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1. Introduction 
Micro, Small, and Medium Enterprises 

(MSMEs) are one of the independent, healthy, 
strong, and competitive business sectors that 
have the potential to grow and contribute to na-
tional economic development. MSMEs make a 
significant contribution to job creation and eco-
nomic strengthening as a flexible and innovative 
sector (Romzatul Widad, Sri Rahayu, & Winda 
Wati, 2024). MSMEs play a vital role in the econ-
omy of a country because they are major drivers 
of economic growth, create employment opportu-
nities, and produce a wide variety of products and 
services. However, MSMEs often face complex 
challenges, such as limited resources, intense 
competition, technological changes, and market 
fluctuations. Therefore, the adoption of appropri-
ate innovation strategies can help MSMEs adapt, 

grow, and remain relevant in an ever-changing 
market (Alin Marlinda, 2024). 

In Lubuklinggau, Chika Dimsum is one of the 
growing modern culinary MSMEs known for offer-
ing various dimsum menu options and other food 
products to local consumers. Ideally, Chika 
Dimsum has become known among the commu-
nity through the sale of various dimsum products 
with a contemporary snack concept that is easily 
accessible, whether for dine-in consumption or 
takeaway. 

Along with the increasing public interest in 
practical yet affordable ready-to-eat food, Chika 
Dimsum has taken advantage of this opportunity 
by offering various flavors and attractive packag-
ing, gradually building a loyal customer base in 
the Lubuklinggau area. Chika Dimsum MSME 
was selected as the research object because it 
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  ABSTRACT 

This study aims to determine the effect of product innovation and promotional 
strategy on sales at Chika Dimsum MSME in Lubuklinggau, both partially and 
simultaneously. This research used a quantitative approach with an explanatory 
research method. Data were collected through questionnaires distributed to 100 
consumers of Chika Dimsum in Lubuklinggau. The sampling technique used was 
simple random sampling, with respondents selected based on predetermined 
criteria. Data analysis was conducted using Statistical Package for the Social 
Sciences (SPSS) version 23, including validity and reliability tests, classical 
assumption tests, simple and multiple linear regression analysis, correlation 
coefficient, coefficient of determination, t-test, and F-test. The results showed that 
product innovation had a significant effect on sales, as indicated by a t-value of 
6.036, which was greater than the t-table value of 1.98472. Promotional strategy 
also had a significant effect on sales, with a t-value of 8.662, which was greater 
than the t-table value of 1.98472. Furthermore, product innovation and promotional 
strategy simultaneously had a positive and significant effect on sales, as 
demonstrated by an F-value of 39.497, which was greater than the F-table value of 
3.09, with a significance level of 0.000 < 0.05. These findings indicate that 
improving product innovation and implementing effective promotional strategies can 
contribute to increasing sales at Chika Dimsum MSME in Lubuklinggau. 
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meets the criteria of being a representative local 
culinary business that is rapidly developing in 
Lubuklinggau. First, Chika Dimsum has demon-
strated its ability to adapt to the market through 
the establishment of several outlets, indicating 
significant business growth. Second, as a medi-
um-scale MSME with several outlets, Chika 
Dimsum actively implements product innovation 
strategies, such as introducing new flavor vari-
ants, digital promotional strategies through social 
media, and strengthening its local brand image 
through grand opening events and attractive 
promotional programs. Therefore, Chika Dimsum 
represents an appropriate case for examining the 
influence of product innovation, promotional 
strategies, and brand image on consumer pur-
chase intention in the context of local culinary 
MSMEs. 

This MSME is expected to maintain and in-
crease consumer purchase intention through 
product innovation, the selection of appropriate 
promotional strategies, both offline and online, 
and the strengthening of its brand image so that it 
becomes easily recognized and trusted by con-
sumers. However, in reality, MSMEs often face 
various challenges, such as limited resources, 
increasingly intense competition, and rapidly 
changing consumer preferences, which may po-
tentially reduce purchase intention if they are not 
supported by appropriate marketing strategies 
(Abdurrauf, 2026; Alin Marlinda, 2024). 

Product innovation refers to a company's ef-
forts to create or modify products in order to pro-
vide added value, differentiate them from compet-
itors, and meet consumer needs and preferences 
(Ernawati, 2019; Adam Rizqi Gustami & Nan-
dang, 2023). For Chika Dimsum MSME, innova-
tion may include developing new dimsum flavor 
variants, creating more attractive packaging, im-
proving the quality of raw materials, and providing 
new menu items that suit the preferences of the 
local Lubuklinggau market. If product innovation 
is not optimized, consumers may experience 
boredom, which may potentially reduce their pur-
chase intention, particularly when many alterna-
tive dimsum products are available in the market 
(Potabuga et al., 2022; Pebriani & Busyra, 2023). 

In addition to product innovation, promotional 
strategy also plays an important role in building 
consumer awareness and interest. Culinary 
MSMEs can utilize various promotional media, 
such as social media, price discounts, bundling 
programs, local endorsements, as well as grand 
opening activities and other events to attract the 
attention of potential consumers. Promotional 
strategies that are poorly targeted, inconsistent, 
or insufficiently creative may result in product 
information not being effectively communicated, 
thereby preventing consumer purchase intention 
from developing optimally (Romzatul Widad, Sri 
Rahayu, & Winda Wati, 2024; Gunawan et al., 
2025). 

Sales are one of the main indicators used to 
measure the success of a company's marketing 
activities. Sales performance can be assessed 
through various measures, such as sales volume, 
sales growth, number of customers, market 
share, and revenue generated by the company. A 

high level of sales indicates that a company is 
able to effectively meet consumer needs and 
preferences and has strong competitiveness in 
the market. 

Increased sales are not influenced by a single 
factor but are the result of various integrated 
marketing activities. Several factors have been 
shown to influence sales, including product quali-
ty, price, product innovation, promotional strate-
gy, service quality, distribution, the utilization of 
digital media, and the company's ability to under-
stand consumer behavior (Saputra et al., 2023; 
Azhari & Ali, 2024). 

Among the various factors influencing sales, 
product innovation and promotional strategy are 
among the factors most frequently found to have 
a significant effect on increasing sales (A.S. & Ali, 
2025; Safitri & Purwatiningsih, 2025). Product 
innovation enables companies to develop prod-
ucts that are more relevant, unique, and aligned 
with evolving market needs, thereby increasing 
purchase intention and customer loyalty (Azhari & 
Ali, 2024). Promotional strategies play a role in 
communicating product value to consumers, in-
creasing brand awareness, creating positive per-
ceptions, and encouraging purchasing decisions 
(Wardoyo et al., 2026). 

