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[bookmark: _Toc231491872]Abstract
In recent years, the luxury automotive sector has moved away from traditional product-oriented business strategies towards an experience-oriented and customer-centric approach, with the customisation of vehicles becoming a major strategic weapon within these company's armamentaria to strengthen customer engagement and loyalty. This research aims to analyse how customer loyalty can be influenced by car customisation strategies in the luxury motor industry in the context of Porsche. The objective of research is to examine the impact of personalisation on various customer experience, value, emotional bonding and customer loyalty outcomes.
The method of secondary analysis to qualitatively examine previous academic studies and industry reports was applied. These results show that the customisation of the vehicle influences a customer's experience greatly by letting him or her play an active part in the design and configuration of the car owned. People perceive customised vehicles as exclusive, unique, and emotional, boosting perceived value and the customer's satisfaction. Moreover, two mediating factors, emotional attachment and brand identity, were found to play a key role in reinforcing the relationship between customisation and customer loyalty.
Digital technologies, including Porsche's Car Configurator and “Track Your Dream” system, also feature prominently in the study and the interactive and immersive customer relationship that they enable. It also highlights issues – such as decision complexity and information overload in providing too much customisation options to customers. The results show that although broadly customizing the vehicle can attract brand loyalty, this effect is primarily mediated through the perceived value and emotional connection.
Overall, the study finds that car customisation should not be considered as a marketing tool in itself, but rather as a tool for establishing linkage relationships. The study makes a significant attempt to link Relationship Marketing Theory and Perceived Value Theory in the matrix of luxury brand in the vehicle industry. It also gives Porsche and other luxury manufacturers helpful long-term recommendations for optimization of customization strategy to prevent customers from defecting and gain a competitive edge.
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1. [bookmark: _Toc226926026][bookmark: _Toc231491877]Introduction 
1.1. Context and Background
Over the last 20 years, nowadays, the luxury automotive industry across the world has been changed dramatically owing to the changing consumer demands and expectations (Barakati et al., 2024), technological changes and increased competition among luxury-based brands. Conventionally, luxury cars have been linked mostly to high performance, to high engineering quality, and brand image. However, the modern consumers do not want to look on high quality products only; they want to have the personalized and passionate experiences of ownership (Rosenbaum et al., 2021) which should consider their personality, their way of living and their social status. Such a consumer behaviour change has prompted luxury automotive companies to re-evaluate their strategic focus by focusing relatively more on vehicle customization as a mechanism of value-creating.
The term vehicle customization defined by Venkateswaran Petchiappan, (2025) as the freedom of the customers to transform and customize products and various features of the product as per their needs as. When viewed in the context of the luxury auto industry Yardım and Pedgley, (2023), it includes elements of design that involve exterior, interior, and decoration, technology, performance, and perhaps others. These types of customizations allow their customers to co-engineer their cars which can turn them into highly customized properties instead of seeking uniform products. This does not only increase the perceived individuality of the car but also leads to a more enjoyable and emotionally satisfactory buying experience. Consequently, Jerab and Mabrouk, (2023) showed that differentiation has come to be regarded as an important strategy that must be done through customization of products in a market where quality of products is no more effective in maintaining competitive advantage.
Porsche is one of the first automobile luxury brands to exemplify the successful implementation of customization in its business strategy. Its programs Porsche Exclusive Manufacture provide a rather wide scope of customizing choices (Annual and Sustainability Report, 2024) that enable a customer to adapt their cars to the needed specificity. Such services are provision of custom paint finishes and custom interior, bespoke design features and performance options. Providing the customer with a chance to engage in the creation and design of his/her vehicle, Porsche contributes to the better experience of the ownership and the deeper emotional bond between the customer and the brand. This strategy is indicative of a wider trend in the industry that is toward more experiential consumption where the value of a product is not just based on the functional features but on the experiences it offers. 
As for customer loyalty, it is one of the major problems of companies in the luxury automotive sector (Zephaniah et al., 2020). Generally, the customers are treated as loyal, because they reorder from this brand or recommend it to other people on the base of positive experience with the brand and sense of attachment. With a diverse selection of high-end products in highly competitive luxury markets, a culture of loyalty is needed to ensure long-term profitability and brand sustainability. Loyalty customers also repeat purchases and act as brand ambassadors (Salsabila & Purwanto, 2024), which contributes to positive word-of-mouth and enhances the reputation of the brand.
This is particularly relevant to the link between influencing customer loyalty through vehicle customisation. The assumption is that customization plans increase customer satisfaction, perceived value and emotional attachment, with this latter being major motivators of loyalty. Providing an opportunity for the customers to personalise their vehicle will make them feel like it is their own and therefore they will be able to feel more connected to the brand. Nevertheless, the existing literature is split on this important issue (Du & Xie, 2021), even though it appears intuitively obvious that this association should be present. While some studies suggest that personalization can significantly increase customer engagement and loyalty, others (Motlani et al., 2025) show that it depends on various factors such as the complexity of personalization, customer participation and overall brand experience.
Besides, much research has been dedicated to product personalization in the mass-market scope or in the digital sphere, but not much in the luxury automotive industry (Moro & Virgillito, 2022). The peculiarities of the luxury markets i.e. elevated customer expectations, greater focus on brand image, the role of emotional value in the latter imply that the effect of customization on customer loyalty can vary considerably as compared to other sectors (Bilgihan et al., 2025). Moreover, there are no company-specific studies examination of the effect of customization strategies on customer loyalty in specific luxury car companies.
Although usage of vehicle customization strategies in luxury auto makers is rising, a small amount of research has focused on the impact of vehicle customization strategies on customers' loyalty in a brand-specific context. Current research is predominantly concerned with broader consumer markets and the concepts of customer satisfaction and personalisation and lacks a specific focus on the role of customisation in repeat sales, customer retention and customer advocacy in luxury car companies like Porsche. Hence, the aim of this research is to investigate the role of customization techniques on customers' loyalty in the luxury automobile market.
1.2. [bookmark: _Toc226926027][bookmark: _Toc231491878]Problem Statement
Although customisation is a growing trend in the luxury car market (Rehman et al., 2025), its effectiveness of building customer loyalty has received limited extent of research. Luxury auto-making companies such as Porsche will pay substantial sums of money to provide a wide range of customization to add customer experience and product differentiation to their goods (Habeeb et al., 2025) in an already competitive market. The strategies are geared towards establishing a sense of exclusivity, heightening customer satisfaction, and enhancing emotional attachment to the brand. But it is not made clear whether efforts of such customization always result into long term customer loyalty.
The major problem is that there is no empirical and theoretical clarity concerning the connection between customization and loyalty. Although other research indicates that customized product can provide more customer interaction and perception of value, other research (Pech & Vrchota, 2022) propose that the value of customization can dwindle when the whole process becomes too complicated and does not accomplish the expectations of the customer. This shows that the correlation between vehicle customization and customer loyalty might not be direct and this may depend on other determinants like customer experience, emotional attachment and perceived value.
In Porsche, although the company places a heavy focus on customized vehicle design and personalized customer services, there is scanty scholarly studies (Schmacke & Vogt, 2023) that grasp the effect that these approaches have on customer loyalty levels in terms of repeat purchasing and brand championing. Therefore, the lack of comprehensive understanding of the effect of vehicle customization approaches on customer loyalty in the luxury car sector is the main problem to be addressed in the current study.
Moreover, there is a lack of empirical research into the relationship between vehicle “customization” and long-term customer loyalty in high-end car brands. The concept of tailored products has attracted considerable attention from Porsche with the introduction of product programs like Porsche Exclusive Manufaktur, but there is not a significant amount of academia research investigating the influence of these programs on customer loyalty, repeat purchase intentions, or brand advocacy. Hence, there is need to further explore and understand how strategic customisation can be used to help build customer loyalty.
1.3. [bookmark: _Toc226926028][bookmark: _Toc231491879]Research Questions
· What vehicle customization strategies are implemented by Porsche to enhance customer experience?
· How do Porsche’s vehicle customization strategies impact customer loyalty in the luxury automotive market?
· To what extent does personalization through customization foster long-term retention and brand advocacy among Porsche customers?
1.4. [bookmark: _Toc226926029][bookmark: _Toc231491880] Aim
To examine the effect of vehicle customisation strategies on customer loyalty in the luxury automotive sector, with a focus on Porsche.
1.5. [bookmark: _Toc226926030][bookmark: _Toc231491881]Objectives
· To identify the key vehicle customization strategies adopted by Porsche for luxury customers.
· To analyse how these customization strategies influence customer loyalty, including repeat purchases and brand advocacy.
· To evaluate the relationship between personalized experiences offered through customization and long-term customer retention.
1.6. [bookmark: _Toc226926031][bookmark: _Toc231491882]Rationale
The growing significance of personalization in the contemporary marketing has greatly affected the approach (Wolniak & Grebski, 2023) embraced by companies in the high-end motor industry. Traditional competitive advantages like product quality, engineering and brand heritage are still critical, but no longer adequate to satisfy the dynamic demands of modern luxury consumers (Minh & Hue, 2025). Customers are no longer interested in just functional benefits but instead are interested in the product containing symbolic and experiential elements and it should show individualization and personal identity. Vehicle customization in this regard has become a strategic instrument that can help companies provide the most personalized products and experience the customer.
Although the use of customization strategies by high end automotive companies has been increasing, very little is known about the role of such strategies in increasing the level of customer loyalty. The literature examined by far has been primarily concerned with the correlation between personalization and customer satisfaction or perceived value (Blut et al., 2024), without much attention to its long-term behavioural revenues, confirming the intentions to repeat purchasing the product, to be devoted to the brand, and to engage in positive word-of-mouth. Moreover, a lot of the literature is focused on a mass-market or online retail scenario (Brüggemann et al., 2025), where thrilling little has been devoted to unique dynamics of the luxury automotive market where emotional identification, exclusiveness, and brand recognition are a significant factor.
This study is hence warranted both academically and practically. The study aims at filling a noticeable gap that exists in the existing literature; linking the direct association between vehicle customization strategies and the acted customer loyalty in luxury automotive sector. It also has a role to play in theory in that it not only associates the practice of customization with major theoretical accounts, including relationship marketing and perceived value theory, but also offers a more consistent point of view on how an experience of personalization affects long-term customer relations.
In managerial strategic terms, the research can provide useful information to the luxury automotive companies, especially regarding how customization can be strategic to retain customers and boost brand loyalty. The Porsche case is a suitable example since they display one of the most comprehensive resale programs for the luxury car industry. These are the customization strategies that could give Porsche (and many other luxury car companies) a lot of insight in terms of long-term customer loyalty.
1.7. [bookmark: _Toc226926032][bookmark: _Toc231491883]Structure of Dissertation
The dissertation is divided into five major chapters that are logically and coherently planned to answer certain questions concerning the research.
· Chapter 1: Introduction
This chapter presents the research topic by painting the picture of the context and background of the luxury automotive industry showing special consideration to vehicle customization and customer loyalty. It outlines the goal, objectives, and research questions to be answered in the research and then the justification and problem statement that describes why the research is pertinent. The chapter is then followed by the general outline for the dissertation.

