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Abstract : The food and beverage industry is a branch of the manufacturing industry that plays a crucial role in 

economic growth in Indonesia. One product that supports the food and beverage industry is instant noodles. 

Instant noodles are ready-to-eat noodles that have been pre-processed by the industry to simplify the preparation 

process and thus shorten the available time. Indomie's top brand index has shown a significant decline over the 

past five years. This research aims to examine the phenomenon of customer loyalty, both in terms of product 

quality, brand image, customer value, and customer satisfaction. In this study, the research design used is a 

causal research design. The analytical tool used is the Structural Equation Model (SEM). The type of research 

used is a conclusive design, namely a type of concluding research that aims to test a particular hypothesis, either 

through in-depth research on a problem (descriptive) or looking for relationships between variables (correlative) 

between independent variables and dependent variables. The results of the study show that product quality and 

customer value have a positive and significant effect on customer satisfaction. Customer value has a significant 

positive effect on customer loyalty, and customer value indirectly has a positive and significant effect on 

customer loyalty through customer satisfaction. Conversely, product quality does not have a significant effect on 

customer loyalty, and brand image does not have a significant effect on customer satisfaction and also customer 

loyalty. Product quality and brand image indirectly does not have a significant effect on customer loyalty 

through customer satisfaction. 
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Introduction 

The issue of customer loyalty remains interesting to explore in more depth its influence on product purchasing 

factors, particularly instant noodles. Customer loyalty is vital for an organization, since it boosts profitability, 

improves sales success, and enables sustainable growth (Bhat and Sharma, 2022). Customer loyalty is vital to a 

brand's long-term competitive edge over rivals and a key target in the marketing sphere (Rastogi, Agarwal, and 

Gopal, 2024). Indomie is a popular instant noodle brand in Indonesia. Despite significant competition with 

similar products, indomie production consistently shows positive growth. The quantity of indomie products has 

increased year after year with a positive trend. This indicates a promising prospect for the instant noodle 

industry in the future. Quality and customer satisfaction are the basis for PT. Indofood Sukses Makmur Jaya's 

planning, as consumer desires and needs must always be considered by producers due to the ever-changing 

nature of consumer needs. 

Through the data displayed in table 1, Indomie has been ranked top for 5 consecutive years, with an 

average annual growth rate of 73.16 percent while Mie Sedap, Sari Mei, and Supermie are respectively 14.9 

percent, 3.44 percent, and 2.88 percent. So Indomie is categorized as the best choice for the community as well 

as the market leader for instant noodles. Factors supporting Indomie's success include Indomie's creativity 

where Indomie always releases types of instant noodles with new flavors and uses product adaptation strategies 

in combining local flavors so that they are increasingly in demand. Indomie also has a low price, so that people 

with low incomes can buy Indomie. In addition, Indomie is very easy to find such as in supermarkets, markets, 

stalls or other shopping places, making it an attractive brand. Indomie's motto "Indomie Seleraku" is also one of 

the things that makes Indomie memorable. 

 

Table 1. Instant Noodle Ranking Based on Top Brand Indeks 

 

Brand Year Annual 

Growth rate 2018 2019 2020 2021 2022 

Indomie 

Mie Sedap 

Sari Mie 

Supermie 

77,8% 

10,2% 

4,4% 

4,1% 

71,7% 

17,6% 

3,3% 

3,7% 

70,5% 

16,0% 

3,8% 

2,3% 

72,9% 

15,2% 

3,1% 

2,7% 

72,9% 

15,5% 

2,6% 

1,6% 

73,16% 

14,9% 

3,44% 

2,88% 

Source : Top Brand Index (2022) 

 

Customer satisfaction and loyalty are key to business success. This can be seen in how consumers return 

to our products and avoid disappointment with their purchases (Brendy, 2020). As a leading brand, indomie 

strives to maintain strong customer satisfaction and loyalty, as strong customer satisfaction and loyalty 

contribute to a business's success. 

One of the fundamental factors a company needs to understand to foster customer satisfaction and loyalty 

is product quality. Therefore, a company must understand consumer desires to create high-quality products that 

meet their expectations (Ernawati, 2019). However, research conducted by (Astri, 2020) yielded conflicting 

results, indicating that product quality does not significantly impact customer satisfaction within a company. 

