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This study aims to determine the influence of Creativity and Product 

Quality on the Sales of MSMEs Habibi Mold. This type of research is 

quantitative. The population of this study is consumers or users of 

cake molds. The analysis used was a quantitative technique using a 

saturated sampling technique with a total population of 30 

respondents. This research instrument is in the form of a 

questionnaire. The results of the research instrument test use multiple 

regression analysis tests, t-tests, and f tests. The results of the analysis 

showed that Creativity and Product Quality had a significant effect on 

the sales of printed products with the results of multiple regression 

analysis tests of Y = 6.427 + 0.509 X1 + 0.331 X2. The results of the 

Creativity t test obtained the results of t count 4.315 > t table 2.051 

meaning ho1 was rejected, and Ha1 was accepted, the product quality 

t test obtained the result t count 2.286 > t table 2.051 meaning ho2 was 

rejected and Ha2 was accepted. and the result of the F test of F 

counting 12,859 > F table 3.34 means Ho3 was rejected and Ha3 was 

accepted. Based on the results of this data, it can be concluded that 

Creativity and Product Quality affect the Sales of Printed Habibi 

MSMEs.  
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Introduction 

 

In life in this world, creativity is very important because creativity can create new things and creativity is a gift 

that is very meaningful in human life. Creativity is not just a matter of luck but is based on hard work. For 

creative people, failure is only a barrier to success, so creative people will continue to try again and again until 

the point of success. Creativity plays a very important role in determining victory in business competition. As 

we know, the global market not only produces intense competition but is also characterized by the rapid 

development of information technology, as a perfect competition. Encouraging companies to be creative and 

create quality products based on the needs and desires of consumers. 

Today's business competition is increasingly dynamic, unpatterned and complex, making company managers 

think creatively, so that they always provide advantages and differentiation to their companies compared to 

their competitors. With that, companies are required to develop quality products, promote products at attractive 

prices, and make it easy for customers to get and need them. In the era of globalization, marked by current 

technological developments such as smartphone communication tools that are in demand and are a trend among 

Indonesian people. Smartphones are able to provide convenience value for users in doing business to introduce 

products and make it easier to communicate to customers or consumers (Marhadi, Sulistyowati and Nursanti, 

2014). 

Many efforts can be made in understanding creativity, creative individuals, creative processes, and creative 

strategies for business and advertising. There are several creativity researchers who are in the basic research of 

creating new and synergistic things from seemingly unrelated entities, According to Burnett (1990) defines 

creativity as the art of building new and meaningful relationships between previously unrelated things in a 

relevant way, with good taste and trustworthiness (Granot, 2011). Creativity is a complex field of study. This 
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has led to many different views on creativity from experts, according to Rhodes (Munandar; 2012) said 

creativity can be defined into four dimensions as the four P's of Creativity, namely the dimensions of person, 

process, press, and product. in the person dimension, Guilford said that creativity has the ability of skills that 

exist in a person, or commonly referred to as talent. Creativity in the product dimension, Baron (1969) explains 

that creativity emphasizes the originality of the ability to create/produce something new. creativity dimensions 

of the press, Cambell (1986), and Glover (1990), say creativity is an activity that produces something new, has 

never existed and is strange but has many uses ranging from being more practical, making it easier to work in 

every difficulty, understandable and understandable (Andi hendrawan, Ferri Kuswantoro, 2019). 

With the increasingly widespread development of products and services in the era of globalization, namely 

causing intense business competition for companies that are industrialized in cake mold products made from 

stainless steel. Making companies must be more creative in showing the advantages of the products produced, 

and companies must also be good at making strategies and taking advantage of every opportunity that exists. 

Because the company's ability to take advantage of every opportunity has a big effect on the survival of the 

company. In this case, the company must carry out good production activities which will produce the highest 

quality production so that the company can compete with its competitors. Every company responds to this 

competition very professionally, by following developments in the field, namely knowing what the needs and 

desires of consumers are in carrying out the production process. This is done by the company in order to 

produce the best products and can be accepted by consumers, because consumers will look for the best products 

from each company. This situation makes the company must have a good and correct marketing plan to get 

satisfactory results (Andayani, Endah, Triastity, Widajanti, 2016). 

