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Abstract 

Indonesia, with its rich cultural heritage and philosophy, has many traditional art patterns and 

techniques on fashion, especially Batik, which UNESCO declared a Masterpiece of the Oral and 

Intangible Heritage of Humanity in 2008. However, global competition is eroding this ancient legacy, 

as modern consumer behavior tends to prefer foreign products. Brand experience has emerged as a 

source of customer satisfaction and loyalty. Hence this valuable experience motivating customers to 

embrace the national heritage as a major part of the country’s identity on a daily basis. The cultural 

heritage of Batik plays a key role in shaping their identity. Despite the growth of stalls and the fading 

country of origin image of Batik, it is crucial to maintain the national heritage product. This study 

aims to analyze the relationship between product authenticity as a country of origin and brand 

experience offerings on customer satisfaction and brand loyalty to sustain the national heritage 

product. The target population consists of customer of Batik, aged at least 17 years old, who have 

purchased at least two pieces in the last six months at a high price point of branding. The research 

methodology involves SEM-PLS with purposive sampling technique. The results of the descriptive 

indicator scores indicate that brand experience influences brand loyalty through visual appearance, 

and customer satisfaction is influenced by proper brand experience that evokes customer’ set. The 

country of origin influences customer satisfaction through brand experience, as Indonesia’s country 

of origin for Batik shapes customer brand associations. Additionally, brand experience influences 

brand loyalty through customer satisfaction via ethnocentric consumer attitude, and the country of 

origin affects brand loyalty through brand experience as a catalyst for brand purchase intention 

leveraging Indonesia’s international heritage reputation as the origin of Batik in global competition.   
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1. Introduction  

In emerging markets, consumers tend to prefer international products over domestic ones (Ma et al., 
2020; Valaei, 2023). This reality highlights the country of origin (COO) as a prominent research area 
in international marketing (Tavoletti et al., 2024). Recently, a plethora of research has been 
conducted on COO effects (Nguyen & Alcantara, 2022), confirming COO as a crucial attribute that 
strongly impacts global consumer’s product decisions (Nguyen & Alcantara, 2022). Numerous COO 
studies have emphasized the effects of COO as a consumer behavioral consequence on consumer 
preferences (Safeer et al., 2020; Safeer et al., 2022). However, most COO studies have been 
conducted in developed countries, with only a few focusing on Asian emerging markets and their 
specific issues (Chen et al., 2021). Furthermore, studies that delve into domestic or local cultural 
differences in COO image on consumer brand evaluation, and the mediating effects which influence 
COO outcomes have not been thoroughly explored (Oduro et al., 2023). Despite the validation of the 
COO effect on cultural influence on consumers (Kim & Yim, 2022), and foreign buying behavior 
(Magnusson et al., 2019), there is still a certain level of ignorance and confusion regarding COO 
effects (Witek-Hajduk & Grudecka, 2023). Despite the presence of various consumer behaviors by 
country, COO remains an essential reference (Ho et al., 2022). In Asia, consumers consider COO as a 
symbol of self-image, esteem and status (Kumar & Paul, 2018). Therefore, COO is considered as a 
reflection of consumer social prestige (Khan et al., 2012). COO allows brands to differentiate their 
pricing at a premium level (Diamantopoulos et al., 2021). However, COO could potentially create a 
national economic issue if the firm’s reputation and country of origin image are associated with 
negative perceptions (Benischke et al., 2023).    

Brand experience has emerged as a crucial marketing strategy in today’s competitive landscape, 
achieved by creating unique, satisfying, and memorable experiences (Amoroso et al., 2021) as 
consumer behavior becomes more experience-oriented (Husain et al., 2022). A brand experience 
serves as a unique identity that distinguishes noticeable distinctiveness from competitors and 
enhances emotional attachment to brands. In a broad spectrum, brand experience should 
encompass various aspects of quality recognition (Pina & Dias, 2021). Therefore, competitive barriers 
can be established by creating brand experience relational bonding, to prevent customer switching 
behavior and protect the brand (Doganer & Erdem Akoglu, 2020). In an Asian context, brand 
experience should be carefully managed as consumers tend to be more emotionally attached (Safeer 
et al., 2020), potentially leading to negative social ‘word of mouth’ interactions (Paramita et al., 
2021) that can harm the brand (Harjadi et al., 2023).  

Customer satisfaction is recognized as the ultimate source of profitability, as a high level of customer 
satisfaction can enhance a firm's reputation, activate brand perceived value, and serve as a valuable 
asset. Exceptional customer satisfaction levels can lead to higher profits in competitive environments 
(Sridhar & Best, 2020). Despite specific dimensions of customer satisfaction remaining unexplored, 
customer satisfaction can significantly influence consumer behavior (Myftaraj & Trebicka, 2023). 
Focusing on customer satisfaction can expand market share, as new and existing customers are 
served by a variety of product choices that meet their expectations(Chakraborty et al., 2023). Wang 
et al. (2023) have found that customer satisfaction faces challenges in marketing strategy, as the 
essential dimensions of satisfaction co-creation remain unclear. Consumer temporal behavior makes 
it difficult to identify the most critical aspects of customer satisfaction. Customer satisfaction is 
achieved by closing the gap between customer expectations and perceived quality from a 
disconfirmation perspective (Chhabria et al., 2023), which can be challenging due to the 
unpredictability and complexity of customer emotional behavior compared to their rational 
considerations.   

