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Abstract: The automotive trade is one of the main drivers of world economies, contributing to the
sustainability and competitiveness of countries at a global level. The luxury sub-segment is the
one facing the most significant growth and the one which presents the greatest challenges in the
business-to-consumer (B2C) relationship. Brand Attachment refers to the cognitive and effective
connection between consumers and “their” brands. The central objective of this research is to analyze,
measure, and understand the impact of Brand Attachment on consumer behavior, in the specific
context of the luxury segment of the automotive market. The conceptual model that is proposed
seeks to highlight and study the possible connections and associations between Brand Attachment,
satisfaction, commitment, trust, expectations, and loyalty with the brand selected for this study, the
luxury automotive brand Porsche. The selected methodology was based on a case study based in the
Portuguese market and the application of a questionnaire to customers of Porsche from Portugal. The
results obtained through the empirical data allowed us to reach the conclusion that respondents who
have a stronger affective and emotional connection with Porsche (intense level of Brand Attachment)
tend to be those who are more satisfied and confident with the brand and are, consequently, more
loyal. This study represents an important contribution to research on Brand Attachment in marketing
and strategic management in the automotive sector, particularly in the Portuguese market, and
supports the definition of the best marketing strategies to promote fruitful B2C relationships.

Keywords: marketing; relational marketing; brand attachment; consumer behavior; luxury; car
market; automotive sector

1. Introduction

We currently live in a world of global interaction. When we approach the subject of
marketing, senior managers in various organizations and industries assume the importance
of learning ways to strengthen the bond with consumers (IBM 2010). This requires a
clearer understanding of the components of Brand Attachment and how best to nurture
this emotional and cognitive bond between consumers and their favorite brands, known as
Brand Attachment.

Creating strong bonds between consumers and brands is a goal for organizations, as it
will lead to positive outcomes such as positive word of mouth (WOM), commitment, loyalty,
and willingness to pay a premium price (Orth et al. 2010; Vlachos et al. 2010; Kim et al.
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2005; Maharani and Marsasi 2024). As noted by Grisaffe and Nguyen (2011), organizations
can benefit when they develop an affective and lasting attachment to the brand.

In this sense, being a construct with great exploratory potential and with several
possible practical applications, this article focuses on the study of the impact of Brand
Attachment on consumer behavior in the luxury car market, namely with regard to the
opinions, perceptions, and attitudes of Porsche brand customers. Thus, the following initial
research question arises: “What is the impact of Brand Attachment on the customer’s
connection with a luxury car brand?”. In this sense, the main objectives of this research
are to analyze the predisposition of customers of luxury car brands, based on the study of
the Porsche brand, towards satisfaction, commitment, trust, and loyalty to the brand, as
well as its relationship to Brand Attachment; to understand the specifics of the customer’s
decision-making process when choosing luxury car brands, given the alternatives available;
to analyze the profile and behavior of consumers in specific marketing contexts (in this case,
the profile and behavior of customers of luxury car brands); and to identify the practical
implications of Brand Attachment in the luxury segment of the car market.

2. Theoretical Framework
2.1. Marketing and the Concept of Luxury

Marketing is now a fundamental axis of economic growth for organizations and
all identifiable goods in society. When we talk about marketing, we mean all forms of
relationships between organizations and people, which go beyond the processes of buying
and selling products and services (Levinson and Levinson 2011).

The marketing objectives are understood as the efforts made to bring potential cus-
tomers together, to manage and strengthen the relationships established with customers, to
consolidate organizational and commercial relationships, to clearly establish the identity of
organizations, and to boost their image in the eyes of the public. These objectives must be
directed by adapting actions to the needs and requirements of customers, within the scope
of organizational management, with a view to growth and achieving the established goals
(Kotler et al. 2017; Yanaze 2021).

2.2. Marketing and Luxury

According to Liu et al. (2017), the concept of luxury is characterized by a set of signs
and codes present in people’s behavior and lifestyle. When we talk about the concept of
luxury, initial concepts in the literature identified the following three factors (Berthon et al.
2009): the functional factor, the emotional factor, and the symbolic factor. Other authors,
in their search for a deeper understanding of the dynamics involved in the attraction
and consumption of luxury goods, have broadened the scope of the concept of luxury,
identifying four central characteristics of the concept, as follows: financial characteristics,
which influence the acquisition process; functional characteristics—the way in which each
product is used; individual characteristics—the consumer’s personal perceptions; and social
characteristics—the construction of each individual’s conceptualization of the concepts
(Hennigs et al. 2015; Chen and Lu 2024).