There is also another important thing, namely the quality of a product. The quality of a product will determine 

whether or not the response from consumers is good. Because in addition to price, consumers will pay close 

attention to the quality of a product they will buy. Therefore, the company must undergo the production process 

properly and certainly must be careful so that later it gets a positive response from consumers when the 

production is marketed. Although every manager in every organization must research the external environment, 

the responsibility for identifying significant market companies lies on the company's marketing shoulders. 

They have two advantages: they have disciplined methods for gathering information, and they generate more 

time than other employees to interact with customers and research the competition and other outside companies 

and groups (Xian, Gou Li, 2011). 

Product quality plays an important role in making a purchase decision, because product quality is an 

understanding that the company offers products that have more selling value which is certainly not owned by 

competing products. For this reason, companies must focus on product quality, and compare our products with 

competitors' products. The important thing to remember is that products that have the best appearance are not 

necessarily products with attractive quality, if the appearance does not meet the criteria needed and desired by 

consumers. Therefore, products that are already on the market for now must be more creative as well as increase 

attractive variations according to consumer needs and market needs. The variables that can influence 

consumers towards purchasing a product, including always being creative and creating quality products, so that 

consumers will be loyal to the products produced by the company (Supriyadi, Wiyani and Nugraha, 2017). 

According to Kotler and Keller (2009: 143) product quality is a product or service that meets or exceeds 

customer expectations. Meanwhile, according to "Joseph Juran (Suryadi prawirosentomo, 2012: 6) the quality 

of a product is the physical condition, benefits, and properties of a product concerned that can satisfactorily 

meet consumer tastes and needs according to the value of money that has been spent". From the above 

statement, it means that the quality of a product is something that must be considered properly by the company 

in order to get satisfaction from consumers. 

From the explanation above about creativity and product quality to sales, both have an important role in 

business competition between companies, as a result companies are required to be creative in the products 

produced in the company by relying on creativity in creating interesting new ideas and creating quality products 

in accordance with the criteria desired by customers. Because a company will not last long if its business actors 

do not have creativity and quality in their products, of course creativity in business will also be carried out by 

other companies and business competition between companies will never stop. Therefore, an entrepreneur is 

always creative in every situation and dares to answer all challenges in their own way. That is, by facing 

business competition properly and thoroughly so that the company continues to exist in the competitive cycle 

and plays an active role in it. In this situation, the company must also create a strategy that can satisfy 

consumers by improving the quality of its products.  
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Method 

 

The data analysis method used by researchers in processing data and analyzing data uses the help of the SPSS 

26 For Windows program. 

Validity Test 

Validation test is used to determine whether a questionnaire is valid or not. A questionnaire is said to be valid 

if the questions or statements in the questionnaire can explain what will be measured using a questionnaire 

Ghozali (2013: 53). According to Ghozali (2013: 52-59), a measure of validity can be achieved by correlating 

the question score with the overall score of a construct as well as a variable. The significance test is carried out 

by comparing the results of r count with r table for degree of freedom (df) = n-2, in this case the entire sample. 

Then the df used is 30-2 = 28 with an alpha of 5% so get the results of the r table (two-sided test) of 0.361 with 

the determination of the value of r count> r table (0.361) = valid Result r count < r table (0.361) = invalid If r 

is greater than r table and the r value is positive so the statement is considered valid. 

 Reliability Test 

Reliability test said Azwar (2014), reliability is the translation of the word reliability. A measurement that is 

able to produce data that has a high level of reliability is referred to as a reliable measurement. The reliability 

test is carried out to find out how well the measuring instrument has relative uniformity if repeated 

measurements are made on the same subject, the higher the correlation coefficient, the better the reliability. 

Classical Assumption Test 

The classical assumption test is used to determine the situation that there is or is not normality, multicolinerity, 

and heteroscedacity in the regression model. To get a regression with anomalous estimates, the tester is reliable 

and traditional assumptions must be met. Regression analysis results cannot be labeled BLUE (Best Linear 

Unbiased Estimator) if there is one condition that is not met. 

lassical Assumption Test 

The classical assumption test is used to determine the situation that there is or is not normality, multicolinerity, 

and heteroscedacity in the regression model. To get a regression with anomalous estimates, the tester is reliable 

and traditional assumptions must be met. Regression analysis results cannot be labeled BLUE (Best Linear 

Unbiased Estimator) if there is one condition that is not met. 