· Chapter 2: Literature Review
The current academic literature will be critically analyzed, with particular reference to vehicle customization, customer experience and customer loyalty, for the luxury automotive industry in Chapter 2. It contrasts various perspectives of past research indicating areas of similarity and dissimilarity to reinforce a critical study. The chapter also discusses the important theories such as relationship marketing theory and perceived value theory and contextualizes the theoretical context that surrounds the study.
· Chapter 3: Methodology
This chapter discusses research design and methodology. It presents the qualitative secondary research approach and describes how data were gathered, search strategy, and selection and exclusion criteria. In addition, it talks of data analysis techniques, as well as reliability, validity and ethics concerns.
· Chapter 4: Findings and Analysis.
The chapter 4 provides the major findings of the systematic analysis of the chosen literature. It identifies and categorizes the main topics of the document related to vehicle personalization and customer loyalty, employing thematic analysis. The chapter is aimed at showing and discussing the data in an organized way, emphasizing the patterns, relationships and the emerging findings that can be applied in the context of the research questions.
· Chapter 5: Discussion
This chapter clarifies the research findings with reference to the research questions, literature and theory. It critically compares the results against the past studies indicating the similarities, differences and potential possibilities. The chapter also discusses implications of the results for theory and practice in the luxury automotive industry.
Chapter 6: Conclusion and Recommendations.
The final chapter is a conclusion to the whole findings of the research and how far the purpose of the research has been achieved. It gives a realistic advice to luxury automotive companies, especially how to strategically use vehicle customization to increase customer loyalty. Study limitations are also explained in the chapter along with recommended future research studies.


