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Abstract
With the development of technology and information today, many of the business sectors apply
technology and media as a wol to carry owt marketing activities, especially as a means of
communicating products or services so that they can be accepted by consumers. The importance
of product innovation ix the key 10 business succesy where currently many competitors are
emerging by offering a variery of products thar are claimed to compete with other businesses.
This study aims o examine the effect of marketing conununication and product innovation on
consumer buying interest ar Reswauram X in Bandung. The population in this siudy were 134
consumers who visited the X restawam for 3 days. The sample in this study was 100
respondents who were selected using the Slovin formuia. Muliiple linear regression analysis
approach with the help of SPSS software version 2.3 is used in this study. The results show that
the variables of marketing communication and produci i ton can simul Iy affect
consumer buying interest in restawrant X. and can be categorized as good. This study

emphasizes that more and more competitors are emerging, the organization must review the
communication delivered through digital media so that consumers can find ow informarion
about the products offered. Then this research also emphasizes the importance of innovation for
business sustainability.

Keywaord: Marketing ¢ ication, product i ion, ¢ v buving interest.

INTRODUCTION

Companies that are able to compete in the market are companies that can provide
quality products or services. Companies are required (o continue to make
improvements, especially in the quality of their services (Rita, P & Oliveira, 2019).
The emergence of competitors in various industries has resulted in higher competition,
especially in the culinary industry sector in the city of Bandung. The role of i i
and marketing communication is on¢ of the important keys so that businesses can be
competitive in a very intense competition (Castillo, M & Garcia, 2020). According to
Berger, J (2014) Marketing communication has gained increasing recognition,
especially in today’s digital era. For business organizations that are not sensitive to the
environment, it is certain that their business will be left behind and may not last long
(Baber. A & Thurasani, 2016). According to Utomo, T (2010) sometimes competition
is not always viewed negatively, but it also provides opportunities. The food and
restaurant industry is currently facing a number of challenges such as the emergence of
competitors by offering i ive prod Busi people will continue to compete
in an effort to attract consumers' attention in order to generate consumer buying
interest (Daengs, G.S, 2019). This buying interest can be used to analyze consumer
behavior before consumers make a purchase. Before making a purchase. in general,
consumers will look for information related to products or services (Nuriman, 1 &
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Ruswanti, 2020). Th busil organizations must be intense in providing
¢ ication o hrough ¢ ication through the selected media,

The number of competitors that have sprung up is on¢ of the considerations for
consumers to choose the right place to visit. According to Al-Farisi, S & Saroh (2020)
one of the factors thought to be able to influence buying i is product
innovation. Consumers tend to compare the products to be purchased before making a
purchase decision. Currently, product innovation has attracted significant attention to
increase competitive ndvnmage (Mpandm M. 2020). Innova(mn has become the
di factor in mai 2 the most important business petitiveness (Mulyana,
& Sutapa, 2020). An mnovaum created by the organization must be well
communicated through the selected media so that consumers can receive it well. The
creation of an innovation is not easy to do, but it must go through marketing research
and a good plan in order to occupy a strategic position in the market (Wan, T & Chen,
Y, 2018). The food industry is one of the industries that is currently a trend, especially
in the city of Bandung. Recently, more and more innovations and trends have
dc\clopcd in cmaung mlcms(mg ideas for the concept and atmosphere offered.

Ily in Ity in Bandung. Rumah Makan X, which is
lucawd in Ahmad Yani Padasuka is one of the wmpam\.a engaged in the culinary ficld
in the form ol' a semi-restaurant in the city of Bandung, which must maintain quality
and its prod iately. According to the Central Statistics
Agency (bps) 2020, it ﬁom the numbcr of food industry categorics, especially the
category of Resto, Restaurant, Café, and Bar 2021, especially in the city of Bandung
which can be shown in table 1.1 as follows.

