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Abstract   
This study examines the role of product innovation in increasing consumer 
purchase intention at Multi Mart Jaya Store in Hargomulyo Village. The novelty 
of this research lies in analyzing product innovation in connection with the use 
of technology as a supporting factor to enhance purchase intention in a village-
scale retail business. The study aims to analyze consumer purchase intention, 
identify obstacles causing low product innovation, and explain the impact of 
product innovation on consumer purchase behavior. This field research uses a 
qualitative approach. Data were collected through observation, in-depth 
interviews, and documentation. Informants included employees of Multi Mart 
Jaya who understand the store’s operations and consumer behavior trends. 
Data analysis was conducted descriptively through data reduction, data 
presentation, and conclusion drawing. The findings indicate that product 
innovation plays a crucial role in attracting and maintaining consumer 
purchase intention. However, limited capital, insufficient information about 
market trends, and low technology utilization have hindered optimal product 
innovation. This results in limited product variety, infrequent updates, and 
suboptimal promotion, which reduce consumer purchase intention. From an 
Islamic economics perspective, product innovation contributes to achieving 
maslahah by providing better products and services for consumers. In 
conclusion, enhancing product innovation supported by effective technology 
use can be an important strategy to improve business competitiveness and 
increase consumer purchase intention.  
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1 | INTRODUCTION 
 

Product innovation is one of the important strategies for increasing business attractiveness and maintaining 
consumer interest. According to Kotler and Keller, product innovation is an effort to create or develop products so they 
meet market needs and market developments. In business, innovation can take the form of adding product variations, 
updating product appearance, improving quality, and using technology in service activities. Through innovation, business 
actors can increase competitiveness and provide added value to consumers. In addition, the ability to adapt to trends and 
technological developments is also an important factor in keeping a business attractive to consumers (Elza, 2025). 
Creativity and innovation are needed so that business actors can create new ideas in facing business competition and 
changing market needs (Noviani, 2020). Creativity and innovation implemented in a business not only help business 
actors face competition, but also play a significant role in attracting customer attention. By providing products that are 
different, high quality, and suitable for market demands, creativity and innovation can increase customer interest in the 
products offered. This interest can ultimately influence consumer purchase intention. 

Consumer interest in a product will eventually affect consumer purchase intention. Purchase intention is an 
important indicator that shows the tendency of consumers to buy a product. According to Assael, purchase intention is 
the tendency or plan of consumers to buy certain products and determine the number of products needed within a certain 
period. Purchase intention reflects the mental statement of consumers that shows their desire and plan to purchase a 
certain product or brand (Stansyah et al., 2023). In the decision-making process, purchase intention appears after 
consumers obtain information and evaluate the products offered. Therefore, purchase intention is often used by 
marketers and researchers as an indicator to predict future consumer purchasing behavior. The higher the consumer’s 
purchase intention, the greater the possibility that the consumer will buy the product. In the context of business 
competition, consumer purchase intention can be influenced by various factors, one of which is product innovation. 
Products that have variety, quality, and updates that match market needs and trends tend to attract more consumer 
attention. On the other hand, a lack of innovation can reduce consumer interest in the products offered. Therefore, 
product innovation becomes one of the important strategies that business actors can use to increase consumer purchase 
intention and maintain business competitiveness (Wirayanthy, 2019). 

