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ABSTRACT 

This study examines the influence of brand warmth and brand 

competence on the dimensions of brand authenticity, including 

continuity, credibility, integrity, and symbolism among 

consumers of ATLAS Sarongs in Tasikmalaya City. The study 

employed statistical methods, utilizing a seven-point Likert 

scale as the data collection tool. Purposive sampling was used 

as the sampling method, and the data were analyzed using 

Structural Equation Modeling (SEM) with SmartPLS 4. The 

results indicate that brand warmth and brand competence 

have a positive influence on continuity, credibility, integrity, and 

symbolism. Brand warmth was found to have the greatest 

influence on credibility, while brand competence was found to 

have the greatest influence on continuity. 
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INTRODUCTION 

Indonesia’s traditional textile and apparel industry is currently facing increasingly complex 

competitive dynamics driven by globalization, shifting consumer preferences, and the influx of 

substitute products from both domestic and international markets. These conditions are 

prompting companies to compete not only on product quality and price but also through brand 

strength capable of fostering positive perceptions. In this context, a brand no longer functions 

merely as a product identifier but also serves as a representation of the values, trust, and 

identity perceived by consumers (Mihalcea & Catoiu, 2026).   

Salrong, locallly known als salrung, is considelreld al tralditionall galrmelnt thalt plalys al significalnt 

rolel in thel livels of Indonelsialns. In alddition to selrving als al balsic nelcelssity, thel salrong allso holds 

symbolic valluel rellalteld to culturall idelntity, relligious valluels, alnd thel community’s lifelstylel (Falrid elt 
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all., 2025). Husnal (2019) notels thalt thel usel of salrongs is still widelly obselrveld in valrious alctivitiels, 

such als relligious worship, sociall alnd relligious galthelrings, alnd dalily routinels within thel 

community. This indicaltels thalt thel salrong posselssels not only functionall valluel but allso strong 

sociall alnd culturall significalncel, malking it elsselntiall for salrong bralnds to elstalblish al strong selnsel 

of melalning almong consumelrs. 

 

Figure 1. Brand Index Comparison for the Sarong Product Category 

 
Onel of thel salrong bralnds thalt hals long beleln falmilialr to thel Indonelsialn public is ALTLALS. In 

2025, daltal from thel Top Bralnd ALwalrd showeld thalt ALTLALS leld thel palck with al Top Bralnd Indelx 

(TBI) scorel of 32%, whilel malintalining its position almid fielrcel compeltition in thel salrong industry. 

This alchielvelmelnt signifiels thalt ALTLALS elnjoys al high lelvell of populalrity alnd alccelptalncel almong 

consumelrs. Howelvelr, in al highly compeltitivel malrkelt, al bralnd’s succelss is deltelrmineld not only by 

populalrity but allso by its albility to build al pelrcelption of aluthelnticity. Thelrelforel, it is importalnt to 

undelrstalnd how consumelrs pelrcelivel thel aluthelnticity of thel ALTLALS salrong bralnd, allong with thel 

falctors thalt influelncel it. 

In this study, bralnd aluthelnticity is undelrstood through selvelrall kely dimelnsions: continuity, 

creldibility, intelgrity, alnd symbolism. Continuity indicaltels al bralnd’s consistelncy in malintalining its 

valluels alnd chalralctelr ovelr timel; creldibility rellaltels to thel lelvell of consumelr trust in thel clalims alnd 

quallity offelreld by thel bralnd; intelgrity relflelcts thel bralnd’s commitmelnt alnd honelsty in upholding 

its valluels; whilel symbolism delscribels thel bralnd’s albility to relprelselnt spelcific melalnings or 

idelntitiels for its consumelrs (Morhalrt elt all., 2015). 

Thel study conducteld by Palpaldopoulou elt all. (2023) focusels primalrily on thel conselquelncels 

of bralnd aluthelnticity, whilel relselalrch on thel falctors shalping such pelrcelptions relmalins limiteld. In 

othelr studiels, consumelr pelrcelptions of al bralnd alrel ofteln elxplalineld through thel two malin 

dimelnsions of thel Stelrelotyping Contelnt Modell (SCM): bralnd walrmth alnd bralnd compeltelncel. 

Bralnd walrmth rellaltels to how consumelrs pelrcelivel al bralnd’s goodwill, calrel, alnd elmotionall 

closelnelss, whilel bralnd compeltelncel delscribels al bralnd’s albility to dellivelr product quallity, 

rellialbility, alnd good pelrformalncel to consumelrs (Kolbl elt all., 2020). Thelrelforel, bralnd walrmth alnd 

bralnd compeltelncel alrel bellielveld to plaly al significalnt rolel in shalping pelrcelptions of bralnd 

aluthelnticity. 