[bookmark: _Toc226926033][bookmark: _Toc231491884]Chapter 2
2. [bookmark: _Toc226926034][bookmark: _Toc231491885]Literature Review 
2.1. [bookmark: _Toc226926035][bookmark: _Toc231491886]Introduction
In this chapter, the literature related to the topic of vehicle customization and customer loyalty in the luxury automobile industry has been critically reviewed and theoretically and conceptually formed to give the background of the study. It investigates the fundamental theme of car customization and customer experience, customer perceived value and customer loyalty taking a special interest in their interaction in the high end markets. Unlike entirely descriptive reviews, this chapter has taken the critical approach of comparing and reviewing various academic views, which point areas of consensus, as well as contradictions of previous studies. In addition, the line of thinking underpinning the theoretical models including the relationship marketing theory and perceived value theory are pertinent to the discussion in order to explain certain ambiguous mechanisms between customization strategies and customer loyalty outcomes. Moreover, the chapter reveals the main gaps in the literature, specifically, the lack of research on the topic of luxury automotive customization and its direct effect on the long-term loyalty. These lessons are then leveraged to come up with a concise conceptual framework to be followed in the current study.
[image: ]
[bookmark: _Toc231058055]Figure 1 Components of customer loyalty in luxury automotive industry (made by author).
2.2. [bookmark: _Toc226926036][bookmark: _Toc231491887]Customer Loyalty in the Luxury Markets
It is well known that customer loyalty is a vital factor in the success of the company in the long-term in a luxury automotive industry (Zarei et al., 2021), where competition is cut-throat and customer expectations are extremely high. Generally, customer loyalty means the loyalty shown by a customer to repurchase a favourite brand again over time, together with positive attitudes (Hussain et al., 2024) which include trust to satisfy and have emotional attachment towards the brand. In luxury markets, loyalty does not just consist in the repeat purchasing behaviour but rather a psychological attachment such as identifying with a brand, having a prestige association and creating word of mouth.
Although studies underscore the fact that both functional and emotional factors determine the customer loyalty in the case of luxury automotive (Shahid et al., 2022). However, some studies in contrast to this show that product reliability, performance and quality are part of the product that is needed to sustain customer satisfaction. In another study by Lina, (2022), it showed that there is a greater impact of emotional and symbolic values on long-term loyalty, like exclusivity, status, and personalized experience. Moreover, it implies that utility gains are not the only factors that may motivate the luxury customers, but the experiential and identity-related value (Khoury, 2025) that the brand is connoted by. Consequently, any brand that can build a memorable and personalized experience has a higher probability to develop an improved customer relationship.
However, the literature offers rather different points of view on the key motivation of loyalty within the luxury markets. Other researcher (Kusumawati & Rahayu, 2020) proposes perceived value and customer satisfaction as the most effective one because if they feel better value, customers will be more loyal. However, emotional attachment and brand experience are advocated in other literature (Shahid et al., 2022), suggesting that being loyal is better connected to the attitude of the consumer towards the brand as opposed to what functional benefits they get. This difference suggests that the loyalty of customers is a multidimensional concept, which is influence by the mixture of both cognitive and emotional factors.
A space like the luxury automotive sector is the place where it's possible that loyalty is continually developed by means of constant engagements and personal interactions. According to Shahid et al. (2022), brands that are customized with unique services and special initiatives and are inclined at involving customers are likely to build strong relations in the long run. However, other study by Hadji Acmad et al. (2024) warn that the fidelity in the luxury markets is volatile because of existence of intense competitors and preference of consumers towards novelty and innovation. Thus, to retain customers, a balance in consistency and value that can be experienced uniquely and individualized is a strategic approach, based on varies customer expectations, drawing the customer.
[image: ]
[bookmark: _Toc231058056]Figure 2 Personalization process in automotive industry (made by author).
2.3. [bookmark: _Toc226926037][bookmark: _Toc231491888]The Role of Personalization and Customer Experience in Luxury Branding
The key aspect of the luxury branding is now personalization and customer experience (Pantano et al., 2022) which is a sign of the greater shift in a product-focused approach to marketing to an experience-focused approach. In a report, researchers talk about the merchants' consumption culture's movement towards customers who aren't only satisfied with buying higher quality merchandise, they also want the brands to give them unique, fun experiences that match their individual interests and life styles. However, it is also shown in a study by Mohapatra et al. (2025) that personalization allows companies to customize products and services to one-on-one customer requirements and prevents a sense of exclusivity among customers and also it helps in boosting the overall value of a brand.
In luxury markets customer experience is spread out over a variety of touch points (Salvietti et al., 2021) and this can involve pre-purchase communication, the purchase, and the after-sales service. Personal experiences including custom-built car-configurations, specialized customer service, and unique brand experiences are all important factors in determining customer perceptions and satisfaction. However, a study depicted that experiences help add to the feeling of uniqueness and engagement that enables customers to engage more with the brand. Therefore, according to Dr. Razia Bano et al. (2025), personalization can be considered as one of the major factors of customer involvement and attachment.
Yet, the scholarly views are divided in terms of the degree to which personalization has a direct positive correlation in customer loyalty. According to some studies, personalized experiences will make the customers more satisfied and perceived value (Magasi, 2024a) leading to subsequent loyalty and long-term relationships. In this perspective personalization can be regarded as a strategic mechanism to establish stronger connections with the customers. However, other authors (Rane et al., 2023a) indicate that personalization itself might fail to yield loyalty, especially when not accompanied by quality consistency of the products and the general performance of the brand. This implies that to be effective, the personalization must be incorporated with more effective brand strategies. Moreover, with the growing usage of digital technologies (Deryabina & Trubnikova, 2021), the way the element of personalization is provided in luxury automotive industry has been changed.
Porsche is one of the leading luxury automotive brands in advanced personalisation services to enhance the customer experience and brand exclusivity. The Porsche Annual Report, (2024) explains that customers can personalise different parts of the car, such as the choice of paint finish, wheel styling, interior linings, stitching, performance dynamics and even unique Porsche branding elements through the “Porsche Exclusive Manufaktur” segment. The process is so extensive, it gives many customers the opportunity to personalise a vehicle and create something that they'll feel as much as their own, making the ownership of the vehicle more meaningful.
Porsche personalization services are not limited to the car modifications; they also encompass special interactions with the customer and opulent ownership experiences. However, throughout the customization process, it provides customers with consultation services and digital support for design, as well as personalized recommendations. As mentioned by Pantano et al. (2022), the luxury consumers are becoming more sensitive to experiences that exceed the functional aspects of the product, placing more importance on performances that carry a symbolic or emotional component.
[bookmark: _Toc226926038][bookmark: _Toc231491889]The Porsche Car Configurator, a digital tool that creates a virtual representation of the customer's own vehicle so they can see exactly what they're buying, is another crucial element of Porsche's personalisation approach. Customers can choose their preferred colours, interior finishes, performance levels and technological elements in real time via this configurator. According to Schmacke and Vogt, (2023), the use of digital configurators enhances customer engagement as it makes the customer experience more interactive and immersive. Therefore, Porsche's implementation of this innovative personalisation solutions serves as a prime example of luxury car manufacturers and experiential marketing to boost customer satisfaction and loyalty.
Critical Review of Vehicle Customization and Customer Loyalty
Current academic interest stems on the one hand from the relationships between car customisation and customer loyalty and the utilisation of these relationships in the luxury market, which has emerged as a current focus of research (Chandra et al., 2022), and on the other hand from the link between customer expectations and car customisation (Chandra et al., 2022). There is a large amount of literature to support the perception that customization is a good factor in increasing customer loyalty through augmentation of customer engagement, satisfaction, and perceived value. In this regard, personalization of the product features by customers gives them a sense of involvement and co-creation (Rane, 2023), which enhances their emotional attachment with the brand. Critique believes that a customer is more likely to have a sense of ownership of a vehicle he or she has helped design, which can manifest as greater brand commitment, rediscovery of buying frequency, and positive word of mouth behavior (Rodrigues et al., 2023).
Moreover, the advocates of this opinion also note that customization belongs to the feeling of uniqueness and exclusiveness two critical attributes in luxury consumption. Giving customized alternatives the brands obtain differentiation in the competitive market segments (Zairbani & Jaya Prakash, 2025) whilst at the same time serving the customer preferences. Such correlation of product offering and self-identity is said to be one of the major influencers of long-term loyalty. Moreover, customized experiences can be linked to greater customer satisfaction, widely known to be a prelude of loyalty. Thus, most researchers find that as an effective strategy to improve customer-brand relations, vehicle customization is an effective tactical instrument.
The connection between customization and customer loyalty, however, is not necessarily as positive as described in all studies. Other scholars point to the possible shortcomings and barriers when it comes to customization strategies. The complexity of the customization process is one of the major issues (Pech & Vrchota, 2022). When customers are overloaded with choices or are unable to set up the configuration process and find navigating it easier, it can result in such issues as decision fatigue, confusion or disappointment. However, Rhee and Choi, (2020) showed that when this happens, the desired advantages of personalization might not be achieved, and the overall customer experience can be adversely impacted. This implies that the customization effectiveness will not only depend on the availability of options; but how these options are structured and created will be the determining factor.
In luxury cars, as demonstrated by Amer et al. (2025), there is no loyalty that can be simply identified with customisation. There are the other factors that effect the outcome of the loyalty such as brand reputation, product quality, After-sale service, and experience in dealing with the brand which are very crucial to influence the outcome of loyalty. In that perspective, according to Pratiwi et al. (2025) customization is therefore to be viewed as a part of a larger range of value-generating activities and not a separate factor that will result in loyalty. This calls into question the fact that more personalisation is an automatic means of achieved customer retention.
Porsche pursues a different route in the customization than the rest of the industry (Maslowska et al., 2022), including competitors like BMW, Mercedes-Benz and Audi. These brands offer personalisation features too, but Porsche focuses more on exclusive features, the feeling of ownership and the customers' contribution to the brand's design. BMW and Audi typically emphasize technical improvements, performance customization, whereas Porsche brings a technical personal touch to luxury and personalised heritage-related narrative. Yardım and Pedgley, (2023) linked the brand’s customization policy with identity expression and lifestyle positioning, the elements which make the brand differentiate from its competitors in luxury cars.