 

Results 

 

Research Data Instrument Test 

Validity Test  

The validity test aims to verify that the affirmations in each question element in the questionnaire are valid.  

By using SPSS Version 26, the tester made a validity test with the following benchmarks: 1) If the value of r 

count> r table, so the instrument is valid. 2) If the calculated r value < r table, the instrument is invalid 2. 

Table 1 

Validity Test Results Based on Creativity Variables (X1) 

No Kuesioner r hitung r tabel Keputusan 

1 UMKM Habibi Cetakan mempunyai ide-ide 

kreatif untuk menciptakan cetakan kue yang 

khas 

0,827 0,361 Valid 

2 UMKM Habibi Cetakan mampu menciptakan 

produk yang berbeda dengan perusahaan lain 

0,771 0,361 Valid 

3 UMKM Habibi Cetakan mampu 

mengembangkan bentuk cetakan baru yang 

berbeda dari yang ada sebelumnya 

0,830 0,361 Valid 
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4 UMKM Habibi Cetakan memiliki ciri khas 

cetakan tersendiri dibanding produk cetakan 

perusahaan lain 

0,866 0,361 Valid 

5 UMKM Habibi Cetakan mampu mengevaluasi 

setiap kinerja bisnis agar maju dan berkembang 

0,772 0,361 Valid 

6 UMKM Habibi Cetakan meneima dan 

memperbaiki setiap kritikan dari konsumen 

0,773 0,361 Valid 

7 UMKM Habibi Cetakan dapat menangani dan 

menerima setiap saran dari konsumen dengan 

baik 

0,758 0,361 Valid 

8 UMKM Habibi Cetakan mempunyai Bentuk 

cetakan kue sesuai dengan kriteria pedagang 

kue 

0,649 0,361 Valid 

9 UMKM Habibi Cetakan mempunyai bentuk 

cetakan kue sesuai dengan kriteria zaman 

modern 

0,646 0,361 Valid 

10 UMKM Habibi Cetakan mampu menghasilkan 

sesuatu yang baru dengan mengandalkan 

sumber daya yang tersedia 

0,806 0,361 Valid 

Source: SPSS processed data, 2022 

 

Based on the table data obtained, the Creativity variable (X1) obtained the value of rcount> rtable (0.361), thus 

all elements of the questionnaire were concluded to be valid. Therefore, the questionnaire used can be processed 

for research data. 

 

Table 2. Validity Test Results Based on Product Quality Variables (X2) 

No Kuesioner r hitung r tabel Keputusan 

1 Kinerja dalam produksi 

cetakan kue tergolong baik 

0,571 0,361 Valid 

2 Kinerja karyawan memungkinkan 

terciptanya produk cetakan kue 

yang bermutu. 

0,607 0,361 Valid 

3 Cetakan kue memiliki tampilan dan 

ukuran seperti yang diinginkan. 

0,701 0,361 Valid 

4 Cetakan kue memiliki bentuk 

fisik seperti yang diharapkan. 

0,697 0,361 Valid 

5 Spesifikasi cetakan kue yang 

ditetapkan sesuai dengan keinginan 

konsumen. 

0,757 0,361 Valid 
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6 Karakteristik desain produk 

sesuai dengan yang 

ditetapkan. 

0,623 0,361 Valid 

7 Cetakan kue tidak cepat rusak. 0,669 0,361 Valid 

8 Cetakan kue jarang mengalami 

masalah pada saat digunakan 

0,671 0,361 Valid 

9 Cetakan kue mampu memberikan 

penampilan yang beraneka ragam 

0,677 0,361 Valid 

10 Cetakan kue mampu memberikan 

penampilan bentuk baru yang 

menarik  

0,560 0,361 Valid 

 

Based on the table data obtained, the Product Quality variable (X2) obtained the value rcount> rtable (0.361), 

thus all elements of the questionnaire were concluded to be valid. That is why the questionnaire used can be 

processed for research data. 

