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Abstract 

Nowadays, technology has become a basic need of people’s life, so that every person or organization uses 

technology in various aspects of their life, including in helping their work. Human need for technology is also supported 

by rapid development of science and technology, therefore it is now called the technological era. For example with the 

need for lifting equipment to help human activities, especially in the industrial sector, which previously done by human 

labor, this has been done with the help of tools, commonly known as forklifts. The type of forklift that was invented for 

the first time was a hand truck. Forklifts are vehicles that have a function as a means of transport to move goods with a 

large load capacity. East Java is one of the important areas for industrial development in Indonesia. This study is aimed at 

analyzing the influence of the unit features dimensions (functions, usability, design, application, and price), corporate 

factors (customer support and corporate image), switching barriers, and customer satisfaction on customer loyalty to 

Komatsu Forklift customers at PT. Bina Pertiwi in the East Java area. The sample used in this study is based on data from 

105 male and female respondents, domiciled in East Java, with an age limit of 18-60 years. Processing and analyzing data 

in this research is using SPSS as a software, where analysis statistical product and service solutions (SPSS) is using 

software 22.0 to process data. Next, tabulate the research results of the respondents, as well as test the research model 

using Simple Regression and Multiple Regression. The empirical findings indicate that the relationship functions have a 

significant effect on customer satisfaction with a regression coefficient of 0.212; usability has a significant effect on 

customer satisfaction with a regression coefficient of 0.236; applications have a significant effect on customer satisfaction 

with a regression coefficient of 0.262; customer support has a significant effect on customer satisfaction with a regression 

coefficient of 0.252; unit features have a significant effect on customer satisfaction with a regression coefficient of 0.538; 

corporate factors have a significant effect on customer satisfaction with a regression coefficient of 0.378; customer 

satisfaction has a significant effect on customer loyalty with a regression coefficient of 0.533; switching cost has a 

significant effect on customer loyalty with a regression coefficient of 0.298. 

 
Keywords:  Unit features, Functions, Usability, Design, Application, Price, Corporate factors, Customer Support, 

Corporate Image, Switching Barriers, Customer Satisfaction, Customer Loyalty, Forklift, Material Handling.  

1. Introduction 

A forklift is a vehicle that has a special function as a means of transport in moving goods with a large 

load capacity. Because of its function in such a way, this tool is often used by companies or factories to 

support the production process. This tool can be operated both indoors and outdoors, such as loading and 

unloading goods at ports, warehouses, factories, shops, expeditions, supermarkets and many more. The 
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operation method is quite easy, especially the forklift already uses full electric so that it can be done easily to 

raise or lower the load and maneuver a long distance, namely the operator sits on the operator's cabin that has 

been provided and various features are provided, including a digital LCD screen, multi-functions, speed 

control buttons, alarms, automatic brakes, seat belts, and others. The use of this forklift is very helpful 

because besides being able to save on operational costs, work productivity will also increase significantly. 

What's more, this tool is very environmentally friendly and non-polluting, and even has a sophisticated battery 

management system to optimize battery life and waste disposal. For the capacity of the forklift itself, usually 

in general it ranges from 1 ton to 10 ton with the lifting capacity of each unit being able to reach up to a height 

of 3 meters to 6 meters (kompasiana.com, downloaded on May 17, 2020). 

In 2014, the global forklift sales volume exceeded one million units for the first time, and the figure has 

increased by 7.5% from the previous year (prnewswire.com, downloaded on 17 May 2020). The increase in 

export and import activities between continents and countries is one of the factors driving the growth of the 

global forklift market. The increasing global demand for consumer goods as well as the rapid growth of e-

commerce businesses around the world (especially in developing countries) has resulted in increased activity 

at container ports which has boosted demand for forklifts at ports and airports for handling goods. In 2015, the 

volume of global container ports reached 700 million TEU (Twenty Foot Equivalent) of which e-commerce 

shipments accounted for 63.2% of all shipments, up 1.8% from 2014. Developing countries such as India, 

China and Mexico has seen an increase in industrialization and economic growth, adding to the need for 

warehouses as well as cargo handling equipment. The construction industry has also seen an increase in the 

number of forklifts. The increasing demand for forklifts in the construction industry is attributed to the growth 

in the construction sector which is expected to reach USD 10 trillion by 2020 due to the increasing number of 

construction projects in developing countries such as China, India, Mexico and the United Arab Emirates. 

