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Abstract

Consumer satisfaction is considered a prerequisite for the emergence of positive behavior. It
is not always the case. Several previous studies have suggested that it is not enough to simply
provide satisfaction for customers because there is some low correlation between satisfaction
and loyalty. This may explain why satisfied customers still leave the company. Executives
from reputable companies engaged in services affirm that it is not enough to simply provide
customer satisfaction, and is a priority to drive customer satisfaction into customer delight.
The aim of this research is to analyze the influence of customer delight in improving
customer commitment and customer loyalty. The field method and questionnaires were used
to collect data. Statistical tools used in this research is Structural Equation Model (SEM).
Data are analyzed by using statistical software LISREL 8.5. The result shows that brand trust,
customer satisfaction, customer delight, customer commitment have positive effect on
customer loyalty. Customer delight has the most influence on customer loyalty.

Keywords: Brand Trust, Customer Satisfaction, Customer Delight, Customer Commitment,
Customer Loyalty
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1. Introduction

Free competition in this globalization era promises a new business opportunity and challenge
for every company. Every company always strives to create satisfaction and even beyond that
satisfaction that is happiness for its customers. Nowadays the competition between
companies is also getting tighter as more and more new brands emerge. Of course, the
company wants to get a special place in the hearts of consumers. Various ways to achieve this
goal. Of course, the Company must be able to adapt to any changes that occur, such as social
change, cultural change, lifestyle changes, and much more. The consequences of intense
competition also require the company to provide the best service in satisfying its customers to
win the competition and maintain its exclusion. Companies are not enough just to produce
goods and services of quality in accordance with the desires and needs of consumers with an
attractive price, which must be implemented company is placing customer satisfaction as the
main goal that will be the key to the success and existence of the company. One strategy that
can be used by companies is to build customer loyalty.

The existence of a trust within an affiliated brand creates a loyalty. Lau & Lee (1999, p. 344)
stated that trust in the brand is the willingness of consumers to trust the brand with all the
risks because of the expectations promised by the brand in providing positive results for
consumers.

Customer commitment to the brand is also important in shaping a consumer loyalty to a
brand. Walsh et al. (2007, p. 54) says, brand commitment has been shown to play an
important role in determining resistance to various actions such as attacks on certain brands.

Customer loyalty is absolutely required by a company to be able to survive and can compete
with other companies. Consumer loyalty in general according to Siswar & Fund (2011, p. 1)
is loyalty to one of several products, whether it be goods or services. Further funding, loyalty
is very important for companies that want to maintain the continuity and success of their
business. Margaretha & Moureen (2004, p. 25), consumer loyalty is the ticket to success in
any business. Kandampully & Suhartanto in Badawi (2007, p. 113) say, several studies have
led to customer satisfaction as the starting point of customer loyalty growth.

Consumer satisfaction is considered a prerequisite for the emergence of positive behavior. In
reality it is not always the case. Rowley & Dawes (2000, p. 540) say, satisfied consumers are
still doing the transfer of brands, otherwise disgruntled consumers remain a loyal customer.
Afwan & Putri (2009, p. 71) say, executives from reputable companies engaged in services
assert that is not enough to just provide satisfaction for customers, and is a priority to move
customer satisfaction into customer delight. Sri Sudarmiyati (2008, p. 123) also added that
the delight of potentially to become a weapon in winning business competition.

2. Literature Review
2.1 Customer Loyalty

Maydeu et al. (2003, p. 289) says, consumer loyalty is a very important goal for strategic
marketing planning and reflects the important basis for developing a competitive advantage.
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Kotler & Keller (2009, p. 138) say, loyalty is “a strong commitment to buy back or reuse
products or services selected in the future despite the influence of marketer circumstances and
efforts in getting the potential to cause brand switching behavior.” Pong (2002, p. 4) suggests
eight measures to measure consumer loyalty: Purchase Behavior, mouth-to-mouth
recommendations, periods of use, price tolerance, buy-back intensity, preference, choice in
reducing product choices, and first remembered.

2.2 Brand Trust

Keller (1993, p. 8) says, a brand is a sign of belief in all intangible activities, no human touch,
and can be a symbol of quality and assurance in building trust. Brand trust is much more
important in terms of risk reduction if the perceived risk of consumers to purchase decisions is
high. Morgan & Hunt (1994, p. 22) also added the importance of building trust has been proven
in maintaining buyer and seller relationships.

