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[bookmark: _Toc223809056]Chapter 1
1. [bookmark: _Toc223809057]Introduction
1.1. [bookmark: _Toc223809058]Context and Background
The global luxury automotive industry has seen major transformation in the past two decades due to the growing expectations from consumers wanting to have an exclusive, individual and personalised experience with vehicles (Ghibellini et al., 2025). Unlike the mass market automobile segments, luxury car buyers often are looking for products which reflect their personal identity and their lifestyle and social position (Silva et al., 2024). As a result, luxury automotive manufacturers have generally turned towards vehicle strategies to make their offerings stand out and provide added value for their customers. Customisation provides the consumer with a wide degree of choice in terms of diverse design, technological and performance features, so that they can have vehicles which match their own personal preferences (Hamburger et al., 2022). 
Porsche has created one of the most thoroughgoing vehicle personalisation systems in the business (Annual and Sustainability Report, 2024). Through a range of projects such as the Porsche Exclusive Manufaktur programme, customers can customise many aspects of their vehicles including exterior colour combinations, the choice of interior material, performance improvements and technology. These customisation options are designed to help elevate the ownership experience overall and develop the emotional connection between the customer and the brand. 
Customer loyalty, encompassing repeat purchases and brand commitment over time, as well as positive word-of-mouth promotion, is an important factor that can be the deciding factor of sustainable differential advantage in luxury markets (González-Viralta et al., 2023). Therefore, the relationship between vehicle customisation strategies and customer loyalty in the context of Porsche will offer significant insights on the role of personalised product offering in long-term customer retention and brand advocacy in highly competitive niche markets (luxury).
1.2. [bookmark: _Toc223809059]Aim
To examine the effect of vehicle customisation strategies on customer loyalty in the luxury automotive sector, with a focus on Porsche.
1.3. [bookmark: _Toc223809060]Objectives
· To identify the key vehicle customisation strategies adopted by Porsche for luxury customers.
· To analyse how these customisation strategies influence customer loyalty, including repeat purchases and brand advocacy.
· To evaluate the relationship between personalised experiences offered through customisation and long-term customer retention.
1.4. [bookmark: _Toc223809061]Research Questions
· What vehicle customisation strategies are implemented by Porsche to enhance customer experience?
· How do Porsche’s vehicle customisation strategies impact customer loyalty in the luxury automotive market?
· To what extent does personalisation through customisation foster long-term retention and brand advocacy among Porsche customers?
1.5. [bookmark: _Toc223809062]Rationale
In the modern luxury automobile marketplace, a shift has been made in customer expectations from high performance and product quality, through to more personalisation and unique ownership experiences (Genzlinger et al., 2020). Although customisation is widely recognised as an important strategy for increasing perceived value and customer experience, little academic research has focused on its effect on customer loyalty for the luxury automotive sector. Understanding the role of vehicle customisation in determining loyalty outcomes such as repeat purchase intentions, brand commitment, and positive word-of-mouth is therefore important from academic and managerial perspectives. This research is important because it will give insights into how the strategic role of customisation can be used in maintaining customer-brand relationships and competitive advantage in the luxury automobile industry.
1.6. [bookmark: _Toc223809063]Problem Statement
Despite the increasing use of vehicle customisation strategies by luxury vehicles manufacturers, there is still a lack of proper understanding regarding the influence of these strategies on customer loyalty. While customisation efforts are aimed at improving customer satisfaction and engagement, it is not completely proven if these personalised features lead to increased customer brand loyalty and repetition. This gap is especially true in the case of Porsche, which spends heavily on bespoke configuration of vehicles and exclusive design services as a part of its brand strategy.
2. [bookmark: _Toc223809064]Literature Review and Critical Analysis
Product differentiation and better customer experiences have become a major tool embraced by the luxury automotive industry in the place of gaining a competitive edge against its competitors. Many of the studies emphasise the rising significance of personalisation in high-end markets. As an example, they state that luxury brands are trying to establish more emotional relationships with their customers, providing personalised products and unique ownership experiences (Gupta et al., 2024). On the same note, Powell et al. (2024) explain customisation as the degree to which consumers are able to alter product features, design and performance as per their favourable preference (Powell et al., 2024). These views indicate that personalisation is now a significant process of enhancing customer involvement and perceived value in the luxury automotive industry.