Geographically, the Asia-Pacific region was the largest market for forklifts in 2015 accounting for more than 

39% of the global forklift market share volume. The Asia-Pacific forklift market continues to dominate the 

market with the increasing number of manufacturing industries and the positive growth of the e-commerce 

business. The European region is estimated to have the second largest market share, due to the positive 

outlook for the European economy and favorable increases in trade in goods. Furthermore, the forklift market 

in the Middle East and Africa is also expected to see positive growth for the forklift market, especially in the 

construction industry and automotive OEM activities. The North American forklift market is growing 

significantly as exports and imports of smart devices increase. The US government's free trade policy with 

Mexico and Brazil is one of the factors that increases car imports from these two countries, so that this 

activity will spur the growth in demand for forklifts in the region. Forklift sales are expected to grow steadily 

in the coming years. The market is expected to expand at an annual growth rate of 5.7% over the forecast 

period 2017-2030 (goldsteinresearch.com, downloaded 17 May 2020). 

The logistics market in Indonesia also affects the demand for forklift units. Based on data from the 

Central Statistics Agency (BPS), Supply Chain Indonesia (SCI) recorded growth in the logistics sector 

(transportation and warehousing business fields) in the first quarter of 2020 by 1.27% (year on year). In the 

first semester of 2019, the logistics sector grew 5.45%. With this figure, the logistics sector contributed 5.17% 

to the Gross Domestic Product (GDP) in the first quarter of 2020. There was a decrease in contributions 

compared to the first quarter of 2019 which was recorded at 5.53% (supplychainindonesia.com, downloaded 

on 17 May 2020). With the advancement and market growth in the logistics sector, the market demand for 

changing labor (which previously used manual power) to machines is getting higher, so that forklifts have 

become one of the most widely used tools for handling materials in the logistics industry. From these facts, of 

course, will make several forklift manufacturers from around the world move to market their products, 

including in Indonesia. Of course, each of these brands has their own market segments, characteristics and 

advantages, one of which is the Komatsu Forklift (source: Internal data of PT. Bina Pertiwi, 2020). 
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East Java is one of the important areas for industrial sector in Indonesia. With the large number of 

industrial areas in East Java, it is certainly one of the reasons why many forklift brands are present in the East 

Java area to support the operational activities of these companies. Therefore it is important for PT. Bina 

Pertiwi as the authorized distributor of Komatsu Forklift to increase and grow customer loyalty to customers, 

because customer loyalty is an important factor for a company. Kotler et al., (2002) stated that there are six 

reasons why an institution needs to get customer loyalty. First: existing customers are more prospective, 

meaning that loyal customers will provide great benefits to the institution. Second: the cost of acquiring new 

customers is much greater than keeping and retaining existing customers. Third: customers who already trust 

the institution in one business will also trust in other matters. Fourth: the institution's operating costs will be 

efficient if it has many loyal customers. Fifth: institutions can reduce psychological and social costs because 

old customers have had many positive experiences with the institution. Sixth: loyal customers will always 

defend the institution and even try to attract and advise others to become customers. When market growth 

slows down or markets become more competitive, firms may seek more to maintain market share by focusing 

on retaining existing customers (Lee et al, 2001). 

The first research gap in this study is the effect of the price variable on customer satisfaction, based on 

the results of previous research conducted by Kim et al., (2016) which states that there is an insignificant 

relationship between the variable price and customer satisfaction. This study explains that price does not have 

a significant direct effect on customer satisfaction, it takes an intervening variable, namely value for money, 

to mediate the effect of price on customer satisfaction. However, this contradicts the results of research 

conducted by Santouridis and Trivelas (2010) which states that there is a significant relationship between 

price and customer satisfaction. The second research gap in this study is the influence of customer satisfaction 

and customer loyalty variables. Based on the results of previous research conducted by Kim et al., (2016) 

which states that there is a significant relationship between customer satisfaction and customer loyalty 

variables. This means that if customers feel the benefits and value provided by a company to customers, this 

will increase satisfaction and make customers loyal to the company. However, this contradicts the results of 

research conducted by Chen and Tsai (2008), which state that there is an insignificant influence between 

customer satisfaction and customer loyalty. This is because in Chen and Tsai's (2008) study of customer 

satisfaction, there are two conditions, namely product shopping services through television and direct product 

services to customers, causing a biased assessment to identify which sources actually lead to insignificant 

customer satisfaction relationships and customer loyalty (product shopping services on television channels or 

the product service itself). Therefore, this study was conducted to ascertain the effect of customer satisfaction 

on customer loyalty whether it has a significant effect or vice versa on forklift products. For the two research 

gaps, this research is becoming increasingly interesting to do, namely to ascertain the effect of the price 

variable on customer satisfaction, and the effect of customer satisfaction on customer loyalty whether it has a 

significant relationship or vice versa. 