Table 1 Category of food industry
wegory Frocar
estaurant 396
estaurant 372

kafe 14
Bar 13
Source: hitps://jabar.bps go.id, 2021

It can be seen from the table above that the culinary business is considered the
most suitable place and is considered to have a high potential for buying interest.
especially suitable for all groups. In this case. Rumah Makan X which is engaged in
regional specialties located in the middle of the city of Bandung is a restaurant that is
quite well known, especially in the Bandung area which has prices that are very
suitable for all people’s pockets, especially in the packets of students and offer various
kinds of menus. rarcly found in other food stalls. This is done by the company in
addition to being an attraction and differentiation as well, (o provide a sense of
satisfaction according to ¢ (4 ati and is expected o attract more
consumers| But apart from this, in 2021 mcrc will be a decline in visitor interest. This
can be scen i 1 obtained from the interview data.
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Figure 1. of visitors to X
In coune:lmn with the ahmc description, this study was proposed to determine the role
of ication and product innovation on consumer buying interest in
the city of Bandung This research rclates to the of the company's g
in reaching its ¢ As for the fi lation of the problem in this study, (1) Can
the marketing communication carried out by X affect ¢ buying
interest? (2) Can product i ion by R X affect consumer buying interest?
(3) Can marketing communication and product i ion affect buying
interest?
Study of Theory and Hypotheses
Marketing Communication
Pmnm(lon is an effort to notify or offer products or services with the aim of
ial to make purchases. According to Duffetr, R (2017)

Marl:elmg cunmumulmn is @ tool used by companies in an effort to inform, persuade,
and remind consumers both directly and indirectly about the products and brands they
sell. According to Batra, R & Keller (2016) Pr ion is a kind of ¢ ication that
provides explanations that convince potential consumers about goods and services. The
of p is to get ion, educate, remind, and convince potential
comumcvs (Fawzeea, B & Sofivah, 2019). Marketing communication is one of the
effective marketing strategics of thc mntkctmg mix. To market a product, a markc:cr
must develop an effective program aimed at to
existing information and designed to produce consumer actions that lead 10 corporate
profits (Uripi, C & Asari, M, 2016). Promotions are designed as auractively as possible
to reach the wider community through various media, this is intended so that companies

can i with (Soed: D & Moh d, B, 2020). Pr |
objectives are simply divided into three types. namely, (1) providing information to
C about new prodi or fe 2) inding customers about the brand or
identity, (3) infl ing ¢ to make a pumhase Research by Musyaffa. Q &

Dunan, (2019) states th.n good marketing communication can affect consumer buying
interest.
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H1. Marketing communication affects purchasing decisions

Product Innovation

According 1o Castillo, (2020) i ion is the success of developing new ideas.
Innovation is a product or service perceived by consumers s a new product or service.
In simple terms, i ion can be intery d as o breakthrough related 10 new
products. However, Kotler and Keller (2017) add that mnuvnuon is not only Iumlul 0
the developr of new prod Or services. a also includes new b

thinking and new poccssa. Innovation is a choice in creating new ideas or ideas to face
competition (Hannigan, T & Seidel, 2018). Innovation is also seen as one of the efforts
that can be made by a company or organization in order to maintain its business
performance (Keskm, D & Wever, R, 2020) 1;1 other words, innovation is a
modification or updating of existing products {oF mellcr Innovation is also the
process of realizing a new idea by making it or producing it real so that it can be
accepled by consumers, Afriyanti, T & Ruhmidani, R (2019) rescarch states that the
innovation of a product can affect consumer buying interest,

H2. Product innovation has an effect on consumer buying interest.

Consumer Buying Interest

Consumer buying interest is a psychological attraction that exists in the
individual’s mind, which has an impact on taking action (Nuriman, I & Ruswanti, 2020).
According o Al Farisi & Saroh (2020) buying interest can be identified through three
indicators: (1) transactional intentions, numely a person’s tendency to buy a product; (2)
rdercnuul mlcnl namely the tendency of a person to refer products to others; and (3)

namely i that describe the behavior of someone who has
a pnm:ly preference for a product. These preferences can only be changed if something
happens 1o the preferred product. According to Afriyanti & Rahmidani (2019), purchase

intention is a tendency to buy a brand or take actions related to purchases as measured
by the level of possibility of consumers conducting rescarch. Buying interest is the
behavior of consumers who are happy with an item or product so that they can have the
item or product by making a purchase. The research of Maulana, Y & Alisha, A (2020)
states that marketing communication and product i ion can affect

buying interest,

H3. Marketing communication and product innovation affect consumer buying interest
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Figure 2. Conceptual framework