Based on the initial observation at Multi Mart Jaya Store in Hargomulyo Village, the number of buyers has decreased 
in recent times. The average number of buyers, which previously reached around 30 to 40 people per day, has now 
decreased to around 10 to 15 people per day. This condition can be seen from store activities that tend to be quieter than 
before. The decline in purchase intention is caused by a lack of product innovation, such as limited product variety and 
infrequent product updates according to market trends. The products sold tend to remain the same for a long period, so 
they are less able to attract consumer attention. In addition, the use of technology in service and marketing has not been 
optimal, so consumers do not receive enough convenience in making transactions or obtaining product information. One 
factor suspected to cause the decline in consumer purchase intention is the lack of product innovation carried out by the 
store. The available product variety is still relatively limited and has not been updated much according to current trends 
and the changing needs of consumers. Most of the products sold tend to remain the same for quite a long time, causing 
consumers to feel less interested in making repeat purchases. Furthermore, the lack of new products that are currently 
in demand by the community causes consumers to prefer shopping at other stores that offer more diverse product choices 
and follow market developments. Besides that, the use of technology in service and marketing activities is also still not 
optimal. The store has not fully used digital media as a promotional tool to introduce products to a wider range of 
consumers. 

Information about available products, prices, and promotions is still limited, so not all consumers can easily access 
it. In terms of service, the absence of a digital ordering or transaction system also makes shopping less convenient for 
consumers. In today’s digital era, consumers tend to want transaction processes that are fast, practical, and easy to access. 
This condition can reduce the attractiveness of the store amid increasingly tight business competition and ultimately 
affect consumer purchase intention. This condition shows that product innovation has an important role in attracting 
consumer purchase intention. When innovation is not carried out optimally, a business will find it difficult to compete 
and may lose customers. From the perspective of Islamic economics, innovation is also related to the principle of 
maslahah, which means providing benefits and the best service to consumers as long as it does not contradict Islamic law 
(Suryani and Taufiq, 2023). Based on these problems, this study aims to analyze the role of product innovation in 
consumer purchase intention at Multi Mart Jaya Store and explain the impact of the lack of product innovation and 
technology use on the decline in consumer purchase intention.  
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2 | BACKGROUND THEORY 
 

Based on various previous studies, product innovation has been proven to be one of the important factors that plays 
a role in increasing consumer purchase intention. Product innovation is not only related to the creation of new products, 
but also includes quality development, design improvement, the addition of product variations, functional enhancement, 
and product adjustment to market needs and preferences. These efforts are carried out so that products remain relevant, 
have added value, and are able to provide a better experience for consumers compared to competing products. The study 
conducted by Lutfi Hamdan Abdul Gani (2023) shows that product innovation has a positive and significant effect on 
consumer purchase intention. This finding explains that continuous product development can create positive perceptions 
among consumers. When a product offers uniqueness, better benefits, or features that suit the needs of society, consumers 
will be more interested in seeking information, trying the product, and developing the desire to make a purchase. This 
condition shows that a company’s ability to present renewal is one of the important strategies for maintaining market 
attention. 

The results of the study conducted by Alfian Dwi Kurnia (2020) support this finding. The study explains that 
continuous product renewal can increase product attractiveness in the eyes of consumers. Products that undergo 
development tend to be viewed as more modern, better in quality, and more capable of meeting changing consumer needs. 
These advantages encourage consumer interest and increase the possibility of purchase. In other words, innovation 
becomes a tool for companies to create competitive advantage and differentiate their products from similar products. 
Similar findings were also presented by Husna (2025), who stated that product innovation can increase consumer 
purchase intention, which ultimately affects purchasing decisions. Consumers are generally more interested in products 
that offer new benefits, ease of use, better quality, or a more attractive appearance. The presence of these elements can 
build consumer trust and confidence in the product, which then encourages the formation of purchase intention. 
Furthermore, the study by Ramdani et al. (2021) on the Aneka Bolu Alam Jaya business shows that product development, 
the addition of flavor variants, and adjustment to market preferences have a positive impact on consumer interest. The 
results of the study show that the diversity of choices offered to consumers can create a more attractive shopping 
experience. In addition, the ability of business actors to understand changes in consumer tastes becomes an important 
factor in maintaining product competitiveness in the market. 