Addressing the global presence, brand loyalty becomes the most accentuated paradigm, and is 
strongly emphasized for its relevance among academics and business tiers (Chen et al., 2022; Safeer 
et al., 2022; Zhao et al., 2022). Sustainable customer engagement as a non-perishable brand loyalty 
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building is vital, and becomes a source of competitive advantage (Atulkar, 2020). As competitive 
rivalry intensity matures, marketing strategies become extremely challenging, as keeping customer 
loyalty is more difficult than just attracting new consumers (Yin et al., 2023). An emergence of 
massive performance improvement based on brand loyalty is needed to ensure sustainability 
(Loučanová et al., 2021). Pondering on the significance of brand loyalty, this research definitively 
pinpoints a future discrepancy in consumer brand loyalty, which has become a disputed concept in 
the recent high uncertainty era, especially in Asian countries (Safeer et al., 2023).  

The paradox of heritage consists of structural and perceptual diversity in terms of material and non-
material, starting from static to dynamic individual, social, and cultural landscapes (Wulf, 2025). 
These paradigms state heritage as an inherent cultural value predominant logic and attach the 
urgency of sustainable human development of heritage. Disparate insights of heritage are associated 
with transdisciplinary and interdisciplinary conceptions of research. Nonetheless, the epistemological 
transformation to understand heritage to human behavior is still in its infancy (Wulf, 2025). 
Furthermore, a new series of heritage studies is overdue (Wulf, 2025). This research is conducted to 
fill the consumer behavioral motivation discipline of country of origin consumption with regards to 
national and international immaterial heritage of ethnocentrism apotheosis in the crowd of global 
fashion branding competitiveness. As SDG 9 underlines the importance of national economic growth 
based on internal development of GDP, Batik industrial empowerment can have a significant effect 
on Indonesia’s sustainable growth in the micro and macro fashion industry, which plays a crucial role 
in national competitiveness worldwide if a misleading country of origin strategy occurs. 

 

2. Literature Review and Hypothesis Development 

2.1.   Country of Origin 

Since the country of origin can motivate consumers to reach their satisfaction level, it can be 
highlighted that the triggering process towards their behavior was developed as a stimulant effect. 
The country of origin acts as a stimulant, as it holds important roles in selecting product attributes 
and marketing offerings (Moghaddam et al., 2022).  

Table 1. COO as Stimuli. 

Definitions Authors 

Assist in providing positive and negative clues for consumer product 
knowledge  

Moriuchi & Takahashi 
(2016) 

Perceived amounts of stimuli to simplify the buying process 
procedures    

Petra Zeugner-Roth & 
Bartsch (2019) 

An affecting influence on buying intention or brand evaluation  De Nisco et al. (2020) 
An attribute driver of stereotypical experiences within a country  Motsi & Park (2020) 
A feeling and emotional guidance towards cultural identity and pride Zhang & Laroche (2020) 
A made-in-image attempting to explain brand association with origin Aichner et al. (2021) 
Possesses strong brand knowledge in fewer information buying steps Brand & Baier (2022) 
A contextual mechanism that has universal buyer attractiveness  Halkias et al. (2022) 
An emotional attachment towards ethnic or national pride  Personal RePEc Archive 

et al. (2022) 
A strong cognitive stereotyping of a country, people, and brand cues   Ruiz et al. (2024) 

 

Foreign products or brands of origin have a great influence on a country’s image (Samiee & 
Chabowski, 2021). The brand of origin is considered a representation of COO (Samiee & Chabowski, 
2021). COO encapsulates the consumer product’s perceived quality based on their association with a 
country as the brand of origin (Camacho et al., 2022). The uniqueness of the product category has 
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been identified as a source of COO effects (Aktan & Anjam, 2022). COO plays a crucial role as a 
product quality attribution, which can be observed when there is no willingness to search for  
intrinsic and extrinsic attributes to obtain information processing capability in exerting qualified 
purchase intentions, or whenever consumer impulse buying occurs (Qu et al., 2021; Samiee & 
Chabowski, 2021); Witek-Hajduk & Grudecka, 2023). Oduro et al. (2023) stated that COO is a 
perceived buying attitude manifestation that influences product or brand preferences. Furthermore, 
COO is considered an important factor in understanding consumer brand equity decisions (Janjusevic 
et al., 2022) and supports the national economy (Zhang et al., 2023).  

 

2.2.   Brand Experience 

Continuously, the stimulus affects the internal organism process as emotional arousal, satisfactory 
feelings, and then delivers attitudinal or behavioral responses (Zibarzani et al., 2022). The stimulant 
can attach customers with positive or negative perceived associations towards the brand. Brand 
experiences affect customer perception and stimulate their preferences (Rathore et al., 2024). 
Indeed, a memorable brand experience in the consumer’s mind determines the satisfaction level as 
well. 

Table 2. Brand Experience as Stimuli. 