The marketing strategies chosen by companies are essential for individuals to perceive
a brand as a luxury brand. The luxury brands are associated with products with an above-
average standard of quality, so their prices are expected to match their quality, which
justifies the above-average prices in the luxury market (Pencarelli et al. 2020). From this
perspective, the more expensive a product is, the higher its quality tends to be.

In order to be considered part of a luxury level, items and products must be strategi-
cally crafted in such a way that the public builds a symbolic concept of them, using ideas
such as the following (Kapferer and Bastien 2012): the brand stands out above the others,
providing feelings of fulfilment and exclusivity; the message conveyed signals customer
needs that are at the main levels of Maslow’s pyramid of needs; the quality and standard
advertised meets customer expectations; and establishing the appropriate monetary value
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for the standard of luxury developed and offered to customers, considering that demand
will increase according to the benchmark set by the price.

In short, luxury marketing should be understood as a set of elaborate, clearly developed
strategies that bring together the ability to match the desires, habits, trends, and routines of
individuals in order to predict and create responses that impact and awe customers, creating
the feeling that it was everything they needed (Som and Blanckaert 2015).

3. Brand Attachment: Brand Attachment and Other Relational Concepts

Brand Attachment is defined by the establishment of a relationship between a customer
and a particular brand, based on emotional attachment, which falls in line with relationship
marketing, a trend that is geared towards working on the relationship between customers
and potential customers and a brand. This concept is specific to relationship marketing
and is useful for creating and strengthening the interaction between customers and those
interested in a brand (Gómez-Suárez 2019).

When a brand’s identity and personality are in line with the customer’s personality
and expectations, a connection is created that takes on an affective character, since the
individual has contact with something through which they feel represented and can identify
with (Japutra et al. 2019).

The literature provides evidence of some of the characteristics that favor the occurrence
of Brand Attachment, as follows:

(a) Self-congruity: the more likely a brand is to improve someone’s image and status, the
more easily that person will create an emotional bond with it (Malär et al. 2011);

(b) Experience: the likelihood of a person becoming attached to a brand after having had
a positive experience with a product from that range (Brakus et al. 2009);

(c) Responsiveness: a brand’s ability to respond and adapt to a variety of contexts is
essential for attracting and meeting customer satisfaction levels (Thomson et al. 2005);

(d) Perceived quality: levels of satisfaction that the customer experiences when purchas-
ing and enjoying the product (Bagozzi et al. 2017; Shanahan et al. 2019);

(e) Reputation: the image perceived by customers of a brand, its values, and its social
responsibility (Loureiro et al. 2017).

As a result of this Brand Attachment process, customers take on the role of brand
ambassadors and start spreading the word about the brand and its products in their social
environment, recognizing the weaknesses present in the brand and accepting them, as well
as defending the brand when necessary (Li et al. 2020).

In this sense, brands should focus their efforts on stimulating behaviors that boost
trust, the association of affection, loyalty, commitment, and the feeling of satisfaction. The
presence of an indicator such as trust is fundamental in building a brand’s image, which is
developed through the experiences customers have with the brand’s performance and the
way it responds to their demands and tastes (Li et al. 2020).

Regarding affectivity, the Brand Attachment process occurs when the customer creates
a relationship that goes beyond the moment of buying a product, creating a symbolic and
psychological interaction with everything the product represents to them. It is, therefore, a
kind of extension of their identity, of who they are, with the customer building a personal
history with the product or brand (Hur et al. 2020).

The authors Aaker and Aaker (2016) have addressed the concept of loyalty in this
context, stating that it is established when a customer starts to buy a brand’s products
frequently; this attitude is maintained over time, demonstrating a position of commitment.
Behaviors like this should be looked at closely by organizations and brands, as it is through
their implementation that the positioning of organizations stands out in terms of profit and
competitiveness.

The last concept discussed concerns customer satisfaction. With regard to this concept,
the literature emphasizes how important it is for customers to generate good perceptions of
brands in order to build positive images and achieve greater levels of satisfaction with their
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purchase. Brand satisfaction is an explanatory factor for Brand Attachment, particularly in
the context of luxury brands (Shimul et al. 2019).

This type of relationship between customers and brands can also have some disadvan-
tages (Tan et al. 2021). Some of these are as follows:

(a) When the brand fails, the customer will experience negative emotions such as a sense
of betrayal and frustration.