Another fundamental factor that can influence customer satisfaction and loyalty is brand image. Brand 

image can be defined as a key element influencing the quality of a perceived brand from a consumer 

perspective (Dam and Dam, 2021). Brand image also serves as a means for consumers to evaluate the brand. In 

other words, brand image is a key consideration when making purchasing decisions. Therefore, a strong and 

positive brand image is essential for all brands, including Indomie. A strong brand image can leave a positive 

impression on consumers, leading them to remember the brand. (Kautsar and Mahir, 2023) found that brand 

image significantly influences customer loyalty, but this differs from research conducted by (Astuti and 

Sudarusman, 2021), which stated that brand image does not significantly influence customer loyalty. 

Customer value shows a strong relationship with customer satisfaction and loyalty. This concept describes 

customers' evaluative considerations of the products they consume. Customers desire value when they form 

opinions about how well or poorly a product performs in a usage situation. Iqbal (2022) found in his research 

that customer value has a positive and significant influence on customer satisfaction. (Patma et.al, 2021) 

Customer satisfaction is positively influenced by customer value perceptions. However, in contrast, research 

(Tan Phat Lee et.al, 2025) found that perceived value, while not a direct predictor of customer loyalty, is a 

significant factor. 

Scholars have previously recognized customer value as a critical component and a key determinant of 

consumer loyalty (Petrick, 2004). They emphasized that higher levels of customer engagement increase the 

likelihood of customer value, which in turn drives greater customer loyalty. (Chuah et.al, 2017) suggested that 

customer value is the antecedent of customer satisfaction, while customer loyalty is the result of customer 

satisfaction. However, few studies provide customer value insights in the food industry (Lai, Griffin and Babin, 



190 
 

2009), (Uzir, 2021). This study aims to fill this gap by uncovering the effect of customer value on customer 

loyalty via customer satisfaction. 

 

 

2. Literature Review and Hypothesis Development 

2.1 Expectancy–Value Theory 

According to expectancy–value theory (EVT, ref. Vroom, 1964), motivation to engage in a specific 

behavior is determined by two key components: (i) expectancy, referring to the perceived likelihood that a 

particular action will lead to a desired outcome; and (ii) value, reflecting the importance or desirability of that 

outcome to the individual. In a consumer context, individuals often form expectations about a product, 

including its benefits and the likely consequences of its use. This cognitive evaluation informs their motivation 

to act. As early research suggests, individuals tend to adopt behaviors they believe will yield positive and 

valued outcomes (Tolman, 1932). In addition, EVT posits that an individual’s desire to complete a task is 

influenced by both the expected outcomes and the PV associated with that task (Wigfield and Eccles, 2001). 

The value component (subjective task value) can be divided into attainment value, intrinsic value, utility value, 

and cost  (Eccles at.al, 1983), (Eccles and Wigfield, 2002) . This study adopted  EVT to explain the route effect 

of product quality, brand image and customer value,  on customer loyalty through customer satisfaction. 

 

Hypothesis Development 

 

1. Product Quality 

Quality is paramount for a product (Widia, 2021). Kotler & Keller (2021) define product quality as the 

characteristics of a product or service that support its ability to meet consumer needs. Good product quality will 

make consumers satisfied with their purchase. Eight dimensions of quality have been developed and can be 

used as a framework for strategic planning and analysis, especially for manufactured products (Firmansyah, 

2019). Several dimensions are used to measure product quality. These dimensions are: performance, features, 

reliability, conformance to specifications, durability, serviceability, aesthetics, and perceived quality. 

 

2. Brand Image 

Brand image is a collection of brand associations formed and embedded in the minds of consumers (Hien 

et al., 2020). (Chiffman and Kanuk, 2020) explain brand image as a combination of associations inherent in 

consumers' minds toward a particular brand. (Firmansyah, 2019) adds that brand image reflects consumers' 

views of a brand, which are formed through related information and experiences. Meanwhile, (Kotler & Keller, 

2021) explain that brand image is how consumers view a brand, product, or company, which influences their 

choices. Brand image has the potential to shape consumers' perceptions and attitudes toward a brand as a whole 

(Prasasti et al., 2020) and (Savitri et al., 2022). Brand image can be defined as a key element influencing 

whether a brand is perceived favorably or not from a consumer perspective (Dam and Dam, 2021). Brand 

image is a dynamic force that companies must pay attention to, as it influences how consumers perceive a 

company's brand and how consumers feel about their experience purchasing the product (Romano, 2022). 

