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Abstract.  
 
The Covid-19 pandemic has had an impact on Micro, Small, and Medium Enterprises (Micro, 
Small, and Medium Enterprises), which has an impact on various sectors. According to the 
literature, it is known that the performance of SMEs can be improved by referring to the factors 
of brand image, customer engagement, brand reputation and competitive advantage. The 
purpose of this research is to determine the impact of brand image, customer engagement and 
brand reputation on MSME performance through competitive advantage. This is a causal study 
with a population of SMEs in the city of Bandung. The technique used is simple random sampling, 
which means that the entire population has the same thing to serve as the research respondents. 
The research sample includes 103 SMEs. This is a SEM-PLS study using the SmartPLS software. 
According to the study's findings, brand image and customer engagement have a significant 
positive effect on competitive advantage. Brand reputation has no bearing on competitive 
advantage. Customer engagement and competitive advantage have a significant positive impact 
on MSME performance. Brand image and brand reputation have no impact on MSME 
performance. Micro, Small, and Medium Enterprises can use customer engagement to gain a 
competitive advantage, which will ultimately improve their performance. There is a need for an 
evaluation of Micro, Small, and Medium Enterprises' brand image and reputation, and Micro, 
Small, and Medium Enterprises can recognize that brand image and reputation is an asset that 
can improve their performance. 

Keywords: Brand Image ; customers Engagement ; Brands reputation ; Competitive 
Advantage; Performance Micro, Small, and Medium Enterprises. 
 
1. Introduction 

Pandemic Coronas Virus disease 2019 (Covid-19) since case his first in West Java 
in September 2020 has made the economy in West Java became unstable. Various 
policies done applied by government West Java, started from Large-Scale Social 
Restrictions (PSBB) and Enactment Restrictions Activity Public (PPKM) to reduce the 
spread of Covid-19 19, However in other side matter This make economy in West Java 
Alone become down. From data Body Center Statistics (BPS), is known that level growth 
economy West Java on year 2020 Quarter I and II consumption and economy in West 
Java experience decline. Consequence from pandemic Covid-19 besides felt by economy 
macro Also impact on microeconomics in Indonesia. Business Micro, Small and Medium 
Enterprises are in economically dire and threatening big For economy national. Since 
commencement Pandemic Covid-19, as much 2550 Micro, Small, and Medium 
Enterprises are negatively affected which causes economy West Java down drastic. 
Considering that Micro, Small, and Medium Enterprises are energy absorbers Work 
(97% from total power Work Which There is) And biggest domestic economic mover 
(collecting until with 60.4% from total investment) in a number of decades final, so 
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needed something strategy measurable And planned so that Micro, Small, and Medium 
Enterprises can repair performance. 

Business performance is one measure achievement something business Which 
obtained through all production and marketing activities originate from organization 
business (Fauni et al., 2017). In measure performance company, size financial No 
Enough For guide And evaluate journey company through Which competitive. Indicator 
This is “ lagging indicator ” which negatively reflects the value created or lost by various 
actions managers during the past reporting period (Utami, 2017). Parameter 
performance something company relate with scale success Which can achieved by 
company the. Because efficiency characteristic multidimensional, indicator 
performance non- finance need developed And applied (Ramadan et al., 2017). 
Satisfaction customer, market expansion, product quality value, resource escalation 
Power man, superiority And contribution social is scope from performance non-
financial (Utami, 2017), which where size the Which will used in study This. 

According to Binh et al., (2017) For increase performance company needed role 
brands image For change behavior purchase consumer in a manner No direct. Intention 
buy Which positive attached on brands image Which strong. Brands image proven own 
influence on the performance of SMEs, the better the brand image owned by an MSME, 
the better too its business performance (Musa et al., 2016). Besides brands image , factor 
other Which No lost important in building the performance of SMEs is customers 
engagement . customers engagement plays an important role in a company Where in 
make consumer involved is part from strategy marketing something company 
(Revelation & Sara, 2020), And on Finally will reach objective company that is increase 
loyalty customer. customers Engagement represents a person's psychological state 
characterized by a certain level of intensity play a central role in the engagement process 
customer (Harmurti & Syriac, 2019). Factor The next thing examined in this study is 
brands reputation Which interpreted as source request And Power pull Which always 
There is, image quality superior And mark plus justify price premium (Susanti, 2020). 
According to Baileys (2005) in Maemunah (2019) company reputation is stakeholders 
interest company Which will able to improve company performance. Reputation 
company is asset most important, even until No priceless in build performance 
company. Reputation company can guard connection with customer so that 
performance the company will be better off (Maemunah, 2019). 