2.3 Customer Satisfaction

Oliver in Kaveh (2012, p. 5016) says, customer satisfaction is defined as a judgment that a
product or service feature, or the product or service itself, provides a pleasurable level of
consumption related fulfillment including the level of under or over fulfillment. Valeria
Zeithaml & Bitner (2000, p. 75) says consumer satisfaction is the consumer evaluation of a
product or service, whether the product or service has met the needs and expectations.

2.4 Customer Delight

Chandler in Oliver et al. (1997, p. 313) says customer delight is the reaction of customers
when they receive a service or product that not only satisfies, but provides unexpected value
or unanticipated satisfaction. Customer satisfaction, which we have all worked hard to
provide, is largely a static process that focused on today and deals with known circumstances
and known variables. Providing customer delight is dynamic, forward-looking process that
takes place primarily in the unknown environment going beyond satisfaction to customer
delight will provide a distinct advantage to the company that does it first and does it well
consistently. Paterson (1997, p. 54) says customer delight involves going beyond satisfaction
to delivering what can be best described as a pleasurable experience for the client.

The delightful customer is an important asset to the company. Keiningham et al. (2004, p. 5)
proves, the relationship is not linear between merely satisfied with loyalty, and describes it in
a curve called Delight Curve.

According to Keiningham et al. (2004, p. 5), most companies today only explore the middle
area of the Delight Curve, an area called Zone of Mere Satisfaction. In the Zone of Mere
Satisfaction companies simply “play safe” trying to keep their customers from being
disappointed. In this area increased consumer satisfaction is not accompanied by a significant
increase in loyalty. The first area, called Zone of Pain. In this area the company’s services
cause dissatisfaction with the consumers. In the third area, service improvements, however
small, increase the level of customer satisfaction. This area is called Zone of Delight.
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Figure 1. Delight Curve

Source: Keiningham et al. (2004, p. 5)

2.5 Customer Commitment

Beatty & Kahle (1988, p. 4) says brand commitment as an emotional or psychological
attachment to a brand within a product class. Similarly, brand commitment was defined as an
average consumer’s long-term behavioral and attitudinal disposition towards a relational
brand. Moorman et al. (1992, p. 316) says Brand commitment can be viewed as "an enduring
desire to maintain a valued relationship" with the brand.

3. Hypothesis Development

3.1 Brand trust as a Driver of Customer Satisfaction, Customer Commitment, Customer
Loyalty

Belaid & Temessek Behi (2010, p. 13) say, when consumers feel that the brand has fulfilled
commercial promise and considering the welfare and interests of consumers, a thorough
evaluation of brand performance will be positive. Thus, it can be said that the brand is trusted is
a satisfactory brand. Crosby et al. (1990, p. 70) says, trust and satisfaction are positively
correlated. Lawrence A. Crosby added explaining brand trust arises from past experiences and
when interaction is then it is developed and described in the process of individual learning
experience repeatedly. Therefore, brand trust is then fused in consumer knowledge and
experience to the brand. If a consumer believes in a brand based on experience, then the
customer will be satisfied with their purchase.

Morgan & Hunt (1994, p. 24) explains, trust a significant impact on the commitment which
also makes business exchange relationships become valuable, and Morgan states that trusts a
significant impact in maintaining a relationship. Moorman et al. (1992, p. 316) says, trust leads
to commitment in a reciprocal relationship. Moorman et al., Adding to the many possibilities
that are at risk, trust is expected to increase the commitment in the relationship between
consumers and companies. Kennedy et al. (2001, p. 77) says that there is a positive relationship
between trust and commitment. Trust will be the forerunner of consumer commitment is
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defined as intent implicit or explicit to maintain durable relationships between consumers and
companies.

Chaudhuri & Holbrook (2001, p. 83) says, trust plays an important role in the domain of the
brand associated with loyalty. Delgado-Ballester & Munuera-Aleman (2001, p. 1245) said,
trust leads to customer loyalty. Reichheld & Schefter (2000, p. 107) say that to attain loyalty,
one must first achieve trust first. Jahizatus Sa’adah (2011, p. 23) said that the higher consumer
confidence resulted in higher consumer loyalty. Christopher W. Hart & Johnson (1999, p. 11)
says trust is a very powerful emotion, and will have a huge impact on loyalty.

