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Abstract 
In this study, the effect of knowledge creation and knowledge sharing on product development 
through the mediation of product innovation was investigated. This research was conducted 
because of the research gap in previous studies regarding the effect of knowledge creation and 
knowledge sharing on product development. This research is quantitative and was conducted 
by distributing questionnaires to food and beverage companies in Jakarta and obtaining 50 
respondents. The data obtained were processed using SMART-PLS. According to the findings of 
this study, knowledge sharing has no significant effect on product development; knowledge 
creation has no significant effect on product development; knowledge creation has a significant 
positive effect on product innovation; knowledge sharing has a significant positive effect on 
product innovation; product innovation has a significant positive effect on product development; 
product innovation mediates the relationship between knowledge creation and product 
development, and product innovation mediates the relationship between knowledge sharing and 
product development. From the result, it can be suggested that the company needs to design 
activities, create internal company forums, create a database for the R&D department, and 
require employees to carry out activities outside the company. Both suggestions can be adapted 
to the majority of the working executives' generation. It is expected to be more effective in 
implementation. 
 
Keywords: Food industry; knowledge creation; knowledge sharing; product development;  

product innovation 
 
Received 1 October 2022, Revised 14 October 2022, Accepted 26 October 2022 
  
 
INTRODUCTION 

The food industry contributes to 
national economic expansion. This is 
reinforced by the Ministry of Industry which 
projects the food and beverage industry to 
grow above 5 percent throughout 2021 
(Lestari, 2021). To support it, the government 
provides intensive import duties borne by the 
government for the import of several raw 
materials.  

The food industry in Indonesia, 
especially during the pandemic, is 

experiencing a downward trend (Figure 1). 
The decline in this trend can be caused by 
several things, one of which is the lack of 
product innovation carried out by food 
industry companies during the pandemic. 
After the pandemic, people's consumption 
patterns have changed, so the food industry 
is required to be more active in innovating 
(Kementerian Perindustrian Republik 
Indonesia, 2021).  
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Figure 1. Annual Growth of The Indonesian Food Industry 

Source: DataIndustri.com 
 
Companies with a competitive 

advantage in this market are frequently those 
with distinctive products, procedures, and 
customer services (Hidayat et al., 2021). One 
of the ways to increase the competitive 
advantage is to carry out product innovation 
which means launching new products 
according to market needs.  

Innovation is one of the most 
important components underlying a 
company's long-term competitive advantage 
(Cheng & Nasurdin, 2010). Also, product 
development is necessary because of the 
nature of consumers who tend to get bored 
easily. There are three types of development 
in developing food products, namely: making 
new products, modifying existing products, 
and imitating other products (Ilmayana, 
2021). In conducting product innovation, the 
food industry is currently investing in its 
internal resources, such as the research and 
development (R&D) team. In today's quickly 
changing business world, a strong R&D 
operation is seen as a fundamental enabler of 
competitive advantage (Cho, 2018). To be a 
success in developing the product, a good 
knowledge resource is needed.  

Knowledge and technology are 
becoming more widely recognized as strategic 
assets and main sources of competitive 
advantage (Lai & Lin, 2012). Therefore, 

currently, several companies are working 
hard to implement knowledge management. 
Knowledge management is a management 
function that involves the generation of 
knowledge, the management of knowledge 
flow throughout the organization, and the 
effective and efficient application of 
knowledge for the long-term benefit of the 
business (Cheng & Nasurdin, 2010). The 
improvement in organizational performance 
will be achieved, when the management of 
knowledge is done properly (Victoria et al., 
2020). 

 Currently, the food industry is trying 
to implement knowledge management to 
improve organization performance through 
product development. Applying knowledge 
management in companies aims to have 
systematic data, thus enabling companies to 
make better decisions. To be useful for the 
organization, the knowledge management in 
the organization must run well. Knowledge 
management includes its components, 
namely knowledge creation, knowledge 
sharing, and knowledge application. 

However, in research on knowledge 
management, product innovation, and 
product development, there is a research 
gap. Research (Rajapathirana & Hui, 2018) 
entitled The Relationship Between Knowledge 
Management and Innovation Performance 
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demonstrates that knowledge management 
activities have direct and indirect effects on 
innovation and organizational performance 
via a rise in innovation capability. Additionally, 
it was discovered that knowledge creation, 
knowledge integration, and knowledge 
application enhance innovation and 
performance. This contrasts with the research 
conducted by (Victoria et al., 2020). In their 
article titled Knowledge Management and 
Performance of Organizations: A Case Study 
of Selected Food and Beverage Firms, they 
demonstrate that knowledge creation has a 
significant negative impact on innovation, 
whereas knowledge sharing has a significant 
positive impact on innovation. 