(b) Sharing information on digital platforms can serve to spread negative comments,
using eWOM to the opposite of its intended effect.

3.1. Satisfaction

Satisfaction is defined by Kotler and Armstrong (2010) as the feeling of pleasure
resulting from the positive performance of the product or service that meets and exceeds
previously created expectations. Oliver (2014) defines satisfaction as pleasurable fulfilment.

This feeling of satisfaction is an opportunity that managers should take advantage
of, as satisfied customers can positively persuade their circle of contacts, increasing the
brand’s positive word-of-mouth. Aaker (2009) states that it is this feeling of satisfaction
that establishes a relationship of loyalty and affinity, generating bonds of friendship and
trust that subsequently influence the choices made by the consumer, leading them to repeat
purchases and even to defend the brand.

3.2. Trust

Brand trust can be perceived as a feeling of security that consumers maintain about a
particular brand with which they interact and create a bond.

Sahin et al. (2011) state that brand trust has two main dimensions as follows: reliability
and the belief on the part of consumers that the brand has good intentions and is honest in
addressing their needs and seeking their well-being, even when problems arise associated
with the products/services of the brand in question.

Belaid and Behi (2011) argue that trust has a relationship with Brand Attachment; it
can reinforce it. According to the same authors, if a consumer has an emotional bond with
a brand, they will believe and trust that the brand has no intention of being dishonest,
breaking promises or taking any kind of advantage of their vulnerability as a consumer.

Similarly, several authors have stated that trust influences satisfaction and commitment
and that a consumer who trusts a brand will consequently be more satisfied and will be
willing to commit to that relationship in the future (Erciç et al. 2012).

3.3. Commitment

Relational commitment consists of the belief on the part of one of the partners involved
in a relationship, in this case the consumer vis à vis the brand, that this ongoing relationship
with the other is just as important as ensuring that maximum efforts are made to maintain
the relationship.

According to a study by Erciç et al. (2012), organizations should give greater impor-
tance to affective commitment, which is strongly related to the notion of affective connection
and identification, as it is capable of creating loyalty in consumers towards brands through
the consistent and systematic presentation of valid and diverse reasons that allow them
to enter into the context and reality of consumers. Belaid and Behi (2011) also defend this
position, admitting that there are several studies that show that commitment is a central
indicator for brand loyalty, since its affective component is linked to feelings of devotion
and consumer identification with a particular brand.

3.4. Loyalty

Brand loyalty is the tendency to be loyal to a brand and reflects consumers’ willingness
to buy (Atulkar 2020).

Oliver (1999) identifies that loyalty can be formed in four phases, as follows:
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(1) Cognitive loyalty, based on consumer preference and supported by previous experi-
ences, is related to perceptions of quality, benefits, and price rather than a connection
to the brand; any change in these elements could make that loyalty vulnerable.

(2) Affective loyalty is based on the satisfaction derived from the act of consumption, the
affection, or attitude towards the brand because of successive satisfactory experiences.
This type of affect-based loyalty is based on affective components and attitudes such
as emotions, satisfaction, and mood swings; its vulnerabilities are dissatisfaction and
the search for alternatives.

(3) Loyalty with behavioral intention is based on the existence of a stage of impulse stem-
ming from previous episodes of positive affection towards the brand; its deterrents to
switching brands are the so-called switching costs, be they monetary, psychological,
or even learning, past experience, and expectations for the future.

(4) Action loyalty refers to the change from the intention to the action itself, the purchase
or repurchase, and the overcoming of barriers to repurchase such as marketing efforts
by other brands. This relationship promotes repurchase and, in the future, inertia in
relation to the action of changing brands.

4. Marketing and Its Impact on the Automotive Sector

The automotive sector has a variety of characteristics that can be studied, since it
encompasses several purposes and variants. This sector has a diverse target audience
in terms of gender, age, and social stratum, with room for family needs and the needs
of individuals with all kinds of backgrounds, belonging to different social groups and
age groups.

When it comes to the decision-making and purchasing process in the automotive sector,
studies such as that by Grohmann et al. (2012) identify the choice processes based on two
functions—instrumental (inherent characteristics and qualities, symbolic and significant
relevance of the vehicle, understanding its purpose, and the rationality associated with it)
or expressive (e.g., issues such as comfort levels, the size of the vehicles, and the internal
space available, the presence of details that emphasize safety).

