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Abstract 

This research aims to determine the effect of brand characteristic variables, including brand reputation, brand predictability, and brand 

competence, on brand loyalty among MSME consumers of the Kak Fiet brand. The research sample was drawn using a non-probability 

sampling method called purposive sampling. One hundred twenty-seven respondents participated in this research. The data used in this research 

were primary data collected through questionnaires. Data analysis included validity and reliability tests, classical assumption tests, path 

coefficient tests, the goodness of fit tests, and hypothesis testing using the SmartPLS program. The results show that 1) brand reputation has a 

significant effect on brand loyalty; 2) brand predictability has no significant effect on brand loyalty; and 3) brand competence has a significant 

effect on brand loyalty. It demonstrates that the hypotheses that brand reputation has a significant effect on brand loyalty and that brand 

competence has a significant effect on brand loyalty are confirmed. In contrast, the hypothesis that brand predictability has a significant effect 

on brand loyalty is not proven. This means that not all brand characteristic elements have a significant effect on brand loyalty on Kak Fiet 

MSME products. 
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1. Introduction  

Culinary products from the Middle East and South Asia were 

historically brought into Indonesia by traders from Yemen, India, 

and Pakistan during the pre-independence period. These dishes 

were initially consumed only by immigrants before spreading to 

the Indonesian population. Today, Indonesians increasingly 

recognize that country's cuisine is in demand, with a growing 

market. In its management, the taste of the cuisine is adjusted to 

the preference of the archipelago. Currently, a number of 

entrepreneurs of Middle Eastern and South Asian descent, 

particularly those in the culinary world, are introducing authentic 

dishes.  

     Micro, Small, and Medium Enterprises (MSMEs) culinary 

products from the Middle East and South Asia are now widely 

distributed in Soloraya, Indonesia. This illustrates that the people 

of Soloraya are very enthusiastic about the culinary offerings, 

which are viewed as an opportunity to enjoy delicious food at 

reasonable prices. In Soloraya, we can find this typical culinary 

business, such as kebuli, biryani, oily rice, Arabic soup porridge, 

Indian martabak, chicken curry, or Indian goat curry, selado, 

sambal, and kopi sendok emas (Monica, 2020). 

     The growth of the Middle Eastern and South Asian culinary 

markets has made this business competition even stronger. This 

condition encourages the owners of this culinary MSME to change 

their behavior pattern when implementing their business to 

immediately give a brand name to the culinary products they offer. 

The “Kak Fiet” brand, founded by a woman of Yemeni and 

Pakistani ancestry, is one of the SMEs that serves this cuisine. This 

MSME was founded in Surakarta in 2014 and has since expanded 

throughout the Soloraya region. This brand specializes in Middle 

Eastern and South Asian cuisine, using authentic family recipes 

passed down from generation to generation and premium quality 

ingredients. Furthermore, the "Kak Fiet" brand manufactures and 

sells frozen foods popular among Indonesians and their 

descendants, including Maryam, Sambosa, Pastel, Croquettes, 

Kebabs, and others. 

     Brand loyalty is formed by how well a company can satisfy its 

customers. If the company is able to meet or even exceed consumer 

expectations, it will have an impact on the level of brand loyalty 

for the company's products. Consumers will become disloyal to the 

brand if it does not provide satisfaction; on the other hand, 

consumers will keep using a brand if they feel satisfied with it 

(Aacker, 1991: 34).  

According to Kotler & Keller (2012: 138), indicators of brand 

loyalty include repeat purchases (loyalty to product purchases), 

retention (resistance to negative influences on the company), and 

referrals (referencing the total existence of the company). One of 

the determinants of consumer decisions to be loyal to a brand is 

that the brand is built based on brand characteristics. These 

elements play an important role in determining whether or not a 

consumer trusts a brand, which positively impacts brand loyalty. 

According to Lau and Lee (1999), business actors must consider 

brand characteristics, which include three elements: brand 

reputation, brand predictability, and brand competence, when 

building brand loyalty. 

     Brand loyalty is defined as a consumer's psychological 

commitment to a brand as well as a form of consumer trust in the 
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brand through the act of repurchasing a brand product. Consumers 

will continue to buy and use these product brands on a regular 

basis, and they will also refuse to use or purchase similar products 

from other brands (Keller, 2013). Brand loyalty is the commitment 

to repurchase a particular brand (Peter and Olson, 2003: 129). 

Brand loyalty also reflects consumers' preference for one brand 

over others in a given product category (Giddens and Nancy, 

2002). 

Brand characteristics contribute to a consumer's decision to trust a 

brand. Just as people judge others before deciding who to befriend, 

consumers judge brands before deciding whether or not to establish 

a relationship with a brand (Lau and Lee, 1999). 

