis, 2025

Figure 1 is a diagram of the structural model that will be used to test the hypothesis..

3.4 Test Multikolinier Inner VIF

The evaluation of the structural model focuses on testing the hypotheses regarding the
influence among the research variables. This evaluation is conducted in three stages. The
first stage involves assessing the presence of multicollinearity between variables using the
inner Variance Inflated Factor (VIF). Inner VIF values below 5 indicate the absence of
multicollinearity between variables. The results of the inner VIF test for multicollinearity
are presented in Table 3 as follows:

Table 3 Result Inner VIF

Customer Satisfaction (Y) Service Quality (Z)
Customer Satisfaction (Y)
Service Innovation (Z) 1.545 1.000
Service Quality (Z) 1.545

Source: processed by author, 2025
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Before testing the structural model, it is crucial to check for multicollinearity between
variables. This is done using the inner Variance Inflated Factor (VIF), and the estimated
results show that the inner VIF value is less than 5. Therefore, the level of multicollinearity
between variables is low. This outcome supports the robustness and unbiasedness of the
parameter estimation results in SEM PLS.

3.5 Hypothetical Testing

The second step involves testing the hypothesis between variables by examining the
p-value. A p-value of less than 0.05 indicates a significant influence between the variables.
Additionally, it is essential to present the results and confidence intervals of the estimated
parameter of the path coefficient at a 95% confidence level. The third step includes
evaluating the effect size, denoted by f squared, which signifies the direct influence of
variables at the structural level. The criteria for interpreting f square values are as follows:
0.02 for low influence, 0.15 for moderate influence, and 0.35 for high influence (Hair et al.,
2021). Table 4 below presents the direct results of the hypothesis test.

Table 5. Hypothesis Testing

95% interval kepercayaan

Path Path coefficient
Path Coefficient p-value
f square Result
Lower Limit  Upper Limit
H1:X0Y 0.149 0.036 0.002 0.283 0.040 Accepted
H2:X0Z 0.594 0.000 0.447 0.728 0.545 Accepted
H3:Z20Y 0.702 0.000 0.545 0.838 0.885 Accepted

Source: processed by author, 2025

1. The first hypothesis (H1) reveals a significant impact of service innovation on
customer satisfaction, as demonstrated by the path coefficient (0.149) and p-value
(0.036 < 0.05). Improvements in service innovation are anticipated to result in
increased customer satisfaction. The 95% confidence interval indicates that the
maximum influence of service innovation on improving customer satisfaction ranges
from 0.002 to 0.283. Additionally, the effect of service innovation on customer
satisfaction is classified as having a moderate to high impact at the structural level,
with an f square value of 0.040.

2. The second hypothesis (H2) demonstrates a significant impact of service innovation
on service quality, as shown by the path coefficient (0.594) and p-value (0.000 <
0.05). Changes in service innovation are anticipated to improve service quality. The
95% confidence interval suggests that the impact of service innovation on improving
service quality ranges from 0.447 to 0.728. Additionally, the effect of service
innovation on enhancing service quality is classified as moderate to high at the
structural level, with an f square value of 0.545.

3. The third hypothesis (H3) shows a significant impact of service quality on customer
satisfaction, as indicated by the path coefficient (0.702) and p-value (0.000 < 0.05),
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demonstrating statistical significance. This implies that any change in service quality
will improve customer satisfaction. Within the 95% confidence interval, the
influence of service innovation on enhancing service quality is estimated to range
from 0.545 to 0.838. Furthermore, the effect of service innovation on improving
service quality is considered moderate to high at the structural level, as indicated by
an f square value of 0.885.

3.6 Test Mediation

In Smart PLS 3 and 4, the mediation effect for the mediation test has not yet been
issued (f square is not included in the output). (Lachowicz et al. 2018) recommends using
effect size mediation upsilon v instead. Formula upsilon "2 MXp"2 YM.X

The interpretation of the statistical value of upsilon v is as follows (Ogbeibu et al.,
2020) ; 0.0175 indicates high, 0.075 indicates medium, and 0.01 indicates low.

Table 6. Result Test Mediation (Effect Indirect)

95% interval kepercayaan Path

Path Path p-value coefficient Upsilon v
Coefficient Lower Limit Upper Limit
H4:XO0zO0Y 0.417 0.000 0.297 0.549 0.173

Source: processed by author, 2025

The fourth hypothesis (H4) has been confirmed, demonstrating a substantial impact
of service innovation on service quality and, subsequently, on customer satisfaction, with a
path coefficient of 0.0417 and a p-value of 0.000 < 0.05 (Accepted). Within the 95%
confidence interval, the influence of service innovation on service quality, and thus on
customer satisfaction, is estimated to range from 0.287 to 0.549. Furthermore, the upsilon v
value indicates a significant influence, registering at a high level of 0.173.

This study aims to evaluate the impact of service innovation on service quality (as an
intervening variable) and its subsequent effect on customer satisfaction, specifically within
the context of PT PLN (Persero) Baleendah Customer Service Unit.

