2.1.1 Three phase’s sequence of brand loyalty: cognitive, conative and effective
	 Human beings are social animals and their loyalty to a thing is as a result of dyadic communication that involves the theory of mind. This includes cognitive, conative and effective. Cognitive phase describes the false beliefs that a person may have towards a certain product.  Stereotypes and generalities cause the formation of this attitude. These attributes have been witnessed as a source of customer loyalty. Most people tend to believe that expensive significantly mean quality. Hospitality-based companies have taken advantage of this concept to rue customers. For example, someone may believe that expensive five-star hotels offer quality food. This would intern result to the particular customers developing loyalties to the five-star hotels.
 On the other hand effective can be described as the emotions that one has towards something (Hasa, 2016).  Personal emotions and feelings are brought to the surface. Such feelings include fear, hate, like, and love. Research studies have maintained that buyer’s attitudes towards the product are never maintained by the brand marketer. To this contrast customers behaviors o not just happen without impacting the marketer schedules and their concept about customers behaviors. Therefore it is equally important to understand the customer’s loyally from their attitude. A key challenge about the effective phase is that it fails to predict the customer's actual purchase routines. (Ki-Joon Back, 2013) Indicate that respective buying from one company builds customer loyalty to the particular company. For example, in a series of three studies, Sarkar, A.. (2012) demonstrated strong relationships between brand love and brand loyalty, and Bergkvist and Bech-Larsen (2010) demonstrated robust support for this relationship across a number of contexts, including painkillers, food, personal care items, and Batra, R., Ahuvia, A., & Bagozzi, R. P (2012) examined the relationship between brand love and loyalty in the lodging industry with similar results, and Thomson, MacInnis, and Park (2005) found a strong positive relationship between brand love and brand loyalty across a number of different contexts.
2.1.2 The Effect of Customer Satisfaction on the three phase’s sequence of brand loyalty
The cognitive and emotional satisfaction of the customers has shown a correlation with the brand marketer’s presentation and customer loyalty to the brand. This has and will result in increased sales to the company since the company is assured of loyalty customers. This holds true to all the retailers who have managed to win customers heart by successful meeting their needs to satisfaction.
It is becoming expensive as well as difficult for companies to distinguish themselves from others that offer the same services as them. This is so because it has been shown that the solution to technical problems is not only enough to create good customer loyalty. This means there is something else more than just the technical solutions. (Omar, 2010) Argues that upholding customers satisfaction through value addition cost less than just getting a new product. Customers satisfaction is very vital to the brand marketer because it contributes to the company determining how to recruit sale agents as well as the intention to repurchase the product. A consequence of this shows maximizing to customers satisfaction is collectively important to the company and also to the consumer (Fournier, 2012).
[bookmark: _GoBack] (Spiteri, J. M., & Dion, P. A. (2004)) suggests that consumer satisfaction should well show in retailers. This has shown increased satisfaction result in increased customer loyalty.  The can be used to construct a hypothesis that there is a positive correlation between customer satisfaction to customer brand loyalty. Finally, customer satisfaction can be described in simple terms as the situation when customers’ needs are being met to their level of expectation. According to (Erciş, A., Ünal, S., Candan, F. B., & Yıldırım, H. (2012).) when a product meets customer’s expectation hence customer satisfaction this means more profit in the company. Further (Hung, C. H., 2008)says more satisfaction can be harmful in since it is equally important to make sure that the product every time puts an impact on the customer repurchase. Andersons continues to say that customers’ satisfaction is a keys factor in company success. This can significantly result in competitive advantages of the company. Further (Rust, el at,2009)  shows that it is rational for a company to invest more in customer satisfaction as it will ultimately result in customer loyalty and retention. This will result to cut the cost of attracting new customers which result in great profit in the company. Finally, the customer’s satisfaction moderates the service quality and service intentions. And in conclusion, when a customer is satisfied with the company this is less harmful.
2.1.3 The Effect of Customer Delight on the three phase’s sequence of brand loyalty
	 It is very important when companies produce the producers of high qualities that surpass the customer’s expectation. A company can use this to request for referrals and testimonies in their marketing strategies. From delighted customers. This will, in turn, increase the number of customers handles. Customers delight aims at leaving a memorable mark that will impress the customer. This result in the growth of the business at a high rate which is beyond the normal relationship with the customer. (Park, 2016) says that a good image is quite important to the marketability of the company. This does not only shows the customers goodwill of the brand but also customer loyalty to the company. Modern customer does not just look at the company that satisfies their need but they also prefer a company that would surpass their expected standard and qualities in the product they deliver. (Pedraja Iglesias, M., & Jesus Yagüe Guillén, M.,2004)said that sponsoring  an event gives a company break through to brand its image as  within short time frame the company gots a lot of attention (Kim, M., Vogt, C. A., & Knutson, B. J.,2015) states that  any company with good public image will stand a better chance in the completion arena with such companies.
	Emphasis on the customer's delight is not just for the purpose of making customers happy. It also results in great achievements in the company. Take, for example, shooting for customer delight prioritize the customer happiness, it is more expensive to close a new lead than to maintain the current customers. A happy customer means more referrals. (Alhabeeb, M. J., 2007). indicates that customers delight more powerful than customer satisfaction.  This is because delight means high orders as compared to just enough orders in satisfaction. This high state of emotion is considered to have a link between individual emotions like joy and excitements. Delighted customers tend to be more loyal and have repurchase tendency and in some cases, they tend to pay more than the market price of the products.
	(Knox, G., & Van Oest, R, 2014) compared satisfied customers and delighted customers. Maria was able to show that delighted customers tends to be permanent loyal customers that satisfied one.
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