Definitions Authors 

Brand-related stimuli that arouse behavioral responses     Habibi et al. (2020) 
Brand attraction stimulates the senses, feelings, and engagement Tran & Le (2020) 
The brand’s is an imperative element of behavioral decision-making Yang et al. (2020) 
It has strong influence that leads to satisfaction and loyalty    Hwang et al. (2021) 
It initiates of human sensory responses that stimulate pleasure and 
engagement  

Khan et al. (2021) 

It acts as a stimulant for behavioral attitudes, habits, and emotional 
experiences   

Pina & Dias (2021) 

Global brand authenticity shapes cognitive and customized experience Safeer et al. (2022) 
It provides a dimension of sensory, affective, intellectual, and 
behavioral excitement 

Amer et al. (2023) 

Self-concept (congruity, perception, and awareness) influences of 
buying consideration 

Guo & Hsu (2023) 

Positive and negative cues assist in consumer product knowledge  Park et al. (2023) 

 
For more than a decade, brand experience has developed as a marketing advantage that delivers a 
unique, pleasant, and unforgettable customer activity (Amoroso et al., 2021). As a valuable asset, 
brands need to be supported with experiences to penetrate the market since they become more 
popular compared to those that only sell the brand (Zha et al., 2020). The role of brand experience is 
critical, enabling brands to bind with consumers (Shahid et al., 2023). Brand experience acts as an 
essential consumer orientation on competitiveness, delivering the experience in all phases of the 
buying process, increasing market share and profitability, and initiating repeated usage (Tang & 
Tsang, 2020). Brand experience has core beneficial effects such as premium pricing, thrilling purchase 
and service experiences, business recommendations and revenue (Cong Thao Tien et al., 2023). 
Fundamentally, a brand experience should produce attitudinal and behavioral loyalty, acting as a 
catalyst for consumer self-expression in their first impressions, and repeat intention as post 
behavioral buying (Valenzuela & Álvarez, 2023).  
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2.3.   Customer Satisfaction 

Contrariwise, customer satisfaction is not a mutually independent factor but proceeds through many 
dimensions, such as brand experience. In fact, every customer-perceived touch point resonates with 
their satisfaction as an organism in the SOR framework (Kim et al., 2022).  

Table 3. Customer Satisfaction as an Organized Process. 

Definitions Authors 

As an antecedent of customer behavioral intention  Tran & Le (2020) 
As a customer state of mind through arousal and self-prestige  Yang et al. (2020) 
As a major determinant of customer loyalty Chikazhe et al. (2021) 
A valuable expression of customer lifestyle due to repurchase  Kwon & Boger (2021) 
Influenced by previous experience with the brand or firm as a fulfillment  Nusairat et al. (2021) 
A customer evaluation system that affects their buying decision   Zihayat et al. (2021) 
As a stronger product or service determination, than buying purpose Halimi et al. (2022) 
As a result of customer experience and the gap in expectations Manyanga et al. (2022) 
A concept that stems from consumer attribution and buying behavior    Chhabria et al. (2023) 
As a customer internal and external multifactor via product value 
creation  

Luis González-Mansilla et 
al. (2023) 

 

Customer satisfaction is an expression obtained from surpassing the standard of brand experience, 
the buying process, or even the company’s services (Ali Soomro et al., 2022). Another source of 
satisfaction comes from the difference between customer perceived quality and expectation 
(Mandarić et al., 2023). In the next step of buying decisions, customers will repeat their buying only 
when there is satisfaction in their previous experiences (Chung et al., 2022) and will recommend 
those satisfying experiences to others which can promote the product as well (Seočanac & Čelić, 
2020). Furthermore, customer satisfaction can elevate market share in the midst of intensive rivalry, 
and expand the brand’s repeat buying (Shiwakoti et al., 2018; Hassan & Salem, 2022). Customer 
satisfaction is crucial since consumer attitude and willingness to purchase will increase as the 
satisfaction level escalates (Otto et al., 2020). Empirically, firm performance resulting from customer 
satisfaction increases as their cost structure decreases (Umashankar et al., 2022).   

 

2.4.   Brand Loyalty 

As customer satisfaction progresses, the long-term customer response positioning will accumulate as 
brand loyalty. Brand loyalty is derived as a response that is relevant to customer long-term 
commitment behavior (Hsieh et al., 2023).  

Table 4. Brand Loyalty as a Response. 

Definitions Authors 

A reflection of behavior that demonstrates consumer buying intention  Atulkar (2020) 
A brand aspiration that provides personal emotional and logical 
fulfillment   

Dapena-Baron et al. 
(2020) 

A dispositional guarantee that is leads to repurchase intention Diallo et al. (2021) 
An essential outcome in marketing    Dwivedi et al. (2021) 
A consumer’s brand attitude in response to rebuying behavior  Hwang et al. (2021) 
A strong predictor of customer satisfaction    Jamshidi & Rousta (2021) 
A consumer’s strong attachment behavior following perceived marketing   Kim & Hyun (2021) 
A consumer’s long-term results information and experiential evaluation  Lou & Xie (2021) 
A consumer’s perceived engagement with the brand’s personality Jayasundara et al. (2022) 
A customer’s willingness to reuse the brand and recommend it to others  Chhabria et al. (2023) 
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Brand loyalty is definitely a consumer buying behavior and likelihood evaluation towards brands 
(Safeer et al., 2023). In the long-term portfolio, brand loyalty creates an emotional and arousal 
bonding between consumers and brands (Kim et al., 2021). Unfortunately, loyal customers tend to 
easily switch to rivals due to their price sensitivity (Kumar & Nayak, 2024). However, a unique, 
authentic, and not fake likelihood human personality can easily attract consumers and earn their 
trust, attaching customer bonding emotionally which become a strong antecedent of brand loyalty 
(Babić-Hodović & Arslanagić-Kalajdžić, 2019). Still, business performance is highly dependent on the 
number of loyal customers, which leads to repeat buying, spending money, brand recommendations, 
ensuring business continuity, increasing customer lifetime value, and reducing customer acquisition 
costs (Chhabria et al., 2023).  

