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Abstract
Maintaining good connections with customers has become necessary for the European automobile companies to maintain their customer base. The following research has explored how EVs and new technology are changing customer loyalty in Europe. A review of literature sources has been performed to understand the viewpoints of different authors based on the topic. Relevant theory connected with the topic has been included to develop a better alignment with the subject. Using an interpretivism and inductive approach has shown potential for the study to examine industry reports and understand why drivers switch brands. The findings would also help European carmakers to create better strategies and keep customers in a competitive digital market.
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Figure: European OEMs are losing market share while new entrants are dominating the EV market. 
Source: (Cornet, et al., 2023)
The European automotive industry is currently making its biggest transformation after many years. Heritage and engineering factors for a long time have allowed brands like Volkswagen and BMW to maintain high customer loyalty. However, the growth of Electric Vehicles (EVs) and smart technology is changing how people choose their cars. New competitors from China are entering the European market with affordable and high-tech ranges (Adevinta, 2024). This has made modern drivers less loyal to traditional brands. Customers today care more about software, sustainability and digital experiences instead of old reputations. This research is necessary to understand how European carmakers must rethink their branding strategies. Relevant knowledge will also be gained on the reasons behind building emotional connections and providing excellent digital services.
[bookmark: _Toc221710732]1.2 Problem Statement
Traditional European car brands are losing their strong connection that they had with older customers. The shift to electric vehicles and digital technology has also made it easier for buyers to switch to new and innovative companies. The main problem is that heritage brands are facing problems to compete with new rivals from China that offer better technology at lower prices. Many European drivers currently give value to software and sustainability more than brand history. The main problem that the research will show is what truly brings loyalty now so that European brands can adapt their marketing and keep their customers.
[bookmark: _Toc221710733]1.3 Aim, objectives and Questions
[bookmark: _Toc221710734]Aim 
The central aim of this study is to critically examine, drawing on academic and existing literature, the impact of branding on customer loyalty within the European automotive industry. The study seeks to understand how branding influences consumer behaviour, long-term customer relationships, and competitive positioning in the European automotive market.
OOBJECTIVES​
1. To review and analyse academic literature and existing research to identify the effects of branding on customer loyalty within the European automotive industry.
2. To examine, based on academic sources and existing literature, the key customer loyalty challenges encountered by automotive firms in Europe in relation to branding.
3. To evaluate strategies discussed in academic literature that the European automotive industry can implement to overcome branding-related challenges.
4. To identify, from existing academic literature and industry research, customer retention and loyalty-building strategies that European automotive brands should prioritise to strengthen long-term relationships with consumers.
Questions
Q1: What effects of branding on customer loyalty in the European automotive industry are identified in the academic literature?
Q2: What customer loyalty challenges related to branding are discussed in existing literature and academic sources regarding the European automotive industry?
Q3: What strategies suggested in academic literature can help the European automotive industry overcome branding-related challenges?
Q4: What customer retention and loyalty-building strategies do academic sources suggest European automotive brands should prioritise to strengthen long-term consumer relationships?
1.4 Research Rationale
This research is very important because the European car market is changing due to sustainable and greenwashing conditions. Understanding why customers switch brands is also necessary for the survival of European manufacturers. The investigation will find new ways to build loyalty and will help companies to create better marketing strategies and stronger relationships with drivers. This is how the research will provide a roadmap for carmakers to regain trust and ensure long-term success in a changing economy.