Various studies have shown that companies 
that consistently implement product innovation 
and effective promotional strategies tend to 
achieve higher sales volume growth than compa-
nies that are less active in these two aspects 
(Azhari & Ali, 2024). 

2. Literature Review 
2.1 Product Innovation 

Product innovation refers to the process of 
developing or improving products to create added 
value, meet changing consumer needs, and 
strengthen a company's competitive advantage. 
Innovation may involve the creation of new prod-
ucts or significant improvements to existing prod-
ucts in terms of features, quality, design, and 
function. In the context of MSMEs, product inno-
vation is important because consumer prefer-
ences and market competition continue to 
change. The ability to continuously develop prod-
ucts allows businesses to remain relevant and 
differentiate their offerings from competitors. 

According to Raymond et al. (2025), product 
innovation can take several forms, including in-
cremental innovation, radical innovation, disrup-
tive innovation, differentiation innovation, archi-
tectural innovation, modular innovation, platform 
innovation, and product-line innovation. In this 
study, product innovation is measured through 
three indicators: line extensions, me-too prod-
ucts, and new-to-the-world products. Line exten-
sions refer to products that are familiar to the 
business but new to the market; me-too products 
are products considered new by the business but 
already familiar to the market, while new-to-the-
world products are products perceived as new by 
both the business and the market. 

For Chika Dimsum, product innovation can be 
implemented through the development of new 
dimsum flavors, attractive packaging, improve-
ments in product quality, and the introduction of 
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new menu items based on local consumer pref-
erences. Product innovation can provide benefits 
such as improving product quality, creating new 
markets, expanding product reach, and replacing 
outdated products or services. 

Previous studies support the importance of 
product innovation in improving business perfor-
mance. Azhari and Ali (2024) found that product 
innovation, marketing strategy, and service quali-
ty play an important role in improving company 
performance. Therefore, the implementation of 
appropriate product innovation is expected to 
contribute positively to sales performance at 
Chika Dimsum. 

 
2.2 Promotional Strategy 

Promotional strategy is a planned set of activi-
ties used by a company to communicate product 
value, create consumer awareness, and encour-
age purchasing behavior. A promotional strategy 
combines various communication activities that 
are directed toward target consumers. In practice, 
promotional activities may include advertising, 
sales promotion, personal selling, direct market-
ing, and public relations. 

For MSMEs, promotional strategies are par-
ticularly important because they can help busi-
nesses reach a broader market despite having 
limited resources. Digital media, price discounts, 
bundling programs, local endorsements, grand-
opening activities, and other promotional events 
can be used to attract consumer attention. An 
effective promotional strategy should be targeted, 
consistent, informative, and creative so that con-
sumers can understand the value offered by the 
product. 

The indicators of promotional strategy used in 
this study consist of advertising, sales promotion, 
personal selling, direct marketing, and public rela-
tions. Advertising refers to promotional activities 
used to communicate ideas, products, or services 
to consumers. Sales promotion involves short-
term incentives designed to encourage consum-
ers to try or purchase products. Personal selling 
involves direct interaction between sellers and 
prospective buyers, while direct marketing uses 
communication media to obtain direct responses 
from customers. Public relations consists of pro-
grams designed to promote or maintain a positive 
image of the company or its products. 

Previous research has demonstrated the im-
portance of promotional activities in improving 
consumer responses and business performance. 
Hasanudin et al. (2023), for example, examined 
promotional strategies and found their relevance 
to increasing sales volume. Gunawan et al. 
(2025) also examined marketing and promotional 
strategies in relation to consumer purchase inten-
tion. These findings indicate that an appropriate 
promotional strategy can help businesses com-
municate product advantages and ultimately sup-
port sales growth. 
 
2.3 Sales 

Sales are an important indicator of business 
performance because they reflect the ability of a 
business to offer products that meet consumer 
needs and generate revenue. Sales performance 
is influenced by various marketing activities, 

including product quality, price, promotion, and 
distribution. 

According to Kotler, as cited in Rendelangi 
and Sahyunu (2023), sales are measured 
through five indicators: selling price, products or 
services offered, promotional activities designed, 
distribution channels, and quality. 

The first indicator, selling price, relates to the 
price offered by the business and its suitability for 
consumers. The second indicator, products or 
services offered, relates to the products provided 
by the business to meet consumer needs. The 
third indicator, promotional activities designed, 
refers to the promotional activities carried out to 
encourage consumers to purchase. The fourth 
indicator, distribution channels, relates to how 
products are delivered or made accessible to 
consumers. The fifth indicator, quality, refers to 
the quality of the products offered to consumers. 

For Chika Dimsum, these indicators can be 
observed through the suitability of product prices, 
the variety of dimsum products offered, 
promotional programs, product accessibility 
through its outlets or other distribution channels, 
and the quality of the food products provided to 

consumers. 

2.4 Theoretical Framework and Hypothesis 
Development 

To facilitate the research process, a 
conceptual framework is needed to illustrate the 
relationship between the variables examined in 
this study. The conceptual framework of this 
research is presented as follows: 

 
Figure 1. Theoretical Framework 

 
2.5 Research Hypotheses 
Based on the theoretical review, relevant previ-
ous studies, and conceptual framework described 
above, the hypotheses of this study are formulat-
ed as follows: 
H1: Product innovation has a positive and signif-

icant effect on sales at Chika Dimsum 
MSME in Lubuklinggau. 

H2: Promotional strategy has a positive and sig-
nificant effect on sales at Chika Dimsum 
MSME in Lubuklinggau. 

H3: Product innovation and promotional strategy 
simultaneously have a positive and signifi-
cant effect on sales at Chika Dimsum 
MSME in Lubuklinggau. 
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3. Method 
This study uses a quantitative approach with 

a survey research method. Quantitative research 
is a research method based on the philosophy of 
positivism, which is used to examine a particular 
population or sample. Data are collected using 
research instruments and analyzed quantitatively 
or statistically with the aim of testing 
predetermined hypotheses (Sugiyono, 2019). 