The study conducted by Laili and Subkhan (2024) also strengthens the results of previous studies. They found that a 
higher level of innovation is followed by an increase in consumer purchase intention. This finding shows that consumers 
tend to respond positively to companies that actively develop and update the products they market. Through innovation, 
companies can create greater value, making their products more attractive and more likely to be chosen by consumers. 
Based on these previous studies, the researcher understands that product innovation is one of the important factors that 
influences consumer purchase intention. The similarity between previous studies and this study lies in the use of product 
innovation as a variable that influences consumer behavior. The difference lies in the research object and the focus of the 
study. This study is conducted at Multi Mart Jaya Store in Hargomulyo Village by adding the aspect of technology utilization 
as a supporting factor in increasing consumer purchase intention. Therefore, this study is expected to contribute to 
explaining the importance of product innovation and technology utilization for the development of retail businesses.  

 
 

3 | METHOD 
 

This study applies a qualitative approach using a descriptive method. This approach was chosen because the 
research focuses on understanding the decline in consumer purchase intention at Multi Mart Jaya Store through real 
conditions found in the field. The main issue examined in this study is the weak product innovation and the low use 
of technology in store services and marketing. The research was conducted on Wednesday, April 28, 2026, at Multi 
Mart Jaya Store in Hargomulyo Village. The data used in this study consist of primary and secondary data. Primary 
data were collected through direct observation and an interview with one store employee. The employee was 
selected because they understand daily store activities, product changes, consumer behavior, and sales conditions. 
Secondary data were obtained from books, journals, and other relevant references that support the research 
discussion. To maintain data credibility, the researcher compared the interview results with the actual situation 
observed at the store. The researcher also linked field findings with related theories and previous studies. This 
process helps reduce bias and makes the data more accurate. Through this method, the study can explain how weak 
innovation and low technology use affect consumer purchase intention at Multi Mart Jaya Store.  
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4 |  RESULTS AND DISCUSSION 
 

4.1 Results 
4.1.1 The Condition of Consumer Purchase Intention at Multi Mart Jaya Store 

Based on the observation and interview conducted at Multi Mart Jaya Store on April 28, 2026, consumer purchase 
intention showed a decline compared to the previous period. The informant stated that the number of buyers had 
decreased sharply. The store, which used to attract many customers, now receives fewer visits. Several consumers still 
come to the store, but many of them only look at the products without making a purchase. The informant explained that 
the number of buyers previously reached around 30 to 40 people per day. At present, the number has dropped to around 
10 to 15 people per day. This change shows a serious decrease in consumer interest in the products offered by the store. 
The decline does not only appear in the number of visitors, but also in consumer behavior during their visits. Some 
consumers show initial interest, yet they do not continue to the purchasing stage. This finding indicates that product 
innovation plays a key role in attracting consumers and increasing purchase intention at Multi Mart Jaya Store. In 
consumer behavior theory, purchase intention refers to a person’s tendency to buy a product after feeling interested in it. 
Therefore, the decrease in the number of buyers can be seen as a sign that the products available at the store have not fully 
met consumer expectations and needs. The store needs to pay closer attention to product variety, product renewal, and 
consumer preferences so that customer interest can improve. 
 

Table 1. Condition of Product Innovation and Consumer Purchase Intention at Multi Mart Jaya Store 
No. Observed Aspect Research Findings 
1 Product Variety The available products are still limited and rarely updated. 
2 New Products New products have not been added regularly. 
3 Technology Utilization Product promotion is still simple and has not used social media optimally. 
4 Number of Buyers The number of buyers decreased from around 30 to 40 people to 10 to 15 people 

per day. 
5 Consumer Purchase 

Intention 
Consumers tend to only look at the products without making a purchase. 