3.2 Customer Satisfaction as a Driver of Customer Commitment, Customer Loyalty

Hess & Story (2005, p. 315) say that satisfaction will affect the beliefs of the functional
relationship of brands and personal relationships to commitment. Hennig-Thurau et al. (2002,
p. 237) says that, very strong customer satisfaction related to the development of komitmnen.
Wetzels et al. (1998, p. 410) said consumer satisfaction positive experience repeated and strong
leads to a formation of affective commitment and calculative commitment, which is a
component of the commitment itself.

Saputra (2008, p. 82) said, consumer satisfaction is reflected from the repurchase behavior and
recommend to others positively. Satisfaction does not necessarily lead to loyalty, but loyalty
usually begins with satisfaction first. From these explanations, clear relationship between
customer satisfaction and customer loyalty, as also stated by Shankar et al., In Suparno Saputra
(2008, p. 86) says that overall consumer satisfaction has a positive effect on customer loyalty.
Zeithaml & Bitner (2000, p. 80) say that consumer satisfaction causes a positive influence on
loyalty.

3.3 Customer Delight As A Driver of Customer Commitment, Customer Loyalty

Edwards (2004, p. 1) on its website says, when we give pleasure (delight) to consumers who
will buy products or services we sell, we create a strong emotional response where consumers
will commit to the products or services we sell. Bernard & Dozier (2011, p. 254) says, if
someone is already delight will surely show that the person has committed. Veronica Oliver in
Liljander & Inger (2002, p. 595) says, the customer will be commit because they got something
big and unexpected that instead of a habit. Verma (2003, p. 123) says, delight zone is an area
where customers are happy or excited, which will lead to the commitment and loyalty.

Jones & Seasser (1995, p. 91) exemplifies the events experienced by Xerox which, Xerox
reports have found that customers were “Totally Satisfied” or delight, six times more often than
customer repurchase are only satisfied only. Verma (2003, p. 123) says, delight zone is an area
where customers are happy or excited, which will lead to the commitment and loyalty.
Scholssberg in Oliver et al. (1997, p. 312) says that, Customer delight which is a higher level
than the customer satisfaction is the key driver of loyalty and loyalty itself. Kline & Edwin
(2006, p. 2) says that the companies that deliver the experience of pleasure (delight) will have
loyal customers.
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Figure 2. Conceptual model

4. Methods

Structural Equation Modeling or better known as SEM is a multivariate statistical analysis
method. Doing if SEM data is different from doing if data regression or path analysis. SEM
data is more complicated, because SEM is built by measurement models and structural models.
To perform the data if SEM more easily, of course we need the help of statistical software.
Currently already available various kinds of software for SEM data such as LISREL, AMOS
and Smart PLS.

LISREL was developed by Joreskog & Sorbom. LISREL is the most widely used statistical
software among researchers and practitioners. The advantage of the LISREL software is its
ability to identify relationships between complex variables. How to operate it consists of
various options, either with syntax or with a simple program, making it more widely used
various circles. Syntax would be liked for users who are familiar with programming languages.
While simples or simple LISREL is an alternative for those who are unfamiliar with
programming languages. The various estimation methods are available in LISREL, so they are
not fixed to one Maximum Likelihood estimation method. This depends on the data conditions,
which estimation methods are used. One thing lacking of the LISREL software is the inability
to process SEM data with a small sample size. When we have a sample of less than 200, while
the model is complex, sometimes the estimation results do not match expectations.

Similar to SPSS, AMOS is a statistical software developed by IBM. AMOS software is
devoted to help test the hypothesis of relationships between variables. Through AMOS
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software can be known the level of strength of the relationship between the variables either
between the latent variable and the manifest variable. How significant is the relationship
between variables, and how fit the hypothetical model is compared with real field data. The
advantage of AMOS is that it does not require a syntax or a complicated programming
language to operate this software. For beginners, or a layman with programming language is
certainly an advantage in itself. Through AMOS, we simply describe the latent variables and
manifest variables, then connect them through the available arrows. The advantages of AMOS
as well as the lack of AMOS. Making very many images when the model is complex, would be
a very tedious job. In fact, the work can be done more simply through programming languages.
We live copy syntax and replace some variables, then running, then finished complex any
model that would be made.