This research discusses the factors that influence customer loyalty. To see the factors that affect 

customer loyalty based on several replicated and compiled journals, we will examine whether functions, 

usability, design, application, and price (which are included in the unit features dimension), customer support 

and corporate image (which are included in the corporate factors dimension) towards customer loyalty 

through customer satisfaction, as well as switching costs towards customer loyalty to Komatsu Forklift 

customers at PT. Bina Pertiwi in the East Java Area.  

 

2. Litterature Review 

2.1 Theories and Hypotheses 
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2.1.1 Functions 

According to Deng et al., (2010) functions refer to the practical or technical benefits that users can get when 

using a product due to its various functions, thus making someone use it frequently. Meanwhile, according to 

Sweeney and Soutar (2001), functions are seen as the main influence on consumers when they decide to buy 

or not to buy a product. In research conducted by Kim et al., (2016), it is stated that there is a significant effect 

between functions and customer satisfaction. In a study conducted by Deng et al., (2016) stated that there is a 

significant influence between functions on customer satisfaction. 

H1: Functions have a significant effect on customer satisfaction. 

 

2.1.2 Usability 

Usability is the level of ease of using, learning, and operating on a device (Oghuma, 2016). Usability is a 

quality attribute that assesses how easy the user interface is to use and also refers to methods to increase ease 

of use during the design process (Nielsen, 2012). In a study conducted by Kim et al., (2016) stated that there 

is a significant influence between usability and customer satisfaction. The same thing, also conveyed by 

Belanche et al., (2012) states that if there is a significant influence between usability on customer satisfaction. 

H2: Usability has a significant effect on customer satisfaction. 

 

2.1.3 Design 

According to Tan and Sie (2015) design is the aesthetic quality of a product. Design can affect customer 

satisfaction, so companies must channel their creativity and innovation to produce attractive designs 

according to consumer tastes (Kim et al., 2016). In a study conducted by Kim et al., (2016) stated that there is 

a significant influence between design and customer satisfaction. The same thing, also conveyed by Xu et al., 

(2015) stated that if there is a significant effect between design on customer satisfaction. 

H3: Design has a significant effect on customer satisfaction. 

 

2.1.4 Application 

According to Buyens (2001) applications are a unit of software designed to serve the needs of several 

activities. Applications are devices that have been specially designed for mobile platforms (Pressman and 

Maxim, 2014). In a study conducted by Kim et al., (2016) stated that there is a significant effect between 

application and customer satisfaction. Applications refers to the various choices of applications available on a 

product that have a significant effect on customer satisfaction (Xu et al., 2015). 

H4: Application has a significant effect on customer satisfaction. 

 

2.1.5 Price 

According to Yesawich (2004) price is an important strategic variable because it has a direct relationship with 

company objectives and its interactions with other elements of the marketing mix. Price is the amount of 

money charged or imposed on a product or service (Simamora, 2003). In research conducted by Lee (2011), it 

is stated that there is a significant effect between price on customer satisfaction. The same thing, also stated 

by Xu et al., (2015) stated that if there is a significant effect between price on customer satisfaction. 

H5: Price has a significant effect on customer satisfaction. 
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2.1.6 Customer Support 

According to Kim et al., (2014) customer support is a company way of providing assistance to customers 

when responding to customer needs or complaints. Examples of customer support include providing product 

or service restoration as part of after-sales service, being responsive to customer inquiries, and paying 

attention to customer requests promptly. In research conducted by Kim et al., (2016) states that there is a 

significant influence between customer support and customer satisfaction. The same thing, also stated by Kim 

et al., (2004) states that if there is a significant influence between customer support on customer satisfaction. 

H6: Customer support has a significant effect on customer satisfaction. 

 

2.1.7 Corporate Image 

Corporate image is an image created and instilled by companies to consumers (Ene and Özkaya, 2014). A 

company will be seen through its image either negative or positive. A positive image will give a good 

meaning to the company's products and so can increase the number of sales. On the other hand, sales of a 

company's products will fall or suffer losses if its image is viewed negatively by society (Yusoff, 1995). In 

research conducted by Kim et al., (2016) states that there is a significant influence between corporate image 

and customer satisfaction. The same thing was stated by Lai et al., (2015) if there is a significant influence 

between corporate image on customer satisfaction. 