 

2.5. Hypotheses  

Experience is a main platform to gain a strong and lasting customer emotional bond, which fosters 
loyalty and future customer repurchase commitment (Mandarić et al., 2023). Brand loyalty is a result 
of continuous purchases that enhance positive experience amplification (Mandarić et al., 2023). 
Managing the uniqueness of brand experience can positively stimulate the product’s perceived value 
and prevent market share loss against rivals (Mnqanqeni & Shava, 2023), create brand equity (Sohaib 
et al., 2023), and establish a relevance between brand experience and brand loyalty (Mandarić et al., 
2023). Brand experience has been proven to have a future-directed impact on consumer loyalty, as 
consumers believe in the brand’s experiential benefits (Tran & Le, 2020). Successful brand experience 
building can increase brand loyalty, as consumers believe they will have a positive experience with 
that brand (Tran & Le, 2020). 

H1: Brand Experience has a significant effect on Brand Loyalty.  

The origin of consumer satisfaction relies on the human capability to memorize the pleasant past 
experiences, leading to positive experiences towards a brand enduring in their decision-making 
process and reflected in their loyalty behavior (Tran & Le, 2020). Valuable brand experiences 
contribute to memorable customer experiences and affect satisfaction, indicating that satisfaction is 
a result of post-purchase experiences (Mandarić et al., 2023). Customer satisfaction is obtained 
through the customer’s previous experiences and their total evaluation of consumption experiences, 
with past experiences contributing significantly to their satisfaction level (Tran & Le, 2020). The more 
original experiences customers have with products, the higher their satisfaction level, as the 
perceived value of the experience increases (Ramos et al., 2023). Customer satisfaction, when 
business-oriented, expands opportunities in product offerings by enhancing customer experience 
(Chakraborty et al., 2022).  

H2: Brand Experience has a significant effect on Customer Satisfaction.  

The strong association of country of origin interprets well-known brand insignia into consumer 
emotional, cognitive, and sensory experiences. These brands are reflected in packaging, ingredients, 
visible identity, and product quality, increasing consumer belief in brand value and benefits. When 
consumers find that a product category meets their perception and expectations, they experience a 
pleasant feeling in their buying behavior as well (Karagiannis et al., 2022). Country of Origin image 
and perceived brand expectation contribute to high satisfaction (Simanjuntak, 2023).  

H3: Country of Origin has a significant effect on Customer Satisfaction mediated by Brand 
Experience.  

The goal of the experience is to provide satisfaction throughout the customer journey, which in turn 
fosters brand loyalty and advocacy (Laming & Mason, 2014). Identifying customer satisfaction 
emerges as a better strategy to meet customer expectations. Marketing mix and promotional mix 
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strategies can enhance customer demand, resulting in memorable customer experiences and 
valuable customer loyalty (Kullolli et al., 2024). 

H4: Brand Experience has a significant effect to Brand Loyalty mediated by Customer Satisfaction.  

Country of Origin effects describe the country-related image on product or brand behavioral 
decisions (Abdelwahab et al., 2020), leading to brand loyalty (Xi & Han, 2023). Preferably, consumers 
rely on their product selection based on their ultimate fulfillment of quality needs (Brand & Baier, 
2022). Consumers often base their product selection on the fulfillment of quality needs, with 
Country of Origin serving as a guide to original brand quality in the consumer's mind. Positive 
attributes of product origin and perceived quality towards foreign brands create a positive brand 
image, enhancing customer perceived product quality and shaping positive product thresholds in 
customer decision-making. These paths in the consumer decision model lead to increased brand 
loyalty (Karagiannis et al., 2022).  

H5: Country of Origin has a significant effect on Brand Loyalty mediated by Brand Experience.  

 

3. Data and Methodology 

The influence of environmental surroundings on human psychological effects was introduced by 
Mehrabian & Russell (1974 in Yin et al., 2024) , which depicts the conceptualization of stimulus (S), 
organism (O), and response (R). Accordingly, the influence of environmental constituents on human 
behavior was psychologically modeled by Guo et al. (2021) as stimulus (S) and response (R). The 
multi-faceted perspective sees the SOR as a holistic part of environmental, behavioral, cognitive, 
educational, and managerial factors, that simultaneously influence consumer behavior (Crolic & 
Janiszewski, 2023), in marketing industries (Nofal et al., 2020; Lin, 2023). As the stimulus depicts the 
consumer’s inner arousal states, the organism portrays the consumer’s perceived perception of the 
fine-point stimulus, while response delineates the consumer’s exertion. The implementation of the 
SOR paradigm as a predictor of consumer branding behavior in the apparel industry is imperative 
(Rathore et al., 2024).  

 

Figure 1. SOR Conceptual Model. 