Smart PLS or Smart Partial Least Square is the same statistical software purpose with LISREL
and AMOS that is to test the relationship between variables, both fellow variable latent as well
as with indicator variable, or manifest. Smart PLS usage is greatly enhanced when we have
limited number of samples while models are built complex. This cannot be done when we use
both software above. They need sample adequacy. Another advantage of Smart PLS is its
ability to process data both for formative or reflective SEM models. Formative SEM models
have characteristics such as the latent or construct variables built by the indicator variable in
which the arrow leads from the construct variable to the indicator variable. The reflective SEM
model is a SEM model in which the construct variable is a reflection of the indicator variable,
so the arrows lead from the indicator variable to the latent variable. Statistically, the
consequence is there will be no error value on the indicator variable. Because this software is
dedicated to doing data processing with small samples, it is not suitable for large sample
research

Data collection techniques by means of written communication is by distributing
questionnaires to 150 respondents who represent the Magnum Cafe, Jakarta. Retrieval
technique used is purposive sampling that is where not everyone can become respondents in
this study, but just who happens to be the current location of the data collection. Processing and
analysis of data using multivariate techniques, Structural Equation Model (SEM), the software
used is LISREL 8.5. The scale used is Likert. Analysis of the measurement model resulted in
good fit and all items retained served as strong measures for their respective constructs
(CFI>0.9, IF1>0.9, RMSEA<0.05).

5. Results

Based on the questionnaire data obtained the consumer profile of Magnum Cafe Jakarta which
became the respondent in this research (See Table 1).
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Table 1. Profile of respondents

Number of Respondents Percentage (%0)
Gender
Man 83 55.33
Woman 67 44.67
Age
<18 Years 23 15.33
19-29 Years 77 51.33
30-39 Years 36 24
40-49 Years 10 6.67
> 50 Years 4 2.67
Work
Employees 39 26
Entrepreneur 17 11.33
Student / Student 83 55.33
Others 11 7.33
Visit Intensity
Not Every Month 17 11.33
1 time 32 21.33
2-3 times 55 36.67
4-5 times 28 18.67
> 5 Times 18 12

5.1 Validity and Reliability

The validity of an indicator can be evaluated by the level of significance of the influence
between a latent variable with its indicator. Item question declared invalid if the t-value> 1.96
(Yamin & Kurniawan, 2009, p. 36) factor loading > 0.4 (Waluyo, 2011, p. 81). All the
questions that are 40 items declared valid question because the t-value> 1.96 and factor loading

>0.4.

Table 2. Reliability

Latent Variables Construct Reliability
Brand Trust 0.91
Customer Satisfaction 0.74
Customer Delight 0.84
Customer Commitment 0.96
Customer Loyalty 0.96

Source: Processed Data.

Based on Table 2. The value of Construct Reliability of each latent variable is above a critical
limit is 0.7. Construct Reliability with value which is above the limit, then the indicator
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variable has the consistency of a good measurement of the latent variable represents.
5.2 Fit Model Rating

From Table 5, can be seen that the value of Chi-square and value p = (0.00 <0.05), this means
no good model fit as desired is Chi-square value small p> 0.05. RMSEA model is of 0.062.
This indicates that the goodness of fit model is quite good, but the P-Value for the Test of Close
Fit (RMSEA <0.05) = 0.0034 which indicates the model is not good. Although translation of
the above stated that the model does not have a value fit enough, it is used another indicator to
assess the suitability of the model: ECVI in the above table that is equal to 8.88 less than ECVI
Saturated i.e. 11:01 and ECVI Independence that is equal to 29.54. This shows that the model
has a good fit. AIC in the above table that is equal to 1323.34 is smaller than the AIC and AIC
1640.00 saturated namely Independence amounting to 4401.34. This shows that the model has
a good fit. CAIC in the above table that is equal to 1680.29 is smaller than Saturated CAIC is
4928.72 and CAIC Independence amounting to 4561.77. This shows that the model has a good
fit. In the table shows the value of PGFI of 0.64 is greater than 0.6. This shows that the model
has a good fit. In the table shows the value of PNFI that is equal to 0.65 is greater than 0.6. This
shows that the model has a good fit. The value of 0.8 < CFI < 0.9 is the marginal fit (good
enough). The CFI value table is 0.83. This shows that the model has a good fit. The value of 0.8
<IFI<0.9 is marginal fit (good enough). In the table IFI value that is equal to 0.83. This shows
that the model has a good fit.

