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INTRODUCTION

The role of technology in industrial progress is currently a factor that affects the industry itself
(Ajaningrum, 2018). In this perspective, creativity is an important element for organizations seeking
continuity in a competitive market (Aditi, 2017). According to Alge (2006) creativity is closely related
to the organization's ability to create and discover something new. Anderson (2014; 2010; 2004) states
that organizations must consider between two options, namely being creative or doing routine
habits. Amabile (2005; 2004) Organizational motivation to initiate creative action is determined by
organizational ability, self-confidence, and desire to always develop (Beer and Frese, 2003). In
addition to creativity, product innovation is also one of the factors that have an important role in
building organizational strength in the market (Alexiev and Jansen, 2010). Product innovation can
be a differentiator from products offered by competitors (Chou JR, 2004). Consumers will be very
interested in using a product or service if there are values and benefits that are different from others

Journal homepage: www.enrichment.iocspublisher.org


https://creativecommons.org/licenses/by-nc/4.0/

Enrichment: Journal of Management ISSN 2087-6327 (Print)|2721-7787 (Online) O 3451

(Martins, 2002). Consumers today prefer companies or organizations that provide more creative and
innovative products with attractive features. If the company can provide good and attractive
products, then consumer expectations will feel high (Valencia and Jimenez, 2010).

Creativity and innovation have become important determinants of the performance, success,
and long-term viability of the organization. However, creativity and innovation are complex
phenomena and require skills from a leader, especially in the context of SME organizations. Leaders
who are able to develop creativity and product innovation capabilities will be able to compete with
competitors and attract consumers. Consumer decisions in making purchases are the results that
have been formulated by the company on products that have been adjusted (Ernawati and
Kurniawati, 2020). In the context of SMEs, especially handicrafts in the city of Bandung, the role of
creativity and innovation is needed to develop products. The physical condition and topography of
the city of Bandung which consists of mountainous areas, hills, and coastal areas (sea) holds a lot of
potential in several economic sectors, especially the handicraft industry sector. If it is predicted that
the economic growth of the city of Bandung in the future is still quite active, especially the growth
of the creative industry that empowers SMEs to support economic activities in several villages, sub-
districts, and several districts in West Java. The development of small and medium enterprises
(SMEs) has a very important role for economic growth for the local community, economic growth
and employment also plays a role in the distribution of development results.

The importance of the role of Micro, Small and Medium Enterprises (MSMEs) in developing
the people's economy is shown by the enactment of the RI Law number 9 of 1995, which was then
followed by the Indonesian government regulation number 32 of 1998 concerning the guidance and
development of small businesses (Adiansah and Ratyaningrum, 2017). This research is proposed to
fill the gap, especially in assessing creativity and product innovation in the context of the handicraft
industry in the city of Bandung. Although there are many researchers who study creativity and
product innovation (Ernawati and Kurniawati, 2020; Adiansyah and Ratyaningrum, 2017;
Ajaningrum and Sidi, 2018) there are still very few who study it in the context of SMEs, especially
the handicraft industry in the city of Bandung. The formulation of the problem in this research are:
1) Does product creativity affect customer satisfaction?, 2) Does product innovation affect customer
satisfaction?, 3) Do creativity and product innovation affect consumer purchasing decisions?.

RESEARCH METHOD

This study uses a quantitative analysis approach by adopting multiple regression analysis
techniques. The sample in this study is 110 consumer respondents. The sampling technique in this
study is non-probability sampling with incidental sampling. According to Sekaran (2016) incidental
sampling is a sampling technique based on chance at that time which is sampled if there is a match
as a sample. The data sources and data methods used in this study were observation, interviews,
and questionnaires or questionnaires. Meanwhile, secondary data were collected from several local
government publications and business magazines, journals and textbooks. The technique used to
measure creativity (X1), product innovation (X2), and customer satisfaction (Y) is a Likert scale which
has five alternative answers: 1. Strongly Disagree (SD) to 5. Strongly agree (SA).