Relationship marketing also reinforces the importance of customisation in building customer-brand relationships. According to Felix and Rembulan, (2023), companies that offer personalised interactions, as well as unique products, have a higher probability of establishing a stronger long-term relationship with customers (Felix & Rembulan, 2023). By means of the customisation process, consumers can be engaged in the process of developing of the product, which can create a stronger sense of ownership and attachment. Consequently, the individualized products may enhance a sense of perceived uniqueness and customer satisfaction. The cited positive impacts of customisation are however not universal. Bakhshi et al. (2022) suggest that the efficiency of the customisation process can be related to the intricacy of the customisation procedure and the sophistication of consumer engagement needed (Bakhshi et al., 2022). This indicates that customers engagement can be enhanced through customisation but badly designed options can lead to undesirable outcomes.
The importance of customer loyalty has been well known as a key element towards the long term success of a business, especially in luxurious markets where repeat buying and word of mouth through brand advocacy is especially significant towards brand sustainability. Pashaie et al. (2024) also note that loyal customers come not only to help ensure revenues are streamed but also are brand ambassadors because they work through positive word of mouth communications (Pashaie et al., 2024). Emotional attachment, brand heritage and experience of products are usually among the factors that cause loyalty in the luxury automotive industry. According to Magasi, (2024), when customers feel that they experience elevated rates of personalisation in products and services, they will be more inclined to become more loyal to the brand (Magasi, 2024). However, some other researchers maintain that there is no way to explain customer loyalty solely by means of personalisation.
As mentioned by Chitmanasak, (2024), more sophisticated online configuration websites enable clients to see through vehicles and customize them, thereby improving their overall purchasing experience (Chitmanasak, 2024). The presence of these digital tools could enhance the emotional bondage associated with customers and the product since the customers are allowed to take active part in the design. As Huang and Chen, (2022) emphasize, a long-term commitment is claimed by the adherence to a stable and acceptable product quality, brand value, and service performance (Huang & Chen, 2022). Hence, although strategies of individualisation are capable of improving customer engagement, their effectiveness in increasing long-term loyalty might be prone to the effectiveness with which they are incorporated to other elements of the brand experience.
2.1. [bookmark: _Toc223809065]Theoretical and Conceptual Framework
The Relationship Marketing Theory and Perceived Value Theory are used as the main sources of information of this research, which can contribute to explaining how customisation of vehicles can promote customer loyalty in luxury cars industry. The Relationship Marketing Theory has its focus on the development of the long-term relationships between the companies and the customers via the personalised interactions and quality engagement (Rese, 2006). With established luxury automotive brands including Porsche, automobile customisation enables the customers to engage in the design process of their cars depending on their personal preferences. The participation would improve the customer experience and increase the emotional associations with the brand, which will help to form a better level of loyalty and commitment.
The Perceived Value Theory also elaborates that when they have the perception of greater value in a product or a service, customers are more likely to develop loyalty (Marco et al., 2024). Customisation of the vehicles enables customers to have special design beauty, personalized performance options, and special ownership experiences that make the product more valuable to the customers. Based on these theories, the conceptual framework of this work is that the strategies of vehicle customisation are the independent variable that affects customer loyalty as the dependent variable. The customisation concept including version, performance, and digitalisation features can help to increase customer satisfaction, perceived value, affective attachment, that later may result in customer loyalty replicated in the repeat purchase intentions, brand advocacy, positive word-of-mouth behaviours.
Table of gaps identified in the literature
	No.
	Identified Literature Gap
	Explanation

