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I. Introduction 
 

Innovation is a competency that must be developed by every company in Indonesia. 

Creativity and innovation that develops can be seen through the presence of creative and 

innovative human beings, so that companies can create brilliant ideas about the best 

products and services. Creative people have a high innovation in changing things in a 

better direction and benefiting the company. 

This research was conducted at PT Sinar Sosro Medan, a beverage producing 

company that has been quite popular in the ears of the public. But over time, competition 

in the business sector is getting tighter with the birth of many similar companies with a 

number of attractions. To be able to survive and even be at the forefront of course the 

company must make sustainable innovations. A product without innovation will only be a 

monotonous product and will slowly be left behind by its customers. The innovation in 
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This study used a simple linear regression analysis model using 
SPSS (Statistica Product and Service Solution) software version 
21.0. The number of samples in this study was as many as 78 
customers. The results of this study showed a regression equation 
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question can certainly be implemented in many ways such as creating new flavor 

variations and the creation of more attractive packaging. 

Continuous innovation in a company is a fundamental need that in turn will be able 

to create a competitive advantage. Thus innovation is an important function of 

management because innovation will determine a superior business performance. 

Innovation will increasingly be important as a tool for survival, not only growth but also in 

increasingly intense competition.  

 

II. Review of Literatures 

 
2.1 Product Innovation 

According to Atalay, et al. (2013) stated that product innovation is the introduction 

and development of new types of goods or services that are different from before and 

complement the shortcomings of the previous findings with more emphasis on quality. 

Companies in making product innovations must pay attention to market orientation 

because knowledge of market orientation is the key to successful product innovation that 

will be produced (Wiwoho, 2012). According to (Pardi et al., 2014; Tung, 2012; Killa, 

2014; Utaminingsih, 2016) states that innovation has a significant positive effect on 

marketing performance. Windahl (2015) itself divides product innovation into 4 types, 

including modular innovation, architectural innovation, incremental innovation and radical 

innovation, this terminology applies to the customers and suppliers. While radical 

innovations show a fundamental change in new services and provide real service benefits 

(Cheng &Krumwiede, 2012). Product innovation alone cannot produce competitive 

advantage and sufficient or sustainable company growth (Shelton, 2009: 38). 

 

2.2 Consumer Interest 

A consumer behavior is interesting, unique and dynamic attributesof the consumers. 

Kotler (2005: 201) describes it as individuals, groups, and organizations choose, buy, use 

and utilize goods, services, ideas or experiences in order to satisfy their needs and desires. 

It is an action getting, consuming, and consuming the products and services including the 

decision process, Husain Umar (2003: 50).It can be generalized that consumer behavior is 

a decision taken from an action, done through the process stages of previous thinking by 

individuals or groups or an organizational institution using the products or 

services.Service, in this case, is either a tangible or intangible provided by service 

providers. It can be individual or organizational organizations to meet the main needs or as 

the needs of supporting users. The marketers need to understand how customers evaluate 

their services (Cuningham, 2000). Thus, the issue of managing and measuringservice 

quality is a focus in this research (Sukesi and Yunus, 2018).  

 

III. Research Methods 
 

The research was conducted at PT. SinarSosro Medan, which is located on the 

highwayTg. Morawa Km. 14.5 Deli serdang Medan North Sumatra. The population used 

in this study was a regular customer of PT. Sinar Sosro Medan made a purchase from 

January 2018 to January 2019 with 352 customers. Slovin formula calculation results 

obtained the number of customers who were used as a research sample of 78 customers. 

The sampling technique used is Purposive random Sampling i.e. "the sample is selected 

with certain considerations. The consideration of the sample taken is customers who shop 

at PT. Sinar Sosro Medan. 
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The data source in this research is data obtained from PT. Sinar Sosro which is 

located in Tanjung Morawa, Kab. Deli Serdang.The sample used is the consumer of PT 

Sinar Sosro as many as 78 people, this number is taken based on calculations using the 

formula Slovin. Data retrieved including Primary data and secondary data: 1). Primary data 

is the collection of data sourced from the results of research in the field or often also called 

field research. Primary data collection is conducted through various means such as through 

questionnaires, interviews, surveys, observations, experiments and others. 2) Secondary 

data is the collection of information sourced from textbooks, journals, documents and other 

information related to this research that contains the views of management experts. 

The test tool used to analyze the hypothesis in this study is Simple Linear Regression 

Analysis to test product innovation-free variables against variables tied to consumer 

interest in making purchases. 

 

IV. Results and Discussion 
 

4.1 Research Results 

a. Validity Test 

Table 1. Validity of Product Innovation Variables 

Statements Corrected Item-Total Correlation rtable Information 

1 0,665 0,220 Valid 

2 0,483 0,220 Valid 

3 0,470 0,220 Valid 

      Source: Researcher Processed Data 2019 

 

Table 2. Validity of Consumer Interest Variables 

Statements Corrected Item-Total Correlation rtable Information 

1 0,493 0,220 Valid 

2 0,227 0,220 Valid 

3 0,418 0,220 Valid 

4 0,423 0,220 Valid 

      Source: Researcher Processed Data 2019 

After the test, it can be known that all statement items have an item-total correlation 

or coefficient of more than the value of r table that is 0.220 then the statement item is 

declared valid. 