H7: Corporate image has a significant effect on customer satisfaction. 

 

2.1.8 Unit Features 

According to Kim et al., (2016) the feature unit consists of functions, usability, application, and price. Unit 

features are the basic requirements of a device. However, providing many functions does not always fulfill 

customer satisfaction. For this reason, it is necessary to identify what customers want in using a device, and 

most importantly to concentrate on meeting basic customer needs (Kim et al., 2016). In a study conducted by 

Kim et al., (2016), it is stated that there is a significant influence between unit features on customer 

satisfaction. According to Kim et al., (2016) the feature unit consists of functions, usability, application, and 

price. 

H8: Unit features have a significant effect on customer satisfaction. 

2.1.9 Corporate Factors 

According to Kim et al., (2016) corporate factors consist of customer support and corporate image. At this 

time a device manufacturer needs to focus on strengthening customer support by responding to customer 

complaints and providing more after-sales services (Kim et al., 2016). It is very important to show a 

consumer-friendly, innovative, smart, and customer-oriented corporate image (Kim et al., 2016). In research 

conducted by Kim et al., (2016) stated that there is a significant influence between corporate factors on 

customer satisfaction. 

H9: Corporate factors have a significant effect on customer satisfaction. 

 

2.1.10 Customer Satisfaction 

According to Demirgunes (2015) customer satisfaction is a general evaluation of company performance based 

on the experiences of consumers. Overall customer satisfaction describes the evaluation of consumers from an 

organization based on all interactions and experiences of consumers with a particular organization (Jones and 

Suh, 2000). In research conducted by Kim et al., (2016) states that there is a significant influence between 
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customer satisfaction and customer loyalty. The same thing was stated by Kim et al., (2015) if there is a 

significant influence between customer satisfaction and customer loyalty. 

H10: Customer satisfaction has a significant effect on customer loyalty. 

 

2.1.11 Switching Costs 

Switching cost is a category of switching barriers that emerged from an analysis (Colgate and Lang, 2001). 

Switching costs have been identified as a contributing factor in maintaining relationships (Colgate and Lang, 

2001). Switching costs are costs incurred by consumers due to switching to other service providers that will 

not be experienced if consumers remain loyal to the current service provider (Lee et al., 2001). In research 

conducted by Kim et al., (2016), it is stated that if there is a significant effect between switching costs on 

customer loyalty.  

H11: Switching costs have a significant effect on customer loyalty. 

 

2.1.12 Customer loyalty 

Customer loyalty is a positive action that consumers can show to brands, shops, products and activities 

(Dehghan and Shahin, 2011). According to Kotler and Keller (2009), loyalty is a strongly held commitment to 

buy again or subscribe to certain products or services in the future even though there are situations and 

marketing efforts that have the potential to cause behavioral shifts. 

 

2.2 Research Model 

 
Figure 2.1: The Framework of Research Model 
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3. Research Methods 

The research method used in this research is quantitative method. This research is a causal research, where 

this research is carried out to develop a pre-existing research model and this research is conducted to test the 

research hypothesis that has been determined based on literature review to answer the problems identified in 

the previous chapter. The population that will be used in this study are customers of PT. Bina Pertiwi as the 

authorized distributor of Komatsu Forklifts in East Java. The sampling method used in this research is 

probability sampling. This study uses a questionnaire as the main tool in data collection. In this study, 

researchers will use a full sampling technique (saturated sample), where researchers select respondents who 

will help researchers to distribute and fill out questionnaires. The application of the full sampling technique in 

this study was carried out by distributing questionnaires to be distributed to Komatsu Forklift customers who 

have already made purchases of Komatsu Forklifts at PT. Bina Pertiwi selected as the sample. The area used 

as a place for distributing questionnaires is the province of East Java, so that the selected respondents are in 

accordance with what is expected. The number of indicators used in this study is 30 indicators for Komatsu 

Forklift customer questionnaires. This study will use a sampling method, namely full sampling. The number 

of samples of 105 is determined based on the company database that currently exists, where 105 customers 

meet the criteria to be respondents in the study. 
 