Brakus et al. (2022) state that the brand experience (BE) indication include sensory, affective, 
behavioral, and intellectual experiences. Maharani & Marsasi (2024) confirm the measurement of 
customer satisfaction (CS) through the confirmation of expectations, overall satisfaction, and 
comparison to the ideal. Cowan & Guzman (2020) highlights the country of origin (COO) indicator as 
trust in the country, internal individual trust, and desires. Pandiangan et al. (2021) indicates brand 
loyalty (BL) through customer word of mouth, rejection of other brands, and repurchase.    
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The target population for this study is customers of Batik. Individuals aged at least 17 years old who 
have purchased at least two pieces in the last six months are considered eligible for inclusion in the 
sample, especially during high-priced branding. 

 

4. Results and Discussion  

4.1.   Outer Model 

The outer model analysis is necessary to observe and analyze validity tests and reliability tests. The 
validity test includes convergent validity and discriminant validity (Hair & Alamer, 2022). The results 
of the outer model analysis can be illustrated as follows: 

Figure 2. Outer Model. 

4.2.   Convergent Validity Test  

Convergent validity testing can be measured by looking at the outer loadings of each construct 
indicator. Convergent validity is accepted if the outer loadings value is ≥ 0.6 and categorized as valid. 

Table 5. Convergent Validity Test. 

 BE BL  COO  CS  

BE1 0.817    
BE2 0.827    
BE3 0.864    
BE4 0.803    
BE5 0.769    
BE6 0.847    
BL1  0.647   
BL2  0.841   
BL3  0.767   
BL4  0.761   
BL5  0.833   
COO1   0.775  
COO2   0.774  
COO3   0.790  
COO4   0.884  
CS1    0.893 
CS2    0.851 
CS3    0.793 

                                          Source: PLS Data Proceed. 
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Based on this table, it is evident that all outer loading indicator values are above 0.6, indicating that 
they are valid and accurate. Another method to test convergent validity is by using Average Variance 
Extracted (AVE), where the value should be ≥ 0.5. 
 

Table 6. Average Variance Extracted (AVE). 

        Variable AVE Cut-off Criteria 

Brand Experience 0.675 0.5 Valid 
Brand Loyalty 0.597 0.5 Valid 
Country of Origin 0.651 0.5 Valid 
Customer Satisfaction 0.717 0.5 Valid 

                                                 Source: PLS Data Proceed. 

Based on Table 6, these four variables can be considered valid and meet the requirements, because 
the Average Variance Extracted (AVE) value is above 0.5. 

 

4.3.   Discriminant Validity Test 

Discriminant validity is related to the principle that measures (manifest variables) of different 
constructs are not correlated with each other. The way to test discriminant validity is by cross-loading 
measurements, comparing the correlation of indicators with their constructs and constructs from 
other blocks. If the correlation between an indicator and its construct is higher than the correlation 
with constructs from other block, then that construct predicts the size of the block better than 
others. 
 

Table 7. Discriminant Validity. 

 Brand 
Experience 

Brand 
Loyalty 

Country of 
Origin 

Customer 
Satisfaction 

BE1 0.817 0.765 0.717 0.763 
BE2 0.827 0.724 0.781 0.755 
BE3 0.864 0.746 0.736 0.737 
BE4 0.803 0.688 0.696 0.663 
BE5 0.769 0.727 0.681 0.707 
BE6 0.847 0.798 0.756 0.754 
BL1 0.546 0.647 0.515 0.564 
BL2 0.767 0.841 0.725 0.721 
BL3 0.760 0.767 0.729 0.765 
BL4 0642 0.761 0.550 0.635 
BL5 0.743 0.833 0.702 0.729 
COO1 0.620 0.550 0.775 0.562 
COO2 0.670 0.650 0.774 0.681 
COO3 0.759 0.731 0.790 0.768 
COO4 0.793 0.762 0.884 0755 
CS1 0.832 0.812 0.780 0.893 
CS2 0.761 0.754 0.757 0.851 
CS3 0.655 0.687 0.653 0.793 

                                         Source: PLS Data Proceed. 

 
Based on the table above, it is evident that each indicator for the variable itself is greater than the 
indicators for other variables. This indicates that all indicators have met the requirements of the 
discriminant validity test because they are composed of appropriate indicators for all variables. 
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4.4.   Reliability Test 

In reliability testing, accuracy and reliability can be considered in two ways: Cronbach’s Alpha value, 
which should be ≥ 0.7, and composite reliability value, which should be ≥ 0.7. The table below 
presents the results of the Cronbach’s Alpha calculation and composite reliability as follows: 

 
Table 8. Reliability Test. 

 
Variable 

Cronbach's 
Alpha 

Composite 
reliability 
(rho_a) 

Composite reliability 
(rho_c) 

Brand Experience 0.903 0.905 0.926 
Brand Loyalty 0.829 0.840 0.880 
Country of Origin 0.821 0.831 0.882 
Customer Satisfaction 0.802 0.812 0.883 

               Source: PLS Data Proceed. 

From the results of this table, it can be concluded that all variables have Cronbach's Alpha and 
Composite Reliability values > 0.7. Therefore, it can be inferred that all research variables are 
considered reliable and meet the requirements. 