In thel Indonelsialn salrong malrkelt, ALTLALS is onel of thel bralnds with al falirly elxtelnsivel 

distribution neltwork alcross valrious relgions, including Talsikmallalyal. Talsikmallalyal City wals choseln 

als thel relselalrch localtion belcalusel its relsidelnts alrel known for thelir strong relligious lifel, supporteld 

by numelrous Islalmic elducaltionall institutions, such als pelsalntreln alnd maldralsalhs, lelalding it to be l 

frelquelntly relfelrreld to kotal salntri. Thelsel conditions highlight Talsikmallalyal als al rellelvalnt localtion 

for elxalmining consumelr pelrcelptions of salrong bralnds, palrticulalrly relgalrding how consumelrs 

intelrprelt salrong products not only from al functionall pelrspelctivel but allso in telrms of thel 

symbolic valluel inhelrelnt in thel products. 

Balseld on thel relselalrch galp outlineld albovel, this study elxalminels thel alntelceldelnts of bralnd 

aluthelnticity, spelcificallly its dimelnsions, such als continuity, creldibility, intelgrity, alnd symbolism, 
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which still relquirel elmpiricall vallidaltion through al qualntitaltivel alpproalch. Thel study alims to 

invelstigaltel thel influelncel of bralnd walrmth alnd bralnd compeltelncel on bralnd aluthelnticity almong 

ALTLALS Salrong consumelrs in Talsikmallalyal City through dimelnsionall alnallysis. 

 

LITERATURE REVIEW 

Brand Warmth 

Bralnds thalt projelct walrmth telnd to bel belttelr alblel to build delelpelr elmotionall connelctions 

with consumelrs alnd alrel morel elalsily pelrceliveld als aluthelntic belcalusel thely alrel seleln als non-

elxploitaltivel (Kirkby elt all., 2023; Rodriguels elt all., 2024). ALccording to Kolbl elt all. (2020), bralnd 

walrmth delscribels consumelrs’ pelrcelptions of al bralnd’s sincelrity, frielndlinelss, alnd concelrn for its 

customelrs’ welll-beling.  

Figure 2. The Human Brand Model (Portal et al., 2018a) 

 

Portall elt all. (2018al) proposel al gralphicall relprelselntaltion for building al bralnd pelrceliveld als 

humaln through al four-stalgel procelss, in which thel first threlel stalgels relprelselnt bralnd inputs, 

whilel thel fourth stalgel relprelselnts bralnd belnelfits or thel conselquelncels of thosel alctions. Balseld on 

Figurel 2, it is elvidelnt thalt bralnd walrmth (thel selcond stalgel) caln lelald to pelrcelptions of bralnd 

aluthelnticity (thel third stalgel). In alnothelr study, ELigelnralalm elt all. (2021) delmonstralteld thalt bralnd 

walrmth significalntly influelncels consumelrs’ pelrcelptions of aluthelnticity, als alsselsseld by thel 

elngalgelmelnt initialtivels al bralnd lalunchels for its customelrs. ALdditionallly, relselalrch by Giralrdin elt 

all. (2023) staltels thalt pelrcelptions of bralnd aluthelnticity alrel influelnceld by elxistelntiall cuels, which 

alrel elxpelrielncels thalt alllow consumelrs to felell al gelnuinel alnd melalningful connelction with al bralnd. 

In this contelxt, bralnd walrmth caln bel vielweld als al form of elxistelntiall cuel belcalusel it relflelcts thel 

pelrcelption thalt thel bralnd posselssels good intelntions, sincelrity, alnd calrel for its consumelrs. 

Wheln consumelrs vielw al bralnd als frielndly alnd sincelrel, thely telnd to pelrcelivel thel bralnd als morel 

aluthelntic. Furthelrmorel, relselalrch by Malthur & Nalyalk (2025) found thalt rellaltionall 

communicaltion from onlinel reltalilelrs ellicits pelrceliveld walrmth alnd pelrceliveld elffort, thelrelby 

strelngthelning pelrceliveld bralnd aluthelnticity. 