With exists third factor the, expected something Micro, Small, and Medium 
Enterprises can increase performance with increase superiority compete. Superiority 
compete is form strategy Which used For support business continuity and improve 
business performance (Wuladari et al., 2017). So from That, For increase performance 
MSME, company need increase superiority compete. Superiority compete can be 
increased by leveraging brands image (Panda et al., 2019), customers engagement 
(Revelation & Sara, 2020), And brands reputation (Sihite et al., 2016). Of all variables 
exogenous in this study ( brand image, customer engagement, And brands reputation ), 
all assumed Also own influence to competitive advantage. 

Based on explanation in on, so researchers will conduct research on the brand 
image, customer engagement , and customer brand reputation as well as influence to 
performance company with through superiority compete. Study This chosen Because 
discuss about Which topics are considered crucial at this time? later the results of this 
study can be expected to be become solution. Besides That, study This interesting 
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because the research hypothesis being tested spelled out still rare, especially in research 
subjects in West Java. 

Performance Company 

Performance business is Wrong One size achievement something business Which 
obtained through all production and marketing activities originate from organization 
business. Measurement until where A product Which generated by something business 
can be done using the concept of performance effort (Fauni et al., 2017). when 
measuring performance company, indicator finance just No Enough For evaluate 
company And lead to market Which competitive step by step. Size the is “ lagging 
indicators ” Which negatively reflects the value created or annihilated by action manager 
during reporting period latest (Utami, 2017). 

Brands Image 

Brands image defined by Aaker (2009) as Suite involvement brand Which stored 
in mind consumer. Meanwhile Keller (2011) in Binh et al., (2017) brands image related 
with brand cognition, it is created in consumer memory through involvement brand. 
Brands image Also is the consumer's perception of a brand, it leads to consumer 
conclusions about information about the brand (He et al., 2013). Graeff (1970) in Binh 
et al., (2017) implies that brands image similar with image personal consumer when 
consumer associate self with brand. Panda et al., (2019) conceptualize brands image as 
inheritance, quality service And trust And investigate relationship with superiority 
compete as measured by customer satisfaction. The findings from the study indicate that 
brands image play role important in level customer satisfaction which it states If 
management brands image Which Good can make something business has an advantage 
in compete. 

Naatu (2016) in his research say that branding is an important component in 
marketing Which determine success an organization. From Naatu (2016) it is also 
shown that factor branding considered important Because is a variable that has a 
positive influence Which significant to competitive advantage. 

Soim et al., (2016) revealed that brands image own influence Which significant 
on purchasing decisions. Musa et al., (2016) in his research say brands image proven 
own influence to performance Micro, Small, and Medium Enterprises. The more Good 
mark brands image Which succeed achieved an MSME then the business performance it 
has also increasingly Good. 

H 1 : Brands image on Micro, Small, and Medium Enterprises influential positive against 
excellence compete. 

H 4 : Brands image on Micro, Small, and Medium Enterprises influential positive on 
company performance. 

Customers Engagement 

Customers engagement is Wrong One key success business Which is part from 
relational marketing concept. customer engagement is connection communication or 
interaction Which intertwined between stakeholders interest external like customer 
And producer or company through various channel (Islam et al., 2020). customers 
engagement in process marketing can done in a manner offline that is interaction direct 
with the manufacturer or through online using social media (Chen et al., 2020). One 
indicator success customers engagement is exists enhancement consumption And 
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request to something product or service (Islam et al., 2020). 

Wahyuni And Sara (2020) state customer engagement has a positive effect on 
performance innovation. Gupta et al., (2017) state customer engagement owned by the 
company will lead on enhancement superiority competitive. 

Moses et al., (2016) state If customer engagement own influence to performance 
Micro, Small, and Medium Enterprises. Wahyuni And Sara (2020) in his research show 
that customers engagement influential positive to performance from side innovation. 

H 2 : customers engagement on Micro, Small, and Medium Enterprises influential positive 
to superiority compete. 

H 5 : customers engagement on Micro, Small, and Medium Enterprises influential positive 
to performance company. 