(Davidson, 1998) defines brand image as a series of perceptions implanted in the minds of consumers so that 

consumers can believe or trust a product. 

 

3. Customer Value 
According to (Kotler & Keller, 2021), value is the combination of product quality, service, and price for a 

target market. Perceived value, as defined by (Yong-jun et al., 2021), relates to consumers' comprehensive 

evaluation of the utility and worth of a product or service. Perceived value is the difference between the 

evaluation of all benefits and all costs (Kotler & Keller, 2021). This concept is expanded by describing 

perceived customer value as the proportion of total customer value to total customer costs. Previous research 

has shown that perceived value is a consumer's assessment of a product's perceived benefits, both positive and 

negative, with the following indicators: emotional value, social value, performance value, and price/value for 

money (Utomo and Sanaji, 2018). Customer value influences the willingness to pay for innovative food 

products based on perceived value (Perrea, Chrysochou & Krystallis, 2023). Furthermore, premium-priced food 

is acceptable if it is reliable/guaranteed (Bååth, 2022). According to (Sweeney and Geoffrey, 2001), the value 

of each product or service brand is a valuable asset for producers to increase consumer satisfaction and obtain 

greater profits. 

 

4. Customer Satisfaction 

According to Firmansyah (2019), customer satisfaction is the level of consumer satisfaction after 

comparing it to their expectations. A person is more likely to remain a long-term customer if they are satisfied 

with the value offered by a product or service (Genoveva & Samukti, 2020). Customers who are satisfied with a 
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product or service are more likely to return to that company and remain loyal. This is because satisfied 

customers perceive the product or service as valuable and have a good overall experience (Otiso, 2021). The 

primary challenge for marketers is creating value for customers and ensuring customer satisfaction. Therefore, 

identifying factors that contribute to customer satisfaction is a primary focus for restaurant owners and 

managers (Mannan et al., 2019). Indicators of customer satisfaction include: satisfaction with quality, 

satisfaction with price, satisfaction with service, satisfaction after purchase, and satisfaction with ease of service 

(Laurent, 2016). 

 

5. Customer Loyalty 

Customer loyalty is a person's commitment to a particular product or service, demonstrated by repeat 

purchases (Lise & Sitio, 2020). Loyal customers are supported by a specific commitment to a particular product 

or service purchase (Ernest et al., 2021). Customer loyalty is defined as a customer's willingness to use a 

particular product with a relatively repeated attitude (Arif & Syahputri, 2021). Customer loyalty is every 

marketer's dream. Loyal customers can ease marketing tasks through repeat purchases and recommendations to 

those closest to them to recognize and purchase a product, thus increasing sales volume and lowering 

promotional activity costs (Soliha et al., 2021). 

 

The Relationship between Product Quality and Customer Satisfaction 

One of the keys to customer retention is customer satisfaction. Customers will be satisfied if the 

performance of the goods or services they receive meets their expectations (Nuari & Riyanto, 2023). One 

important factor that can generate customer satisfaction is quality (Supertini, 2020). Therefore, a company must 

understand consumer desires so that it can create high-quality products that meet consumer expectations 

(Ernawati, 2019). 

H1: Product quality influences customer satisfaction 

 

The Relationship between Product Quality and Customer Loyalty 

Customer loyalty is a state in which a customer is willing to use a product or service for a long period 

of time and regularly (Tjiptono, 2018). Whether or not demand for a product decreases is related to consumer 

satisfaction, thus creating consumer loyalty (Zahara, 2020). When consumers are satisfied with a product, they 

are more likely to make repeat purchases, which fosters customer loyalty (Thungasal & Siagian, 2019). 

H2: Product quality influences customer loyalty 

 

The Relationship between Brand Image and Customer Satisfaction 

(Mehta and Maham, 2020) stated in their study that brand image significantly influences customer 

loyalty through customer satisfaction. (Cuong & Khoi, 2019) in their research in Vietnam found that brand 

image has a positive relationship with customer satisfaction. (Hallencreutz & Parmler, 2021) explained how 

brand reputation has a beneficial impact on customer satisfaction. (Utama and Nana, 2024) in their study of 

digital banks in Indonesia found that bank image influences customer satisfaction. 