4. Results and Discussion 

4.1 Assessment of Measurement Model 

Table 4.1: Multiple Regression Effects of Functions, Usability, Design, Applications, Price, Corporate 

Support, & Corporate Image to Customer Satisfaction 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .226 .247  .915 .362   
FC .236 .098 .212 2.404 .018 .290 3.450 

US .230 .094 .236 2.457 .016 .244 4.091 

DS .059 .092 .065 .641 .523 .218 4.585 

AP .213 .065 .262 3.274 .001 .353 2.834 

PR -.016 .027 -.030 -.581 .563 .872 1.147 

CSP .216 .081 .252 2.666 .009 .253 3.955 

CI .013 .092 .015 .145 .885 .201 4.982 

a. Dependent Variable: CS 
 

Table 4.2: Multiple Regression Unit features, & Corporate Factors to Customer Satisfaction 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .528 .253  2.089 .039   
UF .577 .077 .538 7.542 .000 .589 1.697 

CF .338 .064 .378 5.300 .000 .589 1.697 

a. Dependent Variable: CS 
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Table 4.3: Multiple Regression Switching Cost, & Customer Satisfaction to Customer Loyalty 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .169 .424  .398 .691   
SWC .190 .048 .298 3.927 .000 .886 1.129 

CS .723 .103 .533 7.021 .000 .886 1.129 

a. Dependent Variable: CL 

 

Multiple regression test shows the influence of an independent variable on the dependent variable. The 

condition for a hypothesis is considered significant when the significance level is less than 0.05 (α = 

5%). So that the results in this study are explained as follows: 

4.2 Hypotheses Testing 

Table 4.4: Summary of Testing Results. 

Hypotheses Analysis 

H1: Functions have a significant effect on customer satisfaction. Accepted 

H2: Usability has a significant effect on customer satisfaction. Accepted 

H3: Design has a significant effect on customer satisfaction. Rejected 

H4: Application has a significant effect on customer satisfaction. Accepted 

H5: Price has a significant effect on customer satisfaction. Rejected 

H6: Customer support has a significant effect on customer satisfaction. Accepted 

H7: Corporate image has a significant effect on customer satisfaction. Rejected 

H8: Unit features have a significant effect on customer satisfaction. Accepted 

H9: Corporate factors have a significant effect on customer satisfaction. Accepted 

H10: Customer satisfaction has a significant effect on customer loyalty. Accepted 

H11: Switching costs have a significant effect on customer loyalty. Accepted 

 

4.3 Discussion  

4.3.1 The effect of Function on Customer Satisfaction 

The first hypothesis is that functions have a significant effect on customer satisfaction. This hypothesis is 

supported by the t test where the significance is 0.018 (above 0.05) which indicates that this hypothesis is 

accepted. The results of this study support previous research conducted by Kim et al., (2016) which states 

that the higher the value received by customers from each attribute (function), the more satisfied customers 

are with certain smartphone manufacturers. Functions are practical or technical benefits that can be obtained 

by users when using a product because of its various functions, thus making someone use it frequently (Deng 

et al., 2010).  

4.3.2 The effect of Usability on Customer Satisfaction 

The second hypothesis is usability has a significant effect on customer satisfaction. This hypothesis is 

supported by the t test where the significance is 0.016 (below 0.05) which indicates that this hypothesis is 

accepted. According to Ha and Park (2013), customer satisfaction is greatly influenced by the level of 

satisfaction they have with smartphone attributes and evaluations when using a smartphone. Customers will 

make comparisons of the ease of using the product according to their perceptions with their expectations. If 
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customers judge that a product can meet or exceed their wants and expectations, it will lead to satisfaction in 

the minds of customers.  

4.3.3 The effect of Design on Customer Satisfaction 

The third hypothesis is that design has no significant effect on customer satisfaction but has a positive effect. 

This hypothesis is supported by the t test where the significance is 0.523 (above 0.05) which indicates that 

this hypothesis is rejected. The results of this study do not support previous research conducted by Kim et 

al., (2016) which states that the higher the value that consumers receive from each of these attributes (design), 

the more satisfied they are with smartphone manufacturers.  

4.3.4 The effect of Applications on Customer Satisfaction 

The fourth hypothesis is that applications have a significant effect on customer satisfaction. This hypothesis is 

supported by the t test where the significance is 0.001 (below 0.05) which indicates that this hypothesis is 

accepted. The reason this variable is accepted is because customers feel that the Komatsu Forklift has an 

application that makes it easy for customers to use daily and is useful for customers. 