 

Brands Reputation 

Brands reputation depicted as source Power company For influence creation 
mark And profit Which can produce creation superiority competitive sustainability and 
increase intrinsic value companies (Almeida & Coelho, 2017). Based on all definition in 
on, can concluded that brands reputation is image company based on features or 
interactions between consumers and companies that can stimulate a competitive 
advantage sustainable and enhances an intrinsic value company. 

Sihite et al., (2016) stated that there is connection positive And impact reputation 
company in obtain superiority compete. Makalew et al., (2016) which states if there is 
influence significant reputation brand to superiority compete. 

Maemunah (2019) prove that business performance is positively and 
significantly affected by company reputation. Musa et al., (2016) stated If there is from 
connection brands reputation on performance Micro, Small, and Medium Enterprises. 

H 3 : Brand reputation in SMEs has an effect positive against excellence compete 

H 6 : Brand reputation in SMEs has an effect positive on performance company. 

Competitive Advantage 

Superiority compete according to Porter (1986) is ability something company 
For reach benefit economy in on income Which can achieved by competitors in the 
market in that industry The same. Company Which own superiority competitive always 
own ability For understand the changing market structure and be able to choose an 
effective marketing strategy. study that carried out further establishes a generic strategy 
Porter is classified into three categories, viz cost leadership, differentiation, and focus 
(Tairas et al., 2016). 

Wulandari et al., (2017) prove that performance business influenced positive 
And significant by superiority compete. Wardhani et al., (2021) superiority competitive 
own influence positive to performance company. 

H 7 : Superiority compete on Micro, Small, and Medium Enterprises influential positive 
to performance company. 
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Model Study 

Based on seven hypothesis Which has outlined on part previously, so can described the 
research model as following:  

 

 

 

 

 

 

Figure 1. Model Study 

 

2. METHOD STUDY 

Based on objective studies, type study What will be done is hypothesis testing 
For know connection correlation nor connection because consequence between 
variable study. By Because That, study This belong in type study causal. because 5 from 
8 subdistrict Which has the distribution of MSME actors in West Java in year 202 2 is 
known is at in Bandung And Because exists efficiency time And convenience in get the 
sample, then the population in the study This is perpetrator Micro, Small, and Medium 
Enterprises Which is at in Bandung. Technique Which applied is simple random sampling 
, ie whole population has similarity in one case to serve as a respondent study. 

The number of indicators used in this study is a total of 21 indicators covering 
five variable. Population study This is Micro, Small, and Medium Enterprises so that this 
research is not known Certain. Because of this, in determining amount sample Which 
population No is known, researchers used the method used by Hair et al., (2017), namely 
indicators x 5 to 10, so in this study can be determined the number of samples as big 
103 Micro, Small, and Medium Enterprises. Questionnaire Which collected processed 
using SEMS PLS. 

Characteristics Respondents 

stage This, researcher will do test descriptive Which aims to determine the 
characteristics of respondents based on the type of location, type of MSME, and agency 
law Micro, Small, and Medium Enterprises. As for results from response respondent is 
as following: 

Table 1. Profile Respondents 

Indicator Description  Total F % 

Location Micro, 
Small, and Medium 
Enterprises 

Cicendo  32.86% 

Cipadung  87.62% 

Astana Anyar    4542.86% 

Sarijadi  1817.14% 

Ujungberung    2220.95% 

Arcamanic  98.57% 
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Total  103 100.00% 

Type Business 
Micro, Small, and 
Medium 
Enterprises 

Business Culinary    3937.14% 

Business Fashion  1413.33% 

Business Education  21.90% 

Business Automotive  43.81% 

Business Agribusiness  1110.48% 

Tour & Business Travel 5 4.76% 

Product Business 
Creative 

10 9.52% 

Technology Business 
Internet 

2 1.90% 

Business Beauty    65.71% 

Business Events 

organizers    

4 3.81% 

Business Service 

Cleanliness 

3 1.9 

Business Need Children 6 5.71% 

Total  105 100.00% 

Legal entity Micro, 
Small, and Medium 
Enterprises 

Village Owned 
Enterprises 

11 10.48% 

Curriculum Vitae 36 36.19% 

Cooperative 17 16.19% 

Foundation 3 2.86% 

 Not registered 36 34.29% 

 Total 103 100.00% 

Source: Results of Data Processing (202 3 ) 

Micro, Small, and Medium Enterprises. Questionnaire Which collected processed using 
SEMS PLS. 