H3: Brand Image influences customer satisfaction 

 

The Relationship Between Brand Image and Customer Loyalty 

Research conducted by (Celik, 2022) found a significant positive direct effect between brand image 

and brand loyalty. These findings support several studies in the current literature, such as those by (Arman & 

Shabbir, 2020), which showed that brand image positively influences brand loyalty. Brand image can help 

increase loyalty by, among other things, creating a positive impression in the minds of consumers and creating 

attractive and distinctive products (Azizan & Yusr, 2019). (Kautsar & Mahir, 2023) found that brand image 

significantly influences customer loyalty. (Cuong & Khoi, 2019) in their research stated that brand image has a 

positive relationship with customer loyalty. 

H4: Brand image influences customer loyalty 

 

The Relationship Between Customer Value and Customer Satisfaction 

Customer satisfaction is positively and significantly influenced by perceived value (Patma et al., 

2021). According to (Kusumawati & Rahayu, 2020), a company's perceived value toward its customers has a 

significant and significant impact on customer satisfaction levels, indicating that a company's value toward its 

customers can have a positive impact. Perceived value is defined as a customer's cognitive response during or 

after a purchase, while satisfaction is defined as an affective response after a purchase (Syah & Olivia, 2022). 

Therefore, perceived value can be considered a determining factor in customer satisfaction (El-Adly & Eid, 

2016). (Erdiansyah and Erna, 2021) state that perceived value has a positive and significant impact on customer 

satisfaction. Research conducted by (Putra & Rahyuda, 2018) found that perceived value has a positive and 

significant impact on customer satisfaction. 



192 
 

H5: Customer value influences customer satisfaction 

 

The Relationship between Customer Value and Customer Loyalty 

(Abadi & Syamsudin, 2020) found that customer value can influence customer loyalty. High value is 

often associated with increased customer satisfaction, which can positively impact loyalty (Ngatno, 2018). 

Loyalty depends not only on a positive transaction experience but also on the emotional aspects and perceived 

value of the customer (Tarigan, Manurung & Marpaung, 2019). With increasing competition, understanding the 

factors influencing loyalty, including how customer value and visitor experience contribute to building strong 

bonds between visitors and facilities (Srisusilawati et al., 2023), is crucial. 

H6: Customer value influences customer loyalty 

 

The Relationship between Customer Satisfaction and Customer Loyalty 

(Cuong & Khoi, 2019) in their research in Vietnam found that customer satisfaction has a beneficial 

impact on customer loyalty. (Anggraini & Budiarti, 2020) stated that customer loyalty will develop when they 

feel satisfied. (Maria, Yundi, and Dio, 2019), (Mehta and Maham, 2020), (Sari and Edi, 2023), and (Ismuroji, 

Endang, and Beby, 2023) stated that customer satisfaction has a positive and significant effect on customer 

loyalty. (Nandya and Dudi, 2021)] stated that customer satisfaction has a positive and significant effect on 

loyalty in a case study of Pixy cosmetic products. 

H7: Customer satisfaction influences customer loyalty 

 

The Mediating Effect of Customer Loyalty 

Corporate image has a significant and positive mediating effect on the relationship between customer 

satisfaction and customer loyalty (Gilang and Khoerunisa, 2023). (Mehta and Maham, 2020) stated in their 

study that brand image significantly influences customer loyalty through customer satisfaction.  A person will 

become a loyal customer when they feel satisfied with the product/service provided and then make repeat 

purchases, thus becoming loyal customers (Daniswara & Rahardjo, 2023). Customer satisfaction is used as a 

mediator between product quality and customer loyalty (Putri & Wiyadi, 2024). High value is often associated 

with increased customer satisfaction, which can have a positive impact on loyalty (Ngatno, 2018). 

H8: Product quality has an indirect effect on customer loyalty through customer satisfaction 

H9: Brand image has an indirect effect on customer loyalty through customer satisfaction 

H10: Customer value has an indirect effect on customer loyalty through customer satisfaction 

 

3. Theoretical Framework  

Based on the theoretical review presented previously, the research framework is proposed as follows: 

 