This study engages an explanatory research 
design, which aims to explain causal 
relationships between research variables through 
hypothesis testing (Sugiyono, 2019). The study 
examines the effect of the independent variables, 
namely product innovation and promotional 
strategy, on the dependent variable, namely 
sales, at Chika Dimsum MSME in Lubuklinggau. 
Product innovation is measured through line 
extensions, me-too products, and new-to-the-
world products, while promotional strategy is 
measured through advertising, sales promotion, 
personal selling, direct marketing, and public 
relations. Sales are measured through selling 
price, products or services offered, promotional 
activities, distribution channels, and quality 

 
3.1 Research Model 

The research model in this study explains the 
relationship between product innovation, promo-
tional strategy, and sales at Chika Dimsum 
MSME in Lubuklinggau. Product innovation is 
measured through three indicators: line exten-
sions, me-too products, and new-to-the-world 
products. Promotional strategy is measured 
through five indicators: advertising, sales promo-
tion, personal selling, direct marketing, and public 
relations. Meanwhile, sales are measured 
through five indicators: selling price, products or 
services offered, promotional activities, distribu-
tion channels, and quality. 

Based on the research model, product inno-
vation is expected to have a positive and signifi-
cant effect on sales. Promotional strategy is also 
expected to have a positive and significant effect 
on sales. Furthermore, product innovation and 
promotional strategy are expected to simultane-
ously have a positive and significant effect on 
sales at Chika Dimsum MSME in Lubuklinggau. 
Therefore, this research examines three relation-
ships: the effect of product innovation on sales, 
the effect of promotional strategy on sales, and 
the simultaneous effect of product innovation and 
promotional strategy on sales. 

 
3.2 Research Location and Time 

This research was conducted at the outlets of 
Chika Dimsum MSME located in Lubuklinggau, 
South Sumatra, Indonesia. The research loca-
tions consisted of four Chika Dimsum outlets, 
namely the Taba Jemekeh outlet, Ex Kompi out-
let, Jalan Garuda outlet, and the Sunday outlet at 
Silampari Sports Park. The selection of these 
locations was based on the development of Chika 
Dimsum as a growing culinary MSME in Lu-
buklinggau, the accessibility of the locations for 
data collection, the availability of sufficient re-
spondents, and the limited number of previous 

studies conducted on culinary MSMEs in Lu-
buklinggau. 

The research was conducted during the 
2025–2026 period, covering the stages of re-
search preparation, proposal preparation, pro-
posal seminar, data collection and processing, 
preparation of the research results, thesis exami-
nation, and revision. 

 
3.3 Population and Sample 

Population is a general area consisting of ob-
jects or subjects that have certain qualities and 
characteristics determined by the researcher to 
be studied and from which conclusions are sub-
sequently drawn (Sugiyono, 2019). The popula-
tion in this study consisted of all consumers who 
had purchased or consumed Chika Dimsum 
products in Lubuklinggau. 

A sample is a part of the population that pos-
sesses the characteristics and number of ele-
ments represented by the population. The sam-
pling technique used in this study was simple 
random sampling, which gives every element of 
the population an equal opportunity to be select-
ed. This technique was used to obtain a repre-
sentative sample and minimize bias. It is consid-
ered appropriate for explanatory research that 
examines causal relationships between variables. 
Simple random sampling is also suitable for a 
relatively homogeneous population, such as culi-
nary MSME consumers who have similar pur-
chasing behavior (Sugiyono, 2019). 

The sample size in this study consisted of 100 
respondents, selected using the simple random 
sampling technique. The respondents were se-
lected to represent the population and had direct 
experience with Chika Dimsum products. The 
criteria for respondents were as follows: (1) aged 
18–50 years, representing adults who are active 
as culinary MSME consumers; (2) had purchased 
Chika Dimsum products at least once within the 
previous year; (3) lived or resided in Lubukling-
gau to ensure geographical relevance; and (4) 
were willing to complete the questionnaire fully 
and voluntarily, either online or offline. 

 
3.4 Research Instrument 

The research instruments used in this study 
consisted of observation, interview, documenta-
tion, and questionnaire. These instruments were 
used to obtain accurate and relevant data con-
cerning product innovation, promotional strategy, 
and sales at Chika Dimsum MSME in Lubukling-
gau. 
1. Observation 

Observation was conducted using a non-
participant observation method, in which the re-
searcher directly observed the research object 
without participating in the activities being ob-
served. This observation was conducted to obtain 
information regarding the actual conditions and 
activities of Chika Dimsum MSME in Lubukling-
gau, particularly those related to product innova-
tion, promotional strategy, and sales. 
2. Interview 

The interview was used as a supporting data 
collection instrument through direct question-and-
answer activities with relevant sources. The inter-
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view was conducted using a structured interview 
approach because the researcher had deter-
mined the information to be obtained beforehand. 
The interview respondents consisted of the owner 
and employees of Chika Dimsum, with questions 
focusing on information related to the business, 
product innovation, promotional activities, and 
sales. 
3. Documentation 

Documentation was used as supporting data 
in the form of materials such as photographs, 
videos, letters, and other relevant documents. 
Documentation was used to complement infor-
mation obtained through observation and inter-
views and to provide supporting evidence con-
cerning the research object and the research 
activities conducted at Chika Dimsum MSME. 
4.Questionnaire 

The questionnaire was the main instrument 
for collecting quantitative data from consumers of 
Chika Dimsum. The questionnaire consisted of 
statements developed based on the indicators of 
the research variables. Product Innovation (X1) 
was measured through line extensions, me-too 
products, and new-to-the-world products. Promo-
tional Strategy (X2) was measured through ad-
vertising, sales promotion, personal selling, direct 
marketing, and public relations. Sales (Y) was 
measured through selling price, products or ser-
vices offered, promotional activities designed, 
distribution channels, and quality. 

The questionnaire was distributed to consum-
ers of Chika Dimsum who met the predetermined 
respondent criteria. The collected questionnaire 
data were used as the primary quantitative data 
for testing the hypotheses concerning the effect 
of product innovation and promotional strategy on 
sales. 

 
3.5 Data Analysis Technique 
1. Validity Test 

The validity test is conducted to determine 
whether the questionnaire items are able to 
measure the variables intended by the research-
er. A questionnaire is considered valid if its 
statements are able to appropriately reveal the 
aspects that are intended to be measured. In this 
study, the validity test was conducted at Chika 
Dimsum MSME in Lubuklinggau. The validity test 
used the Pearson product-moment correlation. 
An item was declared valid if the r-count value 
was greater than the r-table value at a 5% signifi-
cance level (Sahir, 2021). 

