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Factors Positively Influencing Customer Loyalty of Kuroko Toy Social Networking
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Abstract

This research objective is to study the influence of product information, ease of use, customization,
order fulfilment, the responsiveness of customer service, electronics word of mouth, and care for other
customers towards customer loyalty of Kuroko Toy Online Shop's customers. The sample group consisted
of 207 Kuroko Toy Online Shop's customers. Multiple Regression Analysis was used to analyze the data.
The result showed that electronics word of mouth, order fulfilment, care for other customer, and product
information had the positive influence on the customer loyalty of Kuroko Toy Online Shop's customers at
the significance level. Ease of use, customization, and responsiveness of customer service had no positive
influence on the customer loyalty of Kuroko Toy Online Shop's customers all significant.

Keywords: Positive influence, Customer loyalty, Online store
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