 

b. Reliability Test 

Table 3. Product Innovation Variable Reliability Test Results 

Reliability Statistics 

Cronbach's Alpha N of Items 

,712 3 

                                        Source: SPSS Processing Results 

 

Table 4. UJi Reliability variable Consumer Interest 

Reliability Statistics 

Cronbach's Alpha N of Items 

,602 4 

                                        Source: SPSS 2019 processing results 
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While the reliability test obtained from cronbach alpha value of 0.712>0.6 and 

0.602>.0.6 then the measuring instrument can be said to be reliable and fall into the 

category of very high reliability. 

 

c. t Test 

Table 5. Test Result t 

            Coefficientsa 

Model Unstandardized 

Coefficients 

t Sig. 

B Std. Error 

1 
(Constant) 1,807 ,346 5,218 ,000 

X_inovasi ,500 ,089 5,626 ,000 

Source: SPSS Processing Results 

 

1. Dependent Variable: Y buying interest 

The basis of t-test decision making is if: 

t-calculate > t-table and value significance < 0.05 then free variables have a 

significant effect on bound variables; b. t–count < t-table and value significance > 0.05 

then free variables have no significant effect on bound variables. 

Conclusion of t-test results: 

From the table above, it can be seen that thitung value is 5.626 greater than the 

tttabel of 2.6403 with a value of sig 0.000<0.05. So it can be concluded that product 

innovation variables have a significant influence on consumer interest variables. 

 

d. Coefficient of Determination 

Coefficients of determination are used to find out how much influence free variables 

have on bound variables. The value of the determinant coefficient is determined by the 

value of R square. 

 

Table 6. Coefficient of Determination 

Model Summaryb 

Model R R Square Adjusted R Square 

1 ,542a ,294 ,285 

a. Predictors: (Constant), X_inovasi 

b. Dependent Variable: Y buying interest 

  Source: SPSS output data 

 

From the table above it can be seen that the value of R Square is 0.294. So it can be 

concluded that product innovation only affects consumer interest in the 29.4% increase 

while there are still other variables that can be used to test the influence on consumer 

interest in purchases of 70.6% 

 

e. Simple Linear Regression 

Regression is a measuring instrument also used to measure the exist or not of 

collegiation between variables. Regression test results from this study can be seen in the 

table below 
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Table 7. Simple Linear Regression Test 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

B Std. Error Beta 

1 
(Constant) 1,807 ,346  

X_inovasi ,500 ,089 ,542 

a. Dependent Variable: Y buying interest 

Source: SPSS Processed Data 2019 

 

Based on the table above, the research regression formula is found as follows: 

Y = 1,807 + 0.5X 

 

Description of the above regression model as follows: 1). Constants of 1,807 indicate 

that if independent variables are eliminated then the consumer's buying interest is 1,807. 2) 

A b value of 0.5 indicates that any increase in product innovation by 1% will be followed 

by an increase in consumer interest of 0.5 assuming other variables are considered to have 

no effect. 

 

4.2 Discussion 

Based on the table obtained thitung of 5,626. The distribution table t searched α=5% 

obtained for the tyable of 2.6403. The value of thitung>ttabel then Ho is rejected, meaning 

that product innovation has a significant influence on consumer interest in purchasing 

bottled tea products at PT. Sinar Sosro Medan. From the test results can also be seen that 

the value of adjusted R Square is 0.285. So it can be concluded that product innovation 

only affects consumer buying interest by 28.5% while there are still other variables that 

can be used to test the influence on consumer interest by 71.5%. 

The results of this test are in line with the writing carried out by Nauli Sidabalok 

(2013) who wrote on the effect of product innovation on consumers' buying interest in PT 

products. Indofood Medan. Test t writing results showed a value of 3,567 > 2,262, so it can 

be concluded that product innovation affects consumers' buying interest. Ferdinan's writing 

on the effect of product innovation on buying interest in Nokia mobile products also draws 

the same conclusion that he concluded that Product Innovation has a positive effect on 

consumers' buying interests. This illustrates that consumer interest will increase when the 

company releases the latest product innovations, and this attracts the attention of comment. 

 

V. Conclusion 
 

Based on the results of data analysis and evaluation of the Effect of Product 

Innovation on Consumer Interest in Purchasing Bottled Tea Products at PT Sinar Sosro 

Medan, the authors draw the following conclusions: 1). The significance test shows that 

product innovation has a very significant influence on consumer interest in making 

purchases. So that every innovation made by the company will attract consumers to make 

purchases. 2). Regression tests showed that innovation directly influenced consumers' 

buying interest. Which means that every 1% of product innovations carried out give an 

effect of an increase of 0.5 for consumers' buying interests. 3). R Square value of 0.294 

indicates that there are still many other variables that affect consumer buying interest. 
Product innovation only affects 29.4% of the total data factor that affects consumers' buying 

interest. 
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