 
Research Design Method 

The data required for this study include primary and secondary data. The data collection technique used for this 

study was a questionnaire, which is a data collection instrument. Participants and respondents completed 

questions and statements provided by the researcher (Sugiyono, 2014). In this study, the measurement scale 

used was an ordinal scale. An ordinal scale allows for sorting data from the lowest to the highest level or vice 
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versa, with intervals that do not have to be equal. An ordinal measurement scale provides information about the 

relative number of different characteristics possessed by a particular object or individual (Noor, 2011). Each 

variable in this study was measured using a Likert scale. The Likert scale is a method used to measure attitudes, 

opinions, and perceptions of groups of people about social phenomena (Sugiyono, 2014). The determination of 

the number of samples as respondents must be adjusted to the number of question items used in the 

questionnaire, which assumes n x 5 observations (Hair et.al, 2022). In this study, the number of question items 

in the questionnaire is 25, so the number of respondents used is 125 respondents. Research using a survey 

method, with a questionnaire instrument, requires instrument testing, in the form of validity and reliability tests, 

which are useful for determining whether the questionnaires to be used in the study are all valid and reliable 

(Ghozali, 2021). The computer application SmartPLS 3.2.3 for partial least squares structural equation 

modeling is used to analyze the acquired data. The Partial least squares (PLS) is a powerful analysis method 

therefore it is not based on many assumptions, so the data does not have to be multivariate normally distributed 

and the sample does not have to be correct (Ghozali, 2021). 

 

 Results And Discussions 

Students from Universitas Mercu Buana Jakarta are the respondents. A Google form survey was used to create 

the questionnaire to allow respondents to complete it online. The surveys were returned by 125 respondents in 

total. 86 men and 39 women participated in the survey, making up 69% of the respondents who were men and 

31% of the respondents who were women. Age-wise, respondents between the ages of 20 and 25 comprised 90 

people (or 72 percent), respondents between the ages of 25 and 30 comprised 19 people (or 15 percent), 

respondents between the ages of 30 and 35 comprised 12 people (or 10 percent), and respondents over the age 

of 35 comprised 4 people (i.e., 3 percent ). 

 

Statistical Results 

In this study, indicator validity was examined using a loading factor, internal consistency was examined using 

composite reliability, and convergent and discriminant validity was examined using averaged variance extracted 

(AVE) (Hair et al., 2022). Convergent validity was tested for each construct indicator. An indicator is 

considered valid if its value is greater than 0.70, while a loading factor of 0.50 to 0.60 is considered adequate 

(Ghozali, 2021). Based on these criteria, any factor loading below 0.50 will be removed from the model. The 

factor loading value used in this study is >0.50. 

 

Figure 2. Evaluation of Factor Loading Values Before Modification. 

 

 
 

Source: processed by the author (2025) 

 

The results of processing using SmartPLS software can be seen in Figure 2. In Table 2, it can be seen that 

indicators X15 and X27 have loading factor values <0.5 so that these indicators are not appropriate measures 
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for the variables and will be removed. For other indicators that have loading factors ≥ 0.5 have met convergent 

validity so that the conclusion is that the constructs for all variables can be used for hypothesis testing. 

 

Figure 3. Evaluation of Loading Factor Values after modification 

 

 
 

Source: processed by the author (2025) 

 

Based on the data processing results using SmartPLS in Figure 3 above, the loading factor values for 

each indicator meet the requirements, namely ≥ 0.50. This indicates that the indicators in this variable are valid 

and can be used in the model. 

 

Discriminant Validity Test 

 

Table2.Discriminant Validity Test 

 

  X1 X2 X3 Y1 Y2 Decision 

X11 0.910 0.768 0.495 0.548 0.378 Valid 

X12 0.752 0.515 0.460 0.478 0.440 Valid 

X13 0.950 0.755 0.541 0.594 0.420 Valid 

X14 0.905 0.641 0.522 0.557 0.449 Valid 

X16 0.835 0.642 0.521 0.505 0.417 Valid 

X21 0.349 0.569 0.249 0.272 0.212 Valid 

X22 0.708 0.788 0.595 0.523 0.455 Valid 

X23 0.485 0.705 0.297 0.317 0.276 Valid 

X24 0.774 0.793 0.456 0.535 0.304 Valid 

X25 0.650 0.882 0.476 0.397 0.299 Valid 

X26 0.527 0.797 0.409 0.315 0.408 Valid 

X28 0.315 0.604 0.383 0.328 0.372 Valid 

X31 0.615 0.530 0.796 0.495 0.519 Valid 

X32 0.388 0.374 0.768 0.483 0.492 Valid 

X33 0.172 0.274 0.543 0.313 0.349 Valid 

X34 0.464 0.479 0.797 0.534 0.458 Valid 

Y11 0.554 0.501 0.636 0.830 0.524 Valid 

Y12 0.243 0.196 0.272 0.600 0.269 Valid 
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Y13 0.477 0.351 0.460 0.756 0.432 Valid 