Hypothesis Development

H1. Marketing ication affects buying interest

H2. Customer satisfaction affects purchasing decisions

H3. Marketing ¢ ication and ¢ isfaction affect purchasing decisions.
RESEARCH METHODS

This type of research is explanatory research which intends to explain the
relationship be(wccn one variable and another. In this study, the research distributed
online questi i ires by distributing links that lead to a page that displays
ic\cnil questions to \N(m\ to restaurant X in the city of Bandung. The population in
this study were consumers who were at restaurant X as many as 134 people for 3
consecutive days. Then the sample was selected using the Slovin formula so that 100
samples were selected incidentally which were considered 10 have a match. The
methods used in this study were observation, interviews, and questionnaires using a
Liker smlc of 1 to 4, While secondary data were collected from several journal

blic and books. Analysis of the data used is multiple linear regression
an.slyus with a series of instruments.

RESULTS AND DISCUSSION
Based on the results of the study obtained the average score of respondents’ responses as
follows:
Table 2. Criteria for the average score of respondents’ ﬁ
1 1,00 - 1,80 ery Not
2 1,81 -2,60 Not good
3 2,61-3,40 Pretty good
a 341-420 Good
s 421 5,00 Very good
Source: Processed data (2021)
Data from the resp of 90 responds b d show that the results are as follows:
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Table 3 Profile of Respondents

Gender Man 65%
Woman 35%

| Age <20 15%
20 - 30 year 55%

- > 30 yeur 30%
Education Hagh school 2%
Drploma 12%

52%

8%

6%

Income 3%
Gender 8%
- 483%
Age : 15%
>3Juta 11%

Source: Processed data (2021)

Based on the table above. it is found that there are more males than females,
which is 65%. Based on the age of the respondent, there are more ages in the range of
20 10 30 with an acquisition of 55%. this shows that this age is the age with the most
consumption. As for education, the average respondent is in the Stratra 1 level with 52%
gain, and based on income, the most respondents are in the range of 1.5 to 2 million
with 52% gain.

Validity test.
Test the validity of c¢ach variable scen in. Table 4, which shows that cach
statement is valid.
Table 4 Validity test

Variable Question R Information
table

Marketng p W] 0554 03 Valid
Communic aton X12 0383

X13 0457

X14 0.648

X13 0409
Product X211 0442 03 Valid
Tomoration x22 0460

x23 0481

X24 0.651
Consumer Y1 0.465 03 Valid
Buyng Interest v2 0692

Y3 0741

Y4 0.567

Source: Processed data (2021)
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Table 3 Reliability test
The relinbility test on each variable shows that the statement items are reliable

Table 5 Reliability test
Variable Cronbach Alpha (>0,70) Information
Marketing Communacation 0,736 Reliable
Customer satsfaction 0873 Reliable
Consumer Buymng Interest 0,845 Reliable
Source: Processed data (2021)

Normality test

Based on the results of the SPSS output. it can be seen that the results of the
normality test of the data presented in table 5 below show that the probability value
(sig) ob d by the residual variable is > 0.05 which indicates that the data used has a

normal distribution. In other words, the ption of data lity is met.
Table 6 Normality Test

Ooe-Samnple Kolmogoroy-Semimov Test
Unstandardized

Source: Processed data (2021)

Multicollinearity Test
Based on the results of the SPSS output, it can be seen that the tolerance value
b d by the two independent variables is (.839 > 0.1 and the Variance Inflation
Factor (VIF) is less than 10. This shows that there is no strong correlation between the
independent variables, so that the ') of data multicollineanty is met,

Tabel 7. Uji Multikolinearitas

Cosfficients*

Mode!