Characteristics Respondents 

Subjects in this study were 103 respondents Which are SMEs in Bandung. On 
From table 1, obtained that majority respondents as many as 45 SMEs (42.86%) are in 
New Astana, majority 39 Micro, Small, and Medium Enterprises (37.14%) move on field 
culinary, And majority 38 Micro, Small, and Medium Enterprises (36.19%) body law CV.  
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3. RESULTS AND DISCUSSION 

Results Testing Convergent validity 

Decision making in the convergent test validity is fulfilled by comparing values 
loading factor , which if the value of loading factor more big from 0.70 so considered 
very Good. There is also the opinion that says if greater than 0.60 is considered sufficient 
(Hair et al., 2017). From results testing Which done, found results as following: 

Table 2. Mark Outer Model 

Items Value Question Convergent validity 

BI1 0.759 

BI2 0.879 

B13 0.888 

CE1 0.779 

CE2 0.823 

CE3 0.758 

CE4 0.773 

CE5 0.736 

CE6 0.711 

BR1 0.894 

BR2 0.898 

BR3 0.817 

KB1 0.718 

KB2 0.960 

KB3 0.913 

K1 0.777 

K2 0.750 

K3 0.811 

K4 0.761 

K5 0.208 

K6 0.198 

Source: Results of Data Processing (202 3 ) 

From table 2, is known there is 2 items questions that have a value below 0.60, ie K5 And 
K6 Which where means on testing next will removed. 

Results Testing Discriminant Validity 

In test discriminant validity, taking decision done through test Heteroite-
Monoroite Ratio (HTMT), which if mark correlation HTML lower than 0.9, so variable 
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said valid. (Wiyono, 2020).  

 

Table 3. Test results Discriminant validity 

BI CE BR KB K 

Brands Image     

Brands reputation  0.831    

customers  
Engagement  

0.758 0.750   

Superiority Compete 0.751 0.675 0.602  

Performance Micro 
small and Medium 
Enterprises 

0.850 0.803 0.724 0.833 

Source: Results of Data Processing (2021) 

From table 3, the discriminant test results validity show results mark HTML whole 
variable has a lower value than 0.9, so can concluded If whole variable on this research 
said valid. 

Results Testing Composite reliability 

Taking decision in test composite reliability the reliable (Wiyono, 2020). 

Table 4. Composite Test Results reliability 

Composite Value Variable Reliability 

Brand Image  0.878 

Brand Reputation 0.904 

customers Engagement 0.894 

Superiority Compete  0.902 

Performance Micro, Small, and Medium 
Enterprises 

0.860 

 

Source: Results of Data Processing (202 3 ) 

From table 4, it is known that all variables has a greater composite reliability value of 
0.70, so it can be concluded that all variable on research This said to be reliable.  

Mark R-Square (R 2 ) 

Mark R-Square (R 2 ) become reject measuring in do evaluation model structural 
for each variable latent endogenous, Which role as strength in predict model the 
structural. An evaluation of the inner model can is said to have a strong structural model 
if mark R-Square (R 2 ) > 0.50, And can said weak If mark R-Square (R 2 ) < 0.50 (Wiyono, 
2020). The measurement results of the structural model are as follows following: 
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Table 5. Mark R-Square Each Variable 

R-Square Value Variable 

Competitive Advantage  0.422 

MSME performance  0.654 

Source: Results of Data Processing (2021) 

From table 5, is known If variable superiority compete own mark R-Square as big 
0.422 or 42.2%. The results explain if superiority compete influenced as big 42.2% by 
brands image , customers engagement , And brands reputation , whereas the rest as big 
57.8% influenced by variable other Which No researched in this research. While the R-
Square value is obtained by the MSME performance variable is equal to 0.654 or 65.4%. 
The results explain if performance Micro, Small, and Medium Enterprises influenced as 
big 65.4% by done with see on mark composite reliability Which got. If mark brands 
image , customers engagement , brands reputation , And superiority compete, whereas 
the remaining 34.6% is influenced by other variables who does not researched in study 
This.  

Mark Q-Square (Q 2 ) 

After see each mark R- Square from every variable, so step furthermore is know 
mark Q-Square For evaluate the structural research model. Evaluation This is done to 
represent a result study from cross validation. As for A model will said have predictive 
relevance, if the Q-Square value (Q 2 ) > 0, and if the Q-Square value (Q 2 ) < 0, then the 
research model lacks predictive relevance (Wijoyo, 2020) . 