5.3 Hypothesis Testing

The results of hypothesis testing in accordance with the model presented in appendix 1, can be
seen in the appendix and summaries are presented in Table 3. Testing the research hypothesis is
done by testing the relationship between latent variables. A relationship was significant if it has
a t-value> 1.65. Of the eight hypotheses proposed, the eight hypotheses have enough evidence
to positively and significantly influence.

Effect of brand trust on customer satisfaction is at 0.23 (Table 4). Effect of brand trust on
customer commitment is 0:18. Effect of brand trust on customer loyalty is at 0.23. The indirect
effect on customer brand trust through customer satisfaction commitment is 0.05. Effect of
brand trust on customer loyalty through customer satisfaction is at 0:08. Effect of brand trust on
customer loyalty through customer commitment is of 0.03. Effect of brand trust on customer
loyalty through customer satisfaction and customer commitment is 0.01. The influence of
customer satisfaction on customer commitment is equal to 0.20. The influence of customer
satisfaction on customer loyalty is at 0:36. The indirect effect on customer loyalty customer
satisfaction through customer commitment is at 0:04. Influence on customer commitment,
customer delight is at 0:21. Influence customer delight on customer loyalty is at 0:38. The
indirect effect of customer delight on customer loyalty through customer commitment is at
0:04. Effect of customer commitment to customer loyalty is of 0:18.
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Table 3. Causal relationships between variables

Groove (Path) Coefficient of Standardization T value
Brand Trust — Customer Satisfaction 0.23 2:36%
Brand Trust — Customer Commitment 0.18 2:08*
Brand Trust — Customer Loyalty 0.23 2.74*
Customer Satisfaction - Customer|0.20 2:06*
Commitment

Customer Satisfaction — Customer Loyalty  |0.36 3.63*%
Customer Delight — Customer Commitment [0.21 2:32%
Customer Delight — Customer Loyalty 0.38 4:20%
Customer Commitment — Customer Loyalty [0.18 2:14%*

Note. * significant at a2 = 0.05.

Table 4. Direct, indirect, and total influence

From Through To Direct | Indirect Total Influence
Effect Influence
Brand Trust Customer Satisfaction Customer 0.23 0.08 0.35
Customer Commitment Loyalty 0.03
Customer Satisfaction and 0.01
Customer Commitment
Customer Customer Commitment Customer 0.36 0.04 0.40
Satisfaction Loyalty
Customer Customer Commitment Customer 0.38 0.04 0.42
Delight Loyalty
Brand Trust Customer Satisfaction Customer 0.18 0.05 0.23
Commitment
Customer Customer 0.20 - 0.20
Satisfaction Commitment
Customer Customer 0.21 - 0.21
Delight Commitment
Brand Trust Customer 0.23 - 0.23
Satisfaction
Customer Customer 0.18 - 0.18
Commitment Loyalty
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Table 5. Overall model fit

Degrees of Freedom =731
Mmtmum Fit Function Cli-Soquare = 1323.66 (P=0.0)
Wortnal Theoty Weighted Least Squares Chi-Soquare = 114534 (P=0.0)
Estimated Non-centrality Parameter (MCF)=414.34
90 Percent Confidence Interval for NCP = (326,41 ;, 510.20)
Mimum Fit Funchion Value =888
Population Discrepancy Function Value (F0) =278
90 Percent Confidence Interval for FO =(2.19 ; 342}
Root Mean Square Error of Approzmmation (RMESEA)=0.082
90 Percent Confidence Interval for RMSEA =(0.055 ; 0.068)
F-Walue for Testof Close Fit (RMSEA < 0.03) = 0.0034
Expected Cross-Valdation Index (ECVII =888
80 Percent Confidence Interval for ECVI= (329 ; 9.52)
ECVI for Saturated Model = 11.01
ECWI for Independence Model = 2954
Chi-Seuare for Independence Madel with 780 Degrees of Freedom=4321.34
Independence AIC =4401.34
Iodel A1C = 132334
Saturated AIC = 1640.00
Independence CAIC =45461.77
Iodel CAIC = 168029
Saturated CAIC =4928.72
Mormed Fit Index (MNFTi=0.69
Mon-Mormed Fit Index (WMFL =082
Farstmony Nonmed Fit Index (PNFL=0.65
Cofnparative Fit Index (CFD =083
Incremental Fit Indes (IFT)= 0.83
Felattve Fit Index (RFLi=0.67
Cntical N (CN)=93 63
Foot Mean Square Residual (RME)=0.096
Standardized REME = 0.088
Croodness of Fit Index (GFD =072
Adpusted Goodness of Fit Index (AGFD) =069
FParsimony Goodness of Fit Index (PIGFD =064

