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  This study aimed to examine the effect of the role of Community 

Identification and Company Identification in Building loyalty to Kawasaki. 

This study uses a quantitative approach to those using and members of the 

community Kawasaki. Respondents in this study amounted to 350 people. 

This study uses SEM (Structural Equation Modeling) through AMOS 22 

software for measurement and structural testing. The findings of this study 

show that the identification and Community Identification Company has a 

positive and significant impact on attitudinal loyalty. 
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