 

Table 3 Validity Test Results Based on Sales Variables (Y) 

No Kuesioner r hitung r tabel  Keputusan 

1 

Pendapatan individu 

memungkinkan konsumen mampu 

membeli cetakan kue. 
0,737 0,361 Valid 

2 

Pendapatan konsumen yang besar 

memungkinkan pembelian cetakan 

kue dalam jumlah yang banyak. 
0,485 0,361 Valid 

3 

Harga dari cetakan kue 

menentukan permintaan 

produk tersebut. 
0,767 0,361 Valid 

4 

Kenaikan harga cetakan kue 

memungkinkan konsumen mencari 

barang lain. 
0,656 0,361 Valid 

5 

Cetakan kue yang diproduksi 

sesuai dengan selera 

konsumen. 
0,779 0,361 Valid 

6 

Selera konsumen menentukan 

banyak atau tidaknya penjualan. 0,750 0,361 Valid 

7 

Cetakan kue sesuai dengan 

ekspektasi konsumen. 0,773 0,361 Valid 

8 

Penjualan cetakan kue meningkat 

jika sesuai dengan ekspektasi 

konsumen. 
0,737 0,361 Valid 
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9 

Iklan memungkinkan besarnya 

penjualan cetakan kue 0,744 0,361 Valid 

10 

Konsumen mengetahui 

cetakan kue melalui iklan. 0,658 0,361 Valid 

 

 

Classical Assumption Test 

Normality Test 

1.Kolmogorov Smirnov method 

The decision-making motives in this method can be carried out based on the probability (Asymp.Sig) are:  

a.If the probability> 0.05 the data distribution is normal 

b.If the probability <0.05 the data distribution is not normal  

This is the result of the normality test using the Kolmogorov Smirnov method:  

Table 4 Normality Test Results Kolmogorov Smirnov Method 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 30 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.10724136 

Most Extreme Differences Absolute .132 

Positive .129 

Negative -.132 

Test Statistic .132 

Asymp. Sig. (2-tailed) .191c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 

Based on the results of the normality test, it is known that the significance value is 0.191> 0.05, so it can be 

concluded that the residual data is normally distributed. 

 

Multiple Linear Regression Test 

Test t (Partial) 

The t test aims to determine whether there is a partial influence (alone) given by the independent variable (X) 

on the variable (Y). In determining the t table because there is a combination of t counts, researchers first look 

for the t table value. The following is the formula for finding the t table: 

t table = t (α / 2; n-k-1) 

                            = t (0.025; 27) = 2.051 (t table)  

         The conditions are:  

1.If the sig value <0.05, or t count> t table so there is an influence of variable X on variable Y 

2.If the sig value> 0.05, or t count < t table so there is no effect of variable X on variable Y 
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Table 5 Partial t test results 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.427 7.610  .845 .406 

KREATIVITAS .509 .118 .597 4.315 .000 

MUTU PRODUK .331 .145 .316 2.286 .030 

a. Dependent Variable: PENJUALAN 

 

F test 

The f test is a regression coefficient test whose purpose is to test the effect simultaneously between the 

Creativity (X1) and Product Quality (X2) variables on Sales (Y). And can be seen the results of the f test in 

this table: 

Table 6 Simultaneous F Test Results 

 

 

 

 

 

 

 

 

 

 

 

 

Before determining the results, the author first determines the F table with the formula:  

  F table = F (k; n-k) 

    = F (2 ; 28) = 3,34 

Basis for decision making:  

1. If the sig value <0.05, or F count> F table so there is a simultaneous influence of variable X on variable 

Y  

2. If the sig value> 0.05, or F count < F table so there is no simultaneous influence of variable X on 

variable Y 

By looking at the results in the table above, it can be seen that the significance value for Creativity (X1) and 

Product Quality (X2) is 0.000 <0.05 and F count 12.859> F table 3.34, it ensures that there is an effect of 

Creativity (X1) and Product Quality (X2) simultaneously on Sales. 

 

 

 

 

 

 

 

 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 266.706 2 133.353 12.859 .000b 

Residual 279.994 27 10.370   

Total 546.700 29    

a. Dependent Variable: PENJUALAN 

b. Predictors: (Constant), MUTU PRODUK, KREATIVITAS 
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Determination Coefficient Test 

To see the effect of Creativity (X1) and Product Quality (X2) in combination on Sales (Y), the following test 

results have been carried out and the results obtained as shown in the table below: 

 

Table 7 Determination Coefficient Test Results 

 

 

 

 

 

 

 

 

 

Based on this conclusion, it can be seen which R = 0.698 explains if the Creativity (X1) and Product Quality 

(X2) variables are found to have a very strong and harmonious relationship to the transformation of the Sales 

variable (Y) in line with the value obtained is R = 0.698 which can be summarized that the independent variable 

(X) has a very strong relationship to the dependent variable (Y). This means that each transformation (increase) 

of the Creativity and Product Quality variables causes an increase in Product Demand.  