RESULTS AND DISCUSSIONS

Validity and Reliability
Tabel 1. Validity test

Variable Item r count T critical Information
x1 0,735 0,30 Valid
x2 0,729 0,30 Valid
Creativity (X1) x3 0,573 0,30 Valid
x4 0,636 0,30 Valid
x5 0,829 0,30 Valid
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X6
x7
x8
x9
x10
Y1
Y2
Y3

Product Innovation (X2)

Customer Satisfaction (Y)

0,746
0,647
0,868
0,673
0,635
0,642
0,576
0,567

0,30
0,30
0,30
0,30
0,30
0,30
0,30
0,30

Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid

The table above shows that the statement items on each variable X1 (creativity), X2 (product
innovation) and Y (customer satisfaction) are valid by looking at each item above the critical r. The

reliability test can be seen as follows:

Table 2. Reliability test

Variabel Item Cronbach’s Alpha Description
x1 0,753 Reliabel
x2 0,742 Reliabel

Creativity (X1) x3 0,765 Reliabel
x4 0,734 Reliabel
x5 0,725 Reliabel
x6 0,750 Reliabel
X7 0,751 Reliabel

. x8 0,763 Reliabel

Product Innovation (X2) 9 0.762 Reliabel
x10 0,755 Reliabel

yl 0,764 Reliabel

Customer Satisfaction (Y) zg g:;gg EZEZEZ%

Table 2 above shows that the statement items on each variable X1 (creativity), X2 (product
innovation) and Y (customer satisfaction) show reliable. The Multicollinearity test is:

Table 3. Uji multikolinearitas

Coefficients2

Model

1 Creativity (X1)
Product Innovation (X2)

Collinearity Statistics
Tolerance

.693
741

VIF
1.443
1.350

a. dependent variable: Customer Satisfaction (Y)

The calculation results in table 1.3 above show that there are no problems in terms of
multicollinearity between independent variables in the regression model, so there are no problems.
The results of the multiple linear analysis are as follows:

Table 4. Multiple regression analysis

Coefficients?2
Unstandardized Standardized Correlation
Mode Coefficients Coefficients . orrelations
t Sig. -
1 Std. Zero- Partia
B Beta Part
Error order 1
(Constant) 2.735 2.507 1.091 278
1 Creativity (X1) .299 120 179 2.499 .014 487 222
Product 521 102 379 5.098 000 629 422

Innovation (X2)

a. Dependent Variable: Customer satisfaction
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The calculation results obtained in table 4 show the acquisition value of constant (a) 2.735
and the value of the regression coefficient on the creativity variable is 0.299 and for product
innovation 0.521, the regression equation is obtained as follows:

Y =2.734+ 0.299 X1 + 0.521 X2

This shows that there is a positive value that shows the greater creativity and product
innovation provided by the organization, especially the handicraft industry in Bandung, the greater
the perceived satisfaction of consumers when buying products. The correlation analysis of eating
can be seen as follows:

Table 5. Correlation analysis
Model Summary

Std. Error
Model R R Square Adjusted R Square of the

Estimate
1 .735a 542 530 3.79173

a. Predictors: (Constant), Inovasii (x2), kreativitas (x1)

The results obtained based on the calculation of table 5 show that the value of the multiple
correlation coefficient (R) is 0.735. This means that the result is between 0.60 - 0.79. This shows that
the relationship between creativity and product innovation on consumer satisfaction has a strong
relationship. The hypothesis test is as follows:

Table 6. Hypothesis testing

ANOVAa
Model Sum of df Mean F sig.
Squares Square
1 Regression 2038.085 3 679.362 47.245 .000r
Residual 1725.262 120 14.377
Total 3763.347 123

a. Dependent Variable: Customer satisfaction (Y)
b. Predictors: (Constant), Product innovation (X2), creativity (X1)