1. Service innovation has a significant and positive effect on customer satisfaction.

The research findings reveal that service innovation significantly and positively
impacts customer satisfaction at PT PLN (Persero) Baleendah Customer Service Unit.
Customers are satisfied because PT PLN (Persero) delivers new and effective services and
maintains high performance, keeping up with technology through accessible online payment
options. Engaging effectively with customers through WhatsApp to address issues and
developing new services, such as the PLN Mobile app, which can be accessed anywhere and
anytime, are highlighted in this study. The service innovations introduced by PT PLN
(Persero) have resulted in increased customer satisfaction, consistent with previous research
conducted by (Tarmidi et al. 2021) ; (Rew et al. 2021) ; (Prasetyo et al. 2021)

2. Service innovation has a significant and positive effect on service quality.

The research findings reveal that service innovation has a significant and positive
influence on service quality at PT PLN (Persero) Baleendah Customer Service Unit. An
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increase service innovation correlates with an improvement in service quality. These results
are consistent with earlier research conducted by (Tarmidi ez al. 2021); (Rew et al. 2021).
3. Service quality has a notable and positive effect on customer satisfaction.

The research findings demonstrate that service quality significantly and positively
affects customer satisfaction at PT PLN (Persero) Baleendah Customer Service Unit. As
service quality improves, customer satisfaction at PT PLN (Persero) Baleendah Customer
Service Unit is expected to rise. These results are consistent with previous research
conducted by (Lai et al. 2019);(Tarmidi ef al. 2021); (Rew et al. 2021); (Huang et al. 2019).

4. Service innovation has a significant and positive effect on service quality (acting as

an intervening variable), which in turn impacts customer satisfaction.

The research findings show that the service innovation variable significantly and
positively impacts service quality through its intervening variables, subsequently influencing
customer satisfaction. This implies that as service innovation improves, it enhances service
quality, which in turn positively affects customer satisfaction. These results are consistent
with previous research conducted by (Rew ef al. 2021). (Li et al. 2021)

The empirical findings in this study indicate that service innovation variables have
not been previously examined at PT PLN (Persero) Baleendah Customer Service Unit. Data
collection for this study spanned 3 weeks, during which questionnaires were distributed at
the customer service counter. A total of 152 responses were received, with 125 qualifying as
valid respondents. The analysis was conducted using smartPLS software version 3.0.
According to the data analysis results, there exists a positive and statistically significant
correlation among service innovation, service quality, and customer satisfaction.

4. CONCLUSION

This research employed a field study approach, distributing questionnaires to 125
customers of PT PLN (Persero) Baleendah Customer Service Unit. Respondents were
chosen through purposive sampling, focusing on customers who had visited the service
counter. The study aimed to examine the impact of service innovation on service quality and
its subsequent effect on customer satisfaction. To analyze the relationships between
variables, Partial Least Square (PLS) analysis was conducted using SmartPLS software
version 3.0. Using the SmartPLS program for analysis, the hypothesis test results revealed a
positive and significant correlation between service innovation, service quality, and
customer satisfaction. This highlights the crucial roles that both service innovation and
service quality play in determining customer satisfaction. The combination of innovative
services and high-quality service provision enhances the overall customer experience,
leading to increased satisfaction. Consequently, the study suggests that enhancing service
innovation and quality positively impacts customer satisfaction levels.

(\Y:¥]



/if ﬁ Vol. 4 No. 2 (2026)
i I E ‘ B S e-ISSN:: 2963-7589
4 Economic and Business Journal | ECBIS

ECONOMICS AND BUSINESS JOURNAL

https://ecbis.net/index.php/go/index

REFERENCES

Ariyantiningsih F, Santoso B. 2026. The Role of Customer Satisfaction in Improving Sharia
Industry  Performance. Quality - Access to Success. 27(210):273-286.
doi:10.47750/QAS/27.210.31.

Chaudhary MK, Ghimire DM, Dhungana M, Chaudhary RK, Adhikari M, Thapa S. 2025.
Service Innovation In Telecommunication: The Path To Customer Loyalty Through
Enhanced  Customer  Satisfaction.  Innovative  Marketing.  21(1):37-49.
doi:10.21511/im.21(1).2025.04.

Chen C-C, Chen P-H. 2023. The Effects of Service Innovation and Service Quality on
Customer Satisfaction: A Case of Residential Security Service. Modern Economy.
14(05):629—648. do0i:10.4236/me.2023.145035.

Commer PJ, Sci S, Hanif MI, Asgher MU. 2018. Service Innovation and Service Innovation
Performance: A Study of Banking Services. Volume ke-12.

Delafrooz NargesTM, Taghineghad M. 2013. The impact of service innovation on consumer
satisfaction. IJMT. 3(5). http://www.ijmra.us.