The differences in the results of these 
studies are also seen in the current food 
industry R&D. In the data obtained from 
interviews with 7 respondents from 7 
different companies. It shows that all 
respondents have been active in sharing 
knowledge in the R&D department, by 
holding sharing sessions regarding project 
progress in each R&D team. In the sharing 
session, each individual R&D shared about 
the progress of the project being carried out, 
along with the problems they face in 
developing new products. However, the 
majority of respondents have not 
implemented knowledge creation in the R&D 
department. This can be seen from the 
majority of respondents who do not store 
research results in the company system. In 
the absence of data stored in the company's 
system (for products that have not been 
launched), it will hinder the exchange of 
information in the event of an employee 
exchange, because the research data is only 
known by researchers. In addition, the R&D 
of each company issues a different number of 
new products each year. This identifies that 
there are obstacles in product development. 

Based on field observations, not all 
products developed by R&D will be launched 
in the market. One of the factors is the 
changing market trends. This delay in launch 
time can be caused by the length of time 

required for product development, which is 
due to the lack of information obtained about 
market trends.  

Because knowledge is one of the most 
essential aspects in the formation of a new 
product or process concept, the organization 
must manage knowledge creation for the 
process of developing new products or 
processes to continue (Indriartiningtias et al., 
2017). Knowledge is created by each 
individual and the organization creates an 
environment that can encourage individuals 
to be creative and to produce new 
knowledge. Therefore, organizations need to 
provide a good and structured platform for 
individuals within the company, so that the 
company and others can use the knowledge. 

The study “Knowledge Management 
and Performance of Organizations: A Case 
Study of Selected Food and Beverage Firms” 
(Victoria et al., 2020) demonstrates that 
knowledge creation has a significant negative 
effect on innovation. It also discovers that 
knowledge sharing has a significant positive 
impact on innovation. Knowledge creation has 
a significant positive effect on job 
satisfaction, whereas knowledge sharing has 
an insignificant negative effect. Moreover, 
Bandinelli et al. (2014) found that the 
correlation between Knowledge Management 
maturity and New Product Development in 
the Electrical industry is positive. In addition, 
Daschievici and Ghelase (2014) examine that 
knowledge management model for food 
research, supported by cutting-edge 
information technology.  

Based on those phenomena, this study 
aims to examine  
• Knowing the effect of knowledge sharing 

on product development 
• Knowing the effect of knowledge 

creation on product development 
• Knowing the effect of knowledge 

creation on product innovation 
• Knowing the effect of knowledge sharing 

on product innovation 
• Knowing the effect of product innovation 

on product development 
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• Knowing the effect of product innovation 
as a mediator on the relationship 
between knowledge creation and 
product development 

• Knowing the effect of product innovation 
as a mediator on the relationship 
between knowledge sharing and product 
development. 

 
Research Hypothesis 
1. The Relationship Between 

Knowledge Sharing and Product 
Development 

Knowledge sharing refers to the 
communication between team members 
that are required for product development 
(Cheng & Nasurdin, 2010b). Project 
success is based on effective knowledge 
sharing in complex, time-consuming 
interactions (Thamhain, 2004). When 
organizations are effective at sharing 
knowledge, the flow of information is 
increased, allowing the organization to 
generate superior products. Based on 
observations, it is suspected that 
knowledge sharing affects product 
development because, with the exchange 
of knowledge between individuals, 
individuals will acquire new knowledge 
and can apply this knowledge to product 
development. Based on support from the 
literature, The following hypothesis is: 
H1: Knowledge sharing has a positive 
effect on product development 

2. The Relationship Between 
Knowledge Creation and Product 
Development 

Working on product development 
allows for team-based knowledge creation, 
problem-solving, and brainstorming to 
address product-related challenges (Poh 
Kiat Ng et al., 2011). The study discovered 
a relationship between new product 
development and the generation and 
management of new knowledge (Cheng & 
Nasurdin, 2010b). With the creation of 
good knowledge within the company, the 
R&D team will be able to easily obtain the 

knowledge needed to support product 
development. Therefore, following these 
previous studies, the hypothesis is: 
H2: Knowledge creation has a positive 
effect on product development 

3. The Relationship Between 
Knowledge Creation and Product 
Innovation 

Based on research Victoria et al. 
(2020), The creation of knowledge had a 
significant negative impact on innovation. 
However, the study by Rajapathirana and 
Hui (2018) shows that knowledge creation 
facilitates innovation. Moderating effects 
of knowledge acquisition improve new 
product performance (Rajapathirana & 
Hui, 2018). Based on previous research, it 
is said that Knowledge creation, 
integration, and application enhance 
innovation and performance. Also, it is 
said that The effectiveness of knowledge 
acquisition has a significant positive 
relationship with product innovation. 
Based on the literature, the next 
hypothesis is: 
H3: Knowledge creation has a positive 
effect on product innovation 