 
The data indicate that low product innovation is linked to the decline in consumer purchase intention. The more 

limited the product variety, the smaller the chance for consumers to find products that meet their needs and preferences. 
Interview results also revealed that limited capital is a major obstacle to product innovation. This limitation prevents the 
store from expanding product variety effectively. In addition, insufficient information about market trends makes it 
difficult for the store to determine which products are currently in demand. Regarding technology use, the informant 
stated that technological implementation in business activities is still basic. Digital promotion has not been fully utilized, 
and transactions are still largely conducted using conventional methods. This situation restricts the store’s ability to reach 
a broader consumer base and limits service convenience. According to the informant, the lack of product innovation 
directly affects consumer purchase intention. Products are less varied and rarely updated, which leads consumers to lose 
interest and prefer shopping at other stores that offer more complete selections and follow market trends. These findings 
demonstrate that product innovation and technology utilization play a critical role in increasing business attractiveness 
and sustaining consumer purchase interest. 
 
4.1.2 Barriers to Product Innovation at Multi Mart Jaya Store 

According to the informant, several obstacles have made product innovation at Multi Mart Jaya Store run less 
effectively. One of the main obstacles is limited business capital. This condition reduces the store’s ability to add new stock 
and expand product choices. As a result, the store tends to focus more on selling existing products rather than developing 
new product variations. Another obstacle is the lack of information about market trends and changes in consumer 
preferences. This makes it difficult for the store to identify products that are currently in demand. As a result, the products 
offered often do not fully match consumer needs and market changes. In addition, the use of technology to support product 
innovation is still not optimal. Technology can be used to monitor market trends, promote products through digital media, 
and collect information about consumer needs. However, the store has not used these tools effectively. This condition 
makes it harder for the store to develop innovation strategies that match the growth of modern retail businesses. 
 
4.1.3 Utilization of Technology to Support Product Innovation 

The use of technology in business activities at Multi Mart Jaya Store remains at a basic level. Marketing activities are 
still largely based on word-of-mouth promotion and have not been fully supported by digital tools, which could effectively 
introduce new products, provide information about promotions, and reach a wider range of consumers. In terms of service, 
technology has not been fully utilized to enhance consumer convenience. Transactions are still conducted manually, which 
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limits the ease and speed of service for consumers who prefer fast and practical purchasing processes. Furthermore, online 
ordering services are not yet available, preventing consumers from checking product availability remotely. Therefore, 
improving technology utilization is an essential step to support product innovation and strengthen the store’s 
competitiveness. Integrating digital marketing, online ordering, and automated service systems can help the store attract 
more consumers and respond more quickly to changing market demands. 
 
4.1.4 Analysis of the Role of Product Innovation on Consumer Purchase Intention 

Product innovation at Multi Mart Jaya Store plays a significant role in influencing consumer purchase intention. 
Limited product variety, infrequent updates, and low adoption of technology reduce consumer interest, leading to fewer 
purchases. When the store introduces new products, improves quality, and aligns offerings with current market trends, 
consumers are more likely to engage and make purchases. Additionally, effective use of digital tools for promotion and 
information sharing can enhance awareness and convenience, further stimulating purchase intention. This analysis 
highlights that consistent innovation and technology integration are essential for maintaining consumer interest and 
supporting store competitiveness. 
 

 
Figure 1. Condition of Product Shelves at Multi Mart Jaya Store 

 
Based on the observed condition of the product shelves at Multi Mart Jaya Store, a variety of merchandise is available. 

However, the product arrangement appears simple, and the variety remains limited. Most displayed products have been 
sold for a long time and have not been updated to match current market trends. This limits consumer choices and may 
reduce their interest in making purchases. Additionally, the shelf layout is not optimized, which affects visual appeal and 
makes it harder for consumers to find desired products. The limited variety contributes to a decline in purchase intention, 
as consumers have fewer options compared to stores offering more diverse selections. The absence of new products also 
reduces the sense of novelty when visiting the store. In retail, offering new and trend-aligned products attracts consumer 
attention and encourages purchase decisions. Simple shelf arrangements also influence shopping behavior. Products that 
are not displayed attractively often fail to capture consumer attention, leading many customers to browse without buying. 
This indicates that the current product appeal is insufficient to drive purchasing decisions. Therefore, enhancing product 
innovation, expanding product variety, improving technology use, and optimizing shelf arrangement are necessary steps 
to increase consumer purchase intention at Multi Mart Jaya Store. 
 