Y14 0.448 0.452 0.385 0.712 0.414 Valid 

Y21 0.468 0.385 0.557 0.457 0.842 Valid 

Y22 0.227 0.293 0.254 0.303 0.676 Valid 

Y23 0.400 0.402 0.582 0.564 0.843 Valid 

Source: Results of analysis using SmartPLS 3.2.3 (2025) 

 

Based on the results of the discriminant validity test, as seen in Table 2, all indicators have cross-loading 

values for their constructs that are greater than the cross-loading values for other constructs, thus being declared 

valid. It can be concluded that the constructs of product quality, brand image, customer value, customer 

satisfaction, and customer loyalty have good discriminant validity. 

 

Table 3. Average Variance Extracted (AVE) Test 

 

Research Variable AverageVarianceExtracted(AVE) 

Product quality (X1) 

Brand image (X2) 

Customer value (X3) 

Customer satisfaction (Y1) 

Customer loyalty (Y2) 

0.763 

0.550 

0.538 

0.532 

0.626 

Source: Results of analysis using SmartPLS 3.2.3 (2025) 

 

Based on the test results, the AVE value of product quality (X1) was 0.763, brand image (X2) was 

0.550, customer value (X3) was .538, customer satisfaction (Y1) was 0.532 and customer loyalty were 0.626, 

which means that all constructs have an AVE value > 0.50. This indicates that all constructs have met the 

validity requirements based on Average Variance Extracted (AVE). 

 

Table. 4 CompsositeReliability and Cronbach'sAlpha Test 

 

Variable Composite 

Reliability 

Cronbach'sAlpha Decision 

Product quality (X1) 

Brand image (X2) 

Customer value (X3) 

Customer satisfaction (Y1) 

Customer loyalty (Y2) 

0.941 

0.893 

0.820 

0.818 

0.832 

0.920 

0.860 

0.707 

0.708 

0.712 

Reliabel 

Reliabel 

Reliabel 

Reliabel 

Reliabel 

Source: Results of analysis using SmartPLS 3.2.3 (2025 

 

According to the preceding table, each variable has composite reliability and a Cronbach's Alpha value 

greater than 0.7. These findings conclude that the study model is dependable since it satisfies the composite 

reliability and Cronbach's Alpha values. 

 

Determination Coefficient Test/ R Square (R2)  

The coefficient of determination is used to assess the inner model. The coefficient of determination shows 

how much the model can account for the variation of endogenous latent variables. Changes in the R-Square 

value can determine whether certain exogenous latent factors significantly impact endogenous latent variables. 

R-Square values of 0.75, 0.50, and 0.25 indicate that the model is robust, moderate, and reliable (Ghozali, 

2021). 

 

Table5.UjiKoefisien Determinasi/RSquare(R
2
) 

 

Variable RSquare 

Customer satisfaction (Y1) 

Customer loyalty (Y2) 

0.493 

0.453 

Source: Results of analysis using SmartPLS 3.2.3 (2025) 

 

1. The R Square value of the customer satisfaction variable (Y1) is 0.493. This indicates that 49.3% of the 

customer satisfaction variable (Y1) can be moderately influenced by the product quality (X1), brand 
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image (X2), and customer value (X3), while the remaining 50.7% is influenced by other variables 

outside the study. 

2. The R Square value of the customer loyalty variable (Y2) is 0.453. This indicates that 45.3% of the 

customer loyalty variable (Y2) can be moderately influenced by the product quality (X1), brand image 

(X2), customer value (X3), and customer satisfaction (Y1), while the remaining 44.7% is influenced by 

other variables outside the study. 

 

The Goodness of Fit Index (GoF) test was used to validate the combined performance of the measurement 

model (outer model) and the structural model (inner model). The calculation was performed using the AVE 

values derived from the five research variables (product quality, brand image, customer value, customer 

satisfaction, and customer loyalty) and the R2 values derived from the dependent and mediating variables 

(customer loyalty and customer satisfaction). The GoF category was defined as a small GoF value of 0.1, a 

medium GoF of 0.25, and a large GoF of 0.36 (Ghozali & Latan, 2020). 