[bookmark: _Toc221710735]Literature review 
[bookmark: _Toc221710736]2.1 Impact of branding and customer loyalty within European automotive companies 
Market share protection and cost-efficiency 
According to Mitrache et al. (2025), brand loyalty is an essential shield for keeping the legacy of the automotive companies. High loyalty of consumers to domestic brands empowers them to defend in the market competition and maintain expected financial performance. On the other hand, Górska-Warsewicz (2025), stated that retaining existing customers is much more cost-effective than acquiring new clients. A reduction in customer defects can boost profits significantly for an automobile brand. Thus, a branding strategy for increasing customer loyalty is helpful to improve the cost-efficiency of the businesses. 
Revenue stability with digital services
According to Zaware and Deokate (2025), loyalty is shifting from one-time sales to continuous engagement with the brand. European automotive firms are using connected car data to produce subscription-based revenue. That approach is turning the brand’s loyalty into long-term client relations rather than just a closed transaction. As viewed by Agustí-Pérez et al. (2026), strong branding tactics support the automobile manufacturers to bridge the gap between electric vehicles and internal combustion. Customers can keep trust in the brand heritage and show interest in staying loyal for longer terms. 
[bookmark: _Toc221710737]2.2 Customer loyalty and branding challenges faced by the European automotive companies
Value gap and price sensitivity 
As per the opinion of Nofrizal and Martias (2026), production costs of electric vehicles are very high, which has created a pricing mismatch for consumers. At this moment, pricing is a decisive criterion, leaving the premium European brands vulnerable to tech-driven vehicle manufacturers. On the contrary, Agustí-Pérez et al. (2026), stated that historical loyalty is fading and European consumers are more willing to switch brands with a mindset of experiencing some new experiences. In that context, market space for EV is constantly rising as buyers are seeking better value. 
Technological disconnection and fragmented customer journey
According to the opinion of Mosaferchi et al. (2026), legacy automotive companies struggle to maintain their identity to achieve excellence in engineering methods. Additionally, industry reputation scores have been recorded due to the changing buying behavior of the customers. They find the current European software offerings less intuitive than tech-driven entrants in the market. Furthermore, Zaware and Deokate (2025), mentioned that the traditional process of the dealership model of the automobile companies is under pressure. Customers prefer to stay loyal to the local dealers rather than the manufacturers. That eventually complicated the ability of the brand to utilise connected car data for loyalty building and post-sale engagement. 
[bookmark: _Toc221710738]2.3 Strategies for European automotive companies to overcome their branding and customer loyalty issues and gain higher competitive advantages
D2C retail models and software-defined experience
According to Milheiro et al. (2026), transitioning to the agency models can allow the automotive brands to gain complete control over their customer data. Monitoring the whole consumer journey, firms will be allowed to personalise the marketing process and eliminate the chances of price haggling. That aspect will help to protect the eroding brand trust and strengthen the competitive position of the firm in the market. Agustí-Pérez et al. (2026) suggested that European automobile companies can prioritise seamless over-the-air updates to counter the tech-driven rivals. Along with that, improving software reliability will be beneficial to transform the car into a continuously enhancing product.
Localised value propositions and subscription-based loyalty
[bookmark: _Toc221710739]As proposed by Škudienė et al. (2026), a sustainable supply chain can be integrated by prioritising transparency and ethical production. That process will create a unique and authentic appeal to the eco-conscious buyers and promote the legacy of brand trust in the competitive landscape. As recommended by Mosaferchi et al. (2026), subscription-based loyalty programs can be implemented to lock users into the ecosystem, making their switching less frequent. That will make the switching cost high for the competitors with the inclusion of charging networks and digital profiles.


