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Abstract
The purpose of this study is to explain the influence of product development strategy on
purchasing interest Kali Coffee. This research have 100 respondents who qualify to be
a respondent in this research. The data collection technique in this research was
carried out by distributing questionnaires via Google form. The researcher used PLS-
SEM as a data analysis with Smartpls 3.0 software support. The result of this research
indicate that product development strategy have an effect on purchasing interest Kali

coffee.
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1. INTRODUCTION

Coffee is one of the commodities that contributes significantly to the revenue of
Indonesian farmers and other economic actors. In 2014, Indonesia was the fourth largest
coffee producer in the world, after Brazil, Vietnam, and Colombia. Indonesia was also
the fifth largest coffee exporter in 2015, following Brazil, Vietnam, Colombia, and
Germany in terms of coffee product exports with the Harmonized System (HS) code
0901. In addition to its status as a coffee producer, Indonesia holds one of the top five
global consumption rates. From 2017 to 2021, Indonesia's consumption rate steadily
climbed, reaching 5 million bags at 60 kg, up 4.04% from the previous year (Mahmudan,
2022). This phenomenon explains the significant commercial prospects in the coffee
industry, which has led to an increase in the number of coffee shops and competition
among them in Jakarta. To be competitive, every coffee business must innovate to
enhance sales volume. Ansoff (1957) offers four ways that businesses can use to
increase sales volume: market penetration, product development, and diversification.
Coffee businesses can use any or all of these techniques to stay competitive. These are
the trends in Indonesian coffee from 2017 to 2022.
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Figure 1. Indonesian Coffee Trends
Source: (Santika, 2024)
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The statistics presented above explain the significant consumer interest in
purchasing coffee beverage goods. According to Ridwan et al. (2020), purchasing
interest can be defined as an individual's positive attitude toward an object that leads
them to strive to obtain it by paying with cash or other methods. Consumer experience
with a product influences other consumers' purchasing decisions; thus, businesses must
be able to produce products that meet consumer wants and preferences. A product
development strategy is an activity that involves improving a product in order to deliver
increased benefits and satisfaction. Company staff can conduct product development by
developing new items based on applicable models (Wijaya & Maghfiroh, 2018). The
previous study (Aslamiah & Zulfikar, 2023) demonstrates that the product development
strategy influences the purchasing interest.

Founded in 2019, Kopi Kali Place is a prominent coffee cafe in North Jakarta. To
compete, Kopi Kali uses market penetration and product development to boost sales
volume. Market penetration is a business strategy that emphasizes marketing current
items in existing markets (Putri et al., 2022). Product development is a business strategy
that focuses on creating new items for existing markets in order to improve sales
volume. Previous research results have shown that market penetration has a favorable
effect on improving sales volume (Wijaya, 2017). Previous research results indicate that
market penetration has a favorable effect on increasing sales volume. Similarly, prior
research (Basda et al., 2022) discovered that the local coffee product development
strategy increases local coffee sales. The purpose of this study is to examine the impact
of a product development approach on purchase interest. The findings of this study are
valuable in contributing to the literature on product development methods and
increasing consumer interest in Kopi Kali.

2. LITERATUR REVIEW

Product Development Strategy

In coffee shops, new product development might take the shape of innovation in
the coffee-making process, where unique manufacturing processes are used to generate
a distinct coffee flavour (Simamora, 2022). Basda et al. (2022) conducted research on
the development of local coffee products by developing various variants of ground
coffee products, such as organic coffee, coffee with varying levels of smoothness, and
mixed coffee with local spices to meet diverse market tastes, which has proven to be
successful in developing coffee shop businesses. According to research (Azril, 2022),
developing coffee products by innovating product features, such as coffee colour with a
distinct coffee taste and practical product packaging that is easy to transport, is a
feasible alternative to developing product attributes.

Product development strategy, often known as product development, entails
addressing prospective modifications in a product to improve its advantages (Husniar et
al., 2023). The research findings show that product development approach influences
consumer purchase interest (Ritonga & Aslami, 2022).
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Several prior studies have shown the usage of several indicators to explain
product development strategies. Aslamiah and Zulfikar's (2023) research identifies two
indicators for coffee product development: product enhancement and product
modification. Furthermore, Kurniawan and Azkiya (2016) identified five indicators to
explain product development: idea search, product selection, preliminary product design,
testing, and final design.

The indicators considered in this study are product improvement, design, and
modification.

Purchase Interest

According to Simamora & Wijaya (2024), purchase interest is a person's desire or
intention to buy a product or service. This can arise when consumers feel influenced by
several factors, such as product quality, service quality, information received about the
product, and previous experience with the same product or brand. Purchase interest can
serve as a driving force or an intrinsic motive, encouraging someone to pay attention
spontaneously, naturally, easily, without coercion, and selectively to a product before
making a purchase decision.