Table 6. Conformity of structural model

1 CS =0:23 * BT, Errorvar. = 0.95, R 2= 0054
(0.099) (0.21)
2.36 4.55
2 CC=0:20 * CS+ BT + 0:21 0:18 * * CD, Errorvar. =0.84, R2=0:16

(0.095) (0.089) (0.089) (0.14)

2.062.08 2.32 5.87

3 CL=CS +0:18 0:36 * * CC + BT + 0:38 0:23 * * CD, Errorvar. = 0:45, R? = 0:55
(0.098) (0.082) (0.085) (0.091) (0.12) In the first place,

3.632.142.74 4.20 3.69
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Compeatibility of structural model seen from the value of R 2. The result of structural model
of analysis of yields of three structural equations which show the influence between variables.
From the first known structural equation R 2 = 0054, which means that customer satisfaction
can be explained by the brand trust of 5.4%. The second structural equation known R 2 =
0:16, which means customer satisfaction, brand trust and customer delight by 16%. The third
structural equation known R 2 = 0:55, which means that customer loyalty can be explained
by customer satisfaction, brand trust, customer delight, and customer commitment by 55%.

6. Discussion

Effect of brand trust to the customer satisfaction is positive (0:23) and significant (2:36> 1.65).
Thus, it can be said brand trust has a positive effect on customer satisfaction by 23%. The
results are consistent with the theory put forward by Belaid & Behi (2010, p. 13) says, when
consumers feel that the brand has fulfilled the commercial promise and consider the welfare
and interests of consumers, a thorough evaluation of the performance of the brand will be
positive. Thus it can be said that the brand is trusted brand is satisfactory. Crosby et al. (1990, p.
70) says, trust and satisfaction are positively correlated. Lawrence A. Crosby added explaining
brand trust arises from past experiences and when interaction is then it is developed and
described in the process of individual learning experience repeatedly. Therefore, brand trust is
then fused in consumer knowledge and experience to the brand. If consumers trust the brand
based on past experience, the consumer will be satisfied with their purchases.

Effect of brand trust to the customer commitment is positive (0.18) and significant (2:08>
1.65). Thus, it can be said brand trust has positive influence on customer commitment by 18%.
The results are consistent with the theory put forward by Morgan & Hunt (1994, p. 24) explains,
trust a significant impact on the commitment which also makes the relationship business
exchange valuable, and also Morgan states that trusts a significant impact in maintaining a
relationship. Moorman et al. (1992, p. 316) says, trust leads to commitment in a reciprocal
relationship. Moorman et al., Adding to the many possibilities that are at risk, trust is expected
to increase the commitment in the relationship between consumers and companies. Kennedy et
al. (2001, p. 77) says that there is a positive relationship between trust and commitment. Trust
will be the forerunner of consumer commitment is defined as intent implicit or explicit to
maintain durable relationships between consumers and companies.

Effect of brand trust to customer loyalty is positive (0:23) and significant (2.74> 1.65). Thus, it
can be said brand trust has a positive effect on customer loyalty by 23%. The results are
consistent with the theory put forward by Chaudhuri & Holbrook (2001, p. 83) says, trust plays
an important role in the domain of the brand associated with loyalty. Delgado-Ballester &
Munuera-Aleman (2001, p. 1245) said, trust leads to customer loyalty, Frederick F. Reichheld
& Schefter (2000: 107) says that in order to achieve loyalty, one must first attain the trust first.
Sa’adah (2011, p. 23) says that higher consumer confidence resulted in the higher customer
loyalty. Hart & Johnson (1999, p. 11) says trust is a very powerful emotion, and will have a
huge impact on loyalty.

Effect of customer satisfaction to customer commitment is positive (0.20) and significant
(2:06> 1.65). Thus, it can be said customer satisfaction has positive influence on customer
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commitment by 20%. The results are consistent with the theory put forward by Jeft Hess &
John Story (2005: 315) says that satisfaction will influence brand trust functional relationships
and personal relationships towards commitments. Hennig-Thurau et al. (2002, p. 237) says that,
customer satisfaction is very strongly related to the development of commitment. Wetzels et al.,
(1998: 410) said consumer satisfaction positive experience repeated and strong leads to a
formation of affective commitment and calculative commitment, which is a component of the
commitment itself.

