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Executive Summary
The paper covers the importance of customer loyalty to a business and how to improve it. The level of customer loyalty determines whether a customer will purchase from a particular company over time or stray into the hands of other competitors. Customer loyalty is a product of multiple positive interactions that engineer a feeling of trust over time. The connection increases sales because loyal customers are five times more likely to purchase again and four times more likely to refer a friend to the company than new ones. Loyal customers act as brand champions by giving positive reviews and recommendations via word of mouth or various social media channels.  Positive comments enable a brand to acquire a positive image, making more customers identify with the business hence improving its sales and general growth. Over 70% of customers tend to recommend a brand if it offers satisfying services and high-quality products. Companies with better customer satisfaction drive their revenue by an average of 6% compared to their counterparts. A business with high levels of disloyalty stagnates its growth by an average of 35%, while 73% of companies that value customers outshine their competitors in terms of growth and profits. Statistics reveal that 86% of customers are willing to pay more for excellent customer service. Businesses can improve customer loyalty by developing a reward program. This can encompass giving extra perks to the most loyal customers. Another solution is improving customer experience through better customer service by paying attention to areas that need improvement. This can be achieved by using surveys and customer feedback and looking at the ratings of the business. It is also essential to determine the best channels to use while communicating with customers. A company can choose from the existing channels, for instance, social media platforms, email, and webchat.

How to Improve Customer Loyalty
Introduction 
Customer loyalty and retention are among the most crucial elements that small and more significant organizations strive to achieve. In essence, customer loyalty entails "an ongoing positive relationship between a customer and a business" (Griffin & Herres, 2019. P.18). It is a business engine that leads to the structuring of loyal customers hence repeat purchases. It prompts the existing customers to choose a specific company over a close competitor with similar services or products.   Customer loyalty can be considered a brand where customers are loyal to it by associating the brand with positive benefits and experiences. The experiences include feeling connected to the ideals and values of the brand, excellent customer service, and consistency in offering high-quality services or products. Customer loyalty is a product of multiple positive interactions that engineer a feeling of trust over time.  83% of customers attest that their loyalty to a specific brand resulted from trust in the brand (Marzon et al., 2020). The interactions must not necessarily be perfect. It includes some poor experiences. What matters is how the negative experiences were handled.  Customers who had a negative experience with a particular brand but fixed it are even more loyal than customers who never experienced a problem with the brand.
Customer loyalty is vital to a business for it increases sales. Repeat customers traditionally spend more and shop regularly compared to new customers who might be out to test their first purchase.  Notable companies like Apple have gained customer loyalty due to their quality products (Kim et al., 2018). The loyal customers become brand champions and net promoters hence leading to more referrals and more sales. The report covers findings of customer loyalty. They include information about the relationship between customer loyalty and the success of a business. The discussion part gives details on how customer loyalty can enhance or lead to low sales. The conclusion part is a summary of the research findings and their relations to customer loyalty. The last part is recommendations. It gives possible solutions that can improve customer loyalty.
Findings and Discussions
Based on the significance of customer loyalty to the health of a given business, many extensive studies have been carried out about the dynamics of customer loyalty.  As a parameter for measuring the likelihood of a customer to do repeat business, customer loyalty is among the forces that spearhead sales.  It is a long-term asset that also acts as a marketing tool. Companies that foster high levels of customer loyalty create a sustainable competitive advantage over their stiff competitors. The phenomenon is even more critical in saturated markets where businesses should focus on customer loyalty to preserve their loyal customers.  Apple is the best representative of customer loyalty in specific electronics like smartphones, laptops, and tablets.  87% of Apple's customers are dedicated to the brand and more willing to incur more costs to purchase their quality products (Kim et al., 2018). A company that fails to develop better relations with customers is likely to experience an exodus of customers seeking the same services or products from other competitors. The switching of customers to other companies due to poor services costs American companies $1.6 trillion annually.   Efforts required in keeping a customer are considerably less when compared to the needed measures of acquiring a new customer (Marzon et al., 2020).   Paul Farris (the author of Marketing Metrics) states that "a repeat customer has a 60-70% chance of converting." (Leninkumar, 2017, p.452). This implies that the possibility of selling to an existing customer is averagely 65%. New customers are harder to convince, for they have little connection with the business.  This implies making the new customers aware of the business and brand and a comprehensive marketing strategy to push them in the right direction to make a purchase.