 

4.5.   Structural Model Analysis (Inner Model) 

Structural model analysis or inner model is used to describe the relationship between latent 
variables based on substantive theory (Hair et al., 2024). The inner model is measured by calculating 
the R-Square (r2), f-Square (f2), and Q-Square (q2) values which are described in Table 9 as follows: 

 

4.6.   R-Square Value (R2) 

Each R-Square (R2) result has an interpretation. If the value is 0.25, it has a weak influence. A value of 
0.50 means it has a moderate influence, and if the value is 0.75, it can be interpreted as having a 
strong influence. 

Table 9. Coefficient of Determination (R2) 

Variable R-Square R-square adjusted 

Brand Experience 0.787 0.785 
Brand Loyalty 0.852 0.849 
Customer Satisfaction 0.792 0.790 

                                                      Source: PLS Data Proceed. 

Based on the data in Table 9, it is shown that the brand experience and customer satisfaction 
variables have a strong influence in mediating the country of origin variable with 0.78 and 0.79, 
respectively. Brand loyalty has an r-square value of 0.852, indicating a strong influence from the 
country of origin variable. 

 

4.7.   F-Square Value (f2) 

The F-Square (f2) is used to determine the magnitude of the influence of latent variables in the 
structural model. Each f2 calculation value has its interpretation: a value of 0.02 indicates a small 
influence, 0.15 indicates a medium/moderate influence, and 0.35 indicates a large influence. 
 
 



72 | Southeast Asian Business Review | Volume 3, Issue 1, 2025 | Kristanti & Yoga 

 

Table 10. F-Square (f2) 

 f-Square (f2) 

Brand Experience-Brand Loyalty 0.264 
Brand Experience-Customer Satisfaction 3.798 
Country of Origin-Brand Experience 3.685 
Country of Origin-Brand Loyalty 0.004 
Customer Satisfaction-Brand Loyalty 0.91 

                                                  Source: PLS Data Proceed. 

Based on the results of this table, it shows that brand experience has a moderate influence on brand 
loyalty of 0.264, brand experience has a very large influence of 3.798, then country of origin has a 
large influence on brand experience of 3.685, country of origin has influence on brand loyalty with a 
value of 0.004 and customer satisfaction has a large influence on brand loyalty of 0.91. 

 

4.8.   Q-Square Value (Q2) 

The Q-Square (Q2) value can be used to assess the predictive relevance of exogenous construct 
variables to endogenous construct variables. The Q2 value of 0.02 indicates weak predictive 
relevance, 0.15 indicates moderate predictive relevance, and 0.35 indicates strong predictive 
relevance. 

Table 11. Q-Square (Q2) 

 Q² predict 

Brand Experience 0.781 
Brand Loyalty 0.702 
Customer Satisfaction 0.737 

                                                                                Source: PLS Data Proceed. 

Based on these results, it is evident that the customer satisfaction variable has a Q-square value of 
0.737, indicating a strong relationship with the exogenous variable (country of origin). Similarly, the 
brand experience variable has a Q-square value of 0.781, showing a strong connection to the country 
of origin. The brand loyalty variable also exhibits a Q-square value of 0.702, suggesting a significant 
association with the country of origin. 

 

4.9.   Hypotheses Testing 

This research employs t-statistics and P-values to validate hypotheses. A t-statistic above 1.96 
indicates acceptance of the hypothesis, while a p-value below 0.05 also supports hypothesis 
acceptance. 

Table 12. Hypotheses Test 

 Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation 
(STDEV) 

T statistics 
|O/STDEV| 

P- 
values 

 
Criteria 

BE-BL 0.504 0.499 0.101 5.000 0.000 Supported 
BE-CS 0.890 0.889 0.021 43.108 0.000 Supported 
COO-BE-CS 0.789 0.789 0.031 25.382 0.000 Supported 
BE-CS-BL 0.351 0.348 0.066 5.343 0.000 Supported 
COO-BE-BL 0.447 0.443 0.090 4.938 0.000 Supported 
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Figure 3. PLS Construct Model. 

 

Based on the results of hypothesis testing in Table 12, it can be explained as follows: 

The Influence of Brand Experience on Brand Loyalty 

Based on the t-statistics value which is 5.000 and the P-value of 0.000, it can be concluded that the 
brand experience variable has a positive and significant effect on brand loyalty, because the t-
statistics value is above 1.96 and the P-value is below 0.05, then the first hypothesis is supported. 

The Influence of Brand Experience on Customer Satisfaction 

Based on the hypothesis that the t-statistics value must be above 1.96 and the P-values below 0.05, 
it was found that the t-statistics is 43.108 and the P-value of 0.000, so it can be concluded that the 
brand experience variable has a positive and significant effect on customer satisfaction. Therefore, 
the second hypothesis is supported. 

The influence of Country of Origin on Customer Satisfaction through Brand Experience 

A t-statistics score of 25.382 and P-value of 0.000 are displayed when testing the influence of country 
of origin on customer satisfaction through brand experience with a coefficient value of 0.789. This 
shows that there is an influence of the country of origin variable on the customer satisfaction 
variable through brand image. As a result, the third hypothesis is supported. 

The Influence of Brand Experience on Brand Loyalty through Customer Satisfaction 

A t-statistics score of 5.343 and P-value of 0.000 are displayed when testing the influence of brand 
experience on brand loyalty through customer satisfaction with a coefficient value of 0.351. This 
shows that there is an influence of the brand experience variable on the brand loyalty variable 
through customer satisfaction so the fourth hypothesis is supported. 