Brand Competence 

Thel study by Kelrvyn elt all. (2022) confirms thalt bralnd walrmth alnd bralnd compeltelncel alre l 

preldictors of spelcific felellings towalrd al bralnd. ALccording to Walng & Liu (2020), bralnd 

compeltelncel relfelrs to pelrcelptions of al bralnd’s telchnicall albility, elfficalcy, alnd intellligelncel in 
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producing high-quallity products. Balseld on Figurel 2, it is elvidelnt thalt bralnd compeltelncel caln allso 

gelnelraltel pelrcelptions of bralnd aluthelnticity. ELigelnralalm elt all. (2021) found thalt bralnd 

compeltelncel plalys al cruciall rolel in shalping consumelrs’ pelrcelptions of aluthelnticity, which caln bel 

obselrveld through valrious elngalgelmelnt initialtivels undelrtalkeln by thel bralnd towalrd its customelrs. 

Prelvious relselalrch indicaltels thalt pelrcelptions of bralnd aluthelnticity alrel formeld wheln consumelrs 

alsselss thel allignmelnt beltweleln al bralnd’s clalims alnd thel relallity thely elxpelrielncel. Giralrdin elt all. 

(2023) delmonstraltel thalt indelxicall cuels alrel vielweld als onel of thel alntelceldelnts influelncing thelsel 

pelrcelptions belcalusel thely selrvel als talngiblel elvidelncel thalt al bralnd is gelnuinelly calpalblel of 

fulfilling thel promisels it malkels to consumelrs. In this contelxt, bralnd compeltelncel caln bel vielweld 

als al form of indelxicall cuels belcalusel it relflelcts al bralnd’s albility, rellialbility, alnd elfficielncy in 

dellivelring pelrformalncel thalt alligns with consumelr elxpelctaltions. Wheln consumelrs pelrcelivel al 

bralnd als compeltelnt alnd calpalblel of fulfilling its promisels, thely telnd to vielw thalt bralnd als 

aluthelntic. In alddition, al study by Im elt all. (2025) found thalt bralnd compeltelncel alnd bralnd 

walrmth alrel positivelly correllalteld with bralnd aluthelnticity. 

Continuity 

ALs onel dimelnsion of pelrceliveld bralnd aluthelnticity, continuity is delfineld als thel pelrcelption 

thalt al bralnd is alblel to consistelntly malintalin its corel valluels, idelntity, alnd chalralctelr ovelr time l 

(Morhalrt elt all., 2015). Consumelrs, palrticulalrly almong thel youngelr gelnelraltion, prelfelr bralnds 

thalt halvel al “soul” alnd consistelncy ovelr bralnds thalt alppelalr to bel solelly profit-driveln without 

calring albout long-telrm rellaltionships with thelir customelrs (Södelrgreln, 2021). ALccording to 

Helgnelr & Jelvons (2016), bralnds must focus on thel salfelty, consistelncy, alnd continuity of thelir 

products to alchielvel al high lelvell of preldictalbility. Cop & ALstelkin (2022) elxplalin thalt bralnd 

aluthelnticity relflelcts al bralnd’s albility to elndurel ovelr timel alnd through chalnging trelnds. 

Thelrelforel, thel relselalrchelrs proposel thel following hypothelsis. 

H1: Brand warmth positively affects continuity. 

H2: Brand competence positively affects continuity. 

 

Credibility 

ALs onel dimelnsion of pelrceliveld bralnd aluthelnticity, creldibility is delfineld als thel pelrcelption 

thalt al bralnd is honelst, trustworthy, alnd calpalblel of fulfilling thel promisels it malkels to consumelrs 

(Morhalrt elt all., 2015). Creldibility relflelcts consumelrs’ bellielf thalt al bralnd consistelntly melelts thelir 

elxpelctaltions without malnipulaltion (Calmpalgnal elt all., 2022; Portall elt all., 2018b). Cop & ALstelkin 

(2022) elxplalin thalt bralnd aluthelnticity relflelcts al bralnd thalt is opeln alnd honelst. Thelrelforel, thel 

relselalrchelrs proposel thel following hypothelsis. 

H3: Brand warmth positively affects credibility. 

H4: Brand competence positively affects credibility. 

 

Integrity 

ALs onel dimelnsion of pelrceliveld bralnd aluthelnticity, intelgrity is delfineld als thel pelrcelption 

thalt al bralnd posselssels strong morall principlels alnd elthicall valluels, relflelcteld through honelsty 

towalrd consumelrs, loyallty to thel bralnd’s intelrnall valluels, alnd al commitmelnt to calrrying out its 

elstalblisheld mission (Coalry & Oalklely, 2018; Morhalrt elt all., 2015). Intelgrity is elvidelnt wheln al 

bralnd delmonstraltels al delelp commitmelnt to thel belst intelrelsts of its customelrs, plalcing customelr 

intelrelsts albovel its own alnd malking thelm thel corel of thel orgalnizaltion (Portall elt all., 2018al). In 

this contelxt, intelgrity is convelyeld through tralnspalrelnt, relsponsiblel, alnd alccountalblel belhalvior. 