To contrast that, the Mercedes-Benz Annual Report, (2025) represents luxury comfort and premium appearance, while The Porsche tone has an element of engagement with the car and feeling rich with respect to the driver.  Porsche enthusiasts are asked to view the vehicle as less than just a means of transport, and more as the expression of personal accomplishment and sports car passion. By connecting with customers emotionally (Long et al., 2024), the strategy reinforces their engagement and boosts the likelihood of their long-term loyalty and brand advocacy.
Moreover, the renowned experiences Porsche offers, the motorsports heritage, and the interactive customisation capabilities point to higher engagement with the customer. Customers are not just part of the vehicle's creation process, rather they are also part of the process through Porsche Exclusive Manufaktur and digital configurators even before the vehicle is delivered. However, Pech and Vrchota, (2022) say that the advantages of excessive customization options might lead customers to contemplation and decision fatigue. As a result, Porsche's customisation philosophy can buy emotional involvement and a feeling of exclusivity for the customer, however, attracting those customers still depends on the simplicity, ease of use and customer service along the customer journey.
Car customization styles are different throughout the regions. German consumers attach greater importance to precision and performance personalization, and Chinese luxury customers (Guan, 2025) attend more to digital personalization and status-oriented customization. Likewise, UAE consumers value exclusivity and customization of interior details while UK consumers are more focused on heritage and the prestige of the brand.
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[bookmark: _Toc231058057]Figure 3 Geographical comparison (made by author).
2.4. [bookmark: _Toc226926039][bookmark: _Toc231491890]Intermediate Factors: Perceived Value and Emotional Attachment
Perceived value is how the customer in general perceives the benefits they get out of a product in terms of the costs they incur which are monetary, psychological and time related (Samudro et al., 2020). Perceived value in the luxury automotive markets is not only based on functional performance, but it also brings symbolic and experiential aspects like exclusivity, prestige and customized service. In the case where customers can customize vehicles in terms of their preferences, they will be more likely to view the product as being a uniquely tailored product to align with their identity and therefore enhance the process of overall value perception. This increased perceived value and builds up satisfaction which in turn builds up long term loyalty intentions.
Emotional attachment, however, is referred to as the psychological connection of a customer to a brand. At the luxury level, emotional attachment can be achieved by creating the experience of meaning, expression of status, and identity affirmation (Shahid et al., 2022). Car personalization is an important part in developing this attachment in that customers can actively be involved in the process of creating the car and this increases a sense of ownership and emotional attachment. However, another study illustrated the likes of BMW and Mercedes-Benz, which are high-end car makers, provide comprehensive customization options (Weiss et al., 2020) that allow buyers to create the interiors, make selections on performance and customize aesthetics. Those experiences empower the connection of emotions and the psychological bond with the brand. 
The fact that these variables mediate the relationship between customisation and loyalty suggests that customisation is not necessarily more effective in driving commitment, but rather it is more effective in driving perceptions of value and emotional involvement. A consumer with a perception of high value and a high level of emotional attachment will exhibit more repeat buying tendency, aversion to competitive products and services and a more positive word of mouth communication. On the other hand, when customization does not have a positive effect on these mediating factors(Tran et al., 2020), its effect on loyalty might be insignificant. Luxury car psychology processes, perceived value and emotional attachment, therefore, have the potential to bridge the gap between vehicle customization and customer loyalty outcomes as well as making better sense of consumer behaviour in luxury car markets.
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[bookmark: _Toc231058058]Figure 4 Digital customization technologies used by Porsche.
2.5. [bookmark: _Toc226926040][bookmark: _Toc231491891]Digitalization and Customization in Luxury Automotive Industry
As pointed out by Yeung, (2022), digitization has revolutionized the luxury automotive sector on how it designs, markets and provide tailored vehicles to customers. Adopted digital technologies have helped manufacturers provide incredibly interactive, efficient and personalized customer experiences. Through online vehicle configurators, virtual reality showrooms and artificial intelligence-based recommendation systems, customers have been able to visualize and personalize their vehicles in real-time (Sundar, 2021), which makes a great difference to the level of engagement and convenience. These inventions have changed the face of customization whereby the process is carried out by a dealership to a digital smooth ride which starts way before the actual purchase.
High-end car manufacturers are also capitalizing on digital ecosystems to improve customer engagement and personalization based on data (Haftor & Climent, 2021). As a case in point, Tesla will use over-the-air (OTA) software updates and connected vehicle information to constantly enhance performance and customize individual user experience post-purchase. Equally, Porsche and Audi have come up with sophisticated digital configurators (Schmacke & Vogt, 2023) that enable consumers to tailor each detail about their cars, including the interior upholster and driving configurations, with live visual effects. Such technologies do not only increase customer satisfaction but also minimize uncertainty in decision making.
Digital technologies have played a pivotal role in the car industry, driving a significant transformation in Porsche's car customisation and customer interaction within the luxury sector. The most significant part of the innovations is the Porsche Car Configurator, which lets customers create their vehicle online in a real, pixel-by-pixel digital process. Customers can change the car's exterior colour, interior design, wheel styles, performance upgrades and technological features, while at the same time visualizing the car in real time. Sundar, (2021) states that a digital configurator improves customer engagement because of the more immersive and customer-centric nature of the buying process.
Further, Porsche also launched the “Track Your Dream” digital experience, for better customer interaction from the point of vehicle manufacturing to delivery. Customers can track the process of their personalized vehicles (A. S. George, 2024) throughout the manufacturing phase and right to the delivery. The whole customer experience is then enhanced with the use of digital tracking instrumentation, and overall metrics of satisfaction improve.
In addition, Porsche has increased its virtual reach with online showcase and virtual customers (Annual and Sustainability Report, 2025). By connecting with a Porsche online showroom, customers can expect to gain insights into vehicles, receive consultations virtually, and experience a demonstration without having to make a physical trip to a dealership. With the e-business of luxury retail shops has come a need for such technologies. Deryabina and Trubnikova, (2021) suggested that pursuing digital transformation enables automotive companies to develop and design flexible and personalized customer journeys. Luxury automotive brands are making use of technology (Srinivasan et al., 2025) to make use of digitalization to advance the personalisation, engagement with the customer, and lifelong loyal in their investment strategy.
2.6. [bookmark: _Toc226926041][bookmark: _Toc231491892]Theoretical Framework
The study is focused on two theories such as Relationship Marketing Theory and Perceived Value Theory. All these theories have a robust basis in explaining the effect of vehicle customization on customer loyalty in luxury automobiles industry. They not only describe the direct relationships among the key variables but also have the psychological and behavioural processes that cause long term customer-brand relationship.
The Relationship marketing theory (Rese, 2006) advocates that firms and consumers should establish long term relations that are of mutual benefit, as opposed to concentrating on each transaction. When applied to the luxury automotive brands, the theory implies that the customer loyalty should be attained through continuous interactions, development of the trust and the personalized interactions. Vehicle customization is a key aspect in enhancing such relations by engaging the customer in creating their products. When giving customers an opportunity to personalize their vehicles, they feel they are helping to design a certain brand, fostering a greater sense of trust and attachment. This form of relationship, with time, will deliver repeat purchase and long-term loyalty, since the customer will feel that the brand is sensitive to their needs and preferences.
Perceived Value Theory is another theory (Marco et al., 2024) that augments this viewpoint because it describes the way customers enumerate the merits of customization against the costs. Luxury autos markets. In luxury automotive markets, perceived value goes beyond operational features to also incorporate emotional, symbolic and experience benefits like exclusivity, prestige and identity expression. The contentment and support of good brands increase satisfaction, which in turns attaches greater value to the customized vehicles as it incorporates the personality and lifestyle of the customer and these reinforce positive brand perceptions. This augmented perceived value is the primary customer loyalty result in that a customer will find his/her loyalty on a brand that offers high value and quality, regularly and consistently.
The merging of these two theories gives an in-depth explanation of the research model. Relationship Marketing Theory describes the relational, interactional aspect of customer loyalty and Perceived Value Theory describes the thought process which results in satisfaction and retention. Collectively, they show that customer loyalty, both emotionally and rationally, can be boosted due to vehicle customization because of improved relationships and feeling of perceived value. This integrated theoretical strategy has provided a very strong theoretical base outlining how customization strategies can lead to customer loyalty in the luxury automotive environment where brands draw customers based on their experience, exclusivity, not only their price.
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[bookmark: _Toc231058059]Figure 5 Theoretical framework (made by author).
2.7. [bookmark: _Toc226926042][bookmark: _Toc231491893]Conceptual Framework of the Study
The study has conceptual framework that shows the correlation between vehicle customization and customer loyalty within the luxury automobiles industry and the mediating functions of perceptions value and emotional attachment. It provides graphical and theoretical representation of independent variable, dependent and intervening variable relationship in shaping the customer phenomena of loyalty in the luxury markets.
Vehicle customization is denoted as the independent variable in this framework. It means the degree to which luxury cars make people customize many features of their cars such as design, features, performance and beauty. One of the strategic tools that are used for increasing customer engagement and individuality and differentiation is customization.
The dependent variable would be customer loyalty that will capture how long term a customer will be loyal to a luxury automotive brand. It has both behavioural (repeat purchase intention) and attitudinal (trust, satisfaction, and willing to recommend the brand to other people to others) aspects. Rational consideration and emotional attachment are factor that are greatly influencing the establishment of loyalty in the luxury markets.
The framework also proposes two mediating variables which include perceived value and emotional attachment. Perceived value shows what the customer overall evaluates about the values they get out of customized luxury vehicles with respect to the cost of buying the vehicles. Emotional links are psychological links that emerge as a result of experiences lived in a personalised way and identity expression between brand and consumer. These mediators describe how customization of vehicles converts to customer loyalty.
The conceptual relationship indicates that vehicle customization has a positive impact on the emotional attachment and the perceived value. These mediating factors, in turn, boost customer loyalty due to improved satisfaction, trust, and long-term brand commitment. This suggests that customization does not contribute to loyalty directly but has cognitive and emotional-based processes which enhance customer-brand relationships.
Comprehensively, the theoretical framework of the present research places vehicle customization as a competitive push of the luxury brand, where perceived value and emotional attachment also suffer as significant psychological processes that underlie the customer loyalty development. This hybrid approach offers a rigorous foundation to be analysed empirically and assists in grasping the intricate nature of the customer behaviour within the luxury car market.
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[bookmark: _Toc231058060]Figure 6 Conceptual framework of the study