The Influence of Country of Origin on Brand Loyalty through Brand Experience 

Based on the t-statistic value of 4.938 and the P-value of 0.000, it can be concluded that the country 
of origin variable has a positive and significant effect on brand loyalty through brand experience, 
because the t-statistic value is above 1.96 and the P-value is below 0.05, then the fifth hypothesis is 
supported. 
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Discussion  

The Influence of Brand Experience on Brand Loyalty 

Brand experience has a positive and significant effect on brand loyalty. This is supported by research 
conducted by Nurjanah et al. (2023) and Gultom & Hasibuan (2021). Gultom & Hasibuan (2021) and 
Mostafa & Kasamani (2021) proves that brand experience influences brand loyalty. Due to business 
competition, it is crucial to create consumer loyalty by instilling a memorable brand and providing 
the most unique experience for customers (Gultom & Hasibuan, 2021). Brand experience is the result 
of unique stimuli that trigger enthusiasm, encouraging customers to repeat the experience over time 
(Ong et al., 2018). The results of the research conducted show that the experience presented by 
Batik Keris is able to influence brand loyalty, especially for customers. Batik Keris is known as a batik 
producer with high quality fabric, and this brand association creates a premium impression for 
customers. Batik Keris emphasizes quality first, so they have been able to survive for the past 90 
years. When customers buy and use Batik Keris, they feel happy with the appearance of batik, and 
proud to wear batik because the color, pattern or motif is unique and wonderful, giving a premium 
impression to the user. The top of mind positioning of Batik Keris is how the brand has been built for 
their customers. The brand experience held and owned by Batik Keris proves their success in building 
loyalty to customers. Customers who have purchased Batik Keris products and experienced the 
quality of Batik Keris will become loyal and repurchase products or crafts of Batik Keris. The 
successful brand experience that Batik Keris has built is able to influence consumer’s decisions in 
purchasing which has a big impact on brand loyalty. These brand experiences drive consumer 
demands towards the brands, stimulate repurchase intentions, and trigger brand purchase 
motivation. The demanding power of brand experience has the ability to provoke customer loyalty 
towards the brand.   

 

The Influence of Brand Experience on Customer Satisfaction 

Brand experience has a positive and significant effect on customer satisfaction. The findings studied 
are supported by previous research of Ekaputri et al. (2016) and (Zulhadji & Astarini, 2023), which 
show that brand experience influences customer satisfaction. Brand experience formed in customers 
guarantees a sense of satisfaction when consuming those brands (Keller, 2014 in Yuliyasti et al., 
2018). The results of this research show that the brand experience provided by the Batik Keris brand 
can increase customer satisfaction. Batik Keris’s unique brand experience emphasizes service and 
product quality, which increases buying interest and pursues a target of customer happiness and 
satisfaction. Other Batik Keris brand experiences, such as premium quality and materials, identical 
and unique to Indonesian culture, and total service provided, strongly influence consumers so that 
when they buy Batik Keris products, they will get satisfactory unique experiences. Once customers 
have a fabulous experience consuming the brand, the gap between their expectation and buying 
reality is closer. Brand experiences are intended to capture the feeling of fulfilled needs and wants 
within the customers evoked set as the source creation of satisfaction.      

 

The Influence of Country of Origin on Customer Satisfaction through Brand Experience 

Country of origin has a positive and significant effect on customer satisfaction through brand 
experience. The country of origin can influence customers in various ways and experiences, 
ultimately affecting customer satisfaction post-purchase (Monica et al., 2019). To achieve brand 
loyalty, a company cannot solely rely on reputation but must also consider their country of origin 
(Irfandani et al., 2021). Research indicates that Batik Keris, offering an ancient Indonesian product of 
batik, creates an impression of Indonesia's country of origin on customers. Batik is strongly 
associated with Indonesian cultures and heritage, as the brand name Batik Keris represents the 
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ancestral Indonesian weapon. Furthermore, the Batik Keris brand evokes a unique impression and 
experience of Indonesia's original brand. The magnitude of the brand experience from Batik Keris 
instills pride in customers, as the brand reflects the symbol of Indonesia's national legacy and 
identity. The country of origin alone may not be sufficient to evoke customer satisfaction unless it is 
reinforced by brand experience attributes. An experiential sensory impact that resonates with 
consumer has a significant influence on purchase decisions. In essence, consumers are unlikely to 
purchase a brand solely based on its country of origin without an exceptional impression upon 
consumption. The consumer decision-making process is driven by enhancing sensory experiences 
through sight, hearing, scent, and touch, leading to satisfaction fulfillment in their purchase 
motivation related to the country of origin. Demanding country of origin brands leads to economic 
development and improves the quality of life for society, allowing the next generation to thrive as 
the aim of SDG 9 is to improve national income. 