Thelrelforel, thel relselalrchelrs proposel thel following hypothelsis. 

H5: Brand warmth positively affects integrity. 

H6: Brand competence positively affects integrity. 

 

 



ISSN: 2338-8412                                                                                  e-ISSN : 2716-4411 

Ekombis Review: Jurnal Ilmiah Ekonomi dan Bisnis,  Vol. 14 No. 4 October 2026 page: 5099 – 5110| 5103  

Symbolism 

ALs onel dimelnsion of pelrceliveld bralnd aluthelnticity, symbolism is delfineld als al bralnd’s 

albility to relprelselnt consumelrs’ sellf-idelntity alnd hellp thelm elxprelss thelir valluels, pelrsonallity, or 

lifelstylel (Morhalrt elt all., 2015). Bralnds pelrceliveld als aluthelntic not only offelr functionall quallity but 

allso alllow consumelrs to elxprelss thelir sellf-idelntity morel honelstly. Through thel usel of bralnds 

pelrceliveld als aluthelntic, consumelrs caln delmonstraltel thelir truel sellvels alnd pelrsonall valluels to 

thelir sociall elnvironmelnt with grelaltelr confidelncel (Hallwalni & Chelrry, 2024; Nalpoli elt all., 2014). 

Wu elt all. (2017) found thalt bralnd walrmth alnd bralnd compeltelncel caln elnhalncel bralnd 

alttalchmelnt. Wheln consumelrs delvellop aln elmotionall bond with al bralnd, thely no longelr vielw it 

solelly from al functionall pelrspelctivel but allso als al melalns to elxprelss thelir idelntity, thelrelby 

elndowing thel bralnd with symbolic melalning for thel consumelr. Thelrelforel, thel relselalrchelrs 

proposel thel following hypothelsis. 

H7: Brand warmth positively affects symbolism. 

H8: Brand competence positively affects symbolism. 

 

Figure 3. Conceptual Framework 

 

METHODS 

This study elmployeld al qualntitaltivel melthod, which involvels thel collelction alnd alnallysis of 

numelricall daltal to elxplalin, preldict, alnd control rellelvalnt falctors. AL purposivel salmpling telchniquel 

wals sellelcteld to elnsurel thalt relspondelnts melt spelcific critelrial, which welrel halving purchalseld aln 

ALTLALS salrong alnd relsiding in Talsikmallalyal City. AL quelstionnalirel with al selveln-point Likelrt scalle l 

wals useld als thel daltal collelction tool belcalusel it wals delelmeld most suitalblel for subjelctivel 

alsselssmelnt alnd elalsy to usel (Talhelrdoost, 2019; Yusof elt all., 2019), balseld on 23 vallidalteld 

indicaltors from prelvious studiels. Four indicaltors of bralnd walrmth alnd four indicaltors of bralnd 

compeltelncel welrel aldopteld from Fiskel elt all. (2002), whilel four indicaltors of continuity, threlel 

indicaltors of creldibility, four indicaltors of intelgrity, alnd four indicaltors of symbolism welre l 

aldopteld from Morhalrt elt all. (2015). Structurall ELqualtion Modelling (SELM) using SmalrtPLS 4 wals 

elmployeld for daltal alnallysis. Halir elt all. (2019) staltel thalt in Structurall ELqualtion Modelling (SELM), 

thel minimum salmplel sizel must bel alt lelalst fivel timels thel numbelr of indicaltors. Thelrelforel, al totall 

of 130 relspondelnts will constitutel thel salmplel for this study. 
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RESULTS 

Respondent Demographics 

Thel survely, which wals distributeld vial al Googlel Form, yielldeld al substalntiall daltalselt for 

alnallysis. Talblel 1 prelselnts al comprelhelnsivel delmogralphic profilel of thel relspondelnts, including 

thelir gelndelr, algel, alnd elducaltion lelvell. 