4. The Relationship Between 
Knowledge Sharing and Product 
Innovation 

According to research Victoria et al. 
(2020), knowledge sharing had a 
significant positive effect on innovation. 
"Innovative information use," "efficient 
information collection," and "shared 
interpretation" are the knowledge 
management tools. increase the 
performance of new items and the ability 
to innovate (Rajapathirana & Hui, 2018). 
Based on the research that has been 
done, it is known that knowledge sharing 
has a significant positive effect on 
innovation. Based on it, the hypothesis 
used in this study is: 
H4: Knowledge sharing has a positive 
effect on product innovation 
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5. The Role of Product Innovation  
Process and product innovation are 

both examples of innovation. Process 
innovation does not deliver a new product 
to the market. It helps to provide a better 
solution to meet existing or new 
requirements. Product development also 
includes new product development and 
existing product development. Existing 
product development requires minimal 
innovative thinking as no novel ingredients 
or processes are required.  

Product innovation is the 
management framework for making 
adjustments and enhancements to 
products (Rainey, 2009). It entails the 
development, validation, and marketing of 
new products, as well as their 
conceptualization, design, and 
development. Thus, new product 
development becomes part of product 
innovation. Successful new products are 
developed through an effective new 
product development process that 
streamlines the flow of activities and 
outcomes from concept to 
commercialization by combining previous 
new product development program 
knowledge with the skills and abilities of 
the participants (Rainey, 2009).    
H5:  product innovation has a positive 
effect on product development 
H6: product innovation mediates the 
relationship between knowledge creation 
and product development 
H7: product innovation mediates the 
relationship between knowledge sharing 
and product development 
 
 
 
 
 

METHOD 
This quantitative study’s subjects are 

Indonesian food industry research and 
development executives in Jakarta. 
Meanwhile, the sample for this study 
consisted of 50 food industry research and 
development executives in Jakarta. This study 
was preceded by conducting interviews with 7 
respondents according to the research 
criteria. The results of these interviews are 
then used as evidence data in this study. 
After obtaining evidence data, compiling the 
theory of previous research, and compiling 
research hypotheses, then proceed with 
compiling a questionnaire. 

The non-probability sampling technique 
was used in conjuction with a judgmental 
sampling technique. This questionnaire is 
then distributed online. After obtaining 30 
respondents who met the criteria, a pre-test 
was carried out. The purpose of this pre-test 
is to find out whether the items in the 
questionnaire are valid. After the pre-test 
data were processed using SPSS and were 
valid, the questionnaire was distributed and 
continued. After 50 respondents was 
collected, several tests were carried out, 
namely instrument testing, descriptive 
analysis, and hypothesis testing. Insturment 
test and hypothesis test are carried out by 
SMART-PLS, using Structural Equation 
Modeling (SEM) with 10% significance level. 

 
RESULTS AND DISCUSSION 
A. Instrument Test 

Several tests, including descriptive 
statistics, validity tests, reliability tests, 
and hypothesis testing, were performed in 
this study. Descriptive statistics were 
processed using SPSS. While the other 
tests were processed using SMART-PLS. 
The results of each test are described in 
Figure 2 and will be explained below. 
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Figure 2. Outer Model 

1. Validity Test 
A validity test was carried out 

using SMART-PLS. The validity test 
analysis uses two methods, namely 
discriminant validity and construct 
validity. The degree to which a 
construct differs from others is referred 
to as discriminant validity (Acosta-
Prado et al., 2020). 

The square root of each 
construct's AVE must be greater than 
the correlation with any other 
construct, according to Fornell- 
Larcker's criterion (Acosta-Prado et al., 
2020). Based on the test findings and 
this theory  (Figure 5), all variables are 
valid. 

          
 

 
Figure 3. Fornell-Larcker 

 
In addition to looking at the 

Fornell-Larcker value, the cross-
loadings value is also seen. The 
correlation of specific items with all 
constructs inside the model, including 
the construct they are meant to reflect, 
is measured by cross-loading (Achjari, 
2004). The criterion is that an item's 

load should be higher for the construct 
it is required to reflect than for the 
other constructs (Achjari, 2004). Based 
on the results obtained (Figure 6), it 
can be said that all constructs are 
following the theory.  
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Figure 4. Cross-Loadings 

 
2. Reliability Test 

To see the reliability of an 
indicator, initially, an analysis of the 
value of the outer loadings of each 
indicator is carried out. Individual item 
reliability is tested using outer loadings, 

with suitable values given to those over 
0.708 (Achjari, 2004). Based on this 
theory, the following are indicators that 
have a value ≥ 0.708.  