4.3.5 The effect of Price on customer Satisfaction 

The fifth hypothesis is that price has no significant effect on customer satisfaction and has a negative effect. 

This hypothesis is supported by the t test where the significance is 0.563 (above 0.05) which indicates that 

this hypothesis is rejected. The results of this study support previous research conducted by Kim et al., 

(2016) which states that price does not have a significant effect on customer satisfaction on the smartphone 

market in Korea.  

4.3.6 The effect of Customer Support on Customer Satisfaction 

The sixth hypothesis is that customer support has a significant effect on customer satisfaction. This hypothesis 

is supported by the t test where the significance is 0.009 (below 0.05) which indicates that this hypothesis is 

accepted. The results of this study support research conducted by Kim et al., (2016) which states that the 

higher the value that consumers receive from each of these attributes (customer support), the more satisfied 

they are with certain smartphone manufacturers. 

4.3.7 The effect of Corporate Image on customer Satisfaction 

The seventh hypothesis is that corporate image has no significant effect on customer satisfaction but has a 

positive effect. This hypothesis is supported by the t test where the significance is 0.885 (above 0.05) which 

indicates that this hypothesis is rejected.  

4.3.8 The effect of Unit Features on Customer Satisfaction 

The eighth hypothesis is that unit features have a significant effect on customer satisfaction. Unit features are 

a combination of variables owned by Komatsu Forklifts, namely functions, usability, design, application, and 

price. This hypothesis is supported by the t test where the significance is 0.000 (below 0.05) which indicates 

that this hypothesis is accepted 

4.3.9 The effect of Corporate Factors on Customer Satisfaction 

The ninth hypothesis is that corporate factors have a significant effect on customer satisfaction. Corporate 

factors are a combination of variables that represent the company, namely customer support and corporate 

images. This hypothesis is supported by the t test where the significance is 0.000 (below 0.05) which indicates 

that this hypothesis is accepted. 
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4.3.10 The effect of Customer Satisfaction on Customer Loyalty 

The tenth hypothesis is that customer satisfaction has a significant effect on customer loyalty. This hypothesis 

is supported by the t test where the significance is 0.000 (below 0.05) which indicates that this hypothesis is 

accepted. From the research results, it is found that customers are satisfied with Komatsu Forklift products, 

service from PT. Bina Pertiwi as the authorized distributor of Komatsu Forklifts, and quality of Komatsu 

Forklifts. 

4.3.11 The effect of Switching Cost on Customer Loyalty 

The eleventh hypothesis is that switching costs have a significant effect on customer loyalty. This hypothesis 

is supported by the t test where the significance is 0.000 (below 0.05) which indicates that this hypothesis is 

accepted. So that customers have the desire to repurchase Komatsu Forklifts at PT. Bina Pertiwi, customers 

have the desire to continue using Komatsu Forklifts, and have the desire to buy Komatsu Forklifts at PT. Bina 

Pertiwi in the future. 

 

5. Conclusion  

Based on the data processing that has been done, the results obtained are eight hypotheses accepted and three 

hypotheses rejected. There is a significant relationship between functions on customer satisfaction, usability 

with customer satisfaction, applications for customer satisfaction, customer support for customer satisfaction, 

unit features on customer satisfaction, corporate factors on customer satisfaction, customer satisfaction with 

customer loyalty, and switching costs for customer loyalty. Meanwhile, an insignificant relationship was 

found between design on customer satisfaction, price on customer satisfaction, and corporate image on 

customer satisfaction. 

 

5.1 Recommendation 

Looking at the results of existing research where there are still many limitations to the research conducted by 

the author, the recommendations that can be submitted by the author are as follows: 

 Seeing the limitations regarding the object of research that only takes respondents, namely customers of 

Komatsu Forklifts at PT. Bina Pertiwi in the East Java area, it is hoped that the next research will use 

different models and objects to get more general results on the factors that affect customer loyalty. 

 Further research is expected to complement the existing variables in this research so that it can further 

enhance the understanding of the factors that affect customer loyalty, for example, such as adding 

product quality variables, alternatives of attractiveness, word of mouth or other variables. 

 Further research can be developed by linking the factors that affect customer loyalty based on income 

level, age and gender. Future research can also expand the scope of respondents who will be researched, 

or carry out their research in a different area from the current research, so that further research is carried 

out to provide a broad picture of customer loyalty. 
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