The Pearson Product Moment correlation was 
used to determine the correlation between the 
score of each questionnaire item and the total 
variable score. The calculation was performed 
based on the following formula (Sahir, 2021): 
r = [nΣXY − (ΣX)(ΣY)] / √{[nΣX² − (ΣX)²][nΣY² − 
(ΣY)²]} 
where: 
r = correlation coefficient 
n = number of observations 
X = score of the variable/item 
Y = total variable score 
2. Reliability Test 

The reliability test is used to examine the con-
sistency of respondents' answers. Reliability is 
expressed numerically, generally in the form of a 

coefficient. A higher coefficient indicates a higher 
level of reliability or consistency of respondents' 
answers (Sahir, 2021). 

In this study, reliability was tested using 
Cronbach's Alpha with the assistance of SPSS 23 
for Windows (Statistical Package for Social Sci-
ences). Cronbach's Alpha was used to measure 
the consistency and stability of the research in-
strument. An instrument is considered reliable if it 
can provide consistent results when used repeat-
edly. The instrument was declared reliable if the 
Cronbach's Alpha value was greater than the r-
table value (Sahir, 2021). 

The Cronbach's Alpha formula is as follows: 
α = [k/(k−1)] [1 − (Σσ²ᵢ/σ²ₜ)] 
where: 

α = Cronbach's Alpha reliability coefficient 
k = number of questionnaire items 
Σσ²ᵢ = total variance of the items 
σ²ₜ = total variance 
3. Classical Assumption Test 

The classical assumption tests conducted in 
this study consisted of the normality test and 
linearity test, as follows: 
Normality Test 

The use of parametric statistics requires that 
the data for each variable to be analyzed are 
normally distributed. Therefore, before testing the 
research hypotheses, a normality test is conduct-
ed to determine whether the collected data follow 
a normal distribution. One of the techniques that 
can be used to test data normality is the Chi-
Square test (Sugiyono, 2019). 

The basic formula for the Chi-Square test (χ²) 
is as follows: 

χ² = Σ (fo − fh)² / fh 
where: 

• χ² = Chi-Square 

• fo = observed frequency 

• fh = expected frequency 
 

Linearity Test 
One of the assumptions in regression analysis 

is linearity. Linearity refers to whether the regres-
sion line between variable X and variable Y forms 
a linear relationship. If the relationship is not line-
ar, regression analysis cannot be continued. The 
linearity test in this study was conducted to de-
termine whether there was a linear relationship 
between the independent variables and the de-
pendent variable (Sugiyono, 2019). 
The criteria for testing linearity are as follows: 
a. If the probability value is > 0.05, the relation-

ship between variable X and variable Y is 
considered linear. 

b. If the probability value is < 0.05, the relation-
ship between variable X and variable Y is 
considered non-linear. 

4. Simple Linear Regression 
Simple linear regression is used to analyze 

the relationship between one independent varia-
ble and one dependent variable. In this study, 
simple linear regression is used to analyze the 
effect of the independent variable on the depend-
ent variable. The simple linear regression equa-
tion is expressed as follows (Sugiyono, 2019): 
Y = a + bX 
Where: 
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Y = Sales 
X = Product Innovation and Promotional Strategy 
b = Regression coefficient 
a = Constant  
 
5. Correlation Coefficient 
The correlation coefficient is used to determine 
the degree or strength and direction of the rela-
tionship between two variables. The correlation 
coefficient is calculated using the following formu-
la (Sugiyono, 2019): 
Where: 

• r = Correlation coefficient 

• n = Number of respondents 

• Xi = Product Innovation 

• Xii = Promotional Strategy 

• Yi = Sales 
To determine the strength of the relationship ob-
tained, the researcher used the following guide-
lines to interpret the correlation coefficient: 
Table 1. Interpretation of the Correlation Coeffi-
cient 

Coefficient Interval Level of Influence 

0.00–0.199 Very Low 

0.20–0.399 Low 

0.40–0.599 Moderate 

0.60–0.799 Strong 

0.80–1.000 Very Strong 

Source: Sugiyono (2019) 
6. t-Test 

The t-test is used to determine the validity of a 
statement or hypothesis proposed in the study. 
The t-test formula used in this study is as follows 
(Sugiyono, 2019): 
t = [formula as stated in the research instrument] 
Where: 
t = t-value 
r = correlation value 
n = number of respondents 
7. Coefficient of Determination 

The coefficient of determination, commonly 
symbolized as R², is used to determine the extent 
to which the independent variable contributes to 
or influences the dependent variable. If the coef-
ficient of determination in the regression model 
becomes smaller or approaches zero, it indicates 
that the influence of the independent variable on 
the dependent variable is smaller. Conversely, a 
value approaching 100% indicates that the influ-
ence of the independent variable on the depend-
ent variable is greater. 
The coefficient of determination is calculated us-
ing the following formula: 
KP = r² × 100% 
Where: 
KP = coefficient of determination value 
r² = squared correlation coefficient 
 
4. Results and Discussion 
4.1 Overview of the Research Object 
1. Business Profile 

• Business Name: Chika Dimsum MSME 

• Business Sector: Culinary / Snack Food 

• Owner: Chika Anggia 

• Business Locations: Taba Jemekeh, Jalan 
Garuda, Ex Kompi, and At Sunday at TOS 

• Year Established: 2022 
Brief History of the Establishment of the 
Business 

Chika Dimsum MSME is a micro, small, and 
medium-sized enterprise (MSME) operating in 
the culinary industry, focusing on dim sum and 
contemporary snack products. The business was 
established in 2022 by Chika Anggia. The estab-
lishment of Chika Dimsum was motivated by the 
high interest of the people of Lubuklinggau in 
halal, affordable, and quality dim sum snacks, 
while there were still relatively few competitors 
offering such products. Over time, the business 
has continued to develop and adapt in order to 
reach a wider customer base. 

The development of consumer interest in var-
ious types of food also provides opportunities for 
business owners to create products that meet 
consumer preferences. Dim sum is one type of 
food that is widely favored by the community. Dim 
sum originates from Chinese culinary traditions 
and has become widely known and enjoyed by 
Indonesian consumers. It comes in various fla-
vors, varieties, and shapes, making it suitable for 
different consumer groups, ranging from children 
to adults. In running a culinary business, product 
innovation and promotional strategy are important 
factors in supporting business development. 
 
4.2 Data Analysis Results 

In analyzing the data in this study, the 
process began with a questionnaire instrument 
test conducted at Chika Dimsum. The test was 
conducted to determine the quality of the 
questionnaire items contained in the research 
instrument before the questionnaire was 
distributed to the respondents. After the 
questionnaire items were tested, each item was 
evaluated to determine whether it was valid or 
invalid based on the responses obtained from the 
respondents. 
1. Validity Test 

In the validity test, the researcher tested the 
validity of the questionnaire items using 100 re-
spondents, meaning that these 100 respondents 
served as the testees for the research instrument. 
The testees were selected randomly from re-
spondents who had characteristics consistent 
with the research sample. The analysis conduct-
ed in this stage included item validity and reliabil-
ity tests. The questionnaire items were tested 
with the assistance of SPSS Version 23. 