     Brand reputation is something that is dependent on consumers' 

opinions of the brand, which refers to the opinion of others that the 

brand is good and reliable, then consumers may trust the brand and 

be convinced to buy it (Lau and Lee, 2000). Furthermore, a brand 

with a good reputation gives consumers the impression that the 

brand is of high quality; the lower the risk, the lower the cost of 

collecting information before purchasing the products (Erdem et al. 

2002 dan Setyawan et al. 2015). 

     Brand predictability refers to a brand's ability to be anticipated 

by consumers with complete confidence due to consistent product 

quality. It results from repeated interactions in which one party 

makes a promise and keeps it, and others learn more about the 

brand (Lau and Lee, 2000). Brands create predictability by 

promising consumers signals, and producers continue to 

demonstrate brand building (Setyawan et al., 2015). The 

consumer's ability to predict (with reasonable confidence) the 

brand's performance in various usage situations is termed brand 

predictability (Tjiptono, 2014:398) 

     A brand with brand competence is one that can solve consumer 

problems while also meeting their needs. A consumer can learn 

about the competence of a brand through direct use or word-of-

mouth communication. Consumers may be willing to rely on a 

brand once they are convinced that it can solve the problem. In the 

context of brand trust, consumers will develop a sense of trust 

based on the brand's ability to meet their needs (Lau and Lee, 

2000; and Setyawan et al., 2015). 

     Research findings show that when consumers are emotionally 

loyal to a brand, they become attached to the brand and continue to 

build a strong relationship with it. Furthermore, a brand's presence 

in a consumer's collection of choices leads to a strong relationship 

between the customer and the brand (Tsai et al., 2014). As a result, 

research on Middle Eastern and South Asian culinary products on 

branded MSMEs in the Soloraya region based on brand 

characteristics such as brand reputation, brand predictability, and 

brand competence to build brand loyalty is an extremely important 

subject to investigate.  

2. Literature Review  

According to Lau and Lee (2000), brand characteristics are 

important, and its three elements are critical in developing brand 

loyalty. Belief in a brand is a manifestation of an entity (unity) in 

which what is trusted is not only the product but a unified symbol. 

This corresponds to the three entities involved in the brand-

consumer relationship: the brand, the company behind the brand, 

and the consumers who interact with the brand. The study's 

findings indicate that all three elements of brand characteristics, 

namely brand reputation, brand predictability, and brand 

competence, significantly affect brand loyalty. 

     Grabner et al. (2008) elaborate consumers have a wide range of 

associations with brands. One type of association is brand 

influence, which can be defined as a positive or negative consumer 

evaluation of a brand. As a result, consumers are high risk-averse 

to the brand, and the brand will provide them with more pleasure in 

avoiding risk. In general, consumers will feel better when they use 

the brand. According to the study's findings, customer aversion to 

risk is significantly associated with two types of loyalty based on 

the brand characteristic (attitude loyalty and brand loyalty).  

     Phan and Ghantous (2013) pinpoint that services are frequently 

associated with a higher perceived risk than goods that can be 

produced. Perceived risk is typically assessed using two criteria: 

the uncertainty associated with a person's choice and the 

consequences of a bad choice. Brand trust is critical in establishing 

long-term relationships between consumers and the providers of 

goods or services, with perceived risk. Customer perceptions are 

measured using brand characteristics, and the results of the study 

show that personnel-based brand characteristics are the driving 

force behind brand trust and have a direct impact on brand loyalty.  

     According to Rampl and Peter (2014), brand characteristics 

have been shown to explain significant variation in the brand 

attractiveness of a company's products. Despite widespread 

awareness, little is known about the underlying mechanisms of this 

effect. They used product brands that influence consumers and 

brand trust as a tool to explain the attractiveness of the company's 

brand, build on brand characteristics, and contribute to better long-

term brand loyalty. 

     Anik and Putri (2015) outline competition in the 

telecommunications industry is fierce, with each provider striving 

to be the best in the eyes of consumers. Brand trust is an essential 

factor in consumer choice when it comes to selecting a brand. The 

study's findings indicate that brand characteristics have a 

significant effect on brand loyalty. If brand consumers' 

characteristics improve, they will become more loyal to the brand. 

According to the findings of this study, brand characteristics 

influence 55.70 percent of brand loyalty. According to Setyawan et 

al. (2015), brand loyalty is part of relationship marketing, so brand 

loyalty has become an important issue in marketing. Consumer 

trust in brands is a concept that is strongly linked to the 

development of brand characteristics in a company's products.  

a. The effect of brand reputation on brand loyalty. 