Nainggolan & Heryenzus (2018) define purchase interest as consumer behavior
that manifests in response to objects that signify a customer's intention to make a
purchase. Purchase interest is behavior that appears in response to objects that indicate a
customer's desire to make a purchase. Based on the explanation above, it can be
concluded that consumer interest is the desire of consumers to make a purchase of an
1tem.

From several previous research results, there are several indicators used to explain
purchase interest. In Purbohastuti & Hidayah's (2020) research, there are 3 indicators
used to explain the interest in buying Shopee products, namely transactional interest,
reference interest, preferential interest, and explorative interest to explain purchasing
interest. In Sari's (2020) research, there are 4 indicators used to explain purchasing
interest, namely attention, interest, desire, and action. In this study, the indicators used
to explain the interest in buying coffee beverage products are transactional interest,
reference interest, preferential interest, and explorative interest.

3. METHOD

A quantitative methodology is implemented in this investigation. This research
design tests its hypothesis by examining two variables: purchase interest and product
development strategy.

Researchers define a population as a generalisation area that includes objects or
subjects with specific quantities and characteristics, from which they draw conclusions
(Komala & Nellyaningsih, 2017). In this investigation, samples are obtained from a
substantial number of Kali Coffee consumers (Heridiansyah, 2012). This research
implements "purposive sampling," a sampling methodology that entails the
establishment of particular criteria (Mukhsin et al., 2017).
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The sampling criteria for this research were respondents who had purchased Kali
coffee products. From a population that met the criteria for respondents who had
purchased Kali coffee products, we selected the sample for this investigation.

This study's sample size was determined by employing the Lemeshow formula,
which establishes a minimum of 96 respondents. Questionnaires were disseminated
through Google Forms as our data collection method. A structured questionnaire was
distributed to respondents, which contained a pre-determined list of questions and
answer choices arranged on a Likert scale from 1 to 5. As a data analysis instrument, the
researcher employed PLS-SEM with the assistance of SmartPLS 3.0 software.

4. RESULT AND DISCUSSION
Respondent Profile
There were 100 respondents who had purchased Kali coffee products who met the
requirements to participate in the study. The results of this study explain that female
respondents (61%) while male (39%). The majority of respondents are students (35%).
By using SmartPLS 3.0 Partial Least Squares Structural Equation Modeling (PLS-
SEM), the data were analysed as follows:

Evaluation of the Measurement Model
As demonstrated in the PLS model in Figure 1, the measurement model evaluation

aims to evaluate the relationship between latent constructs in the product development
strategy variables and purchase interest.
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Figure 2. The PLS measurement model.

Based on the validity test results, the loading factor indicators for the product
development strategy and purchase interest variables are all greater than or equal to 0.5,
suggesting that all variable indicators are valid. Therefore, the instrument is considered
reliable because all composite reliabilities are greater than or equal to 0.7. A variable
construct is considered reliable if it has a composite reliability value of > 0.7,
Cronbach's alpha > 0.7, and average variance extracted (AVE) > 0.5. The research
yielded the following reliability test results:

Table 1. Composite Reliability

Cronbach's Composite Average Variance
Alpha Reliability Extracted (AVE)
Product development
strategy (PDS) 0,824 0,895 0,739
Purchasing interest 0,881 0,918 0,737
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The table above demonstrates that each variable's composite reliability has a
value > 0.7, signifying the reliability of the answers to the questions representing all
these variables and their potential for hypothesis testing. Similarly, each variable
exhibits a Cronbach's alpha exceeding 0.7 and an AVE value surpassing 0.5, indicating
that the study's measurement model satisfies the criteria for discrimination validity..

The Influence of product development strategy on purchase interest.

The hypothesis test (H1) indicates that the HI hypothesis is accepted, as
evidenced by a statistical t value of 15.542 > 1.96, which demonstrates a substantial
impact of the product development strategy on purchase interest. The results of this
study are consistent with the research conducted by Aslamiah and Zulfikar (2023),
which posits that consumer interest in purchasing products is influenced by product
development. The product development strategy is advantageous in that it improves,
modifies, and designs the products produced by Kopi Kali, thereby influencing
consumer interest in purchasing them.

Determination Coefficient
The R Square value in this study explains the influence of product development
strategies on purchasing interest as in the following table:
Table 2. R Square (R?)
R Square | R Square
Adjusted
Purchasing | 0,738 0,736
Interest

The study's results showed an R Square value of 0.738, indicating that product
development strategies influenced 73.8% of purchasing interest, with other variables not
examined in this study influencing the remaining portion. The R square value was 0.67
(strong), 0.33 (moderate) and 0.19 (weak). The table above displays the results of the
purchasing interest variable with a value greater than 0.67. This indicates that the
variable falls into the strong category.

5. CONCLUSION

The results of the study on the influence of product development strategies on
buying interest indicate that the strategy has a positive and significant impact. In other
words, innovation and relevance in product development carried out by companies can
increase consumer interest in making purchases
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