Based on the validity test involving 100 re-
spondents, the sample size was N = 100 at a 5% 
significance level. The calculated r-value (r-count) 
was compared with the r-table value. For N = 100 
at a 5% significance level, the r-table value was 
0.195. Therefore, an item was considered statis-
tically valid and suitable for use in the research if 
the r-count > r-table (0.195). 

The results of the item validity test are pre-
sented in the following table: 
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Figure 2. Validity Test Results of Product 

Innovation (X1) 

Based on the table above, it can be seen that 
the results of the test involving 100 respondents 
and 6 statement items showed that all statement 
items were declared valid and could therefore be 
used by the researcher for further research. 

 
Figure 3. Validity Test Results of Promotional 

Strategy (X2) 

Based on the table above, it can be seen that 
the results of the test involving 100 respondents 
and 10 statement items showed that all statement 
items were declared valid and could therefore be 
used by the researcher for further research. 

 
Figure 4. Validity Test Results of Sales Variable (Y) 

Based on the table above, the results of the 
test involving 100 respondents and 10 statement 
items showed that all statement items were 
declared valid and could therefore be used by the 
researcher for further research. 
2. Reliability Test 

In this study, the reliability test was calculated 
using SPSS for Windows Version 23. The calcu-
lation was performed by comparing the calculated 
r-value (r-count) with the table r-value (r-table). A 
variable is considered reliable if the Cronbach's 
Alpha (α) value is greater than [value not shown 
in the source text]. 

The complete results of the reliability test are 
presented in the following table. 
Table 2. Reliability Test X1 

Cronbach's Alpha N of Items 

0,536 6 

Based on the reliability test results presented 
in Table 4.4, Reliability Test Results of X1, the 
questionnaire instrument consisting of 6 
statement items (N of Items) obtained a 
Cronbach's Alpha coefficient of 0.536. Since the 
Cronbach's Alpha value is greater than the r-table 
value (0.195), it can be concluded that the 
questionnaire used in this study is reliable. 
Therefore, all statement items are considered 
trustworthy and suitable for use in further 
research. 
Table 3. Reliability Test X2 

Cronbach's Alpha N of Items 

0,729 10 

Based on the reliability test results presented 
in Table 4.5, Reliability Test Results of X2, the 
questionnaire instrument consisting of 10 
statement items (N of Items) obtained a 
Cronbach's Alpha coefficient of 0.729. Since the 
Cronbach's Alpha value is greater than the r-table 
value (0.195), it can be concluded that the 
questionnaire used in this study is reliable. 
Therefore, all statement items are considered 
trustworthy and suitable for use in further 
research. 

 
Table 4. Reliability Test  Y 



Mutiara Jaya, et al  Inovbiz: Jurnal Inovasi Bisnis 14 (2026) 245-257 

 
252  
 

Cronbach's Alpha N of Items 

0,752 10 

Based on the reliability test results presented 
in Table 4.6, Reliability Test Results of Y, the 
questionnaire instrument consisting of 10 
statement items (N of Items) obtained a 
Cronbach's Alpha coefficient of 0.752. Since the 
Cronbach's Alpha value is greater than the r-table 
value (0.195), it can be concluded that the 
questionnaire used in this study is reliable. 
Therefore, all statement items are considered 
trustworthy and suitable for use in further 
research. 

 
4.3 Classical Assumption Test 

Before conducting multiple linear regression 
analysis, a classical assumption test was first 
conducted to ensure that the regression model 
used met the requirements of the Best Linear 
Unbiased Estimator (BLUE). The classical as-
sumption tests included the normality test, multi-
collinearity test, and heteroscedasticity test. 
1. Normality Test 

The use of parametric statistics requires that 
the data for each variable to be analyzed are 
normally distributed. Therefore, before hypothesis 
testing is conducted, a normality test must first be 
performed. There are several techniques that can 
be used to test data normality, one of which is the 
normality test. 
Table 4. Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardiz
ed Residual 

N 100 

Normal Parameters a, 

b 
Mean .0000000 

Std. 
Deviation 

2.34143430 

Most Extreme 
Differences 

Absolute .060 

Positive .043 

Negative -.060 

Test Statistic .060 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

Based on the results presented in Table 4.37, 
the Asymp. Sig. (2-tailed) value was 0.200. This 
value is greater than 0.05 (0.200 > 0.05). 
Therefore, it can be concluded that the residual 
data in this study are normally distributed, and 
the regression model meets the normality 
assumption. Consequently, the model is suitable 
for use in subsequent hypothesis testing. 
2. Multicollinearity Test 

This test aims to determine whether there is 
an excessively strong correlation among the 
independent variables (X) in the regression 
model. A good regression model is one that does 
not exhibit multicollinearity. The decision-making 
criterion based on the Coefficients table is that if 
the Tolerance value > 0.10, there is no 
multicollinearity and the data are considered safe 

Table 5. Multicollinearity Test 
Coefficientsa 

Model 

Unstandar
dized 

Coefficient
s 

Stand
ardize

d 
Coeffi
cients t Sig. 

Collinearity 
Statistics 

B 
Std. 
Error Beta   

Toler
ance VIF 

1 (Con
stant) 

12.0
81 

3.60
0 

 
3.35

6 
.001   

X1 
.256 .156 .162 

1.63
8 

.105 .580 
1.72

3 

X2 
.569 .102 .554 

5.59
4 

.000 .580 
1.72

3 

a. Dependent Variable: Y 
Based on the results of the multicollinearity 

test presented in Table 4.38 (Coefficients), the 
Product Innovation (X1) variable obtained a 
Tolerance value of 0.580. Likewise, the 
Promotional Strategy (X2) variable obtained a 
Tolerance value of 0.580. Since the Tolerance 
values of all independent variables are greater 
than 0.10 (> 0.10), it can be concluded that there 
is no indication of multicollinearity among the 
independent variables in this regression model. 
Therefore, the regression model is suitable for 
further analysis. 
3. Heteroscedasticity Test 
This test aims to determine whether there is 
unequal variance of residuals from one 
observation to another. A good regression model 
should have equal residual variances 
(homoscedasticity), or in other words, should not 

exhibit heteroscedasticity. 
 

