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Impact of Customer Delight and Customer Satisfaction on Loyalty:
A Literature Review

Ryuji WAKUTA

ABSTRACT

This paper is an attempt to clarify the impact of customer delight on loyalty by contrasting it with that of customer
satisfaction through a literature review. In the 2020s, the impact has not been fully clarified. In fact, conflicting results have
also become evident in retailers. The literature review revealed that there are two approaches to resolving these
discrepancies: (1) to consider that some condition embedded in the survey may have caused the discrepancy, and (2) to

consider that the level of customer delight and satisfaction may exhibit nonlinear curves.

Keyword: Loyalty, Customer Delight, Customer Satisfaction