Q 2  = 1 – (1 – R 1 2 ) (1 – R 2 ) 

Q 2  = 1 – (1 – 0.422) (1 – 0.654) 

Q 2  = 1 – (0.578) (0.346) 

Q 2  = 1 – 0.199 

Q 2  = 0.801 
Q2 value was obtained at 0.801 > 0. Pg This show that evaluation model structural that 
has been observed has predictive relevance the good one.  

Testing hypothesis 

Testing hypothesis done with one-tailed testing with sig. level 5% or 0.05 Which 
where hypothesis accepted If mark t more statistics big from 1.64 (Dance & septiani, 2017). 
If the t statistic value is greater than 1.64 or P -value more low from level significance 5% or 
0.05 so results declared significant (Wiyono, 2020). 
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From results testing Bootstrapping Which done using Smart PLS, then found mark path 
coefficients as following: 

Table 6. Path Coefficients 

    

Brands Images  
Competitive 
Advantage  

2,763  

 

0,006 Influential 
Significant 

Brands Images  
Performance 
Micro, Small, and 
Medium 
Enterprises 

1,947  0,043 Influential 
Significant 

Brands 
reputation  
Superiority 
Compete 

0,577  0,564 No Influential 
Significant 

Brands 
reputation 

Performance 
Micro, Small, and 
Medium 
Enterprises 

0,394  0,694 No Influential 
Significant 

customers 
Engagement 

 Superiority 
Compete 

2,091  0,037 Influential 
Significant 

customers 
Engagement 

Performance 
Micro, Small, and 
Medium 
Enterprises 

0,800  0,573 No Influential 
Significant 

Keunggulan 
Bersaing  

Kinerja 

6,710  0,000 Influential 
Significant 

Source: Data Processing Results (2021) 
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Picture 2. Results Bootstrapping 

 

The Effect of Brand Image on Excellence Compete 

From the results of table 6, it is known if the statistical t value Which got (2,772) more 
big from 1.64 Which explain If brands image own influence to superiority compete. Mark 
P values Which got is 0.006 Which own mark more low of 5% or 0.05 which explains if 
influence brand image to competitive advantage is significant. From results testing 
Which Already done, it can be concluded if hypothesis 1 accepted Because brands image 
proven own influence positive Which significant to superiority compete. 

From results study Which done, is known If brands image proven own influence 
positive Which significant to competitive advantage, which shows if the more Good 
brands image Which owned so the more Good superiority compete Which owned A 
Micro, Small, and Medium Enterprises. From results the, so can concluded if H1 in 
research This accepted. Results study This aligned with study Which done Panda et al., 
(2019) Which state if brand image plays an important role in level satisfaction customer 
Which where matter This states that brand image management is good can make 
something business own superiority in compete. Results study Which The same Also 
done by Mulyono (2016) Which state If brands image capable give influence to perceived 
values , Which where perceived value Which felt is evaluation whole consumer of service 
utility based on perception What Which accepted And What Which given. Matter This is 
part of a competitive advantage about ability Micro, Small, and Medium Enterprises For 
do options that have combinations according to value requested by consumer.  

Study other Which give results similar done by Jannah et al., (2018) Which Micro, 
Small, and Medium Enterprises stated If brands image influential direct to satisfaction 
customer. Company Which do develop differentiation product with involve brands 
image will can give mark service Which different from competitor, Which on Finally will 
increase customer satisfaction. The results of these studies are consistent with research 
conducted by Hasby et al., (2018) which states if a brand image has influence to 
superiority compete Which represented by perceived value And loyalty consumer. 

Brands image Which managed with Good by Micro, Small, and Medium 
Enterprises will can increase aspects consumer behavior that refers to the decision 
decision purchase until increase sustainable competitive advantage of the MSME. With 
exists brands image on something MSME, consumer will with easy recognize product 
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Our Micro, Small, and Medium Enterprises, whether only the brand or up to the 
advantages it has, so that the product we offer a step more potential to be purchased by 
consumer If compared to with product kind Which have an image brand Which not 
enough Good. 