 

GoF = √AVE × R2 

GoF = √.6018 × .473 

GoF = √.2847 

GoF = 0.5335 

 

According to the calculations, the GOF Index value of 0.5335, included in the Goodness of Fit, and a large 

GoF value > .36, is deemed important. This demonstrates that the overall model is consistent. 

 

Figure 4.Bootstrapping Value 

 

 
 

Source: processed by the author (2025) 

Table 6.Analysis of  Path Coefficients and Significance Testing 

 

Relationship between 

construct 

Originalsample

(O) 

T Statistics 

(|O/STDEV|) 

P Values Decision 

X1Y1 0.352 2.772 0.006 Supported 

X1 Y2 0.040 0.349 0.727 Not supported 

X2 Y1 0.036 0.310 0.757 Not supported 

X2  Y2 0.054 0.479 0.632 Not supported 

X3  Y1 0.406 4.367 0.000 Supported 

X3  Y2 0.395 4.315 0.000 Supported 
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Y1  Y2 0.278 2.775 0.006 Supported 

Indirect     

X1  Y1  Y2 0.098 1.880 0.061 Not supported 

X2  Y1  Y2 0.010 0.285 .776 Not supported 

X3  Y1  Y2 0.113 2.292 .022 Supported 

Source: Results of analysis using SmartPLS 3.2.3 (2025) 

 

Conclusion 

This study investigates the factors influencing customer satisfaction and customer loyalty in indomie 

product, utilizing Structural Equation Modeling (SEM) for verification. Our research successfully developed a 

model of customer loyalty in the indomie  product, elucidating essential variables for loyalty modeling. There 

were  significant positive relationship exists between product  quality and customer satisfaction, customer value 

and customer satisfaction, customer value and customer loyalty, customer satisfaction and customer loyalty and 

also customer value to customer loyalty through customer satisfaction. This finding supports the Expectancy–

Value Theory, which posits that when customer expectations are met or exceeded, satisfaction  increase 

significantly, leading to enhanced customer loyalty. These results align with previous research, which found 

that quality is a crucial factor in customer satisfaction (Supertini, 2020), research conducted by (Erdiansyah and 

Erna, 2021), which found that perceived value has a positive and significant effect on customer satisfaction, 

research conducted by (Abadi, Nursyamsi, & Syamsudin, 2020) which found that customer value can influence 

customer loyalty and studied by (Sari and Edi, 2023), and (Ismuroji, Endang, and Beby, 2023) which stated that 

customer satisfaction has a positive and significant effect on customer loyalty.  

In contrast, the path coefficient for brand image  on customer satisfaction and brand image on customer 

loyalty  with a high P-value is greater than α = 0.05, indicating a lack of statistical support, as well as customer 

satisfaction as a mediating variable between brand image on customer loyalty high P-value is greater than α = 

0.05. This suggests that brand image are not a primary factor directly and indirectly  influencing customert 

satisfaction and customer loyalty  in indomie  product. This finding is consistent with the results of previous 

studies where research conducted by (Astuti & Sudarusman, 2021), (Ayuningtyas & Rahayu, 2023) and (Ihsan, 

Fadhilah  & Cahya 2023) which stated that brand image has no significant effect on customer loyalty. Customer 

satisfaction is not mediated between micro banking image and customer loyalty (Hayati et al., 2020) 

To improve customer value continuously, the company  should establish effective feedback mechanisms. 

Regular satisfaction surveys can help identify and address issues promptly. Utilizing advanced data analysis 

tools, institutions can monitor customer value in real-time and respond swiftly to deficiencies. This approach 

not only enhances customer satisfaction but also increases customer loyalty. Through these strategies, company 

can better meet customer expectations, ultimately achieving sustainable development in a competitive market. 

However, this study has limitations, including a small sample size and regional constraints. Future research 

could explore cross-regional comparisons and incorporate qualitative interviews for deeper insights, providing 

actionable strategies for industry instant noodles to optimize customer experience and enhance customer 

satisfaction and loyalty. This study primarily focused on product quality, brand image, customer value, and 

customer satisfaction  as predictors of customer loyalty. While these constructs provide a strong foundation for 

understanding loyalty, other factors, such as social influence, customer engagement, and service quality, could 

further enrich the model. Future research should consider incorporating these additional variables to develop a 

more comprehensive framework for predicting customer loyalty in indomie product. 
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