                

 

 
                    Figure 5. Outer Loadings 

 
Malhotra et al. (2007) said that 

the reliability coefficient is between 
0.70-0.90. And based on (Acosta-Prado 
et al., 2020) it is said that the value of 
AVE is said well if greater than 0.500, 
which means it accounts for more than 
50% of the variation in the items it 

reflects. Figure 8 demonstrates that 
each variable's Cronbach's Alpha is 
greater than 0.70 and the AVE is 
greater than 0.50, which means that all 
variables in this study are reliable. 
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Figure 6. Cronbach's Alpha & AVE 

 
B. Descriptive Analysis 

In this study, 50 respondents met 
the criteria, namely respondents who 
worked as R&D for the food industry in 
Jabodetabek. Based on the data obtained 
from the respondents, then a descriptive 
analysis was carried out, to determine 
their characteristics. The following are the 
gender, age, and length of work, of the 
respondents. 
1. Respondent Profile Based on 

Gender 
Based on data obtained from 50 

respondents who met the criteria, there 
were 78% female respondents, and 
22% male respondents. 

 

 
Figure 7. Respondents' profiles 

Based on Gender 
 

2. Respondent Profile Based on Age 
Based on the data, respondents 

are dominated by the age group of 26-
30 years, which is 62% of the total 
respondents. Meanwhile, the second 
largest respondent was in the age 
group of 21-25 years, which was 22%. 
And the least respondents are 
respondents with the age group > 35 
years, which is 4% of the total 
respondents.  

 

 
Figure 8. Respondents' Profile Based on 

Age 

 
3. Respondent Profile Based on the 

length of Work as R&D 
Based on the results obtained, 

there are 58% of the total respondents 
who work as R&D in the food industry 
for 1 – 5 years. Meanwhile, 
respondents who worked in R&D for 6 - 
10 years were 42%. 

 

 
Figure 9. Respondents' Profile 
Based on Length of Working as 

R&D 

4. Descriptive Statistic 
In the questionnaire, a Likert 

scale was used which was divided into 
5 categories in the respondents' 
answers, namely strongly disagree (1), 
disagree (3), neutral (3), agree (4), 
and strongly agree (5). Therefore, the 
interval used is 0.8. The value of the 
interval is obtained by subtracting the 
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maximum value (5) from the minimum 
value (1) and dividing it by the total 
number of answers (5). Table 1 shows 
the categories of these  interval. 

 
Table 1 

Interval Category 
Interval Category 

4.20 < a ≤ 5.00 Strongly Agree 
3.40 < a ≤ 4.20 Agree 
2.60 < a ≤ 3.40 Neutral 
1.80 < a ≤ 2.60 Disagree 
1.00 < a ≤ 1.80 Strongly 

Disagree 

Based on the predetermined 
interval, then the calculation of 
descriptive statistics using SPSS is 
carried out. From 50 respondents who 
filled out the questionnaire, descriptive 
statistics were obtained, such as the 
frequency of the answer scores, 
means, and category of each indicator. 
Tables below display descriptive 
statistics.       

       

 
Table 2 

Knowledge Sharing Mean Score 
No Indicators Response Score Frequency Mean Category  Knowledge Sharing 1 2 3 4 5 

1 
Ability to solve 

problems with creative 
solutions 

0 0 4 25 21 4.34 Strongly 
Agree 

2 
Ability to convey 

knowledge gained from 
internal and external 

companies 
0 1 8 21 20 4.20 Agree 

3 
Ability to socialize and 

communicate with 
others. 

0 0 7 23 20 4.26 Strongly 
Agree 

  Knowledge Sharing Mean 
Score 4.27 Strongly 

Agree 
 

As shown in Table 2, 
respondents strongly agree with 
sharing of knowledge. It showed from 
the total score of 4.27 on this variable. 
The most significant indicator is the 
ability to solve problems with creative 

solutions. It is indicated by a score of 
4.34. It shows that respondents, 
members of the R&D team, actively 
share knowledge, so that they can 
solve problems with creative solutions. 