In this sense, it is important to realize that the purchase of private cars has been
challenged by the entry into the market of innovative and affordable services in private
transport. With this trend, the decision to buy a car has increasingly been seen as a
luxury purchase.

Studies dealing with consumer behavior state that there is a diversity of aspects
involved in the type of influence exerted on each person and that their ambitions are often
related to individual needs for socialization, recognition, and esteem, in the sense of the
pyramid of needs outlined by Maslow (Cui et al. 2021).

In this way, products that are placed in a luxury category, endowed with characteristics
such as restricted or exclusive access, an above-average price range, and which convey
the idea of recognition to the individual, are those that are associated with greater levels
of satisfaction and pleasure. The authors also emphasize that understanding the concept
of luxury will depend on the characteristics of each person, their experiences, and the
symbolic value attributed to them (Kotler et al. 2019).

Generally speaking, we can understand that most authors and research outline a
customer profile for luxury products and brands that favor the notoriety and prestige
offered by purchasing products in this range, and are strongly influenced by the feeling of
exclusivity (Bairrada et al. 2018; Byun et al. 2018). The characteristics mostly pointed out
by the literature are part of the recognized importance of understanding the dimensions
that involve these customers, especially the social dimension, the personal dimension, and
the hedonic dimension. Both an individual’s personality, experiences, and socio-cultural
context are relevant aspects in understanding the diverse types of customers in this sector
(Cheah et al. 2015; Schade et al. 2016).
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As concerns levels of consumer satisfaction within the automotive sector, Waligóra
and Waligóra (2007) developed a framework of understanding to explain a series of points
involved in its measurement, as follows:

• The image built is based on two concepts—the type of design and the quality of the car.
• The concept of car quality: customers’ perception of the product is influenced by the

actual quality, performance, and comfort provided by the car.
• Service: the perception of the level of quality is influenced by the type of after-sales

service provided and the way in which people are looked after during the buying and
selling process.

• Image: customer perception will influence the appropriateness of a car’s price and
value for money.

It is important to emphasize that perceived quality does not correspond to the actual
quality of the product, but is constructed by the customer’s critical eye based on a series of
pieces of information that they consider relevant. This concept can derive from associations
that the customer makes with the brand, which can be based on a sense of notoriety and
other ideas created from the symbolic meaning suggested (Kotler and Keller 2007).

Marques and Pereira (2018) added that in this challenging panorama, the character-
istics that should be the focus of brand intervention are related to perceptions of values,
meanings, and brand identity in the context of the interactions established between people
and the brand, which can have an influence on purchasing decisions.

According to a study conducted by Marques and Pereira (2018), the focus of marketing
campaigns in the luxury car sector should be to work on the concepts present in establishing
a relationship between the customer and the brand, stimulating the development of trust
and creating interactions based on emotion and promoting loyalty. Valuing the customer,
based on their behavioral pattern, should include strategies and experiences that appeal
to emotion and direct contact, such as test drives and other experiences that can put the
customer in a situation that projects the benefit of the purchase (Khalid et al. 2024).

5. Study Context: The Luxury Car Market

The automotive sector is exposed to technological, economic, and legal constraints, so
the increase in investment and risks associated with launching new models is considerable.
Regarding luxury in the automotive sector, Kapferer and Bastien (2009) point out that the
current lack of clarity between luxury and premium products is not of direct concern to
customers. Each manager must have a sharp vision of their brand and the product they
sell in order to achieve the potential of their luxury market and remain there for as long as
possible, since luxury must be continually differentiated in order to recreate new strategies
and surprise its customers.

Thus, in the luxury segment, car brands can be categorized as “luxury, premium and
top-of-the-range” (Kapferer and Bastien 2009, p. 47). The top-of-the-range category means
the top of the car line, i.e., the top car in a range, the one that reflects the brand’s know-how.
The premium brand uses a wide range to instill loyalty in its customers throughout their
lives “. . . from the small car to the family car, to the minivan for a larger family or a family
with teenagers and finally to the top-of-the-range car with all the extras and options that
give the car a personal, intimate and hedonic touch to the standard car” (Kapferer and
Bastien 2009, p. 48).

Premium brands are chosen rationally and for their excellence, i.e., “the high price
recognizes signs of the owner’s social position, but also the fact that they are buying more
than just the quality of the car, more passive safety, better handling, more technology,
more connectivity, more energy savings, more passenger space, more interior comfort, less
pollution, less vibration and noise” (Kapferer and Bastien 2012, p. 50).