Influence of Customer Engagement Against Superiority Compete 

From the results of table 6, it is known if the statistical t value Which got (2,032) more 
big from 1.64 Which explain If customers engagement own influence on competitive 
advantage. P values _ obtained is 0.043 which has more value low from 5% or 0.05 Which 
explain If influence customers engagement to superiority compete is significant. From 
the test results that Already done, so can concluded If hypothesis 2 accepted Because 
customers engagement proved to have a significant positive effect against excellence 
compete. 

From results study Which done, is known If customers engagement proven has a 
significant positive influence on competitive advantage, which shows if the more Good 
customers engagement Which owned so the more Good superiority compete Which 
owned by an MSME. From these results, then can concluded If H 2 in study This accepted. 

Other studies that provide results similar done by Wahyuni And Sara (2020) 
Which aim For develop model performance innovation based on role involvement 
customer. Study the own results If customers engagement influential positive to 
performance innovation so that obtain superiority in compete. Pradana (2017) also in 
his research states that customer engagement has an effect positive to superiority 
compete. 

Another research was conducted by Okhotan et al., (2015) Which conclude If 
customers engagement can give impact positive to superiority compete. Study similar 
ever done by Alqershi et al., (2020) which say If customers Relationships Management 
influential significant to superiority compete UKM. With exists CRM, organization will 
be more profitable in a competitive market if they can maintain customer they which 
are already There is. 

In a highly competitive environment, Micro, Small, and Medium Enterprises must 
can fulfil need consumer so that they satisfied so that formed engagement. From 
customers engagement the Micro, Small, and Medium Enterprises has succeed own base 
customer as asset Which valuable for Micro, Small, and Medium Enterprises. For ensure 
that the business continues to grow and continue to profit company gets in the future, 
consumers should is at in bond connection This so that No easy for customer For change 
to brands competitors and contribute to the company to get customers new. 

Effect of Brand Reputation on Superiority Compete 

From the results of table 6, it is known if the statistical t value Which got (0.564) lower 
from 1.64 Which explain If brands reputation No own influence on competitive 
advantage. Likewise with P values the obtained is 0.573 yang has a value greater than 5% 
or 0.05 ones explain If brands reputation No own to competitive advantage. From the 
test results that has been done, it can be concluded if hypothesis 3 is rejected because 
brand reputation is proven No own influence positive Which significant against 
excellence compete. 

From results study Which done, is known If brands reputation proven No own 
influence Which significant to competitive advantage, which shows if the better the 
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brand reputation that is owned then will not increase its competitive advantage owned 
by an MSME. From these results, then can concluded If H 3 in study This rejected. 

The results of this study have different results with study Which done Sihite et 
al., (2016) Which state If reputation own influence to superiority competitive. In his 
research, Sihite et al., (2016) represents reputation into product and service 
improvement, work environment, leadership, business management, competence, and 
social responsibility. Bachelor and live (2017) in his research Also state If reputation 
influential to superiority compete. Goryacheva And Kalinina (2019) state If reputation 
is part from superiority competitive Which form stereotypes perception in society, 
which consists of judgments to form And method promote organization Oktaviani et al., 
(2021) in their research Also state If reputation Which owned by A company can 
influence in a manner positive and significant impact on competitive advantage Which 
has. Matter This different with Which researcher do where is the reputation represented 
be a tool to develop brand image, assessment Which Good from public, And 
communication Which create And maintain reputation Which sustainable. 

Reputation built during many years in a manner consistent For get something 
Which capable rated by public Where matter This Of course, this cannot be achieved in 
a short time. Reputation can also survive and be sustainable because things that are done 
consistently. In terms of Today, reputation is a long term goal must designed something 
units business, Which where usually this is difficult for SMEs to do which in fact 
prioritize short term goals until medium. In other side, Lots customer who do not really 
care about the reputation of SMEs, Because most from they choose product SMEs only 
based on factor product quality and price. 

The Effect of Brand Image on Performance Micro, Small, and Medium Enterprises 

From the results of table 6, it is known if the statistical t value Which got (0.370) lower 
from 1.64 Which explain If brands image No own influence to performance Micro, Small, 
and Medium Enterprises. Likewise with P values the obtained is 0.711 yang has a value 
greater than 5% or 0.05 ones explain If brands image No own on the performance of 
SMEs. From the test results that Already done, so can concluded If hypothesis 4 is 
rejected because brand image is proven not has a significant positive influence on MSME 
performance. 