Leonardo (2013) argues brand reputation has a 

significant impact on brand loyalty. Furthermore, 

according to Joshua et al. (2020), brand reputation 

positively and significantly affects brand loyalty.  

H1: Brand reputation has a significant and positive effect on 

brand loyalty. 

b. The effect of brand predictability on brand loyalty. Syeda 

et al. (2013) acknowledge brand predictability has a 

positive and significant effect on brand loyalty. Cristiani 

K (2015) also states brand predictability has a significant 

impact on brand loyalty.  

H2: Brand predictability has a significant and positive effect on 

brand loyalty 

c. The effect of Brand Competence on Brand Loyalty. 

According to Ermano (2016), brand competence has a 

significant effect on brand loyalty. It is in line with 

Shankar et al. (2020), who also agreed that brand 

competence has a positive and significant effect on brand 

loyalty.  

H3: Brand competence has a significant and positive effect on 

brand loyalty 

3. Method  
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This is quantitative research. The population consisted of all 

customers of the MSME brand "Kak Fiet" in Solo, Indonesia. The 

sample was selected using non-probability sampling with the 

purposive sampling method. This research included 127 

respondents as samples. The data used in this research were 

primary data collected through questionnaires. The measurement 

scale used was a Likert scale using five intervals (Strongly 

Disagree, Disagree, Neutral, Agree, and Strongly Agree). Data 

tests included validity and reliability tests, multicollinearity 

Classical Assumption tests, and evaluation of inner models using 

the Smart PLS program.  

4. Results 

The age of the respondents was dominated by people in the age 

range 21-30 years, with a total of 52 respondents or 41 %, followed 

by the age of 31-40 years, which had 33.8 %, the age of 41-50 

years, with a percentage of 19.7 %, and the age of 51-60 years, 

which was 5.5%. The majority of respondents (48 respondents or 

37.8 %) were housewives, followed by students (25.2 %), 

entrepreneurs (19.7 %), teachers (5.5 %), civil servants (4%), 

private employees (3.1%), lecturers (2.3%), and midwives, doctors, 

and notaries each at 0.8%. According to the frequency of 

purchases, 75 respondents or 59.1 % made 1-4 times purchases, 

followed by 15.7% who made more than ten times purchases, 

14.2% who made 5-7 times purchases, and 11% who made 8-10 

times purchases. 

A. Validity Test 

1). Convergent Validity 

An indicator is declared to be in a good category if the value of 

outer loading is> 0.7.  

Table1. Outer Loadings 

Variable Indicator Outer Loadings 

Brand Reputation 

(X1) 

BR1 0,769 

BR2 -0,682 

BR3 0,823 

BR4 0,647 

 BR5 0,649 

Brand Predictability 

(X2) 

BP1 0,871 

BP2 0,792 

BP3 0,815 

 BP4 0,781 

 BP5 0,838 

Brand Competence BC1 0,775 

(X3) BC2 0,771 

 BC3 0,855 

 BC4 0,753 

 BC5 0,811 

Brand Loyalty 

(Y) 

BL1 0,619 

BL2 0,795 

BL3 0,813 

BL4 0,841 

 BL5 0,728 

 BL6 0,780 

Source: Primary data, 2021 

The outer loading of each research variable is greater than 0.6. 

Individual reflexive measures are said to be high if they correlate 

with the construct being measured by more than 0.7. According to 

Widiyastuti and Pamudji (2009) and Ghozali (2006), a loading 

factor value of 0.5 to 0.6 is adequate and can be maintained.  

2) Discriminant Validity 

Average Variant Extracted (AVE) is used to determine 

discriminant validity for each indicator that has a criterion of > 0.5 

to be considered valid.  

Table 2 Average Variant Extracted (AVE) 

Construct Reliability 

and Validity 

Average Variance 

extracted (AVE) 

Keterangan 

Brand Reputation  0,527  Valid 

Brand Predictability  0,672  Valid 

Brand Competence  0,630  Valid 

Brand Loyalty  0,588  Valid 

Source: Primary data, 2021 

The AVE value of brand reputation is greater than 0.5 or 0.527, 

while for brand predictability, brand competence, and brand loyalty 

are 0.672, 0.630, and 0588, respectively. This demonstrates that 

each variable has good discriminant validity. 