Customer loyalty is an intangible asset that enables a business to acquire more sales via more customers. Loyal customers tell their friends to make purchases from your business. Research shows that "loyal customers are five times more likely to purchase again and four times more likely to refer a friend to the company" (Srivastava & Rai, 2018, p.208). Also, while introducing a new service or product, loyal customers are easy to work with at the experimental stage. Research shows that chances of selling a product or service to a new customer are as low as 5% to 20%.  This makes loyal customers assets that a business should strive to retain.   Rewarding customers for their loyalty is also prudent to show appreciation and enhance the business bond (Juanmata et al., 2019). 59% of customers believe that earning loyalty points and rewards is among the most valued prospects during their shopping experience.
Customer loyalty transforms traditional customers into brand champions and net promoters of the services or products sold by a company.  They have the ability to bring more business to your doorstep by sharing positive opinions. This is done by word of mouth or via various social media channels. Giving positive reviews enables the brand to acquire a positive image, making more customers identify themselves with the brand.  Over 70% of customers tend to recommend a brand if it offers satisfying services and high-quality products. This leads to a lighter load on the support and the customer service teams. One of the extraordinary revelations is that 75% of consumers expect businesses to contribute to their quality of life and general well-being positively. 77% of customers report that inefficient customer experiences derail their quality of life. "Businesses that have a higher customer satisfaction level drive revenue 4 to 8% higher than the rest of their industries." (Leninkumar, 2017, p. 18). Such companies also outperform their counterparts by over 80% (Marzon et al., 2020). 84% of businesses that strive to improve customer loyalty and experience register an increase in revenue, while 73% of those with an above-average customer experience outshine their competitors financially. 
Studies reveal that American employees are more willing to pay 17% more to buy from a company that offers excellent service to customers' satisfaction levels.  In business, 90% of the Chief Executive Officers opine that customer are the backbone of any given business. Companies that are customer-centered earn 60% more in revenue than those less sensitive to customers. It is evident that customer loyalty increases profits hence improves the growth of a company. On the other hand, customer disloyalty can stunt a business growth by 25% to 50% (Griffin & Herres, 2019). The stagnations are a hostile gesture, for it makes the business register dwindling profits and eventually losses. Any business can improve customer loyalty by taking simple steps like improving customer service. This can be perfected through effective communication to determine the needs of the customer and quick service delivery.  Businesses can also reward customers by the use of discounts and even appreciation by word of mouth. It is suitable for a business to be reliable in offering the services or products they specialize in. 
Conclusion and Recommendations
Customer loyalty entails the choosing of a specific company by a customer over the other competitors. Customer loyalty is among the most critical parameters that enhance the growth of a business. Loyal customers are advantageous to a company for they buy more than new customers. The possibility of selling to a loyal customer is 65%. Also, loyal customers are four times more likely to refer someone to the business for the same services.  The phenomenon increases sales via purchases by repeat customers and referrals.
An excellent example is Apple company which relies on its loyal customers to stay on top.  A business that has poor customer relations losses customers, to its competitors. It is estimated that American companies lose $ 1.6 trillion due to switching customers to other companies. Rewarding customers is a sure way of showing appreciation. Companies need to foster customer satisfaction via better service delivery, rewards, effective communication, giving discounts, and being reliable in the services and products they venture into the market (Pekovic & Rolland, 2020). Customer disloyalty can stagnate a business growth by an averagely of 35%. 73% of companies that value customers outshine their competitors in terms of growth and profits.
Customer loyalty increases the sales of a business. Loyal customers spend more compared to occasional customers. It is wise for a business to drive customer loyalty to enhance repeat business. A company can achieve customer loyalty by improving customer experience through better customer service. 86% of customers are willing to pay more for excellent customer service. Customers remember when they are poorly treated and when they are well treated. It is vital to pay attention and identify areas that need improvement. This can be achieved by seeking out customer feedback by asking questions, sending out surveys, and tracking business ratings (Pekovic & Rolland, 2020). You can also ask for ways that can improve your customer service.
Another solution is the development of a reward program. This can encompass giving extra perks to the most loyal customers. A point program can be used where each purchase earns a customer point that can be exchanged for a particular offering. A spending program can also be used. In this case, the amount spent by a customer attracts one specific reward. Other programs include tiered and exclusive VIP (Leninkumar, 2017). It is also essential to determine the best channels to use while communicating with customers. There exist various channels that suit the needs of different businesses. They include web chat, email, and social media platforms like Facebook and Twitter. It is also good, to be honest in what you do and try as much as possible to be reliable.
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