[bookmark: _Toc226926043][bookmark: _Toc231491894]Chapter 3
3. [bookmark: _Toc226926044][bookmark: _Toc231491895]Methodology
The chapter introduces the research methodology that is used in researching the impact of customisation strategy in vehicles on customer loyalty in the luxury automobile industry with special attention to Porsche. It addresses the research design, research philosophy, plans for data collection, eligibility and exclusion of participants, analytical approaches and ethical concerns. This chapter aims at making the research process transparent, reliable and scholarly.
3.1. [bookmark: _Toc226926045][bookmark: _Toc231491896]Research Design
In this study, the current research design is qualitative secondary research design (Akcam et al., 2019). This design consists in the systematic gathering and analysis of available data using industrial reports and reliable secondary sources. The secondary research design is suitable since the study will synthesise and interpret the existing knowledge on vehicle customisation and customer loyalty as opposed to primary data collected through the respondents themselves.
Secondary qualitative research allows the researcher to achieve exploration of patterns, themes and relationships by looking at a broad range of studies. It would be quite appropriate in this study since the subject of interest which is vehicle customisation in luxury automotive market has been written in various fields including marketing, consumer behaviour and strategy management. Combining the discoveries of these sources, the research creates an in-depth explanation of the impact of customisation strategies on customer loyalty.
Secondary data was chosen because it enables access to a wide collection of already published academic literature, industry reports and luxury automotive market intelligence, which do not require as much time and cost as collecting primary data. Moreover, the study points to a critical synthesis of the current body of knowledge on vehicle customization and customer loyalty but does not directly measure customer perceptions. Hence, secondary research is more suitable for research objectives of this study.
3.2. [bookmark: _Toc226926046][bookmark: _Toc231491897]Research Approach and Research Philosophy
The research is based on an interpretivist research philosophy. Interpretivism emphasizes on the comprehension of human experiences, perception and societal phenomena as opposed to only using numerical measurements. An interpretivist method is regarded as the most suitable approach (Dean, 2018) to this research because the research intends to investigate how the perception of the customers on vehicle customisation and the perceptions impacting the loyalty.
The study is an inductive study in which the analysis of data contained in the literature leads to the derivation of insights and themes (Yadav & Mankavil Kovil Veettil, 2022) instead of supporting some predetermined hypotheses. This provides a leeway in the pursuit of new trends about customer experience, perceived value and emotional attachment in the luxury automotive setting.
3.3. [bookmark: _Toc226926047][bookmark: _Toc231491898]Search Strategy
The study uses the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework to provide a structured and clear procedure (Veroniki et al., 2025). This model gives proper instructions on how to identify, screen, and select pertinent literature. It makes the research more credible as the process of selection is systematic, unbiased and it can be repeated.
A detailed and methodical search was used to locate the appropriate industrial sources regarding this research. To create a comprehensive and valid coverage of the available literature a variety of electronic databases were used, such as newspaper websites, industry webpages, government official websites, and Google Scholar. The choice of these databases was based on their credibility and a comprehensive amount of peer-reviewed journal articles and scholarly publications covering marketing, consumer behaviour, and the automotive industry. 
The keywords used in searching are:
· "Vehicle customisation"
· "Product personalisation"
· "Luxury automotive industry"
· "Customer loyalty"
· "Brand advocacy"
· "Customer retention"
· "Luxury vehicle customers"
· "Porsche customisation"
To refine and enhance the relevance of search results, the search process entailed the application of selected keywords with the following Boolean operators: AND, OR and NOT. This approach enabled the researcher to either broaden or narrow down the scope of literature (Marziali, 2024) depending on the research needs. As an example, focused and meaningful results were obtained through search queries of the type of vehicle customisation AND customer loyalty, product personalisation AND luxury automotive industry, customisation strategies AND brand loyalty, and luxury car personalisation AND customer experience.
A four-stage screening process was used in the PRISMA setting.
A total of 245 records were identified in the identification stage by searching the data base. After discarding the duplicates, 198 articles were left.
At the screening phase, article titles and article abstracts were screened for their relevance to the research purposes. For example, articles that don't have to do with customer loyalty or personalisation or that don't touch on the luxury automotive industry were omitted. At this stage, 112 studies were excluded.
Of the remaining 86 articles after eligibility, all were analysed at full text for predefined inclusion and exclusion criteria. Studies with poor methodological quality, non-English studies, conference papers, and studies of unfocused or non-customisation specific topics were excluded. After this assessment, 34 articles were excluded and 52 studies were selected based on the screening process.
[bookmark: _Toc231058101]Table 1 Theme Development
	Initial Codes
	Categories
	Final Theme