The results obtained in the hypothesis test in table 6 above show that the regression model
obtained is 47.245 with p-value = 0.000. Thus the results show that H1 is acceptable and has an
influence on customer satisfaction. The results of the influence of X1 on 'Y, are as follows:

Table 7. The effect of creativity on customer satisfaction
Variable t-count Prob (sig) Ho Information
Creativity (X1) 5,368 0,000 Rejected Significant to a = 0,05

Table 7 shows the magnitude of the t-count value when compared with t-table, then the
obtained value is greater than the t-table value at a significance level of 5% (5.368 > ttable = 1.980)
meaning that HO is rejected at the = 0.05 level so that the HO test is rejected because 0.000 < 0.05. The
test of the effect of the variable X2 (product innovation) on Y (customer satisfaction) is as follows:

Table 8. Effect of product innovation on customer satisfaction

Variabel t-count Prob Ho Information

(sig)
Product innovation (X2) 2,479 0,014 Ditolak Significant to a = 0,05

The results in table 8 show the magnitude of the tcount value when compared to the t table,
the tcount value is greater than the ttable value with a significance level of 0.05 (2.479 > ttable =
1.980). This informs that HO is rejected at the level of = 0.05. These results indicate that the HO test is
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rejected because 0.014 <0.05 and also this informs that there is a significant effect of product
innovation variables on customer satisfaction. The results of the coefficient of determination can be
seen as follows:
Table 9. Results of the coefficient of determination
Model Summary

Model R R Square Adjusted R Std. Error of the Estimate
Square
1 7362 542 530 3.79173

a. Predictors: (Constant), Product innovation (X2), Creativity (X1)

The result of obtaining the coefficient of determination (R2) in table 9 is 0.542. These results
indicate that simultaneously this value has an influence between the variables X1 (Creativity) and
X2 (Product Innovation) on Y (Customer satisfaction) of 54.2%. As for 45.8% influenced by other
factors that are not included in the variables studied. Each of these effects can be calculated by
multiplying the standardized coefficients by the zero-order correlation in the table below:

Table 10. Standardized coefficients and Zero-order correlation partial determination coefficient

Coefficientsa
Standardized Correlations
Model Coefficients
Beta Zero-order Partial Part
1  (Constant)
Creativity (X1) 379 629 422 315
Product innovation (X2) 179 488 222 154

a. Dependent Variable: Customer satisfaction (Y)

Thus the results in the table above obtained 0.379 0.629 = 0.238. This means that there is a
23.8% contribution in explaining/influencing customer satisfaction in the handicraft industry in the
city of Bandung. While the variable product innovation on customer satisfaction obtained 0.087.
Thus, this shows that there is a contribution of 8.7% in explaining customer satisfaction with
handicraft industry products in the city of Bandung. The recapitulation in hypothesis testing is as
follows:

Table 11. Recapitulation

No. Hipotesis Statistic koef Thit Sig. a Test decision . Great
reg Bi influence
Product
creativity Ho .Oﬁ > HO rejected
1. affects 0,520 5,098 0,000 0,05 X1 has a direct 23,8%
H1 . [52 #
customer 0 effecton’Y
satisfaction
Product
innovation Ho:pi= HO rejected
2. affects 0 0,120 2,499 0,014 0,05 X2has a direct 8,7%
customer Hi:p1# effecton’Y
satisfaction 0
Total o
influence 54.2%
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CONCLUSION

Based on the research explanation above, the results of this study conclude that there is a positive
influence between creativity and product innovation on customer satisfaction in Pacitan City, East
Java Province. These results and findings are supported by research by Ernawati (2020), Baldassarre
(2017), Castellacce (2011), which states that the creativity of a product and innovation can affect
customer satisfaction. This finding also reinforces the need to develop products especially in the
context of SMEs in order to increase sales, especially in the current situation where competitors are
increasingly emerging. In order for the handicraft industry in the city of Bandung to remain
productive and have good performance, several alternatives can be carried out either through
coaching, technology learning and training on product development.
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