 

The Influence of Brand Experience on Brand Loyalty through Customer Satisfaction 

Brand experience has a positive and a significant impact on brand loyalty through customer 
satisfaction. This research supported by previous research conducted by Mandarić et al. (2023) 
studies that have shown how customer satisfaction can mediate the relationship between brand 
experience and brand loyalty. A positive brand experience creates lasting memories for customers, 
influencing their decision to repurchase, recommend the brand to others, and remain loyal without 
seeking alternatives (Cong Thao Tien et al., 2023). The study demonstrates that Batik Keris's brand 
experience fosters loyalty among existing customers and attracts new ones through loyalty programs 
and positive recommendations. Satisfied customers are key drivers of repeat purchases at Batik Keris 
indicating a strong emotional connection and loyalty to the brand. In conclusion, Batik Keris's brand 
experience cultivates customer satisfaction and loyalty, leading to a willingness to engage with the 
brand on a long-term basis. The brand experience provided has led to an improvement in customer 
satisfaction, resulting in increased in brand loyalty and income generation to stand out in the crowd 
of global competitive market.    

 

The influence of Country of Origin on Brand Loyalty through Brand Experience 

Country of origin has a positive and significant effect on brand loyalty through the brand experience 
provided by Batik Keris. The country of origin can influence customer loyalty (Esmaeilpour & 
Abdolvand, 2016) in various ways, and one of them is the unique brand experience that is impresses 
has on its customers. The country of origin image refers to consumer evaluations regarding the 
quality of products made in a particular country, and the characteristics of the people inside (Knight 
& Calantone, 2000 inBerlianto, 2019). The evaluations are carried out by adjusting the characteristics 
of people in the country, and gaining unique experiences from the brand, will increase brand loyalty. 
The research results show that the country of origin presented by Batik Keris by connecting batik as a 
symbol of Indonesia’s cultural and prideful country will increase loyalty towards the brand through 
the original brand experience provided by Batik Keris. Wearing Batik Keris provokes pride and 
ethnocentric loyalty because batik became one of UNESCO Indonesia’s cultural heritage awards, 
which means it is a worldwide reputable batik’s origin. Especially, batik represents Indonesia’s 
cultural values in every occasion on domestic and international events as well. This is one of the most 
loyal behavioral experiences of batik, seemingly Batik Keris provides an experience as bold and 
persistent personality character to wear, which is loved by present and new potential customers. The 
unique brand experiences bring competitiveness in the global landscape to a more advanced level, as 
the intensity of rivalry become more offensive. Only the brand that serves its customer by 
differentiated experience will win the customer loyalty and increase global market share, leaving an 
impression of the country of origin as well.    
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5. Conclusion 

The impetus of cultural creative industries inheritance is to produce, promote, distribute, and 
commercialize products and services as a representation of a country's core values and self-identity 
among nations. Profiting at above-average levels in cultural creative industries has to alleviate the 
acculturation of a national country's values, hence engaging and transforming consumer bonds and 
creating a circular economy loop within the internal and external partisan ecosystem on a daily basis. 
Traditional cultural art products come into existence as valuable cultural disclosures, originating 
experiences for consumers and marketers, exceeding aggregate industries. To a greater extent, the 
national origin will be remembered as a unique experience of every country, inspiring human 
interaction in the interest of knowledge for generation cohorts, principally encompassed by 
Indonesia's well-fortified human respect value system acknowledged worldwide. The fundamental 
economic development generated by cultural heritage creativities contributes a new lease of life, as 
a prospectus input along the productivity of work opportunities, processes, and Asian output chains. 
The invigoration and advancement of tangible and intangible cultural inheritance have evolved as a 
strategic emergence amidst Asian national blueprints. As reported by "The Age of Culture: A Global 
Overview of Cultural and Creative Industries. The Asia-Pacific countries are declared as the most 
flourishing region worldwide, reaching total revenue of US$743 billion in the cultural and creative 
industries sector. UNESCO has established cultural art inheritance as sustainable global initiatives, 
aligning with good governance best practices as an Asian emergence future agenda. The preservation 
and perpetuation of cultural inheritance are proposed to solicit the sustainable management of 
cultural heritage (Dameri et al., 2019).  

Indonesia's origin of inheritance in cultural art creativity has the power to attract customer 
satisfaction by orchestrating the distinctiveness of the brand experience. For example, Batik is the 
symbolic pride of Indonesia. Hence, the unique experience of wearing the nation's heritage on the 
customer's body will evoke feelings of pride and satisfaction, as they become an integrated part of 
the national valuable identity. The scarcity of Indonesia's customer brand experiences in total 
customer touch points assures customers of loyalty, as Batik provokes high-quality products and 
customer service provided. The country of origin can increase brand loyalty by managing 
idiosyncratic brand experiences. The total brand experience represents the country's allegiance as a 
great nation, with the continuous promotion of symbols as heroic stigma fostering loyalty among 
users. Asian business managers must advance the cultural art inheritance creative service ecosystem 
even further towards global customer interests by introducing and reminding the original cultural art 
heritage as a symbol of national identity and worldwide importance. Cultural inheritance must 
provide imperative innovation to create new potential products that distinguish global segments 
more, as Indonesia's Batik earned the UNESCO national product heritage as Intangible Cultural 
Heritage of Humanity award, exemplifying the human value of invention. UNESCO's annual award list 
of Indonesia's Intangible Cultural Heritage creates a stimulus for foreigners to visit, triggering fast 
responses and expeditious actions, as long as the country of origin can guarantee a spectacular 
experience towards brands and assure distinguished satisfaction. The SOR paradigm in the country of 
origin context guides the behavioral economics approach for sustaining the national heritage as a 
valuable asset related to cultural and humanity magnum opus. 
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