The result of R square (r2) = 0.488 shows that the variables of Creativity (X1) and Product Quality (X2) have 

a role in the variable Sales of Habibi Mold UMKM products (Y) of 48.8% and the remaining 51.2% influence 

from other factors outside this discussion. 

 

The Effect of Creativity on Sales of UMKM Habibi Molds 

Print 

Based on the partial hypothesis test results, it can be seen that the tcount value is 4.351> ttable 2.051, which 

means that the first hypothesis is proven because the tcount> ttable value. Thus, Ho1 is rejected and Ha1 is 

accepted so that it can be concluded that Creativity has a significant effect on Sales of Habibi Mold MSMEs. 

That way the results of this study are in line with research conducted by T Wurdiyana, Agus Solikhin, Denny 

Asmara (2013) Bartender creativity plays a very important role in increasing beverage sales. In addition, the 

way drinks are served is a supporting factor that can attract visitors, and some of the attractions displayed by 

bartenders are with increasing revenue streams, the role of bartenders and bar tenders has become important in 

managing and creating new drink recipes and creating attractiveness by increasing sales figures. 

The Effect of Product Quality on Sales of Habibi Mold UMKM 

Print 

Based on the partial hypothesis test results, it can be seen that the tcount value is 2.286> ttable 2.051, which 

means that the second hypothesis is proven because the tcount> ttable value. Thus, Ho2 is rejected and Ha2 is 

accepted so it can be concluded that Product Quality has a significant effect on Sales of UMKM Habibi Molds. 

That way the results of this study are in line with research conducted by Muhammad Irfan Nasution, 

Muhammad Andi Prayogi, Satria Mirsya Affandy Nasution (2017) product quality and promotion have a 

positive and significant effect on sales. Micro businesses must focus on the factors that exist in product quality 

and promotion in building a business in order to increase sales. 

Discussion of the Effect of Creativity and Product Quality on Sales of Habibi Mold UMKM 

Sales of UMKM Habibi Molds 

Based on the results of the regression analysis, Y = 6.427 + 0.509 X1 + 0.331 X2 and from the simultaneous 

hypothesis test it can be seen that the probability value of Creativity and Product Quality is 0.000 <0.05 and 

the results of the fhitug test are 12.859> ftabel 3.34. That way the third hypothesis is proven Ho3 is rejected 

and Ha3 is accepted so it can be concluded that Creativity and Product Quality have a significant effect on 

Sales of UMKM Habibi Molds. This means that the variation in the sales value of Habibi Mold UMKM by 

48.8% is determined by the Creativity and Product Quality factors. 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .698a .488 .450 3.22027 

a. Predictors: (Constant), MUTU PRODUK, KREATIVITAS 
b. Dependent Variable: PENJUALAN 
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That way these results are in line with the research conducted by Wardhana, Reza Arief and, Ferdinand, Agusty 

Tae (2012) The results of the analysis using regression can be seen that the variables of product quality, 

refutation and promotion all have a positive and significant effect on buying interest in products, with an effect 

of 49.2% while 50.8% is influenced by other variables. 

And so these results are in line with research conducted by Nurul Setyaningrum, Handoyo Djoko Waluyo, and 

Andi Wijayanto (2013) Product quality creativity, brand image and sales promotion are able to explain 

purchasing decision variables by 76.3% where product quality creativity has a significant influence of 59.5% 

brand image of 74.8% and sales promotion of 48.7%. Product quality creativity, brand image, and sales 

promotion together have a significant effect on purchasing decisions.  

Conclusion 

 

Based on the explanation of the results of the research analysis, the following conclusions are obtained: 1) 

Creativity has a significant effect on sales of UMKM Habibi Molds. 2) Product quality has a significant effect 

on sales of Habibi Mold MSMEs. 3)Creativity and Product Quality have a significant effect on Sales of Habibi 

Mold MSMEs. 
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