Fakfare P. 2021. Influence of service attributes of food delivery application on customers’
satisfaction and their behavioural responses: The IPMA approach. Int J Gastron Food
Sci. 25. doi:10.1016/5.1jgfs.2021.100392.

Hair JF, HGTM, RC, SM, DN, & RS. 2021. Classroom Companion: Business Partial Least
Squares Structural Equation Modeling (PLS-SEM) Using R AAWorkbook.
http://www.

Hair JF, Risher JJ, Sarstedt M, Ringle CM. 2019. When to use and how to report the results
of PLS-SEM. European Business Review. 31(1):2-24. doi:10.1108/EBR-11-2018-
0203.

Huang PL, Lee BCY, Chen CC. 2019. The influence of service quality on customer
satisfaction and loyalty in B2B technology service industry. Total Quality Management
and Business Excellence. 30(13-14):1449-1465.
doi:10.1080/14783363.2017.1372184.

Kevin Lane Keller, Philip Kotler. 2012. Handbook on business-to-business marketing.
Edward Elgar.

Lachowicz MJ, Preacher KJ, Kelley K. 2018. A novel measure of effect size for mediation
analysis. Psychol Methods. 23(2):244-261. doi:10.1037/met0000165.

Lai CS, Chiu KC, Otgonsuren B. 2019. Analysis of the Influence of E-service Quality on
Customer Satisfaction of Mongolian E-commerce. Di dalam: ACM International
Conference Proceeding Series. Association for Computing Machinery. hlm 6-10.

Li F, Lu H, Hou M, Cui K, Darbandi M. 2021. Customer satisfaction with bank services:
The role of cloud services, security, e-learning and service quality. Technol Soc. 64.
doi:10.1016/j.techsoc.2020.101487.

Nasirin C, Lionardo A. 2020. Effective Implementation of Marketing Management of
Hospital Pharmacy: A Study on the Impact of Hospital Service Quality Improvement
in Enhancing the of Patients’ Satisfaction and Loyalty. Volume ke-11.

Ogbeibu S, Emelifeonwu J, Senadjki A, Gaskin J, Kaivo-oja J. 2020. Technological
turbulence and greening of team creativity, product innovation, and human resource

643


https://ecbis.net/index.php/go/index

Volume 4 Issue 2 (2026)

THE ROLE OF SERVICE INNOVATION AND SERVICE QUALITY IN IMPROVING CUSTOMER
SATISFACTION
Firmansyah et al, 2026

management:  Implications  for  sustainability. J Clean  Prod. 244.
doi:10.1016/j.jclepro.2019.118703.

Owano LA, Alala O, Musiega D. 2014. Relationship between Customer Service Innovation
and Customer Satisfaction in the Banking Industry: A Case Study of Kenya
Commercial Bank. Volume ke-16. www.iosrjournals.org.

Parasuraman A. 1998a. Customer Service in Business-to-Business markets: an Agenda For
Research. JOURNAL OF BUSINESS & INDUSTRIAL MARKETING. 13 4/5:309-321.

Parasuraman A. 1998b. Customer service in business-to- business markets : an agenda for
research. 13(4):309-321.

Prasetyo YT, Tanto H, Mariyanto M, Hanjaya C, Young MN, Persada SF, Miraja BA, Redi
AANP. 2021. Factors affecting customer satisfaction and loyalty in online food delivery
service during the COVID-19 pandemic: Its relation with open innovation. Journal of
Open  Innovation:  Technology,  Market, and  Complexity. 7(1):1-17.
doi:10.3390/j0itmc7010076.

Rew D, Jung J, Lovett S. 2021. Examining the relationships between innovation, quality,
productivity, and customer satisfaction in pure service companies. TOM Journal.
33(1):57-70. doi:10.1108/TQM-10-2019-0235.

Shetty DK, Perule N, Potti SR, Jain M, Malarout N, Devesh S, Vaz SF, Singla B, Naik N.
2022. A study of service quality in Indian public sector banks using modified
SERVQUAL model. Cogent  Business and  Management. 9(1).
doi:10.1080/23311975.2022.2152539.

Sitinjak C, Ober J. 2025. Examining the impact of service quality and product innovation on
willingness to buy electric vehicles: The mediating role of customer satisfaction.
Production Engineering Archives. 31(2):163—172. doi:10.30657/pea.2025.31.16.

Tarmidi D, Yunus OF, Maykin R, Zahratunnisa S, Hidayat RFR, Nurfauziah DH, Saudi MH.
2021. The Effect of Service Innovation and Service Quality on Customer Satisfaction
during Covid 19 (Survey of Tokopedia App Users in Bandung 2021). Review of
International Geographical Education Online. 11(5):2348-2353.
doi:10.48047/rigeo.11.05.134.

Zhou L, Suh W. 2025. A Study on Port Service Quality, Customer Satisfaction, Customer
Loyalty, and Referral Intention: Focusing on Korean Container Terminals Amid Smart
Port Development. Systems. 13(6). doi:10.3390/systems13060486.