From results study Which done, known if the brand image is proven not to have 
influence positive significant to performance UMKM, which shows if it is getting better 
brands image Which owned so No will improve the performance of an MSME. From these 
results, it can be concluded that H 4 in research This rejected. 

Results study This different with research conducted by Musa et al., (2016) which 
found results if brand image has an effect on the performance of SMEs. The better the 
brand image owned by an MSME, the better too its business performance. Handiyono 
(2017) in his research stated that brand image own influence to performance something 
company. Kurniawan et al., (2016) in his research found results if brand image did not 
own influence Which significance to decision purchase. In matter This there is similarity 
with the research that the researcher did Because Wrong One from objective 
enhancement performance Micro, Small, and Medium Enterprises is increase sale or 
consumer purchases. 

The performance of SMEs in this study was measured with performance non-
financial, eg quality product, enhancement amount employee, efficiency internal, 
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product development, growth and responsibility social responsibility. From the results 
of the description test performed, is known If whole indicator the stated Good, so that 
can concluded If enhancement performance the happen No because by the brand image 
owned by SMEs, or by say other influenced by factor other, like enhancement capital, 
cooperation business, help government, And etc. 

 

Influence of Customer Engagement Against MSME performance 

From the results of table 6, it is known if the statistical t value Which got (1,971) more 
big from 1.64 Which explain If customers engagement own influence on the performance 
of SMEs. P values _ Which got is 0.049 Which own mark more low of 5% or 0.05 which 
explains if influence customers engagement to performance Micro, Small, and Medium 
Enterprises is significant. From the test results that have been done, it can be concluded 
if hypothesis 5 accepted Because customers engagement proven has a significant 
positive influence on MSME performance. 

From results study Which done, is known If customers engagement proven has a 
significant positive influence on performance MSME, Which where show If the more 
Good customers engagement Which owned so the more Good performance Which owned 
A Micro, Small, and Medium Enterprises. From results the, so can concluded If H 5 in 
study This accepted. 

Results study This have harmony with research conducted by Musa et al., (2016) 
Which aim know connection customer engagement on MSME performance. From results 
study Which done, found If customers engagement proven own influence to performance 
Micro, Small, and Medium Enterprises. The more Good customers engagement Which 
owned something Micro, Small, and Medium Enterprises so the more Good also business 
performance has. 

Wahyuni And Sara (2020) in research states if customer engagement can 
influence performance company For innovate positively and significantly. Study similar 
done by Youssef et al., (2018) shows that customer engagement refers on the company's 
ability to empower customer in fulfil need dynamic they Which on Finally can make 
Their customers are satisfied and loyal. Similar research conducted by Lee and Ha 
(2019) who stated If level customers engagement own effect positive to customers 
response profitability and service coordination costs , Which where both of them is part 
of company performance. 

With the existence of customer engagement Good, Micro, Small, and Medium 
Enterprises stimulated For increase performance the UMKM Which where This is part 
of a company's marketing strategy, and on Finally will reach objective company that is 
increase loyalty customer. customers engagement become important for Micro, Small, 
and Medium Enterprises Because most from they Still use strategy marketing word of 
mouth , as well as do practical business development, namely from suggestion 
consumers. Matter This is known from test description on customers engagement Which 
where on indicator “UMKM open dialog with customer" And “UMKM build interaction 
with customers” has a value above the average. So it can be concluded, if dialogue and 
interaction Micro, Small, and Medium Enterprises with consumers can going on with 
Good, so consumer will own loyalty so they are willing to do word of mouth , which is on 
Finally Micro, Small, and Medium Enterprises will increase performance For fulfil 
market needs Which There is. 
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Effect of Brand Reputation on Performance Micro, Small, and Medium 
Enterprises 

From the results of table 6, it is known if the statistical t value Which got (0.757) lower 
from 1.64 Which explain If brands reputation No own influence to performance Micro, 
Small, and Medium Enterprises. Likewise with P values the obtained is 0.573 yang has a 
value greater than 5% or 0.05 ones explain If brands reputation No own on the 
performance of SMEs. From the test results that Already done, so can concluded If 
hypothesis 6 is rejected because brand reputation is proven No own influence positive 
Which significant on performance Micro, Small, and Medium Enterprises. 

From results study Which done, is known If brands reputation proven No has a 
significant positive influence on performance MSME, Which where show If the better the 
brand reputation that is owned then No will increase performance Which owned A 
Micro, Small, and Medium Enterprises. From results the, so can concluded if H 6 in the 
study This rejected. 