 

Table 1. Respondent Demographics 

Characteristics Category Frequency Percentage 

Gelndelr 
Mallel 113 86.9% 

Felmallel 17 13.1% 

ALgel 

18 - 25 32 24.6% 

26 - 35 51 39.2% 

36 - 45 36 27.7% 

> 45 11 8.5% 

Lelvell of ELducaltion 

ELlelmelntalry School 0 0% 

Junior High School 4 3.1% 

Selnior High School 28 21.5% 

Collelgel 98 75.4% 

Sourcel: Daltal Procelsseld, 2026 

Thel maljority of relspondelnts welrel mallel (n=113; 86.9%), algeld 26 – 35 (n=51; 39.2%), alnd 

hald complelteld collelgel als thelir highelst lelvell of formall elducaltion (n=98; 75.4%). 

Evaluation of Measurement Model (Outer Model Test) 

Outelr modell telsts alrel useld to alsselss thel vallidity alnd rellialbility of al relselalrch modell (Halir 

elt all., 2021). Thel relsults of thel melalsurelmelnt modell telsts alrel prelselnteld in Talblel 2.  

 

Table 2. Respondent Demographics 

Latent 

Variable 
Indicators 

Convergent 

Validity 
Internal Consistency Reliability 

  
Outer 

Loadings 
AVE 

Cronbach’s 

Alpha 

Composite 

Reliability 

( A) 

Composite 

Reliability 

( C) 

Bralnd Walrmth 

BW1 0.917 

0.825 0.929 0.930 0.950 
BW2 0.905 

BW3 0.907 

BW4 0.905 

Bralnd 

Compeltelncel 

BC1 0.954 

0.877 0.953 0.953 0.966 
BC2 0.920 

BC3 0.937 

BC4 0.934 

Continuity 

BALCO1 0.906 

0.835 0.934 0.935 0.953 
BALCO2 0.925 

BALCO3 0.910 

BALCO4 0.914 

Creldibility BALCR1 0.876 0.828 0.896 0.897 0.935 
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BALCR2 0.934 

BALCR3 0.919 

Intelgrity 

BALI1 0.878 

0.794 0.914 0.920 0.939 
BALI2 0.888 

BALI3 0.905 

BALI4 0.893 

Symbolism 

BALS1 0.897 

0.796 0,915 0.916 0.940 
BALS2 0.888 

BALS3 0.889 

BALS4 0.894 

  Sourcel: Daltal Procelsseld, 2026 

ALll indicaltors halvel outelr loaldings albovel 0.70, which melelts thel minimum threlshold for 

convelrgelnt vallidity. In alddition, both thel compositel rellialbility alnd Cronbalch’s ALlphal elxceleld 0.70, 

indicalting strong construct rellialbility. Thel ALvelralgel Valrialncel ELxtralcteld (ALVEL) is allso albovel 0.50, 

indicalting thalt morel thaln 50% of thel valrialncel in thel indicaltors caln bel elxplalineld by thel 

construct. 

 Evaluation of Structural Model (Inner Model Test) 

Innelr modell telsts alrel useld to elxalminel thel rellaltionships almong laltelnt valrialblels, 

preldictors, alnd modell fit (Halir elt all., 2021). Thelsel telsts includel thel R-squalreld telst, thel F-squalreld 

telst, alnd thel modell fit telst, which alrel prelselnteld in Talblel 2, Talblel 3, alnd Talblel 4, relspelctivelly. 

 

Table 3. R-Square Test 

 R-Square R-Square Adjusted 

Continuity 0.852 0.850 

Creldibility 0.870 0.868 

Intelgrity 0.732 0.728 

Symbolism 0.557 0.550 

Sourcel: Daltal Procelsseld, 2026 

Thel R² valluels for continuity alnd creldibility alrel albovel 0.75, indicalting al strong modell, whilel 

thel R² valluels for intelgrity alnd symbolism falll beltweleln 0.50 alnd 0.75, indicalting al modell with 

modelraltel preldictivel powelr. 

 
Table 4. F-Square Test 

 f-square 

Bralnd Walrmth → Continuity 0.155 

Bralnd Compeltelncel → Continuity 0.262 

Bralnd Walrmth → Creldibility 0.294 

Bralnd Compeltelncel → Creldibility 0.189 

Bralnd Walrmth → Intelgrity 0.100 

Bralnd Compeltelncel → Intelgrity 0.095 

Bralnd Walrmth → Symbolism 0.049 

Bralnd Compeltelncel → Symbolism 0.040 

Sourcel: Daltal Procelsseld, 2026 

 

Thel relsults of thel F-squalrel telst indicaltel thalt bralnd walrmth hals al modelraltel elffelct on 

continuity (0.155) alnd creldibility (0.294). Bralnd compeltelncel allso hals al modelraltel elffelct on 

continuity (0.262) alnd creldibility (0.189). Melalnwhilel, both bralnd walrmth alnd bralnd compeltelncel 
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halvel only al smalll elffelct on intelgrity alnd symbolism. Thel relspelctivel elffelct sizels alrel 0.100 alnd 

0.049 for thel influelncel of bralnd walrmth, alnd 0.095 alnd 0.040 for thel influelncel of bralnd 

compeltelncel. 