B. Reliability Test 

1) Composite Reliability. Variables are said to meet composite 

reliability if their Composite Reliability value is greater than 0.7 

(Value > 0.7)  

Table 3 Composite Reliability 

Construct Reliability 

and Validity 

Composite 

Reliability 

Description 

Brand Reputation 0,815 Reliable 

Brand Predictability 0,911 Reliable 

Brand Competence 0,895 Reliable 

Brand Loyalty 0,894 Reliable 

Source: Primary data, 2021 

The brand reputation variable has a Composite Reliability value of 

0.815, the brand predictability variable has a value of 0.911, the 

brand competence variable has a value of 0.895, and the brand 

loyalty variable has a value of 0.894, all of which are greater than 

0.7. The Composite Reliability value for each variable with a 

magnitude greater than 0.7 indicates that the four variables are 

reliable. 

2) Cronbach Alpha. The reliability test with Composite Reliability 

above can be strengthened by using Cronbach's Alpha value. A 

variable can be said to be reliable if it has a Cronbach Alpha value 

> 0.  

Table 4 Cronbach’s Alpha 

Construct Reliability 

and Validity 

Cronbach’s Alpha Description 

Brand Reputation 0,698 Not Reliable 

Brand Predictability 0,878 Reliable 

Brand Competence 0,853 Reliable 

Brand Loyalty 0,859 Reliable 

Source: Primary data, 2021 

Cronbach's Alpha for brand reputation is 0.698, less than 0.7, while 

the values for brand predictability, brand competence, and brand 

loyalty are 0.878, 0.853, and 0.859 respectively, which are all 

greater than 0.7. As a result of these findings, it is possible to 

conclude that almost all variables have a high level of reliability, 

with the exception of the brand reputation variable, which did not 

meet the requirements of Cronbach's Alpha.

 

 

C. Multicollinearity Test 

The results of Collinearity Statistics (VIF) of the brand reputation 

variable on brand loyalty are 3,367. Then the brand predictability 
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variable has a value of 4.762 on brand loyalty. The brand 

competence variable has a value of 5.351 on brand loyalty. From 

these results, the VIF value is < 10. Then the brand reputation, 

brand predictability, and brand competence variables do not fail the 

multicollinearity assumption test. 

 

D. The Results of Path Coefficient Test 

 
Figure 1. Inner weight 

The influence of brand competence on brand loyalty has the 

highest path coefficient of 4.327. The second biggest effect, with a 

value of 3.254, is the influence of brand reputation on brand 

loyalty. The influence of brand predictability on brand loyalty has 

the smallest effect of 0.613. All variables in this model have a 

positive path coefficient. This demonstrates that the stronger the 

influence of the independent variables on the dependent variable, 

the greater the path coefficient value of one independent variable 

on the dependent variable. 

E. The Results of the Goodness of Fit Test 

Table 6 R Square 

R Squares   

 R Squares R Adjusted 

Brand Loyalty  0,708 0,723 

Source: Primary data, 2021 

The influence of brand reputation, brand predictability, and brand 

competence on brand loyalty is 0.708 or 70.8%. As a result of 

these findings, this research model can be declared to have good 

goodness of fit. 

F.The Results of Hypothesis Testing 

Table 7 Inner Weights Values 

Path Coefficients Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

t 

Statistics(Ts) 

P 

Values 

Description 

Brand Reputation  Brand Loyalty 0,292 0,302 0,096 3,048 0,002 Positive-Significant 

Brand Predictability  Brand Loyalty 0,068 0,060 0,117 0,585 0,559 Positive-Not significant 

Brand Competence Brand Loyalty 0,522 0,526 0,122 4,286 0,000 Positive-significant 

Source: Primary data, 2021 

5. Discussion Brand reputation has a positive and significant effect on brand 

loyalty. According to Leonardo (2013) and Joshua et al. (2020) 
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research, brand reputation has a positive and significant influence 

on brand loyalty. Those findings are consistent with the findings of 

the research, which show that brand reputation has a positive and 

significant impact on brand loyalty. Furthermore, the findings of 

Syeda et al. (2013) and Cristiani K (2015), which state that brand 

predictability has a positive and significant effect on brand loyalty, 

differ from the findings of this research, which show that brand 

predictability has a positive and significant effect on brand loyalty. 

Finally, research by Ermano (2016) and Shankar et al. (2020), 

which state that brand competence has a positive and significant 

influence on brand loyalty, support this research, namely that brand 

competence has a positive and significant influence on brand 

loyalty.  

6. Conclusion  

The findings of this research reveal that brand reputation and brand 

competence have a positive and significant effect on brand loyalty, 

whereas brand predictability has a positive but not significant 

effect on brand loyalty. As a result, MSME business managers' 

marketing strategy is to strengthen the brand's reputation through 

quality improvement based on consumer expectations, increase 

product competence through increasing the reliability of product 

taste, service improvement, and product availability, and expand its 

business through increasing the variety of products offered.  
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