Results study This own results Which similar with study Which done by Andilala 
et al., (2017) found results if reputation No own influence to trust. Study similar other 
done by Prasetyo And Widodo (2017) state If reputation No in a manner can 
significantly affect consumer purchase intentions on a product. 

Results study This have difference with research conducted by Maemunah 
(2019) Which in his research prove that performance business influenced positive And 
significant by reputation company. From results study Which done, found If reputation 
proven own influence to performance Micro, Small, and Medium Enterprises. The better 
the reputation of an MSME so the more Good Also performance business Which has. 
Besides That, study Which done Shi (2016) explained that the reputation owned by the 
company can improve its performance from the side finance. 

In the previous hypothesis, namely at H 4 , known if the brand image is proven 
not to have influence on the performance of SMEs. it becomes relevant Because in a 
manner theory, reputation is part from image or image . From explanation the, can 
understood If enhancement performance Micro, Small, and Medium Enterprises happen 
of course No because by image or reputation brand Which owned MSME, or can It is 
understandable if Micro, Small, and Medium Enterprises have not been able to take 
advantage of it image or reputation brand as something capital important in increasing 
the company's sales so can jack up performance. 

The Influence of Competitive Advantage Against MSME performance 

From the results of table 6, it is known if the statistical t value Which got (6,307) more 
big from 1.64 Which explain If superiority compete own influence on the performance 
of SMEs. P values _ Which got is 0.000 Which own mark more low of 5% or 0.05 which 
explains if influence superiority compete to performance Micro, Small, and Medium 
Enterprises is significant. From results testing Which Already done, it can be concluded 
if hypothesis 7 accepted Because superiority compete proven has a significant positive 
influence on MSME performance. 

From results study Which done, known if a proven competitive advantage has 
influence positive significant to performance UMKM, which shows if it is getting better 
superiority compete Which owned so the more the performance of an MSME. From the 
results the, so can concluded If H 7 in this research accepted. 
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The results of this study have aligned with study Which done by Wulandari et al., (2017) 
Which in his research prove that performance business influenced positive And 
significant by superiority compete. From results research conducted, it was found that 
excellence compete proven to have an influence on performance Micro, Small, and 
Medium Enterprises. The more Good superiority compete Which owned something 
Micro, Small, and Medium Enterprises so the more Good Also business performance 
Which has. 

Study This Also support results research conducted by Dewi and Ekawati (2017) 
competitive advantage has a positive effect and significant to performance marketing. 
Novita Sari (2016) in his research Also state If suphis research Also state If superiority 
compete influential positive significant to business performance. 

kindly simple superiority compete can interpreted as a source of superior 
capabilities from business. In general, a company said competitive if it meets three 
criteria: 1) has something that is not owned by its competitors, 2) superior compared to 
the others, and (3) there are advantages that not owned by other companies 
(Rinandiyana et al., 2017). Superiority compete is tool For obtaining the ultimate object 
of business i.e. increasing business performance (Wuladari et al., 2017). 

 

4. CONCLUSION 

From the results of research conducted can concluded that brands image And 
customers engagement own influence positive Which significant to competitive 
advantage, meanwhile brands reputation No own influence Which significant to 
superiority compete. Brands image and brand reputation have no effect positive Which 
significant to performance MSME, while customer engagement has influence positive 
Which significant to performance Micro, Small, and Medium Enterprises. Then, 
superiority compete proven own influence positive Which significant to performance 
Micro, Small, and Medium Enterprises. 

From whole indicator on variable exogenous on study This, everything proven 
own mark Which valid And reliable. However, there are two exogenous variables that 
do not have influence on the endogenous variables tested. On study next, researcher 
recommend to retest with indicators of a different theory that is more aligned with 
Micro, Small, and Medium Enterprises. 

This research has limitations because did not test UMKM into several samples 
study Which different. So that study next can test UMKM separately, Good from the side 
type of business or business level so that more can be known specifications between 
variables tested with differences characteristics of SMEs. 

Study next can use other exogenous variables to be tested in this research so that 
more known factors anything that affects the performance of SMEs, and determine 
which factors dominate the most so that it can be used as a suggestion for further 
research specifically to be applied for the advancement of Micro, Small, and Medium 
Enterprises in West Java. 
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