	Personalised design, bespoke features, exclusivity
	Customer individuality
	Vehicle Customisation as a Source of Personalised Customer Experience

	Emotional attachment, perceived value, ownership pride
	Customer-brand relationship
	Influence of Customisation on Emotional Attachment and Perceived Value

	Repeat purchase, retention, recommendation, advocacy
	Loyalty outcomes
	Impact of Customisation on Customer Loyalty



3.4. [bookmark: _Toc226926048][bookmark: _Toc231491899]Inclusion and Exclusion Criteria
To sustain the quality, relevance, and academic rigor of the study, it was decided to develop certain inclusion and exclusion criteria to guide the literature selection. The inclusion criteria were centred on the inclusion of quality and relevant sources. These were peer-reviewed articles in journals, educational books and reliable industry reports that deal with issues of customer loyalty, personalisation and customisation process. There was also prioritisation of studies in the luxury automobile industry or related luxury industries. In order to make the findings representative of the current trends and developments, only publications of the past decade were used as main consideration. Only English-language sources were involved to ensure the consistency and clarity of analysis.
The irrelevant or poor sources were excluded, on the other hand. Non-academic resources like blogs, opinion articles, and informal websites were also screened out because of their insufficient scholarly quality. Surveys that were not directly related to customer loyalty or product customisation were also eliminated. Moreover, studies devoted to the mass-market industries without any reference to the luxury setting were excluded. Identified duplicated studies were excluded in various databases, and any studies that did not have a transparency and reliability in their methodology were not considered.
The criteria of inclusion and exclusion made sure that the research taking reliable, relevant, and high-quality sources were included in the study creating a stronger validity and strength of the results.
3.5. [bookmark: _Toc226926049][bookmark: _Toc231491900]Reliability and Validity
Reliability and validity are vital in any qualitative research especially where secondary data are involved. Reliability is about the regularity and repeatability of the research procedure. This study was reliable given the use of a clearly defined and formalised search plan, as well as clear search criteria for inclusion and exclusion. The fact that reputable academic databases were used also maximized the conformity of the data sources. Moreover, the adequate recording of the literary selection procedure makes sure that the research can be recreated by other researchers, which enhances its credibility.
Validity, in its turn, is the accuracy and validity of research results. The methodological quality of the selected studies was assessed for increased levels of validity with the Critical Appraisal Skills Programme (CASP) checklist. This was to make sure that only well conducted and credible research was used in analysis. Also, triangulation was employed by identifying similar patterns and topics in findings, comparing them to various sources. The use of peer-reviewed and scholarly sources helped uphold the general validity of the study as well. These measures give the research solid, reliable and accurate conclusions.
3.6. [bookmark: _Toc226926050][bookmark: _Toc231491901] Data Analysis
Thematic analysis method was used to extract, describe, and explain some patterns of the literature which was selected. Thematic analysis was deemed to be a suitable method to answer the research questions because it was useful for analysing multiple, academic sources of qualitative information and allowed for the identification of recurring themes that could relate to the research questions. An analysis was carried out using the six stages. 
The initial phase consisted of familiarization with the selected studies where articles were read numerous times to obtain a thorough grasp of the results and arguments in the literature. At this stage, the following common themes were identified: vehicle customization, the customer experience, emotional connections, customer satisfaction, value, and loyalty.
The second stage was about coding. Descriptive codes were assigned to relevant statements/deductions/ideas found in literature. A few examples of initial codes were personalised vehicle design, customer involvement, exclusivity, emotional connection, as perceived uniqueness, repeat purchase behaviour, brand advocacy, customer retention and premium customer experience.
The third stage involved looking for relations between the first stage codes. Codes were clustered to identify common patterns in literature and to form broader codes. For instance, codes such as exclusivity, customisation and one-off experiences were clustered together and defined as customer personalisation and individuality codes. Codes of repeat purchasing, customer retention and brand advocacy were also categorized as customer loyalty outcomes.
The next phase concerned the review and refinement of the categories that are formed in the process to obtain uniformity and relevance to the research objectives. The categorization of the problems for which examples were showing was reduced, as not every problem had adequate illustrations, and the terms for overlapping categories were combined to make the categories clearer. The last stage was clarifying and assigning final themes. Three major themes emerged from the literature analysis are as follows.
· Vehicle Customisation as a Source of Personalised Customer Experience
· The Influence of Customisation on Emotional Attachment and Perceived Value
· The Impact of Customisation on Customer Loyalty, Retention, and Brand Advocacy
The last step was to explain the themes with reference to the research questions, the theoretical framework, and literature. Similarities and differences were critically identified across the themes of previous studies, but also produced some contradictions too, as well as researching the implications these studies had for Porsche and the luxury automotive industry. The findings were presented in a structured analytical manner that strengthened the transparency and credibility of the findings, and systematic conclusions were drawn from the literature reviewed.
[bookmark: _Toc231058102]Table 2 Gantt chart of the study.
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Chapter 4
4. [bookmark: _Toc231491902]Findings and Analysis
4.1. [bookmark: _Toc231491903]Introduction
The results and analysis of the systematically reviewed literature is based on the selected literature covering the field of vehicle personalisation approaches and customer loyalty in the context of the “Luxury Automotive” market, and with a special focus on the German car brand Porsche. Data analysis was carried out themed analysis as referred in Chapter 3. After reviewing the selected academic and industry literature, the findings were coded and later interpreted to highlight multiple major themes concerning the role of customisation in customer perceptions, emotional attachment, perceived value and customer long term loyalty behaviour.
The aim of this chapter is thus to critically look at these themes and make connections with the research goals and theoretical framework. The results are compiled in thematic chapters on the theme of personalisation and customer experience, perceived value and customer satisfaction, emotional attachment and brand identity, digitalization and interactive customisation, and customer loyalty outcomes (repeat purchase intention and brand advocacy).
In addition to summarizing supporting evidence, the chapter evaluates and challenges literature that has conflicting information and limitations, as well as providing a balanced and critical nature of the findings for the relationships between customization and customer loyalty in the luxury automotive sector.
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[bookmark: _Toc231058061]Figure 7 Overview of key themes.
4.2. [bookmark: _Toc231491904]Personalization and Customer Experience
The personalization-satisfaction relationship between the luxury cars industry is one of the most crucial themes emerged from the literature review (Bassey et al., 2025)(Bassey et al., 2025). The results indicate that modern luxury customers have greater expectations from the product and service which are more related to their personal identity, their preference and lifestyle (Atkinson & Kang, 2022). In the increasingly competitive landscape of luxury automotive companies, personalization has become a priority, enabling businesses to set themselves apart and build deeper connections with their clients. Vehicle personalisation has thus become a key strategic option for enriching the customer experience and satisfaction.
The literature shows personalisation as an effective way in which customers can contribute to the creation of their products. As customers, one can choose specific features of the interior, colours, design details, technological properties, as well, without having to buy pre-made products. This process engenders more feeling and ownership. Personal experiences have shown to help raise customer satisfaction as customers feel that a product is tailored to its individual needs Siegfried, 2022)(Nnenna Ijeoma Okeke et al., 2024). However, results of Singha et al. (2025) showed that tailoring increases the exclusivity effect that enhances the emotional connection with luxury goods (Singha et al., 2025) .
The study also identified that personalisation is not limited to modifiable components of a car but applies to other aspects of personalisation (van Ardenne et al., 2025). As more luxury auto brands come to grasp the value of personalized car shopping recommendations, consultation and interaction, users have start to enjoy these services all the time. At Porsche, the Porsche Exclusive Manufaktur programme is an option that enables customers to sit in the driver's seat and personalise several aspects of the vehicles' design, as well as get top-class advice along the purchasing process (Marquis & Dierks, 2024). These services contribute to developing a high-end client experience, improving the engagement of the clients, and establishing a luxury brand.
Digital technologies have accentuated personalisation strategies in the automotive industry. The Porsche Car Configurator allows real-time visualization and design of vehicles by the customers digitally (Wen et al., 2024). It is a more engaging experience that helps customers get involved and gives them the chance to try out different customisation options before selecting a purchase. Findings of a study showed that the use of digital configurators have a positive impact on the customer experience, since they make the buying process more interesting and customer-oriented (Gonçalves et al., 2020).
However, there are also some issues identified in the literature about personalization. Findings show that sometimes customers can become confused or over-exasperated of the process, if there are too many customizations. Waiving the law of the smallest common denominator can have a negative impact on customers, as they may feel overwhelmed with options when buying something, according to findings of a study (Johnson et al., 2021). Hence, flexibility with simplicity and ease of use should be considered an important balance when choosing a customization strategy.
Generally, the results suggest that in the luxury car sector personalisation is significant in delivering superior customer experience. Customization strategies benefit not just customers but can also enhance customer satisfaction and engagement as well as foster a stronger connection between customers and the luxury automotive brand.
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[bookmark: _Toc231058062]Figure 8 Findings and analysis summary of theme 1.
4.3. [bookmark: _Toc231491905]Perceived Value and Customer Satisfaction
It is worth noting that another important finding from the thematic analysis reveal that customization impacts the values and satisfaction of the customer in the vehicle. The results reveal that personalized strategies have positive effects on the overall value and quality of luxurious cars to the customers (Xu & Mehta, 2022). Luxury automotive markets are characterized by the combination of functional, symbolic, emotional and experiential values that are perceived in addition to the functional performance of the product.
Findings from the literature shows that when the customer is involved in the personalisation process he or she sometimes feels that the vehicle is more unique and meaningful (Pappas et al., 2023). This greater feeling of uniqueness boosts the perceived worth of the product. Perceived value was defined as the customer's valuation of benefits taken from their total cost (Blut et al., 2024). Personalized experiences are crucial in luxury markets as customers feel the sense of having achieved or met the standards of customization at luxury level is equivalent to receiving something exclusive.
The study shows that vehicle customisation plays an integral role in customer satisfaction and the product is something that is own, reflecting their preferences and identity (Hsu et al., 2024). Customized cars are frequently regarded as special and noble than regular cars. That translates to happier customers with the product as well as the buying journey. However, other findings indicate that higher satisfaction levels help to improve likelihood of repeat purchase and loyalty (Arslan, 2020).
In the case of Porsche, customization strategies seem to create a stronger sense of value for customers, enabling them to create a customized Porsche in accordance with their lifestyle and preferred way of life (Tang et al., 2024). Several interior and exterior trim options, performance settings and technology options can be configured to the Porsche's liking. At this level of customization, the overall impression of exclusivity and luxury also translates into a higher level of customer satisfaction.
Furthermore, it is found that perceived value is an important mediator between customization and customer satisfaction. Just a customization is not enough to automatically engender loyalty, customers must feel like they are getting some value from the process (Sjödin et al., 2020). Customer feelings that the customisation process enhances the vehicle's uniqueness, quality, and emotional value create positive attitudes towards the brand.
There are some restraints, however, which are mentioned in the literature. However, in some cases, customized integration can cause pricey expenses or involved decision making (Hustad & Stensholt, 2023). Others say that at times value perception may drop if there are high financial implications or complex decision making (Ahmad & Shah, 2022). Perfect customer convenience and high-class service is expected throughout the customer journey of luxury consumers. Hence, personalization strategies need to be emotional and functional, ensuring that the customer will enjoy them, as well (Oualid et al., 2024). Therefore, personalisation strategies should provide both emotional and functional value, so that the customer will enjoy them, as well.
Finally, the findings suggest that vehicle customisation strategies have a significant effect on customer perceived value and satisfaction towards the car. Luxury car brands can boost customer perception, satisfaction and customer relationship building by providing customized experiences and unique products.
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[bookmark: _Toc231058063]Figure 9 Findings and analysis summary of theme 2.
4.4. [bookmark: _Toc231491906]Emotional Attachment and Brand Identity
The importance of emotional attachment and brand identity is also highlighted as another theme arising from the thematic analysis, specifically by influencing customers' loyalty within the luxury automotive industry. The results indicate that luxury consumers are not simply buying vehicles for their practical uses such as moving and driving equipment and performance (Axsen & Long, 2022). Rather, luxury cars generally are correlated to sentiment value, pride, self-expression, and social standing. These are reinforced in the process of customising the products, as they can engage in the process and produce personalized vehicles that are customised to their lifestyle and personality.
The literature shows that the emotional attachment can be attached to a brand through their significant experiences (Khan & Rahman, 2017). In the luxury automotive sector, customisation plays a role in its sense of attachment because the customers become directly involved in the design of the vehicle. By allowing customers to customize products, they are more likely to feel like they own and have a strong attachment to them (Shahid et al., 2022). This fosters a feeling of pride and exceptionalness, improving the overall luxury experience.
Results have shown that people who feel emotionally involved with the luxury brand are more inclined to be loyal and continue doing business with(Konjkav Monfared et al., 2021). Emotional attachment adds to trust, commitment, and customer satisfaction, also decreasing the risk of customers switching to competitors. Customization can be a tool a luxury brand can utilize in order to produce a sense of uniqueness for the product and to establish long lasting emotional connectivity with customer (Moreau et al., 2020). Therefore, customization strategies utilized by luxury brand are direct to formulate uniqueness of the product and establish long term emotional connection with the customer.
For Porsche, emotional attachments are built on a strong sense of history, exclusivity and customised customer experiences. Porsche projects its brand as a symbol of accomplishments, passion and luxury lifestyle (Chandiran, 2021). It is important to make owning a vehicle an emotional investment, instead of merely a monetary transaction for customers. In addition, identity expression in luxury consumption is advocated in the literature. Quality goods frequently are bought for expressing and asserting oneself, for what one has achieved and relating to others. Customers can combine features of design and performance in a different way to produce a customized vehicle that offers a chance for self-expression. This further enhances the branding-customer value equation.
However, the results did not imply that emotional bond alone will create loyalty in the absence of other quality-based parameters like product quality, service and Brand image perception (Fernandes & Moreira, 2019). Luxury brands are expected to provide their customers a consistent quality and better experience in each touchpoint. Thus, emotional branding strategies need to be backed with great performance and service.
In general, the results indicated that the emotional attachment and brand awareness have a significant influence on the relationship between customization and customers' loyalty. Creating personalized experiences could forge psychological metrics with luxury brands and boost significant customer commitments and brand advocacy.
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[bookmark: _Toc231058064]Figure 10 Findings and analysis summary of theme 3.
4.5. [bookmark: _Toc231491907]Digitalization and Interactive Customization
Another key focus point in the vehicle customization and customer loyalty consideration in the luxury automobile industry was digitalization. The results show that the digital technologies are making a powerful impact on the luxury automotive companies' design, marketing, and customer experience processes (Zaif, 2019). With cutting-edge digital systems, brands can now offer interactive, immersive and customer-focused customization processes.