Effect of customer satisfaction to customer loyalty is positive (0.36) and significant (3.63>
1.65). Thus, it can be said customer satisfaction positively affects customer loyalty by 36%.
The results are consistent with the theory put forward by Saputra (2008, p. 82) says, consumer
satisfaction is reflected in the behavior of repeat purchase and recommend to others positively.
Satisfaction does not necessarily lead to loyalty, but loyalty usually begins with satisfaction
first. From these explanations clear relationship between customer satisfaction and customer
loyalty, as also stated by Shankar et al., in Suparno Saputra (2008,p. 86) says that overall
consumer satisfaction has a positive effect on customer loyalty. Valeria A. Zeithaml & Bitner
(2000, p. 80) say that customer satisfaction lead to a positive influence for loyalty.

Effect of customer delight to customer commitment is positive (0.21) and significant (2:32>
1.65). Thus, it can be said customer delight positive influence on customer commitment by
21%. The results are consistent with the theory put forward by Edwards (2004, p. 1) on its
website says, when we give pleasure (delight) to consumers who will buy products or services
we sell, we create an emotional response that is strong where consumers will commit the
products or services we sell. Bernard & Dozier (2011, p. 254) says, if someone had delight
would certainly indicate that the person has committed. Veronica Oliver in Liljander & Inger
(2002, p. 595) says, the customer will be commit because they got something big and
unexpected that instead of a habit. It shows of similarity with sense of delight expressed by
Chandler in Oliver et al. (1997, p. 313), namely, customer delight focus on what is currently
unknown or unanticipated by the customer. Verma (2003, p. 123) says, zone delight is an area
where customers are happy or excited, which will lead to the commitment and loyalty.

Effect of customer delight to customer loyalty is positive (0.38) and significant (4:20> 1.65).
Thus, it can be said customer delight positive effect on customer loyalty by 38%. The results
are consistent with the theory put forward by Jones & Seasser (1995, p. 91) exemplifies the
events experienced by Xerox which, Xerox reports have found that customers were "Totally
Satisfied” or delight, six times more often than its repurchase customers are just satisfied only.
Verma (2003, p. 123) says, zonedelight is an area where customers are happy or excited, which
will lead to the commitment and loyalty. Scholssberg in Oliver et al. (1997, p. 312) says that,
Customer delight which is a higher level than the customer satisfaction is the key driver of
loyalty and loyalty itself. Kline & Edwin (2006, p. 2) says that the companies that deliver the
experience of pleasure (delight) will have loyal customers.

Effect of customer commitment to customer loyalty is positive (0.18) and significant (2:14>
1.65). Thus, it can be said customer commitment positively affects customer loyalty by 18%.
The results are consistent with the theory put forward by Darrel Edwards (Strategic Vision: 1)
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on its website says, a commitment will lead to loyalty. Fullerton (2003, p. 333) says, customer
commitment is very important that as a driver of customer loyalty. Amine (1998, pp. 309-310)
says, a higher commitment leads to a more positive behavioral loyalty. Soni et al. (Institute for
the Study of Business Markets, p. 21) says that commitment leads to loyalty. Belaid &
Temessek (2010, p. 9) says, loyalty and commitment should be considered as phenomena
related, but different. Loyalty is a construct of behavior and attitudes, especially attitudes while
commitments. Belaid & Temessek (2010, p. 9), said the brand’s commitment relationship
investigation has found that commitment plays a central role in predicting loyalty.

7. Conclusions

After testing the hypothesis of the hypotheses proposed in this study, the conclusions obtained
are described as follows Brand trust, customer satisfaction, customer delight, customer
commitment have positive and significant impact on customer Loyalty. So, it is advisable that
the trust of the brand will be maintained while maintaining the quality of the product so it is
expected to maintain customer satisfaction, customer commitment and customer loyalty. One
of the big variables in improving customer loyalty in this research is customer delight.
Customer delight is not just one way to win business competition in the future, but it is also an
innovation in delivering a deeper and more enjoyable customer service not just to satisfy
consumers.
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