Marketng Communscation
Product Innovation
_a Dependent Vanabie' Consumer Buyng interest
Source: Processed data (2021)
Multiple Linear Regression Test
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Based on the results of data processing using SPSS. the following results were
obtained:
Table 8. Multiple Lincar Regression Equations

Unstandardzed | Standadged |t g Comelations
Confficants | Coeficients
8 Sta. Beta

L Emor | ! 3
214 1818 | (Yo% | 278 | |
620 120 541 Al | 0 4 22 | %

a6 | 186

4 TEGM [ 000 bR a7

Source: Processad data (2021)

From the output table above, the value of a 1s 2,114, 1 15 0.620 and 2 15 (.461,

Thus, the multiple linear regression equation that will be formed is as follows:

Y=2.114 + 0.620X1 + 0461X2

From the results of the multiple linear regression equation above, cach variable can be

interpreted as follows: i

a. The constant of 2.114 indicates that when the two independent variables are zero (0)

and there is no change, the repurchase decision is predicted to be worth 2.114 times.

b. The X1 iable, namely marketing ¢ ication, has a regression coefficient

value of 0.620, indicating that when marketing communication is improved, it is

predicted that it will increase consumer purchasing decisions by 0.620 limc.\-l p——

¢. Varigble X2, namely customer satisfaction, has a regression coefficie I,

indicating that when customer satisfaction increases, it is predicted that it will increase

repurchase decisions by 0.461 times{

PARL
Hypothesis test
Table 9. Hypothesis Test
ANOVA*

Sum of ot Mean Square F Sg

Squaras
Regres sion 1612665 3 806313 102.929 000*
Residual 756 895 a7 7834
fotal 2372 852 o

a Depandent Vanable Cansumer Buying Inferest
Product

]

Source: Processed data (2021)
Bascd on the calculation results above, it can be scen that the F-count value
obtained is 102929, This value will be compared with the F-table value in the F
distribution table. With =0.05, dbl=2 and db2=97, the F-table value is 3.090. From the
values above, it can be seen that the value of Feount (102929) > Fuble (3.090), in
accordance with the criteria for testing the hypothesis that HO is rejected and HI is
accepted. This means that simult; ly the two independent variables consisting of
marketing communication and product innovation have a significant effect on consumer

buying interest in restaurants. If presented in the figure, the F-count and F-table values.
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able 10, Test the hypothesis partially

Coetfcents
Bota t S
1081 278
A4 8567 01
438 694 000

party test is | 98‘0 From lhcvalucs nbovc it can bc seen that the t-count value
obtained is 8.567, which is outside the t-table value (-1.985 and 1.985).

Coeffcents Conffents
Umnstandardzed ~ Sid Emor  Beta f
8 Sig
2114 1618 1091 Vi)
620 o2 541 8557 014
481 066 A3 6934 000

a.  Dependent Variable: Consumer Buying Interest

Based on the table above; it is known that the t-count value obtamed by customer
satisfaction (X2) 15 6934] This value will be compared with the t-table value in the t-
distribution table. With =G250df=n-k-1=100-2-1= 97, the t-table value for the two-
party test is +1 985. From the values above, it can be seen that the t-count value
obtained is 6.934, which is outside the t-table value (-1.985 and 1.985).

CONCLUSION

Based on the results of research and discussion, it can be concluded as follows:
1. Marketing communication has an influence of 62% on repurchase decisions while the
remaining 38% is influenced by other variables not cxamined in this study

2. The given product inpovation has an influence of 46.1% on repure SIOns
while the remaining 53.9% 15 influenced by other vanables not examined by this study
3. In this study, it was found that the relationship between Marketing Communicati

and product innovation on repurchase interest was 0839, Based on the interpretation of :

the correlation coefficient, the correlation value of 0.839 is included in the category of a
very strong relationship, is in the class interval berween 0.80 - 1000. Based on the test
results, it can be scen that F count (102.929) > (3.090) F table which means Ho is

d and HI is ped, which means that promotion and customer satisfaction

have a positive influence on mpmw
SUGGESTIO)

Markgring rcition conducted by R X can be said to be quite
goodm hand. the indicators on the quality indicators of message delivery
in ad! on social media promotions that are offered are still expensive and the

o
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quality of ad delivery is also still lacking, the solution for the adverti that are
made must make the reader interested and ad serving must also be frequent, for example
in a week at least 2-3 times, so that readers and customers also remember the
advertiscments that promote products, the more they are interested in the adverntisements
deli 1 and i ions make cust interested in buying products again. As for
further rescarch that is not discussed in this study, the suthors suggest 1o examine the
quality of online services. Because nowadays there are many restaurants that have
integrated their business in a digital direction that can be accessed by consumers
through delivery applications.
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