The literature confirms that digitalization has led to better customer engagement as the customer is able to actively be part of the car customisation process (Bacher & Manowicz, 2020). Interactive tools like schematic online configuration, virtual showrooms, augmented reality and AI systems help customers visualize and customize vehicles in real-time. Findings of a study claimed that such technologies can enhance the customer satisfaction as they make purchasing much easier and more interactive (Alzoubi et al., 2022).
The study reveals that digital customisation tools enable customers to explore variations in vehicle ownership before choosing what to buy (Wang et al., 2021)(Barak. Customers have the option to customize various parts of the car by changing colour, interior décor, wheel types, performance enhancements and technological characteristics based on personal taste. This dynamic interaction boosts customer engagement and fosters a deeper connection with the product and brand.
For Porsche, digitalization is also a major factor when it comes to making customisation experiences better (Schulz et al., 2023). With the Porsche Car Configurator, customers can digitally design cars on screen and see the finished product in real time. This technology increases transparency and involves customers in the process of customisation all the way. According to the scholars’ findings, such configurators help to increase customer engagement because they increase immersion and the aspect of the customer during the transaction process (Karthikeyan & Aruna, 2025).
Further, Porsche launched their “Track Your Dream” digital service which enables users to track the manufacturing and delivery of their individual cars (Voelcker, 2019). This service stimulates excitement and anticipation and builds emotional connections with the brand. This helps create an ownership experience that brings customers closer to the chain of creation of their made-to-order cars, from production through delivery.
The findings also indicate that digitalization can offer enhanced convenience and access in luxury cars markets (Lempp & Siegfried, 2022). Consultations and online showrooms allow to connect customers with brands without they have to be physically present and have access to personalized serving. This was especially relevant when there was a gradual transition to digital interactions, which were preferable to consumers.
However, others have pointed to how much personal interaction is lost because of the over-reliance of digital technologies, retaining personal interaction as a crucial part of the luxury customer experience (Dr. A. S. George et al., 2024). Face-to-face communication and exclusive ‘in-person’ services are often of great importance to luxury consumers. Brands, therefore, must strike a balance between convenience in the digital world and human interaction, to keep their products exclusive and good quality cult experiences.
The results overall highlight how digitalization has a great positive impact on vehicle customization approaches about customer engagement, personalisation and satisfaction. In the luxury automotive sector, interactive digital experiences have a positive impact on building emotional connections and fostering customer retention.
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[bookmark: _Toc231058065]Figure 11 Findings and analysis summary of theme 4.
4.6. [bookmark: _Toc231491908]Customer Loyalty Outcomes
The final theme that came out of the thematic analysis pertains to consequences of customer loyalty because of personalising car customisation in the luxury car industry. Results have shown that loyalty in this case does not only mean repeat buying behaviour, but that attitudinal factors, like building trust, commitment, emotional preference, and the desire to recommend a brand to others are also present (Al Abri et al., 2023). In the luxury segment, direct competition and a high level of branding competition exist with many substitutes, forcing measures to remain loyal to the brand and to have long-term sustainability and profitability.
Consistently, Vehicle Customization has been positively associated with customer loyalty which can be found in the related literature, which can be divided into customer engagement and cus2tomer satisfaction (Malki et al., 2024). The related literature has shown that there is a positive relationship between Vehicle Customization and customer loyalty, both in terms of customers' engagement and customers' satisfaction. A level of participation in the design process makes customers feel that they are part of their vehicle, enhancing their sense of ownership. This emotional and psychological connection makes people more likely to come back for additional purchases and brand loyalty. Customization can also drive brand advocacy because happy customers will tell their friends and family about the experience and influence them through social channels (Band et al., 2025).
The findings suggest that value generation on an alternative chain of events that involves emotional and experiential aspects contributes significantly to the development of loyalty (Cachero-Martínez & Vázquez-Casielles, 2021). Vehicles which are perceived to be unique and meaningful to the Customer, are less likely to be replaced with a different brand. Instead, they form a long-term relationship with the brand, beyond just functional product benefits. This reflects the idea that in luxury markets loyalties are more motivated by emotional gratification and a degree of alignment with a brand's 'identity' than by price and utility.
Personalizing marketing is a big element of Porsche's marketing strategies aimed at customer retention (Husár et al., 2023). Porsche customers are well known for their brand loyalty because of its performance, heritage, and personalization. Findings of the study also shows is that there is a high likelihood that loyal customers can be brand ambassadors for luxury brands (Satornsantikul & Nuangjamnong, 2022). They are active brand promoters that recommend the brand and leave online reviews in addition to being social influencers. The role this type of advocacy plays is especially important when it comes to luxury markets where customer trust and reputation become a key factor when making purchases. Thus, in addition to enhancing individual brands, customer loyalty has positive effects on the long-term positioning of the brand in the market and on brand equity.
However, it is not only customization that can ensure loyalty, as the literature also points out. Other product and service characteristics, including the quality of the product, after-sales service, brand reputation, and customer experience, all have an important influence on the loyalty results (Magasi, 2024b). If the supporting elements are too weak, the positive outcome of customization might be diminished. However, customization should be a part of a more comprehensive approach to customer relationship management if it is to be successful.
[image: ]
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The major findings are discussed in relation to the research objectives, research questions, and the supporting theories in this chapter. The discussion critically analyses the significance of vehicle customization approaches in sustaining customer loyalty and their relevance to Porsche in the luxury car segment. The results show that customization strategies positively affect customer experience, perceived value, emotional attachment and customer engagement, which in turn lead to their loyalty measures (Brand Advocacy and Intent to repurchase the product) (Rane et al., 2023b). Relationship marketing theory and Perceived value theory are linked with results of this study in order to gain more theoretical understanding of the relationship of customization and customer loyalty.
Vehicle customization personalizes vehicle and improves the customer experience in the luxury car sector. Today, luxury consumers are looking for products that are increasingly personalized, address their lifestyle and social identity. This affirms the tenets of Relationship Marketing Theory (Rese, 2006) that suggests establishing long-term relationships by using personal contact and customer engagement. Luxury auto manufacturers are no longer just competing around engineering quality and performance, but also through giving the driver a memorable, unique experience. Moreover, a customization effect of allowing customers to be active participants in the design process and, because of this, develop a stronger emotional and psychological feeling of owning this product.
Personalized customers are more satisfied as they feel the final product is a one of-a-kind and meaningful to them. This is in line with Perceived Value Theory (Marco et al., 2024) that suggests that buyers judge products in terms of their functional, emotional and symbolic values. For high-end cars, personalization is essential for enhancing the experience of being the proud owner, driving a “twisted” and exclusive machine. Customers feel that the customized vehicles reflect their identity and their status to the extent that they want to satisfy them, making them more attached to the brand. 
There is a need for a different important discussion point about how emotional attachment enhances Customer Loyalty (Zephaniah et al., 2020). Customization strategies lead to emotional levels of customer-brand connections with luxury vehicles. Those that invest their time and effort into customising their vehicles, build pride, ownership and exclusivity in them. This emotional bonding makes the chances higher for making repeat purchases and commitment to the brand in the long term. Relationship Marketing Theory indicates that the trust and emotional connection developed with the customer are important factors in customer loyalty.
Furthermore, the discussion highlights its role in the luxury automotive sector, since it is not uncommon that consumers buy luxury cars as symbols of success, identity and social recognition. Customers can make their cars their own with customization, so that the car owning experience is more meaningful (Nastasoiu & Vandenbosch, 2019). Personalized products have an emotional essence, which helps to bind customers to the product and minimizes the risk of customers buying a competitor's product. This is in line with past research indicating emotional experiences play an important role in driving loyalty in the luxury sector (Singh et al., 2023).
Another insight the study offers on the impact of customization on customer loyalty is that of perceived value in that bond. Increased perception of customization provided uniqueness, quality and exclusivity in the vehicles, which is found to be associated with increased values of satisfaction and loyalty among customers. This aligns with Perceived Value Theory (Marco et al., 2024) that suggests that consumers form positive attitudes and behaviour towards brands when they believe that the value gained is greater from the purchase of the product or service. The results indicate that customization has a positive impact on the emotional value as well as the functional value, by intensifying the customer involvement and stimulating more individual ‘customer ownership experiences.
However, upon their own, customisation efforts cannot win over customer loyalty. The highly complex customization process or too many options can bewilder and make customers decision fatigue (O’Rourke et al., 2025). It means customisation strategies can be successful if there is a balance between personalisation and simplicity. Luxury consumers are looking for convenience, efficiency and quality service from the beginning of the process until the purchase is complete. Thus, it is necessary that the customization strategies be easy to use and service oriented. The result not only supports past theories on customisation but also introduces the idea that personalisation by itself is not the only element that affects perceived value; the quality of the overall customer service is also a significant factor.
Another important element affecting the customization and customer loyalty was digitalization.  The advantages of digital technologies like online configurators, virtual showrooms, and interactive platforms for enhancing customer involvement and satisfaction. Customers can experiment and personalize their cars in real time with Porsche's digital customisation tools, because of which they get immersive, interactive experiences. It implies that the current understanding of the theory of Relationship Marketing, as customer relationships and involvement are growing more significant in today's digital era.
Furthermore, the study indicates that digitalization brings more transparency, convenience and accessibility about the customization process. Customers can try out various combinations of vehicles and be more involved in the buying process (Motlani et al., 2025). This involvement while interactive helps to enhance customer satisfaction and build emotional connection. But the results also suggest that overuse of digital technologies could signal the potential decline of human and personal interaction as a factor in markets for the luxury offerings. Face-to-face communication, exclusivity, and personal consultation continue to be important values of luxury customers. So, car luxury brand companies also need to find a solution that puts the “digital” convenience and “human” contact together to sustain luxury brands' exclusivity and premium experience.
The study findings validate the positive effect of customisation strategies on the intention for revisiting and recommending the purchase of the product and confirming the brand. Personalisation leads to satisfaction and emotional attachment, which increases customer loyalty to the brand and enhances its word of mouth. This is consistent with Relationship Marketing theory, which suggests that when the company has a solid relationship with the purchaser then the customer will stay and will become an advocate for the firm. As well as sales that come back to the business, loyal customers can also provide positive word of mouth and brand reputation.
The results support numerous brand perspectives in the case of Porsche, where customisation is a tool to boost customer engagement and to make ownership experiences more memorable, thus reinforcing brand loyalty in the process. The act of customization makes car-buying a personal and exclusive experience for Porsche customers, sparking strong emotional connections with the brand. They can turn into brand ambassadors, spreading love and recommendation for the brand via blogs, social media, and particularly via word of mouth. Particularly in luxury markets, where customers' trust and reputation matter greatly in buying decision-making, such advocacy is of great value.
However, even though there is a positive correlation between customization and loyalty, the results suggest that there are several other considerations besides customization that can play a role in establishing loyalty, namely product quality, brand reputation and after-sales service. This indicates that customization doesn't need to be taken as one-off but must be displayed as a part of the complete customer relationship management method. To attain sustainable loyalty, luxury companies in the automotive sector must provide consistently high-quality products, exceptional service and great brand experiences, alongside customisation programs.
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6.1. [bookmark: _Toc231491913]Conclusion
This study investigated how vehicle customization strategies affect customer loyalty in the luxury car industry, focusing on Porsche. The study was designed to gain insight into the impact of personalisation and customised customer experience on customer satisfaction, emotional attachment, repeat purchase intention and brand advocacy in the luxury automotive market. The study's results uncovered that vehicle customization has emerged as a strategic instrument that luxury automotive firms' needs to deploy to satisfy various consumers' expectations and the rising level of market competition.
Current luxury drivers are no longer just concerned with the functionality of the car and its performance. Rather, customers are increasingly becoming more emotional about luxury products, symbolic, and experiential. The customisation means that customers can be involved directly in the process of designing and creating their vehicles: this enhances the sense of ownership, individuality and exclusivity that customers experience. This in turn has resulted in positive impacts on customer satisfaction and overall customer experience through customization.
The study results also confirmed that customized approaches had an impact on luxury car customers' perception of value. Customers see a custom vehicle as unique, prestigious and meaningful to them over the standard vehicle. This gives the customer a higher perceived value and raises their brand affinity as they grow more emotionally attached to the brand. Emotional attachment was also identified as one of the significant issues affecting the customer's loyalty, where customers who felt emotionally attached to a luxury brand were more inclined to stay loyal to the brand for a more complete period.
Digitalization plays a significant role when it comes to boosting customization experiences. Using digital tools such as interactive configuration platforms, online showrooms, and virtual showrooms, customers can engage with them more instantly and closely, thus allowing them to create personal vehicles. It is through the implementation of digital customisation technologies that Porsche was recognised with its approach as an effective way to engage more customers and create more satisfaction. Yet, the research highlights that luxury shoppers are still making value of personal touch and a high-end shopping experience. So, in the luxury vehicle business, digital technologies must be integrated into the human solution.
One other very important point was that customization positively influences customer loyalty consequences: intent to repeat purchase, and brand advocacy. If customers feel good, attached, and valued when things are made just for them, they will continue to make use of the brand and endorse it to those around them. Word-of-mouth communication and social influence are other values that loyal customers bring to brands with positive impacts on brand reputation. However, the results indicated that simply re-customizing the service is not enough to ensure customer loyalty. Other factors like product quality, after-sales service, customer image, and overall customer experience also have an important role in determining the loyalty behaviors.
The study is also theoretically relevant in that it related the findings to the theories of Relationship Marketing Theory and Perceived Value Theory. Furthermore, Relationship Marketing Theory helped to shed light on the importance of personalized experiences and emotional engagement to further the customer relationship; and Perceived Value Theory became an explanation of the emotional and functional value that customers receive from their successful experiences interacting with the customizations offered by companies. The vehicle customization and customer loyalty variables were studied in the luxury automotive market, and these theories served as helpful frameworks in grasping the aspects of the two variables.
The study strongly recommends that vehicle customization strategy is effective in building customers' loyalty in the luxury automobile industry. By providing tailored and emotionally compelling experiences, luxury car manufacturers like Porsche can build better relationships with customers, enhance customer satisfaction, and gain competitive edge in the long-term. The study also offers a valuable contribution to the literature by targeting the luxury automotive domain, and by offering detailed insights into the chain of causal relationships between customer loyalty processes and results that stems from implementation of customization strategies.




