Amendments
1. Amend the Grammar[image: ]
2. Don’t use “;”, it should be new paragraph/ point 
To recommend the best…..industry
[image: ]
3. Focus to explain the 4 stage of oliver framework model
[image: ]
4. Terms need to be centralized (e.g. if the first time is use Brand loyalty, after all related also use “Brand loyalty” not others term)
[image: ]
5. If the paragraph is talking about “Cognitive Brand Loyalty”, then don’t talk others
e.g. Cognitive…..
Affective…..
Conative…..
[image: ]


6. Need to write in separate paragraphs
Customer Delight: Customer delight definition…..
Customer Satsfaction: Customer Satisfaction definition…..
Customer Delight and customer satisfaction relationship….. 
[image: ]
7. Because this is talking hospitality industry, therefore don’t talk others
[image: ]
8. Add reference
[image: ]

9. Only focus talk about conative brand loyalty
[image: ]
10.  Talk definition first
[image: ]
11. Is it Customer Satisfaction and delight?
[image: ]





12.  Add sub-heading to let tutor know which sample you are talking and Hilton need add reference, what is R&P? do you have full name?
[image: ]
13. Explain how to achieve explicit brand loyalty
[image: ]
14.  Set reference to support your idea
[image: ]
Reference list amendment
[image: ]
2. you don’t have use this reference in the contents
[image: ]
3. please double confirm the reference
[image: ]
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2.1.2 Customer Dellgh/ d Customer Satisfaction

According to Ting (2018), among the well-liked subjects of studies that have gained
popularity in the marketing field are the consumer delight influences as well as customer
fulfilment on devotion. Wathigo (2016) presents that happiness and happiness are the feelings of
disappointment or pleasure of a customer arising from comparing the performance of a brand
relative to their expectations. Xiong, King, and Hu (2014) provide that overall customer delight
and customer satisfaction be founded majorly on their experience when buying services or goods.
They argue that it is both a process as well as emotional evaluation of comparing "pre-use

expectation” and the "post-use supposed performance."
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and services of such a company. People want to deal with careful people, and their first
impression always counts. Make sure you hire SEO writers. This tip is highly recommended by

m@ It is important especially for local marketing since the

competition will be among many other similar companies. To make sure there is a difference in

the marketing strategy it is important that you make use of the SEO writers (Tabish et al., 2017).
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2.2.4 Affective Brand Loaylty
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2.2.5 Conative Brand Loaylty i T ////

This factor explores the behavioral intentions of the consumer to continue purchasing or
using an individual service or product. It is the third phase in the framework and according to
Oliver, it is limited to the behavioral intentions of the consumer. Consumer intentions are
influenced by recurring occasions of positive emotions towards a brand. Conation defines the
commitment of the consumer or their plan to buy a particular brand shortly (Yeboah-Asiamah et

al., 2016; Liu et al., 2012).

According to studies, c@umer satisfaction increases with increase in age. Younger
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profiles improving the brand awareness.
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2.2.7 Explicif ion) Brand Loyalty L
.2.7 Explicit (Action) 4

Explicit brand loyalty is icted by/a combination of impacts of implicit loyalty

dimensions such as conative, affective, and cognitive. A precise brand is the actual or visible
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2.3 Development of a theoretical framework

9 ]
Custol joyment and pleasi to the formation of attitudes, including emotions,

cognition, and intentions. This framework hypothesizes that customers of a brand first become
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In the current world, 'he\éonsumeOods@mr continues to experience significant

shakeup whereby new age business platforms in the sector have major transformations on both
customers and the businesses. Most companies faced with this uncertainty prefer to invest
resources so that they are in a position to transform their businesses. Having revenue model
knowledge is of great help in identifying the growth of opportunities as well as - !|m|u!10n
opportunities hence increasing the value given by @ the s!akeh @
Research Industry Intelligence ensures there is historical data for the past fifteen years with a
benchmarking interface that is easy to use for those in in-depth comparative business analysis
(Prayag et al., 2017). In the hospitality sector, there are many varieties of companies that produce

the same commodities. Telling people to buy other commodities other than what they are used to
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customer delight for the consecutive years. Understanding customer preferences allow managers

to be able to produce high-quality products and services, which can delight and satisfy customers
n
(Nam et al., 2011). Through explicit (action) brand loyalty, the company has established a good
il
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4.2 Limitations And Further Research

There are several limitations, which have been encountered in this research. First, the
results used in this research are based on previous studies that used cross-sectional information;
this shows that the conclusions made are only relevant in providing the explanation of the
connection in the constructs being investigated but not a causal relation. Other findings are
unreliable because some previous researches used low-quality measurements. The study also,

considered brand loyalty as multidimensional having both behavioral and attitudinal aspec&

yei

further research should investigate the funderlying impacts of buyer variety commitment,
sat@tiomandre_ﬂldiffermt vEe!y of devotion aspects. Lastly, a new study must be
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ustry. The objectives of the this paper include:

e To identify the importance of the psychological processes of con mw

developing strong brand loyalty.
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* To develop a theoretical model in implicit and explicit brand ona&&recommsnd the best

practice of brand loyalty in the hospitality industry.
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2. LITERATURE REVIEW
2.1 Theory of Brand Loyalty

Among the most commonly applied models of consumer brand loyalty is known as the
four-stage loyalty framework explained in details by Oliver (1999). This model o/ffgs support to
the utilization of sequential learning theory in studying brand loyalty. Wwd loyalty
model and the implicit-explicit model focus on addressing the issues of product and service
loyalty. Customer devotion is explained as their guarantee to repetitive purchasing or re-
patronize desired services or products over and over again in the future, therefore causing
repetitive purchasing regardless of marketing efforts and situational influences that can switch

behaviour (Singh, 2012).

Olive rther explains that loyalty consists of behavioral and attitudinal dimensions,
whereby attitudinal dimensions have three phases namely cognitive, affective, as well as
conative loyalty. The framework of brand loyalty presents a formation of attitudes which include
emotion, cognition, and intentions (Tepeci, 1999). The framework hypothesizes that consumers

of a brand first become loyal cognitively, cﬂ to affectively loyal and finally proceed to
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It focusses more on gustomer.Joyalty. According to Abbas (2019), there exists a systematic and

2.1.1 Cognitive, Affective
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Evanschitzky et al. (2012), describes @itive brand loyalty as the faithfulness
presented by customers towards a brand from its initial presentation. In Oliver’s model, it is the
first phase whereby the clients start developing loyalty to a brand by weighing if it satisfies their
expectations. Here they may compare different brands in the market and will often get inclined to

the best type.

Affective brand loyalty, on the other hand, is described by Kabiraj and Shanmugan

(2011), as the optimistic view, stronger than that at the cognitive level that is usually developed