2.4 Theoretical Framework
Relationship Marketing Theory
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Figure: Relationship Marketing Theory
Source: (Dastane et al., 2026)
Analysis
As per the viewpoint of Dastane et al. (2026), the theory shifts the focus from transactional sales to long-term relational bonds between the brand and customers. Core pillars of the theory are identified as trust, commitment and value co-creation. Building trust among customers can reduce the churn rate and enable the automotive brands to go through smoother price adjustments during market shifts. This theory is highly relevant in the automotive industry to bridge the gap between constant brand engagement and high-value purchases. Thus, by enhancing the profitability and customer conversion rate, firms can reinforce their identity and secure a better competitive position in the market. 
[bookmark: _Toc221710740]2.5 Literature Gap
The whole literature review has explored many vital facts and concepts related to branding and customer loyalty in the automotive industry of Europe. But the study failed to include any specific examples or in-depth analysis of the exact research questions. Besides this, some sources had accessibility constraints, which made the data collection process difficult for the researcher. Furthermore, articles chosen for the literature analysis were not complete to explore the required aspects or factors for the study. For that purpose, a critical evaluation of the context-specific secondary sources will be required in the upcoming chapter to obtain relevant and satisfactory qualitative results. 
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Figure: Research Onion
Source: (Gamage, 2025)
The framework which guides every investigator throughout a research work is known as onion. This includes layered steps and techniques where finishing one phase helps a scholar to transition into another one. The following study will also make use of this model so that the work can be enriched with meaningful data. 
[bookmark: _Toc221710743]3.2 Research Philosophy
The set of beliefs and assumptions that states how a researcher collects and examines information is known as philosophy. Some of them are positivism, interpretivism, pragmatism and realism from which interpretivism will be considered. This philosophy focuses on understanding human behaviour and the deeper meanings behind their individual choices. This technique will be chosen because branding and loyalty are based on personal feelings and social influences. Since every driver has unique motivations for choosing a car, interpretivism will allow the researcher to explore these complex emotions.  Customer loyalty in the context of the European automotive industry is strongly influenced by perceptions of brand heritage, sustainability commitments, technological innovation and country-of-origin image. Interpretivism will enable the researcher to explore how European consumers emotionally connect with brands and how branding strategies shape long-term loyalty. It will also reveal why customers feel loyal to a brand instead of just looking at sales numbers, directly providing a better understanding of the European automotive market (Research-methodology, 2026).
[bookmark: _Toc221710744]3.3 Research Approach
The plan or logic which investigators used to conduct a study is known as approaches. There are three main types such as deductive, inductive and abductive during which inductive reasoning will be used. This includes starting the work by examining the market and gathering data to acquire patterns instead of testing an older theory. This approach will be best since the automotive industry is changing rapidly due to new technologies. There are no more fixed rules since customer loyalty to electric vehicles is a very new phenomenon (Hecker & Kalpokas, 2025). The inductive approach will help to uncover new branding themes such as sustainability positioning, digital engagement, innovation leadership and premium brand identity that influence customer loyalty in Europe. The study will derive patterns from existing reports and academic findings related to European consumer behaviour instead of applying traditional loyalty theories. Using an inductive approach will allow the researcher to get new insights and build a fresh understanding of why European drivers are changing their habits today.
[bookmark: _Toc221710745]3.4 Research Design
Design in research work can be defined as the complete blueprint which investigators use to conduct their study. Different types are present such as exploratory, descriptive, explanatory and many more from where exploratory methods will be followed. This design is used to investigate a problem that is not currently clearly defined or understood. This choice will be very suitable because the shift toward sustainable vehicle options and new digital branding in Europe is a modern situation. Traditional loyalty patterns are breaking down, and exploratory research will enable the researcher to dive deep into these new trends. It will also provide the flexibility to uncover hidden knowledge and understand the changing relationship between drivers and car brands (Gamage, 2025). The exploratory design will specifically examine how branding elements such as CSR, environmental sustainability claims, brand heritage and customer experience influence loyalty among European consumers. It will also explore how factors such as government regulations on emissions, the rise of electric mobility and digital marketing channels affect brand perception as well.
[bookmark: _Toc221710746]3.5 Data Collection tools and analysis
The process of gathering raw information from various sources to answer research questions refers to data collection. The two main types are primary and secondary data based on qualitative and quantitative strategies. This research will be conducted through secondary qualitative data through books, industry reports, journals and articles. Each data will be examined by using thematic analysis to identify continuous patterns and trends (Humble and Mozelius, 2022). This method will be considered since the European automotive market is currently surrounded with high-quality industry research and expert insights. Secondary data will also allow the researcher to get access to high-level information throughout many countries quickly. The secondary data sources will include European automotive industry reports, market analysis and peer-reviewed academic journals focusing on branding and consumer behaviour in Europe. These sources will provide knowledge regarding brand positioning strategies, customer satisfaction levels, electric vehicle adoption trends and loyalty indicators throughout different European countries. Thematic analysis will be applied by coding recurring themes such as sustainability branding, innovation perception, brand trust, digital customer engagement and premium positioning. This structured analysis will make sure that the results are directly connected to the research topic of branding and customer loyalty in the European automotive industry as well.
[bookmark: _Toc221710747]3.6 Time horizon 
The total time taken by the researcher to complete any research is called the time horizon. Two types of time horizons are categorised as longitudinal and cross-sectional. For this case, the researcher will follow the cross-sectional time horizon technique. That will help the researcher to perform the research within fixed deadlines. Besides this, by gathering data from a single point in time, the investigator will be able to generate valid results aligned with the research objectives (Kaleta and Ignacy, 2025). 
[bookmark: _Toc221710748]3.7 Ethical considerations 
There are some moral guidelines linked with the research process and planning, which are known as ethical considerations. For this study, the researcher will rely solely on secondary qualitative research. Only authentic and credible sources will be accessed by the researcher to gather data from online blogs, articles, journals and blogs (Humble and Mozelius, 2022). Content collected from the sources will be understood properly and interpreted in own language without manipulating the original data. Information gathered from sources will be stored in the personal device of the researcher, complying with the Data Privacy Act and General Data Protection Act (2018). 
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	Discussing the conclusion
	 
	 
	 
	 
	 
	 
	 
	 

	Submission of research work
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