	1
	Limited research on vehicle customisation in the luxury automotive sector
	Most studies on customisation focus on e-commerce or general consumer products rather than luxury automobile brands.

	2
	Lack of direct examination of the relationship between vehicle customisation and customer loyalty
	Existing research often links customisation with customer satisfaction rather than long-term loyalty outcomes such as repeat purchase and brand advocacy.

	3
	Insufficient focus on luxury brand contexts
	Many studies analyse personalisation strategies in mass-market industries, while the dynamics of luxury markets remain underexplored.

	4
	Limited brand-specific studies
	Few studies investigate how customisation strategies influence customer loyalty within specific luxury automotive brands.

	5
	Lack of integration of theoretical perspectives
	Previous studies often discuss customisation without clearly linking it to relationship marketing theory, perceived value theory, or co-creation frameworks.

	6
	Limited understanding of how customisation contributes to emotional attachment to luxury brands
	Although emotional engagement is recognised as important in luxury marketing, the role of customisation in strengthening emotional brand relationships remains under-researched.



3. [bookmark: _Toc223809066]Methodology
3.1. [bookmark: _Toc223809067]Research Design
This study uses a secondary qualitative research design to investigate how vehicle customisation strategies affect customer loyalty in the luxury automotive industry (Levitt et al., 2021). Secondary research is the method of systematically analyzing existing academic literature, industry reports, and good publications to produce some information about a certain research problem (Management, 2022). The use of secondary data is suitable for this study as it enables the researcher to synthesise the existing knowledge on the areas of vehicle customisation, customer experience, and customer loyalty in the context of luxury automotive brands such as Porsche.
3.2. [bookmark: _Toc223809068]Research Approach and Framework
The research applies a qualitative interpretivist approach, which attaches importance to the understanding of concepts, themes and relationships within existing literature in the research field, rather than the measurement of variables in terms of numerical data (Dean, 2018). This approach can be considered appropriate since the aim of the study is to investigate the impact of the various vehicle customisation strategies on customer perceptions, experiences and loyalty outcomes. 
To insure a systematic review process the study follows the  (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework which establishes clear guidelines to identify, screening and selecting pertinent literature (Page et al., 2021). The PRISMA framework helps to better the transparency and consistency of the literature selection process.
3.3. [bookmark: _Toc223809069]Search Strategy
Key academic databases Google Scholar, Scopus, Science Direct, Emerald Insight and Springer Link will be used to source peer-reviewed journal articles and scholarly publications. The search process will include using Boolean operators to join relevant keywords and refine search result. Boolean operators such as AND, OR, and NOT will assist to limit or broaden the search results to ensure the most relevant studies are identified in the search.
The following are examples of search terms:
· "vehicle customisation AND customer loyalty."
· "product personalisation AND luxury car industry,"
· "customisation strategies AND brand loyalty,"
· "luxury car personalisation / customer experience"
3.4. [bookmark: _Toc223809070]Inclusion and Exclusion Criterion
To keep the literature review relevant and quality in view, the inclusion criteria will include peer-reviewed journal articles, academic books, and credible industry reports that address the topic of customer loyalty, personalisation and customisation strategies, and/or luxury automotive marketing. As such, studies published in the last 10 years will be given priority in order to ensure that the research reflects current trends within the luxury automotive sector. English-language publications will be chosen so that analysis can be clear and consistent.
The exclusion criteria will eliminate sources that are not directly correlated to the research topic, non-academic website sources, opinion articles, blogs and research studies that do not focus on the industry being researched and have no relevance to customer loyalty and product customisation. Duplicate studies and publications with poor methodological transparency will be excluded from the analysis as well.
3.5. [bookmark: _Toc223809071]Reliability and Validity
Reliability will be maintained by employing systematic search procedures and its selection criteria will be clearly defined to ensure that the literature review process will be reproducible by other researchers. The use of recognised academic databases and peer-reviewed journals enhances the validity of the data sources even further.
Validity will be increased by using appraisal framework of the Critical Appraisal Skills Programme (CASP) checklist that help in the assessment of methodological quality of the chosen studies (CASP, 2020). Additionally, triangulation of information from different sources will help validate the consistency of findings between different studies.
3.6. [bookmark: _Toc223809072]Data Analysis
The study will use thematic analysis to interpret data collected. Thematic analysis is a process of identifying recurring patterns, concepts and themes in literature. Key themes to be expected are experiences of customer personalisation, perceived value, emotional attachment to luxury brands, and role of customisation in building brand loyalty. Through this analytical process, the researcher will synthesise information from several studies to develop an overall understanding of how vehicle customisation strategies affect customer loyalty.
3.7. [bookmark: _Toc223809073]Ethical Considerations
The study will ensure that any information that will be used in the research will be sourced from credible and publicly available academic sources. Proper citation and referencing will be used to support the acknowledgement of the original authors and the avoidance of plagiarism. Additionally, the research will uphold academic integrity through an accurate representation of the findings of previous studies without misinterpretation or manipulation of data.
4. [bookmark: _Toc223809074]Expected Outcomes
This research will help to determine the main vehicle customisation practices employed by Porsche and analyse the effect of these practices on customer loyalty. The study can indicate that customised options like design choices, performance packages, and online design systems increase customer satisfaction and emotional consumer attachment to the brand. Consequently, luxury automotive market customisation is set to provide the customer with repeat purchases, positive word-of-mouth, and better long-term relationships with the brand.
5. [bookmark: _Toc223809075]Limitations	
There are various limitations in this study. First, it is based on secondary data, not on primary data of Porsche customers that might impart firsthand information of customer experiences. Second, the study pays much attention to Porsche, and this factor can diminish the external validity of the study in other luxury automotive brands. Lastly, the research relies on the existing literature, implying that the findings can be obtained only up to the information presented in past studies.
6. [bookmark: _Toc223809076]Timeframe
	Research Activity
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Finalising research proposal
	✓
	✓
	
	
	
	
	
	
	
	

	Literature search and collection
	
	✓
	✓
	
	
	
	
	
	
	

	Literature review writing
	
	
	✓
	✓
	✓
	
	
	
	
	

	Methodology refinement
	
	
	
	✓
	✓
	
	
	
	
	

	Data extraction from literature
	
	
	
	
	✓
	✓
	
	
	
	

	Data analysis (Thematic analysis)
	
	
	
	
	
	✓
	✓
	
	
	

	Writing findings and discussion
	
	
	
	
	
	
	✓
	✓
	
	

	Writing conclusion and limitations
	
	
	
	
	
	
	
	✓
	
	

	Editing and proofreading
	
	
	
	
	
	
	
	
	✓
	

	Final submission preparation
	
	
	
	
	
	
	
	
	
	✓


 
7. [bookmark: _Toc223809077]Conclusion
Conclusively, this study investigates the effect of vehicle customisation strategies on customer loyalty within the luxury automotive industry with reference to Porsche. Through literature review, the research seeks to know how customised vehicle choices reinforce customer experience and brand emotions and relationships. The results will yield useful information to both researchers and luxury automotive firms wishing to improve customer loyalty by devising product customisation measures. 
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