         
 

Table 3 
Knowledge Creation Mean Score 

No Indikator Response Score Frequency Mean Category Knowledge Creation 1 2 3 4 5 
1 Process 0 0 9 25 16 4.14 Agree 
2 Output 0 0 9 26 15 4.12 Agree 

3 
The organization 

facilitates space for 
create knowledge 

0 3 4 24 19 4.18 Agree 

  Knowledge Creation Mean 
Score 4.15 Agree 

 
In Table 3, the total score of 

knowledge creation is 4.15, which 
means that the respondents agree with 

the variable. The three indicators on 
the knowledge creation have scores 
that are not significantly different, 
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namely 4.14 for the process, 4.12 for 
the output, and 4.18 for the 
organization facilitates space for 
creating knowledge. It shows that 
during team meetings, respondents 
provide information to each other 
about the stages of product 

development that are being carried out 
and show ideas obtained from the 
knowledge creation process. The 
company where the respondents work 
also facilitates the creation of 
knowledge within the company. 

              
Table 4 

Product Innovation Mean Score 

No Indikator Response Score Frequency Mean Category 
Product Innovation 1 2 3 4 5 

1 Uniqueness 1 3 4 29 13 4.00 Agree 

2 Quality 0 1 5 23 21 4.28 Strongly 
Agree 

3 Multifunction 0 6 13 22 9 3.68 Agree 
4 Research 0 3 8 20 19 4.10 Agree 

  Product Innovation Mean 
Score 4.015 Agree 

 
Table 4 shows the product 

innovation mean score, it shows that 
the most significant indicator is quality. 
It is indicated by a score of 4.28. It 

means that the respondent regularly 
generates product ideas with the best 
quality to support product innovation. 

             

Table 5 
Product Development Mean Score 

No Indikator Response Score Frequency Mean Category Product Development 1 2 3 4 5 
1 Efficiency 1 5 4 24 16 3.98 Agree 

2 Market oriented 0 2 6 20 22 4.24 Strongly 
Agree 

3 Product improvement 0 1 6 22 21 4.26 Strongly 
Agree 

  Product Development Mean 
Score 4.16 Agree 

 
For product development, 

respondents most agree with market-
oriented and product improvement 
indicators. It is indicated by scores of 
4.24 and 4.26. The score indicates 
that the respondent is developing 
new products according to market 
needs and developing new products 
with improved performance compared 
to previous products. 

Figure 10 demonstrates the 
value of the R square. R square value 
for product innovation is 0.571. This 
means that the independent variables 
(knowledge sharing and knowledge 
creation) affect product innovation by 
0.571 or 57.1%. This value indicates 
that the independent variable has a 
moderate effect on product 
innovation.   
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Figure 10. R-Value  

For the product development 
variable, the R square value obtained 
is 0.551. This proves that knowledge 
sharing, knowledge creation, and 
product innovation affect product 
development by 55.1%. This value 
indicates that these three variables 
have a moderate effect on product 
development. 

 

C. Hypothesis Test 
The following research model is 

derived from the final results of the main 
test with 50 samples that meet the 
respondents' criteria. The path diagram of 
the SMART-PLS software shows how much 
the independent variable influence the 
dependent variable.  

    

 
Figure 11. Hypothesis Test 

The hypothesis is accepted if the 
two-tailed t-statistic is greater than 1.65 
and the p-value is less than 0.10. Figure 
12 demonstrates the outcomes of the 
hypothesis test. This table indicates that 
the p-value of knowledge sharing on 

product development (H1) and 
knowledge creation on product 
development (H2) is greater than 0.10. 
This shows that the two hypotheses are 
not accepted.  

 

 
Figure 12. Path Coefficients (Mean, STDEV, T-values & P-values) 

 
In Figure 13, the results of 

hypothesis 6 (Product innovation 
mediates the relationship between 
knowledge creation and product 
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development) and hypothesis 7 (Product 
innovation mediates the relationship 
between knowledge sharing and product 
development) test are shown. The 

results of the H6 and H7 tests showed 
that the p-values for H6 were 0.093 and 
0.020 for H7. This means that both 
hypotheses are accepted. 

 

 
Figure 13. Special Indirect Effects (Mean, STDEV, T-values & P-values) 

 
D. Discussion 

Table 6 shows the outcomes of the 
hypothesis testing. The table shows the t-
value and p-value of each hypothesis. 

Based on this value, it can be concluded 
that the variables are accepted and not 
accepted. 

 
Table 6 

 Hypothesis Test 
Research Hypothesis t-value p-value Conclusion 

H1: Knowledge sharing has a positive effect on 
product development 0.144 0.885 Not 

Accepted 
H2: Knowledge creation has a positive effect on 
product development 1.112 0.267 Not 

Accepted 
H3: Knowledge creation has a positive effect on 
product innovation 2.240 0.026 Accepted 

H4: Knowledge sharing has a positive effect on 
product innovation 2.481 0.013 Accepted 

H5: Product innovation has a positive effect on 
product development 3.850 0.000 Accepted 

H6: Product innovation mediates the relationship 
between knowledge creation and product 
development 

1.683 0.093 Accepted 

H7: Product innovation mediates the relationship 
between knowledge sharing and product 
development 

2.334 0.020 Accepted 

 
1. Effect of Knowledge Sharing on 

Product Development 
Table 6 shows that the t-

value and p-value for H1 are 0.144 
and 0.885, respectively. The p-value 
is greater than 0.10, and the t-value 
is less than 1.65, indicating that 
knowledge sharing has no significant 
direct effect on product development.  