 

Table 5. Model Fit Test 

 R-Square R-Square Adjusted 

SRMR 0.055 0.073 

d_ULS 0.832 1.462 

d_G 1.427 1.642 

Chi-Squalrel 881.081 975.374 

NFI 0.790 0.767 

Sourcel: Daltal Procelsseld, 2026 

Thel SRMR relsults, for both thel salturalteld modell alnd thel elstimalteld modell, alrel bellow 0.08, 

indicalting good modell fit. 

Figure 4. PLS-SEM 

 
Thel structurall relprelselntaltion of thel proposeld thelorelticall fralmelwork is shown in Figurel 4. 

This structurel melelts alll thel prelviously elstalblisheld critelrial. Theln, thel following structurall 

elqualtion wals obtalineld, using bralnd walrmth als X1 alnd bralnd compeltelncel als X2. 

 

Table 6. Structural Equation 

Structural Equation 

Continuity = 0.408X1 + 0.531X2 +  

Creldibility = 0.527X1 + 0.423X2 +  

Intelgrity = 0.441X1 + 0.430X2 +  

Symbolism = 0.399X1 + 0.361X2 +  

Sourcel: Daltal Procelsseld, 2026 
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Hypothesis Test 

Palth coelfficielnt telsts alrel useld to elvallualtel thel rellaltionships beltweleln valrialblels in al modell, 

with al p-valluel of lelss thaln 0.05 indicalting al significalnt rellaltionship (Halir elt all., 2021). 

Table 7. Path Coefficients 

 

Original 

sample 

(O) 

Sample 

mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 
P values 

Bralnd Walrmth → Continuity 0.408 0.413 0.145 2.812 0.005 

Bralnd Compeltelncel → 

Continuity 

0.531 0.527 0.139 3.822 0.000 

Bralnd Walrmth → Intelgrity 0.527 0.530 0.117 4.500 0.000 

Bralnd Compeltelncel → 

Symbolism 

0.423 0.420 0.117 3.625 0.000 

Bralnd Walrmth → Continuity 0.441 0.432 0.200 2.199 0.028 

Bralnd Compeltelncel → 

Creldibility 

0.430 0.441 0.200 2.149 0.032 

Bralnd Walrmth → Intelgrity 0.399 0.391 0.193 2.070 0.039 

Bralnd Compeltelncel → 

Symbolism 

0.361 0.371 0.183 1.971 0.049 

Sourcel: Daltal Procelsseld, 2026 

Thel relsults of thel palth coelfficielnts indicaltel thalt both bralnd walrmth alnd bralnd 

compeltelncel positivelly alnd significalntly influelncel alll dimelnsions of bralnd aluthelnticity, nalmelly 

continuity, creldibility, intelgrity, alnd symbolism. Bralnd walrmth hals thel grelaltelst influelncel on 

creldibility (0.527, p = 0.000), followeld by intelgrity (0.441, p = 0.028), continuity (0.408, p = 0.005), 

alnd symbolism (0.399, p = 0.039). Melalnwhilel, bralnd compeltelncel hals thel grelaltelst influelncel on 

continuity (0.531, p = 0.000), followeld by intelgrity (0.430, p = 0.032), creldibility (0.423, p = 0.000), 

alnd symbolism (0.361, p = 0.049). 

 

DISCUSSION 

The Effect of Brand Warmth and Brand Competence on Continuity among ATLAS Sarong 

Consumers in Tasikmalaya City 

Thel relsults of thel study showeld thalt bralnd walrmth alnd bralnd compeltelncel halvel al positivel 

elffelct on continuity, suggelsting thalt H1 alnd H2 alrel alccelpteld. This indicaltels thalt wheln ALTLALS is 

pelrceliveld als al frielndly, sincelrel bralnd thalt posselssels thel calpalbility alnd rellialbility to melelt 

consumelr nelelds, consumelrs telnd to vielw ALTLALS als halving continuity alnd beling alblel to elndurel 

ovelr timel. Pelrceliveld bralnd walrmth fostelrs elmotionall closelnelss, whilel bralnd compeltelncel 

relinforcels consumelrs’ confidelncel in thel bralnd’s quallity alnd pelrformalncel consistelncy.  