Figure 5. Heteroscedasticity test 

 
Based on the scatterplot output, the data 

points are randomly distributed and do not form 
any clear or specific pattern. The points are also 
well distributed both above and below the value 
of 0 on the Y-axis. This indicates that there is no 
indication of heteroscedasticity in the regression 
model. Therefore, the regression model is 
considered appropriate for predicting the 
dependent variable. 
4. Linearity Test 

The linearity test is intended to demonstrate 
that the averages obtained from the sample data 
groups lie along a straight line. The linearity test 
aims to determine whether two variables have a 
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significant linear relationship. This test is com-
monly used as a prerequisite for correlation or 
linear regression analysis. 

In SPSS, the linearity test is conducted using 
the Test for Linearity at a significance level of 
0.05. Two variables are considered to have a 
linear relationship if the significance value of Lin-
earity is less than 0.05. The linearity test is con-
ducted to determine whether the model being 
examined represents a linear model or not. In the 
context of this study, the test serves as one of the 
statistical requirements that must be fulfilled be-
fore conducting linear regression analysis or hy-
pothesis testing. 

ANOVA Tabel 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Y * X1 Betwee

n 

Groups 

(Combined) 458.903 9 50.989 8.727 .000 

Linearity 266.892 1 266.892 45.679 .000 

Deviation from 

Linearity 
192.011 8 24.001 4.108 .000 

Within Groups 525.847 90 5.843   

Total 984.750 99    

 
 

Figure 6. Linearity Test Results of Product Innova-

tion (X1) on Sales (Y) 
 

ANOVA Tabel 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Y * X2 Betwe

en 

Group

s 

(Combined) 617.107 15 41.140 9.400 .000 

Linearity 426.993 1 426.993 97.560 .000 

Deviation 

from 

Linearity 

190.114 14 13.580 3.103 .001 

Within Groups 367.643 84 4.377   

Total 984.750 99    

 
 

Figure 7. Linearity Test Results of Promotional 
Strategy (X2) on Sales (Y) 

The results of the linearity test demonstrate 
that the relationship between the independent 
variables and the dependent variable is linear. 
The table above shows that the relationship 
between Product Innovation (X1) and Sales (Y) is 
linear, with a significance value for Linearity of 
0.000 > 0.05. Likewise, the relationship between 
Promotional Strategy (X2) and Sales (Y) is linear, 
with a significance value for Linearity of 0.000 > 
0.05. Therefore, it can be interpreted that the 
relationship between the predictor variables and 
the dependent variable is linear, and the 
significance value in the ANOVA table meets the 
requirements for a linear relationship. 
 
4.4 Regression Analysis 

Regression analysis was conducted using 
SPSS (Statistical Package for the Social Scienc-
es) Version 23.0 for Windows based on the ques-
tionnaire data. Simple linear regression analysis 
was used to examine the effect of each inde-
pendent variable individually on sales, while mul-
tiple linear regression analysis was used to ex-
amine the effects of product innovation and pro-
motional strategy simultaneously on sales. 
1. Simple Linear Regression 
a. Effect of Product Innovation (X1) on Sales 

(Y) 
The simple linear regression analysis was 

conducted to determine the extent to which Prod-

uct Innovation (X1) affects Sales (Y). The results 
produced the following regression equation: 
Y = 22.661 + 0.821X1 

The constant value of 22.661 indicates that if 
Product Innovation remains unchanged or has a 
value of zero, the predicted value of Sales is 
22.661. Meanwhile, the regression coefficient of 
Product Innovation (X1) is 0.821, indicating a 
positive relationship between Product Innovation 
and Sales. This means that every one-unit in-
crease in Product Innovation is predicted to in-
crease Sales by 0.821 units, assuming other fac-
tors remain constant. 

The regression coefficient of 0.821 is sup-
ported by a t-value of 6.036 and a significance 
value of 0.000, indicating that Product Innovation 
has a positive and significant effect on Sales. 
b. Effect of Promotional Strategy (X2) on 

Sales (Y) 
Simple linear regression analysis was also 

conducted to determine the extent to which Pro-
motional Strategy (X2) affects Sales (Y). The 
results produced the following regression equa-
tion: 
Y = 13.884 + 0.677X2 

The constant value of 13.884 indicates that if 
Promotional Strategy remains unchanged or has 
a value of zero, the predicted value of Sales is 
13.884. The regression coefficient of Promotional 
Strategy (X2) is 0.677, indicating a positive rela-
tionship between Promotional Strategy and 
Sales. This means that every one-unit increase in 
Promotional Strategy is predicted to increase 
Sales by 0.677 units, assuming other factors re-
main constant. 

The regression coefficient of 0.677 is sup-
ported by a t-value of 8.662 and a significance 
value of 0.000, indicating that Promotional Strat-
egy has a positive and significant effect on Sales. 
2. Multiple Linear Regression 

Multiple linear regression analysis was used 
to determine the simultaneous effect of two inde-
pendent variables, namely Product Innovation 
(X1) and Promotional Strategy (X2), on Sales (Y). 
The multiple linear regression equation is ex-
pressed as follows: 

Y = 12.081 + 0.256X1 + 0.569X2 
The constant value of 12.081 indicates that if 

Product Innovation and Promotional Strategy are 
both zero, the predicted value of Sales is 12.081. 

The regression coefficient of Product Innova-
tion (X1) is 0.256, indicating that every one-unit 
increase in Product Innovation is predicted to 
increase Sales by 0.256 units, assuming Promo-
tional Strategy remains constant. However, the t-
value of 1.638 with a significance value of 0.105 
indicates that Product Innovation does not have a 
statistically significant partial effect on Sales 
when Promotional Strategy is included simulta-
neously in the regression model. 

The regression coefficient of Promotional 
Strategy (X2) is 0.569, indicating that every one-
unit increase in Promotional Strategy is predicted 
to increase Sales by 0.569 units, assuming Prod-
uct Innovation remains constant. The t-value of 
5.594 and significance value of 0.000 indicate 
that Promotional Strategy has a positive and sig-
nificant partial effect on Sales in the multiple re-
gression model. 
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Thus, the multiple regression model demon-
strates that both Product Innovation and Promo-
tional Strategy have positive regression coeffi-
cients, while Promotional Strategy makes a sta-
tistically significant contribution to Sales when 
both independent variables are considered simul-
taneously. 