2. Effect of Knowledge Creation on 
Product Development 

The results in Table 6 show 
that the t-value and p-value for H2 
are 1.112 and 0.267, which means 
the t-value is < 1.65 and the p-value 
is > 0.10. These findings indicate that 
H2 cannot be supported. This means 
that knowledge creation has no 
significant effect on product 
development. 
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3. Effect of Knowledge Creation on 
Product Innovation 

The t-value and p-value for 
H3 are 2.240 and 0.026, respectively, 
as shown in Table 6. This value 
indicates that H3 is accepted because 
the t-value is greater than 1.65 and 
the p-value is less than 0.10. These 
results mean that knowledge creation 
has a significant effect on product 
innovation. 

Knowledge creation facilitates 
innovation (Rajapathirana & Hui, 
2018). Knowledge is seen as the key 
to innovation and a valuable 
commodity for businesses looking to 
obtain a competitive advantage over 
their competitors. Successful 
companies can create and 
disseminate knowledge rapidly, then 
transfer the knowledge into new 
products (Gao & Bernard, 2018). 

Knowledge is tacit, scattered, 
and ingrained within individuals (Park 
et al., 2015). As a result, the 
organization must devise initiatives to 
elicit knowledge from its employees, 
stakeholders, suppliers, and other 
third parties. These activities should 
involve all aspects of individuals, both 
inside and outside the company, who 
can provide new knowledge to 
company members. 

By creating good knowledge 
in the company, employees will easily 
gain new knowledge. This knowledge 
usually covers the latest market and 
technology trends. This is what can 
later be applied in product innovation 
so that the new product will be better 
than the previous product. 

4. Effect of Knowledge Sharing on 
Product Innovation 

Based on the results 
obtained, the t-value and p-value for 
H4 are 2.481 and 0.013, which 
indicates that the t-value is >1.65 
and the p-value is <0.10. These 

results indicate that H4 is approved, 
which means that knowledge sharing 
has a significant effect on product 
innovation. 

The sources of new 
knowledge are tacit knowledge and 
lived experience. It can be found in 
personal knowledge and experiences 
(Park et al., 2015). It enabled 
effective knowledge sharing in the 
product discovery process and the 
attainment of competitive advantage. 
Effective knowledge exchange 
accelerates and enhances product 
innovation (Gao & Bernard, 2018). 
Knowledge sharing allows people to 
better their work performance and 
generate new ideas and innovations 
(Gao & Bernard, 2018). 

By actively sharing knowledge 
within the R&D team, each individual 
in the team will acquire new 
knowledge regularly. This knowledge 
will help the team in product 
innovation. In addition, having new 
knowledge gained from knowledge 
sharing will help employees in solving 
problems they encounter with 
creative solutions. 

5. Effect of Product Innovation on 
Product Development 

Table 6 reveals that the t-
value for H5 is 3.850, which means it 
is greater than 1.65. Meanwhile, the 
p-value is 0.000, which indicates that 
it is less than 0.10. These data 
indicate that hypothesis H5 is 
accepted, in which product innovation 
has a significant effect on product 
development. 

Product innovation is the 
organizational framework for 
introducing product enhancements 
(Rainey, 2009). It encompasses the 
conception, design, development, 
validation, and marketing of new 
products. Thus, product innovation 
includes new product development. 
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And vice versa. Product innovation is 
part of product development because 
innovation is closely related to 
applying new ideas to the product, 
which is the same as developing new 
products. 

6. Mediation Effect of Product 
Innovation on The Relationship 
Between Knowledge Creation 
and Product Development 

Table 6 shows that the t-
value and p-value for H6 are 1.683 
and 0.093. This shows that H5 is 
accepted because the t-value is > 
1.65 and p-value < 0.10. These 
results mean that knowledge creation 
has a significant effect on product 
development through product 
innovation mediation. In other words, 
knowledge creation has an indirect 
effect on product development. 

7. Mediation Effect of Product 
Innovation on The Relationship 
Between Knowledge Sharing and 
Product Development 

From the results obtained, it 
is known that the t-value and p-value 
for H7 are 2.334 and 0.020. Based on 
these results, It signifies that H7 is 
accepted and demonstrates that 
knowledge sharing has a significant 
effect on product development via 
product innovation mediation. 