Thelsel findings alrel consistelnt with thosel of Malrthur alnd Nalyalk (2025), who delmonstralteld 

thalt pelrceliveld walrmth caln relinforcel pelrceliveld bralnd aluthelnticity, alnd alrel supporteld by Im elt 

all. (2025), who found thalt bralnd compeltelncel alnd bralnd walrmth alrel positivelly correllalteld with 

pelrceliveld bralnd aluthelnticity. Pelrceliveld bralnd aluthelnticity delscribels thel pelrcelption thalt al bralnd 

posselssels aluthelnticity alnd is calpalblel of sustalining its elxistelncel almidst chalnging timels alnd 

trelnds, which in this study is relflelcteld through thel continuity dimelnsion (Cop & ALstelkin, 2022). 

Thelrelforel, ALTLALS nelelds to strelngtheln bralnd walrmth through al morel humaln-celntelreld alpproalch 

in selrvicel alnd communicaltion, als welll als malintalin bralnd compeltelncel through consistelnt 

product quallity alnd pelrformalncel, thelrelby building al pelrcelption of thel bralnd als sustalinalblel alnd 

timellelss. 
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The Effect of Brand Warmth and Brand Competence on Credibility among ATLAS Sarong 

Consumers in Tasikmalaya City 

Thel relsults of thel study delmonstraltel thalt bralnd walrmth alnd bralnd compeltelncel halvel al 

positivel elffelct on creldibility, suggelsting thalt H3 alnd H4 alrel supporteld. This indicaltels thalt wheln 

ALTLALS is pelrceliveld als al frielndly, sincelrel bralnd thalt calrels albout its consumelrs’ welll-beling, alnd 

posselssels thel calpalbility alnd rellialbility to producel high-quallity products, consumelrs telnd to vielw 

ALTLALS als al trustworthy bralnd calpalblel of fulfilling its promisels. Pelrcelptions of bralnd walrmth 

fostelr thel bellielf thalt thel bralnd hals good intelntions alnd calrels albout consumelrs, whilel bralnd 

compeltelncel relinforcels trust in consistelnt quallity alnd pelrformalncel. 

Thelsel findings alrel consistelnt with thosel of Im elt all. (2025), who delmonstralteld thalt bralnd 

walrmth alnd bralnd compeltelncel alrel positivelly correllalteld with pelrceliveld bralnd aluthelnticity. 

Pelrceliveld bralnd aluthelnticity delscribels thel pelrcelption thalt al bralnd is opeln, honelst, alnd calpalblel 

of melelting consumelr elxpelctaltions without malnipulaltion, which in this study is relflelcteld through 

thel creldibility dimelnsion (Cop & ALstelkin, 2022; Calmpalgnal elt all., 2022; Portall elt all., 2018b). 

Thelrelforel, ALTLALS nelelds to strelngtheln bralnd walrmth by elmphalsizing honelsty alnd calrel in elvelry 

intelralction with consumelrs, als welll als malintalining bralnd compeltelncel through consistelnt 

product quallity alnd rellialbility, thelrelby building alnd sustalining consumelr trust in thel bralnd. 

The Effect of Brand Warmth and Brand Competence on Integrity among ATLAS Sarong 

Consumers in Tasikmalaya City 

Thel relsults of thel study confirm thalt bralnd walrmth alnd bralnd compeltelncel halvel al positivel 

elffelct on intelgrity, suggelsting thalt H5 alnd H6 alrel supporteld. This indicaltels thalt wheln ALTLALS is 

pelrceliveld als al frielndly, sincelrel bralnd thalt calrels albout its consumelrs’ welll-beling, whilel allso 

posselssing thel calpalbility alnd rellialbility to producel high-quallity products, consumelrs telnd to 

alsselss thalt ALTLALS hals strong morall principlels alnd al gelnuinel concelrn for thelm. Pelrcelptions of 

bralnd walrmth fostelr thel bellielf thalt thel bralnd hals good intelntions alnd calrels albout consumelrs, 

whilel bralnd compeltelncel relinforcels thel pelrcelption thalt thel bralnd is calpalblel of consistelntly 

upholding its valluels alnd commitmelnts. 

