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                                             Loyalty
            Loyalty is reliable persistent dedication with constant truth to a person or an item. Consequently, it is an intentional action, affection and belief. Loyalty can be classified into different classifications. Among them is emotional loyalty of which a customer will be willing to be associated with a given brand unconditionally no matter the cost or obstacles. Consequently these customers will be willing to do that because of a special connection with the brand, the owner or management or the memories attached. For instant, a couple may stick to a certain mall for substantial amount of years because it reminds them when they proposed and will go out of their way to spend in that mall (Eugine W).
Transactional loyalty is when some factors are favorable such as the closest filling station to home, and not necessarily because of any connection with anything. When the condition changes, for instance increase in prices, the customer will seek another economical station in the neighborhood. It has been argued that it does not matter where a customer is loyal to, for that is what keeps the owners, marketers and the investors’ alert keeping an eye on customer satisfaction and attaining the customer’s standards.
Conative loyalty is a stage achieve after a sequence of repeated positive feelings to a brand. Conation is a kind of pledge and willingness to buy from a specific brand in the future because of the preferences. In an instance of repeated failures, customers will always loose trust and sort for alternatives leading to lost revenue (Caruana). 
Loyalty-Earning Behaviors
Active interaction with the customer discloses their preferences, likes and as well as ideas. Entrepreneurs and business people may find leads on how to tailor the product or service to fit the needs of the end user. This aspect has been described to be universally applicable even in service industry for interactions with the client will bring out important insight that could be helpful in service delivery.
Therefore people always want to know much about the organization they are doing business with. They thus tend to seek the company’s transparency, and this brings a sense of ownership. It has been pointed out that customer care unit being the immediate recipient of customer claims; it should be equipped with experienced personnel with good interpersonal as well as communication skills. Poor customer service has been the principal purpose people bail on brands in the past experiences.
Sense of ownership is tribute to be a key factor in increasing the growth and development of a company or business. When a client or employee takes a step towards ownership, it assists in strengthening the relationship between the customer and the employee along with the customer as it instills a sense of mutual trust and assurance within the area of business (Lisa F).
To empower customers, advancement in technology has opened opportunities for marketers to reach their customers easily and empower them in a positive way through knowledge of the product and its operations. Consumer empowerment is a helpful subjective state that is mostly induced by consumer to intensify the level of control. Constructive increase in consumer empowerment ought to be associated with increased consumer satisfaction which reflects in profit realization. 
Therefore, every effort should be made to incorporate a product or service into a customer's life as well as empowering the customer on skills to use and operate the product and service which means continuous customer engagement. Creativity and originality of information is important at this stage because of competitive sources of information that a client can access. Any form of uniqueness in demonstrations and training is recommended.
To create this loyalty, owners and investors should be honest with clients based on facts as opposed to the market standings. It has been criticized that at some points informed clients might deliberately punish dishonest owners when facts are not present. The management should stay receptive and with the desire to focus on customers preferences (Philip P). 
To create conducive environment that promotes loyalty, organizations have discovered customer potential when involved in the decision making such as influencing fashion design, type of advertisement to incorporate and choice of product labeling.
Customer recognition and appreciation is important in the business world and this not only make a customer happy, but also is a most probable way to get the business’ name spread around the customers circle, increasing traffic. It has been denoted that people unconsciously love to feel important and any action to elevate the customer’s emotions to feel special will prompt the customer to come again. 
Retaining of customers is important as it mean increased finances to the business as well as better build relationship between the owners or staff and the customer. Some business owners reward their customers with loyalty programs with multiple incentives and rewards. As customers buy items, they earn points which are later converted into values that can be used to buy items. Another method of expressing appreciation is by offering donations to the needy in the society in honor of loyal customers as it is made known to them. 
Moreover, some entities provide upgraded services to their loyal customer such as presenting a deeper discount to them when giving out discounts. Such unexpected treats make customers feel part of the entity hence the willingness to stay for longer.
With the modern technology shout outs may look simple but they mean a lot to the customer. Mentioning a customer on the social media platform as the management shares the items and products being sold as well as sharing the history of the place are equal way of improving client loyalty. Sometimes, knowing a customer’s preference and even going a notch higher to referring them by name creates a bound that the customer might be interested to maintain.
Truly, for one to initiate for loyalty, it is advisable to value the other part more than oneself. Consequently, customers need to know the impact of their association and involvement in a certain brand (Brandon C). In this age, companies and firms are in competition to gain customers recognition whereas the customers too love being recognized and feel appreciated. 
Conclusion
Loyalty is of importance as it is built on trust and allows for prediction of an outcome of a certain action. For instance, some people love being recognized, and a step of referring them by name can trigger the need to want to come back where they are recognized and known. Subsequently there are others who value privacy and an attempt to refer them by name will make them shy off at try other options where not easily recognized. Appreciating loyal customers in business increases the sense of ownership in the customer as well as association with the brand. 
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