The findings of Hypotheses 1 
and 2 indicate that knowledge 
creation and knowledge sharing have 
no direct impact on product 
development. Meanwhile, the results 
of H6 and H7 show that the 
relationship between knowledge 
creation and product development, as 
well as the relationship between 
knowledge sharing and product 
development, are mediated by 
product innovation. The results of H1 
and H2 demonstrate that the two 
independent variables have no direct 
effect on product development, which 

may be due to the presence of a 
mediator in the relationship. And this 
is shown by the results of H6 and H7 
which show that product innovation is 
a mediator between knowledge 
creation and knowledge sharing with 
product development. 

In developing a product, food 
and beverage R&D will add or 
substitute ingredients or processes to 
the product. The replacement or 
addition of materials or processes is 
aimed at improving product quality, 
making processes more efficient, or 
developing product variants. 
Generally, this is done in the 
development of existing products. 

Meanwhile, R&D is also 
developing completely new products. 
This product development usually 
combines market trends and the 
latest technology, resulting in 
products that have never been on the 
market before. Both of these product 
developments, apply the concept of 
innovation in practice. Thus, product 
development is closely related to 
product innovation. In other words, 
you can't develop a product without 
innovation in it. 

The knowledge obtained by 
R&D from the results of knowledge 
creation and knowledge sharing, if 
applied to product development, 
which means implementing new ideas 
or processes in it, means doing 
product innovation. Therefore, 
product innovation becomes a 
mediator between knowledge 
creation and knowledge sharing with 
product development.  

Product innovation is crucial 
in product development. By 
innovating in product development, 
the product has added value that 
competitors do not have. By doing 
product development, R&D is 
simultaneously innovating. In other 
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words, an R&D cannot develop a 
product without implementing 
innovation in it. 

 
CONCLUSION 

Based on research problem, objective, 
and data processing that has been done by 
distributing online questionnaires, obtained 
50 respondents from R&D executives of food 
and beverage companies in Jakarta. From the 
data obtained, it is then processed using 
SMART-PLS. Validity test, reliability test, 
descriptive test, and hypothesis test are 
conducted. Hypothesis testing was conducted 
with a significance level of 10%. The 
outcomes of hypothesis testing are : 1) 
knowledge sharing has no significant effect 
on product development, 2) knowledge 
creation has no significant product 
development, 3) knowledge creation has a 
positive effect on product innovation, 4) 
knowledge sharing has a positive effect on 
product innovation, 5) product innovation has 
a positive effect on product development, 6) 
knowledge creation and product development 
are mediated by product innovation, and 7) 
the relationship between knowledge sharing 
and product development is mediated by 
product innovation  

Based on it, can be concluded that 
knowledge creation and sharing have no 
direct influence on product development. 
Knowledge creation and knowledge sharing 
affect product development, mediated by 
product innovation. In this study, the scope 
of research, independent variables, and 
indicators used are limited. In further 
research, researchers can expand the 
research area, so that the data obtained are 
more varied and the results obtained can 
describe the situation in a wider scope. Also, 
the researcher can add research variables 
and their indicators. 
 
 
REFERENCES 
 
Achjari, D. (2004). Partial Least Squares: 

Another Method of Structural Equation 

Modeling Analysis. Jurnal Ekonomi Dan 
Bisnis Indonesia, 19(3), 238–248. 
Google Scholar 

 
Acosta-Prado, J. C., López-Montoya, O. H., 

Sanchís-Pedregosa, C., & Vázquez-
Martínez, U. J. (2020). Sustainable 
Orientation of Management Capability 
and Innovative Performance: The 
Mediating Effect of Knowledge 
Management. Sustainability, 12(4), 
1366.https://doi.org/10.3390/su120413
66 Google Scholar 

 
Bandinelli, R., D’avolio, E., Rossi, M., Terzi, 

S., & Rinaldi, R. (2014). Assessing the 
role of knowledge management in the 
new product development process: an 
empirical study. IFIP International 
Conference on Product Lifecycle 
Management, 397–406. Google Scholar 

 
Cheng, T., & Nasurdin, A. (2010a). 

Knowledge Management Effectiveness 
and Technological Innovation: An 
Empirical Study in the Malaysian 
Manufacturing Industry. Journal of 
Mobile Technologies, Knolwedge & 
Society, 1–13.  

 
Cheng, T., & Nasurdin, A. (2010b). 