 
4.5 Partial Test (t-Test) 
1. Effect of Product Innovation (X1) on Sales 
(Y) 

The partial test (t-test) was conducted to test 
the hypothesis regarding the effect of Product 
Innovation (X1) on Sales (Y). 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta   

1 (Constant) 22.661 3.504  6.467 .000 

X1 .821 .136 .521 6.036 .000 

a. Dependent Variable: Y 

 
 

Figure 8. Effect of Product Innovation (X1) on Sales 
(Y) 

H0 = 0: It is assumed that Product Innovation 
(X1) does not have a significant effect on 
Sales (Y). 

Ha > 0: It is assumed that Product Innovation 
(X1) has a significant effect on Sales (Y). 

The effect is considered significant when the 
t-count is greater than the t-table value, meaning 
that H0 is rejected and Ha is accepted. Con-
versely, when the t-count is lower than the t-table 
value, H0 is accepted, and Ha is rejected. 

Based on the test results, the t-count value for 
Product Innovation (X1) was 6.036, while the t-
table value was 1.98472 with a sample size of 
100 respondents. Since 6.036 > 1.98472, H0 is 
rejected, and Ha is accepted. Therefore, it can be 
concluded that Product Innovation (X1) has a 
positive and significant effect on Sales (Y). 
2. Effect of Promotional Strategy (X2) on 
Sales (Y) 

The partial test (t-test) was conducted to test 
the hypothesis regarding the effect of Promotion-
al Strategy (X2) on Sales (Y). 

 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta   

1 (Constant) 13.884 3.456  4.017 .000 

X2 .677 .078 .658 8.662 .000 

a. Dependent Variable: Y 

 
 

Figure 9. Effect of Promotional Strategy (X2) on 
Sales (Y) 

H0 = 0: It is assumed that Promotional Strategy 
(X2) does not have a significant effect on 
Sales (Y). 

Ha > 0: It is assumed that Promotional Strategy 
(X2) has a significant effect on Sales (Y). 

The effect is considered significant when the 
t-count is greater than the t-table value, meaning 
that H0 is rejected and Ha is accepted. Con-
versely, when the t-count is lower than the t-table 
value, H0 is accepted, and Ha is rejected. 

Based on the test results, the t-count value for 
Promotional Strategy (X2) was 8.662, while the t-
table value was 1.98472 with a sample size of 
100 respondents. Since 8.662 > 1.98472, H0 is 
rejected, and Ha is accepted. Therefore, it can be 

concluded that Promotional Strategy (X2) has a 
positive and significant effect on Sales (Y). 
 
4.6 Simultaneous Test (F-Test) 
The F-test was conducted with the assistance of 
SPSS to examine the simultaneous effect of 
Product Innovation (X1) and Promotional 
Strategy (X2) on Sales (Y) (Sugiyono, 
2019)

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 442.001 2 221.000 39.497 .000b 

Residual 542.749 97 5.595   

Total 984.750 99    

a. Dependent Variable: Y 

b. Predictors: (Constant), X2, X1 

 
 

Figure 10. Simultaneous Test (F-Test) 

Based on the simultaneous hypothesis test, 
the F-test was used to determine the joint effect 
of Product Innovation (X1) and Promotional 
Strategy (X2) on Sales (Y). The hypotheses were 
formulated as follows: 
H0 = 0: Product Innovation (X1) and Promotional 

Strategy (X2) do not have a significant simul-
taneous effect on Sales (Y). 

Ha > 0: Product Innovation (X1) and Promotional 
Strategy (X2) have a significant simultaneous 
effect on Sales (Y). 
The effect is considered significant when the 

F-count is greater than the F-table, meaning that 
H0 is rejected and Ha is accepted. Conversely, 
when the F-count is lower than the F-table, H0 is 
accepted, and Ha is rejected. 

The test results showed that the F-count was 
39.497, while the F-table was 3.09. Since 39.497 
> 3.09 and the significance value was 0.000 < 
0.05, the effect was statistically significant. There-
fore, H0 is rejected, and Ha is accepted. It can be 
concluded that Product Innovation (X1) and Pro-
motional Strategy (X2) simultaneously have a 
positive and significant effect on Sales (Y). 

 
4.7 Coefficient of Determination Test (R²) 

The coefficient of determination test is 
conducted to measure the extent to which 
Product Innovation (X1) and Promotional 
Strategy (X2) influence Sales (Y) (Sugiyono, 
2019). 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .670a .449 .437 2.365 

a. Predictors: (Constant), X2, X1 

b. Dependent Variable: Y 

 
 

Figure 11. Coefficient of Determination Test (R²) 

Based on the calculation of the coefficient of 
determination, it can be seen that the R² value is 
0.670. When multiplied by 100%, the result is 
67%, indicating that Product Innovation (X1) and 
Promotional Strategy (X2) have a 67% influence 
on Sales (Y). 
 
4.8 Discussion 

This study was conducted at Chika Dimsum 

MSME with the research title “The Effect of Prod-

uct Innovation and Promotional Strategy on Sales 
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at Chika Dimsum MSME.” The hypothesis testing 

was conducted to examine the effect of Product 

Innovation (X1) and Promotional Strategy (X2) on 

Sales (Y), both partially and simultaneously. 

1. Effect of Product Innovation (X1) on Sales 

(Y) 

The normality test results showed an Asymp. 

Sig. (2-tailed) value of 0.200, which is greater 

than 0.05. Therefore, the residual data are nor-

mally distributed, and the regression model satis-

fies the normality assumption. 

The multicollinearity test showed that Product 

Innovation (X1) and Promotional Strategy (X2) 

each had a Tolerance value of 0.580. Since the 

Tolerance values were greater than 0.10, there 

was no indication of multicollinearity among the 

independent variables. Thus, the regression 

model was suitable for further analysis. 

The linearity test showed a Linearity signifi-

cance value of 0.000, indicating a linear relation-

ship between Product Innovation (X1) and Sales 

(Y). Therefore, the relationship between the pre-

dictor and dependent variable met the linearity 

requirement. 

The simple linear regression analysis pro-

duced the following equation: 

Y = 22.661 + 0.821X1 

The constant value of 22.661 indicates that 

when Product Innovation has a value of zero, the 

predicted value of Sales is 22.661. The regres-

sion coefficient of Product Innovation was 0.821, 

indicating a positive relationship between Product 

Innovation and Sales. Thus, every one-unit in-

crease in Product Innovation is predicted to in-

crease Sales by 0.821 units. 

The correlation coefficient analysis showed an 

R value of 0.521, which, according to Sugiyono 

(2019), falls within the moderate relationship cat-

egory. This indicates that Product Innovation has 

a moderate relationship with Sales. 