4.2 Discussion 

The research findings indicate that consumer purchase intention at Multi Mart Jaya Store has declined, as evidenced 
by a decrease in daily buyers compared to previous periods. This trend suggests that the store’s appeal to consumers is 
weakening. One key factor identified is the insufficient implementation of product innovation. Available product variety is 
limited, and updates are not carried out consistently, reducing the range of options offered to consumers. As a result, 
customers rarely encounter new products that could stimulate their interest in purchasing. This demonstrates that Multi 
Mart Jaya has not adapted effectively to technological advances and modern market demands (Kawalo et al., 2022). 
Limited product innovation and low technology utilization directly affect consumer purchase intention. Monotonous 
products that are rarely updated make consumers less interested, prompting them to shop elsewhere where selections 
are more diverse and aligned with current trends. Furthermore, limited product variety and suboptimal shelf 
arrangements reduce the overall shopping experience. Ineffective display strategies make potentially attractive products 
less visible to consumers (Istiono & Kurniasih, 2022). These findings align with Kotler and Keller’s theory that product 
innovation involves creating or developing products to meet market needs and developments. Innovation includes adding 
variety, improving quality, updating appearances, and adjusting to changing consumer preferences (Widiyani & Zahara, 
2026). Without regular updates, the store’s ability to meet market demands declines, weakening competitiveness. 

The study also highlights limited capital as a factor restricting product development (Hayati & Simahatie, 2025). This 
constraint leads the store to prioritize existing stock over new products. Limited access to market trend information means 
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product selection often relies on experience and direct consumer requests, reducing responsiveness to changing market 
needs. This supports Noviani’s (2020) assertion that creativity and innovation are essential for generating new ideas to 
address competition and shifting consumer demands. The better a business adapts to these changes, the greater its ability 
to maintain consumer interest. In addition, technology use in operations and services remains minimal. Promotional 
activities rely on manual methods, preventing product and sales information from reaching a wider audience, despite the 
advantages offered by digital tools for marketing, customer communication, and product introduction. Previous studies 
support these findings: Lutfi Hamdan Abdul Gani (2023) showed that product innovation positively affects purchase 
intention, while Alfian Dwi Kurnia (2020) found that continuous product updates increase product appeal and stimulate 
consumer buying. 

Consequently, low product innovation at Multi Mart Jaya contributes to declining consumer purchase intention. 
Technology use is also underdeveloped, with limited digital promotion reducing outreach to both new and existing 
customers (Nasoba & Adrian, 2022). Therefore, the store should implement strategies to enhance product innovation, 
including regular updates, expanding product variety in line with market trends, and optimizing shelf layout to improve 
visibility and attractiveness. Additionally, integrating technology through online promotion, digital payment systems, and 
consumer trend monitoring is essential to boost consumer purchase intention.  
 

5 | CONCLUSIONS AND FUTURE WORK 
 

This study reveals that a business’s ability to develop its products is one of the factors that influences consumer 
interest in shopping at Multi Mart Jaya Store in Hargomulyo Village. The low level of product renewal and the limited 
choice of available goods have reduced the store’s appeal, as shown by the decline in the number of consumers who 
make purchases. This condition indicates that adjusting products to market needs and preferences is necessary  to 
maintain consumer interest. The findings also show that the effectiveness of product innovation is not only 
determined by the availability of new products. It is also influenced by the store’s ability to access market 
information and use technology to support business activities. Limited resou rces have caused product development 
to run less effectively, making it harder for the store to improve its competitiveness.  Therefore, continuous efforts 
are needed to expand product variety, follow changes in consumer needs, and improve the use of techno logy in 
marketing and service. These steps can help the store maintain its business presence and attract more consumers 
amid growing retail competition.  
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