[bookmark: _Toc231058103]Table 3 Contribution of the study
	Area
	Contribution (Short Points)

	Theoretical Contribution
	Extends Relationship Marketing Theory by showing how customisation strengthens long-term customer relationships in luxury automotive sector.

	
	Enhances Perceived Value Theory by explaining emotional + symbolic value in luxury vehicle customisation.

	
	Shows that customer loyalty is shaped indirectly through emotional attachment and perceived value.

	Empirical Contribution
	Provides Porsche-specific insights on how customisation strategies influence customer loyalty.

	
	Addresses gap in luxury automotive literature where limited firm-specific studies exist.

	
	Identifies key themes: personalisation, emotional attachment, digitalisation, and perceived value.

	Industry Contribution
	Demonstrates how luxury car brands can use customisation to increase customer engagement and retention.

	
	Highlights importance of balancing digital tools with human interaction in luxury experience.

	Managerial Contribution
	Offers guidance for Porsche managers to simplify customisation and improve customer journey.

	
	Recommends integration of AI, configurators, and personalised services for better customer loyalty.

	Practical Contribution
	Shows how customisation improves repeat purchase intention and brand advocacy.

	
	Helps luxury automotive firms design better customer-centric strategies for long-term loyalty.



6.2. [bookmark: _Toc231491914]Recommendations
Luxury automakers should persist in working on new and consumer-centric customization tactics that will increase personalization, emotional bonding and customer interaction. These companies, like Porsche, need to carry out the customization process in a simplified way that does not confuse customers and simultaneously ensures high degree of exclusiveness and flexibility. In addition, enterprises should combine digital platforms like interactive configurators and even virtual consultants with custom written in-person customer support to still offer a balanced luxury experience. At the same time, luxury car companies will need to improve after-sales operations, CRM, and brand communications for building customer loyalty and brand evangelism for their luxury cars. Future extensions of customisation strategies should not only be related to output personalisation but should also be targeted at the establishment of an emotional customer relationship and the building of long-term competitive advantage within the field of luxury car.
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