Thelsel findings alrel supporteld by Im elt all. (2025), who delmonstraltel thalt bralnd walrmth alnd 

bralnd compeltelncel positivelly contributel to pelrceliveld bralnd aluthelnticity. In this contelxt, intelgrity 

als onel of thel dimelnsions of pelrceliveld bralnd aluthelnticity is relflelcteld wheln al bralnd 

delmonstraltels al strong commitmelnt to its customelrs’ belst intelrelsts, prioritizels consumelr nelelds 

albovel alll ellsel, alnd elmbodiels this through tralnspalrelnt alnd relsponsiblel belhalvior (Portall elt all., 

2018al). Thelrelforel, ALTLALS nelelds to strelngtheln bralnd walrmth by delmonstralting gelnuinel calrel for 

consumelrs, als welll als malintalining bralnd compeltelncel through consistelnt product quallity alnd 

pelrformalncel, so thalt it caln sustalinalbly delmonstraltel thel bralnd’s morall valluels alnd intelgrity. 

The Effect of Brand Warmth and Brand Competence on Symbolism among ATLAS Sarong 

Consumers in Tasikmalaya City 

Thel relsults of thel study relvelalleld thalt bralnd walrmth alnd bralnd compeltelncel halvel al 

positivel influelncel on symbolism, suggelsting thalt H4 alnd H8 alrel supporteld. This indicaltels thalt 

wheln ALTLALS is pelrceliveld als al frielndly, sincelrel bralnd thalt calrels albout its consumelrs, alnd 

posselssels thel calpalbility alnd rellialbility to producel high-quallity products, consumelrs telnd to vielw 

ALTLALS als al bralnd thalt holds symbolic melalning in thelir livels. Pelrcelptions of bralnd walrmth fostelr 

elmotionall closelnelss beltweleln consumelrs alnd thel bralnd, whilel bralnd compeltelncel relinforcels thel 

bellielf thalt thel bralnd caln relprelselnt consumelrs’ valluels, sociall idelntity, alnd lifelstylel. 

Thelsel findings alrel consistelnt with thel study by Wu alnd Dou (2016), which showeld thalt 

bralnd walrmth alnd bralnd compeltelncel halvel al positivel elffelct on bralnd alttalchmelnt. This 

elmotionall alttalchmelnt calusels consumelrs to vielw thel bralnd not only from al functionall 

pelrspelctivel but allso als al melalns to elxprelss thelir valluels, idelntity, alnd sellf-imalgel. Thelrelforel, 

ALTLALS nelelds to strelngtheln bralnd walrmth by building elmotionall closelnelss through more l 
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pelrsonall alnd humaln-celntelreld intelralctions, whilel malintalining bralnd compeltelncel through 

consistelnt product quallity alnd pelrformalncel, thelrelby crelalting strong alnd rellelvalnt symbolic 

melalning for consumelrs. 

 

CONCLUSION 

Thel relsults of thel study relvelall thalt bralnd walrmth alnd bralnd compeltelncel halvel al positivel 

influelncel on alll dimelnsions of bralnd aluthelnticity, als delfineld by continuity, creldibility, intelgrity, 

alnd symbolism almong consumelrs of ALTLALS Salrongs in Talsikmallalyal City. Bralnd walrmth hals thel 

grelaltelst influelncel on creldibility, whilel bralnd compeltelncel hals thel grelaltelst influelncel on 

continuity. This confirms thalt bralnd walrmth alnd bralnd compeltelncel plaly al significalnt rolel in 

shalping pelrcelptions of bralnd aluthelnticity.  

 

LIMITATION 

This study hals selvelrall limitaltions. First, this study focusels only on al singlel bralnd (ALTLALS 

Salrong) in al spelcific relgion, so thel gelnelrallizalbility of thel findings relmalins limiteld. Futurel 

relselalrch is relcommelndeld to involvel divelrsel subjelcts alnd relgions to obtalin morel comprelhelnsivel 

relsults. Selcond, thel purposivel salmpling melthod maly limit thel relprelselntaltivelnelss of thel salmplel. 

Thelrelforel, probalbility salmpling telchniquels, palrticulalrly straltifield ralndom salmpling, should bel 

considelreld to gelt morel alccuraltel relsults. Third, thel rellaltivelly limiteld numbelr of relspondelnts maly 

alffelct thel strelngth of thel relselalrch relsults; thus, futurel studiels alrel aldviseld to involvel al lalrgelr 

numbelr of relspondelnts. ALdditionallly, futurel relselalrch is elncouralgeld to elxalminel othelr 

alntelceldelnts of bralnd aluthelnticity. Portall (2018al) indicaltels thalt gelnuinel alttributels alnd bralnd 

trust alrel thel humaln bralnd chalralctelristics thalt contributel most significalntly to elnhalncing bralnd 

aluthelnticity. 
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