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Abstract
Customer satisfaction has been a focus of researchers and marketers as an important antecedent of customer loyalty. Some recent studies propose that customer delight possibly produces greater customer loyalty than satisfaction. Loyalty has also become of greater interest to researchers and marketers as a multiphase concept as well as a useful segmentation of customers with accompanying targeted strategies. As one of few empirical studies on customer satisfaction, delight, and loyalty, the primary objectives of this research is to understand how customer satisfaction and delight influence loyalty and to understand the multiphase framework of loyalty, including cognitive, affective, and conative loyalties. This study contributes to the body of knowledge on customer satisfaction, delight, and loyalty and provides theoretical and applied suggestions for the hospitality industry.
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Summary:

In the hospitality industry, understanding the emotional factors of customers, such as delight, becomes more critical in relation to their consumption experiences and repeat purchase because customers have many opportunities to interact during the consumer experience with a product or service provider.
Customer loyalty research has been considered in many studies that examine the link between customer satisfaction and loyalty. In the hospitality sector, the level of attitude loyalty to customers is strongly assessed, and a number of loyalty studies have identified loyalty attitudinal dimensions as a useful means for segmenting customers with different strategies.
This study examines the impact of customer satisfaction and delight on loyalty by empirically testing a model. The study showed that customer satisfaction is more strongly related to loyalty than delight. A possible explanation of the finding is that customer satisfaction influences loyalty based on the cumulative overall evaluation, which is a set of discrete service encounters or transactions with the service provider over a period of time, whereas delight affects loyalty as episodic and ephemeral emotional experiences
Based on this study, the managers need to consider the feelings of the consumers and build a loyalty plan, such as lifestyle benefits, for successful enhancement of loyalty.

Conclusion
Hospitality managers are facing a dynamic and competitive market environment as customers are becoming more sophisticated. This study provides several practical implications for hospitality managers on how to increase customer loyalty. First, managers have focused mostly on improving customer satisfaction to increase customer loyalty. However, this study shows that managers need to understand the importance of not only customer satisfaction but also delight in directly driving customer loyalty. They need to take steps to ensure the generation of both customer satisfaction and delight, which can provide stronger influences in the creation of customer loyalty because the changes in the hospitality industry demand more than customer satisfaction–style management.
Second, the finding that affective loyalty has a greater impact on conative loyalty, in comparison with cognitive loyalty, can provide important knowledge and a tool for managers to develop marketing strategies. Therefore, managers need to understand which products and services can drive more customers to affective loyalty. As an example, a loyalty program is becoming more important as one long-term marketing strategy to build customer loyalty. Most present-day loyalty programs offer points or savings as the key benefit. Based on the findings of this study, managers need to understand customers’ emotions and develop a loyalty program to effectively enhance affective loyalty, such as benefits around lifestyle events.
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