The partial t-test showed that Product Innova-

tion (X1) obtained a t-count value of 6.036, while 

the t-table value was 1.98472. Since 6.036 > 

1.98472 and the significance value was 0.000 < 

0.05, H0 was rejected, and Ha was accepted. 

Therefore, Product Innovation (X1) has a positive 

and significant effect on Sales (Y). 

2. Effect of Promotional Strategy (X2) on 

Sales (Y) 

The normality test indicated that the residual 

data were normally distributed, with an Asymp. 

Sig. (2-tailed) value of 0.200 > 0.05. The multicol-

linearity test showed a Tolerance value of 0.580 

for the independent variables, indicating that 

there was no multicollinearity in the regression 

model. 

The linearity test also indicated a linear rela-

tionship between Promotional Strategy (X2) and 

Sales (Y), with a Linearity significance value of 

0.000. Therefore, the relationship satisfied the 

linearity assumption. 

The simple linear regression analysis pro-

duced the following equation: 

Y = 13.884 + 0.677X2 

The constant value of 13.884 indicates that 

when Promotional Strategy has a value of zero, 

the predicted value of Sales is 13.884. The re-

gression coefficient of Promotional Strategy was 

0.677, indicating a positive relationship between 

Promotional Strategy and Sales. Thus, every 

one-unit increase in Promotional Strategy is pre-

dicted to increase Sales by 0.677 units. 

The correlation coefficient analysis resulted in 

an R value of 0.658, which falls within the strong 

relationship category according to Sugiyono 

(2019). This indicates that Promotional Strategy 

has a strong relationship with Sales. 

The partial t-test showed that Promotional 

Strategy (X2) obtained a t-count value of 8.662, 

while the t-table value was 1.98472. Since 8.662 

> 1.98472 and the significance value was 0.000 < 

0.05, H0 was rejected, and Ha was accepted. 

Therefore, Promotional Strategy (X2) has a posi-

tive and significant effect on Sales (Y). 

3. Simultaneous Effect of Product Innovation 

(X1) and Promotional Strategy (X2) on Sales 

(Y) 

The multiple linear regression analysis was 

conducted to examine the simultaneous effect of 

Product Innovation (X1) and Promotional Strate-

gy (X2) on Sales (Y). The regression equation 

obtained was: 

Y = 12.081 + 0.256X1 + 0.569X2 

The constant value of 12.081 indicates that 

when Product Innovation and Promotional Strat-

egy are zero, the predicted value of Sales is 

12.081. 

The regression coefficient of Product Innova-

tion (X1) was 0.256, indicating that a one-unit 

increase in Product Innovation is associated with 

an increase in Sales of 0.256 units, assuming 

Promotional Strategy remains constant. Mean-

while, the regression coefficient of Promotional 

Strategy (X2) was 0.569, indicating that a one-

unit increase in Promotional Strategy is associat-

ed with an increase in Sales of 0.569 units, as-

suming Product Innovation remains constant. 

The coefficient of determination was reported 

as R² = 0.670, indicating that Product Innovation 

and Promotional Strategy jointly explain 67% of 

the variation in Sales, while the remaining 33% is 

explained by other factors outside the research 

model. 

The simultaneous F-test produced an F-count 

value of 39.497 and an F-table value of 3.09. 

Since 39.497 > 3.09 and the significance value 

was 0.000 < 0.05, H0 was rejected, and Ha was 

accepted. Therefore, Product Innovation (X1) and 

Promotional Strategy (X2) simultaneously have a 

positive and significant effect on Sales (Y). 

5. conclusions and suggestions 
5.1 conclusions 

Based on the research findings and data 
analysis conducted in accordance with the re-
search questions, the following conclusions can 
be drawn: 
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1. Product Innovation (X1) has a significant ef-
fect on Sales (Y). Based on the data analysis, 
the calculated t-value for Product Innovation 
(X1) was 6.036, while the t-table value was 
1.98472. Since the calculated t-value was 
greater than the t-table value (6.036 > 
1.98472), it can be concluded that Product In-
novation (X1) has a positive and significant 
partial effect on Sales (Y). 

2. Promotional Strategy (X2) has a significant 
effect on Sales (Y). Based on the data analy-
sis, the calculated t-value for Promotional 
Strategy (X2) was 8.662, while the t-table val-
ue was 1.98472. Since the calculated t-value 
was greater than the t-table value (8.662 > 
1.98472), it can be concluded that Promotion-
al Strategy (X2) has a positive and significant 
partial effect on Sales (Y). 

3. Product Innovation (X1) and Promotional 
Strategy (X2) simultaneously have a signifi-
cant effect on Sales (Y). This finding is 
demonstrated by the results of the third hy-
pothesis test. The calculated F-value was 
39.497, while the F-table value was 3.09. 
Since the calculated F-value was greater than 
the F-table value (39.497 > 3.09), it can be 
concluded that Product Innovation (X1) and 
Promotional Strategy (X2) have a positive and 
significant simultaneous effect on Sales (Y). 
 

5.2 Suggestions 
1. Practical Suggestions (For the Institu-
tion/Research Object) 
a. Chika Dimsum MSME is recommended to 

continuously optimize Product Innovation 
(X1), for example, by adopting and utilizing 
the latest technologies to support continuous 
product innovation and development. 

b. Chika Dimsum MSME should pay particular 
attention to maintaining and improving the 
quality of Product Innovation and Promotional 
Strategy. The high level of influence of these 
variables indicates that they are key factors in 
increasing sales. 

c. The owner of Chika Dimsum MSME is recom-
mended to establish policies or Standard Op-
erating Procedures (SOPs) that integrate both 
variables simultaneously, as Product Innova-
tion and Promotional Strategy have been 
shown to significantly contribute to increasing 
sales. 

2. Academic Suggestions (For Future Re-
searchers) 
a. Future researchers are recommended to add 

other independent variables beyond those 
examined in the current study, such as price 
and service quality, so that the research mod-
el can provide a broader explanation of the 
factors influencing sales. 

b. Future researchers are expected to expand 
the scope of the study by increasing the num-
ber of respondents and extending the re-
search locations to other MSMEs, so that the 
findings can be generalized more broadly. 

c. Future researchers are recommended to use 
a mixed-method approach, combining quanti-
tative questionnaires with qualitative inter-
views, to obtain a deeper understanding of 

the conditions and reasons related to sales at 
Chika Dimsum MSME. 
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