Knowledge Management Effectiveness 
and Technological Innovation: An 
Empirical Study in the Malaysian 
Manufacturing Industry. Journal of 
Mobile Technologies, Knolwedge & 
Society, 2010, 1–13. 
https://doi.org/10.5171/2010.428053  

 
Daschievici, L., & Ghelase, D. (2014). 

Knowledge management in the 
competitive control of food 
manufacturing. Analele Universităţii" 
Dunărea de Jos" Din Galaţi. Fascicula 
XIV, Inginerie Mecanică= Annals of 
“Dunarea de Jos “University of Galati. 
Fascicle XIV, Mechanical Engineering, 
21(1), 13–16. Google Scholar 

 
Gao, J., & Bernard, A. (2018). An overview of 

knowledge sharing in new product 
development. International Journal of 
Advanced Manufacturing Technology, 
94(5–8), 1545–1550. 
https://doi.org/10.1007/s00170-017-



International Journal of Social, Service and Research, 2(10), 904-919       919 
 

The Influence of Knowledge Creation and Knowledge Sharing on Product Development with 
Product Innovation Mediation Empirical Study on The R&D Food Industry 

0140-5 Google Scholar 
 
Hidayat, C., Hamali, S., & Faradilah, R. 

(2021). The influence of knowledge 
management toward innovation and its 
impact to food and beverage business 
performance. IOP Conference Series: 
Earth and Environmental Science, 
729(1), 12003. Google Scholar 

 
Ilmayana, R. (2021). Pengembangan produk 

Pangan dan Kaitannya dengan 
Kesehatan. 

 
Indriartiningtias, R., Subagyo, S., & Hartono, 

B. (2017). Knowledge Creation pada 
Industri Kecil dan Menengah: Dalam 
Tinjauan Kajian Pustaka secara 
Sistematis. Jurnal Ilmiah Teknik 
Industri, 16(2), 142–149. Google 
Scholar 

 
Kementerian Perindustrian Republik 

Indonesia. (2021). Pandemi Ubah Pola 
Konsumsi, Industri Makanan Perlu 
Berinovasi. Diambil kembali dari Siaran 
Pers.https://kemenperin.go.id/artikel/22
227/Pandemi-Ubah-Pola-Konsumsi,-
Industri-Makanan-Perlu-Berinovasi 
Google Scholar 

 
Lestari, R. (2021). 2021, Kemenperin Patok 

Pertumbuhan Industri Mamin 5 Persen. 
https://ekonomi.bisnis.com/read/202109
06/257/1438655/2021-kemenperin-
patok-pertumbuhan-industri-mamin-5-
persen Google Scholar 

 
Malhotra, N. K., Nunan, D., & Birks, D. F. 

(2007). an Applied Approach. Google 
Scholar 

 
Park, H. Y., Chang, H., & Park, Y. S. (2015). 

Firm’s knowledge creation structure for 
new product development. Cogent 
Business and Management, 2(1). 
https://doi.org/10.1080/23311975.2015.

1023507 Google Scholar 
 
Poh Kiat Ng, Gerald Guan Gan Goh, & 

Uchenna Cyril Eze. (2011). The role of 
knowledge management in product 
development performance: A review. 
Journal of Knowledge Management 
Practice, 12(1). Google Scholar 

 
Rainey, D. L. (2009). Introduction to product 

innovation and new-product 
development. In Product Innovation. 
https://doi.org/10.1017/cbo9780511541
230.003  

 
Rajapathirana, R. P. J., & Hui, Y. (2018). 

Relationship between innovation 
capability, innovation type, and firm 
performance. Journal of Innovation and 
Knowledge, 3(1), 44–55. 
https://doi.org/10.1016/j.jik.2017.06.00
2 Elsevier 

 
Sulistiyowati, R. (2021). Pengaruh 

Profitabilitas dan Leverage terhadap 
Nilai Perusahaan dengan Tax Avoidance 
sebagai Variabel Intervening. 4, 6. 
Google Scholar 

 
Thamhain, H. J. (2004). Linkages of project 

environment to performance: Lessons 
for team leadership. International 
Journal of Project Management, 22(7), 
533–544. 
https://doi.org/10.1016/j.ijproman.2004
.04.005 Elsevier 

 
Victoria, Babatunde, Priscilla, & Goodluck. 

(2020). Knowledge Management and 
Performance of Organizations: A Case 
Study of Selected Food and Beverage 
Firms. International Journal of 
Economics and Business Administration, 
VIII(Issue 3), 3–18. 
https://doi.org/10.35808/ijeba/482  

 

 
© 2022 by the authors. Submitted for possible open access publication under the 
terms and conditions of the Creative Commons Attribution (CC BY SA) license 
(https://creativecommons.org/licenses/by-sa/4.0/). 

 
 