A premium brand is a propagation of luxury through the imitation of luxury codes,
while also having a higher production volume. The premium car range remains earthly
and tangible, while luxury cars extract their additional value through a sacred dimension,
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linked essentially to a relationship with time, its history, death, and life (Lipovetsky and
Roux 2003; Kapferer and Bastien 2012).

Luxury cars, “can be recognized by their price, their rarity which derives from their
quality and the prestige of the brand. These are sacred products or models, descendants of a
brand that is also sacred”. (Kapferer and Bastien 2012, p. 50). They materialize time, as they
“constantly refer back to the origins of the brand, or through the rejection of mass-produced
cars, subjected (. . .) to the best price-quality ratio.”

In the premium segment, you have a system designed to recreate desire in customers
and keep the production lines moving, while “luxury” takes timelessness into account, even
if the vehicle has advanced technology. “History alone is not enough: you need to create a
myth, a legendary discourse that gives birth to the dream. This is what distinguishes the
luxury brand from the premium brand” (Kapferer and Bastien 2012, p. 52).

In models belonging to the luxury category, past models gain the potential to dream,
while rarity and mythology are necessary. Luxury likes short series, traditional values,
while adapting to tastes and technological innovation (Kapferer and Bastien 2012).

5.1. The Luxury Car Market in Portugal

The car market in Portugal and in the European context has shown remarkable vitality
in recent years and is recognized as an extremely competitive sector whose economic
importance is particularly important; therefore, trying to identify the determining factors
influencing the demand is of great importance.

From the analysis conducted, there is a scarcity of broad-based studies of the sector on
the national and international scene. This scientific gap is because the full development
of a study in this area implies access to a wide range of elements that often belong to the
private domain of market operators and are therefore not openly available to the public.

Analyzing the car market over the last ten years (2013/2022), it shows a consolidated
growth in the years 2013 to 2019, a sharp drop in 2020 and a slow recovery until 2022.

Luxury car sales in Portugal increased by 22 per cent in 2022, a much higher growth
rate than the market. All the super sports car brands reported sales increases, with two
brands standing out with triple-digit growth.

In Portugal, 886 luxury cars were sold in 2021. In 2022, 1080 units were sold, according
to data from the Automobile Association of Portugal (ACAP 2023).

5.2. The Brand Porsche

Started in 1948, the Porsche brand remains one of the most popular luxury car brands,
reflecting the image of prestige and power with its top-of-the-range features and strong
engine options.

Porsche currently offers almost 90 different vehicles in various trims and configura-
tions including the 718 Cayman, 718 Boxster, 911 (992), Panamera, Macan, Cayenne, and
all-electric Taycan.

Worldwide, the sports car manufacturer delivered a total of 309,884 vehicles in 2022
(Table 1). In relation to the distribution of sales of the Porsche brand, the evolution of the
market in Portugal was as follows in 2022.

Table 1. Light vehicles registered in Portugal.

Brand
Units % % on the Market

2022 2021 Var. 2021 2022

Porsche 852 765 11.4 0.55 0.52
Source: ACAP.

Porsche—the brand with the highest volume on the list of luxury sales in Portugal—
sold 852 cars in 2022, up 11 per cent on the previous year.
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Porsche continues to have the most loyal customers in the automotive market, ranked
number one in the premium car category in the 2023 JD Power US Automotive Brand
Loyalty Study, with a 56.8% loyalty rate.

5.3. Methodology

Research question

‘What impact does Brand Attachment have on the customer’s connection with a luxury car brand?

Thus, the problem under study focuses precisely on measuring and understanding the
impact of Brand Attachment on the behavior of luxury car brand customers, in interaction
with other relevant relational variables, as well as determining the existence of a consequent
emotional connection between customers and luxury car brands.

Descriptive research design is focused on determining the frequency with which a
particular event occurs or the relationship between two variables. This type of research is
guided by an initial relationship between two variables (Shukla 2008, p. 40).

This chapter highlights the presentation of the conceptual model developed through
a process of adapting knowledge and data from a model published by other authors.
It should be emphasized that the conceptual model serves as the basis for defining the
hypotheses and preparing for the subsequent collection of empirical data.

5.4. Objective of the Study

The general objective of this research is in line with the research question and mirrors
the problem inherent in all the research being conducted. In this sense, it consists of
analyzing, measuring, and understanding the impact of Brand Attachment on consumer
behavior in the context of the luxury car market, based on the affective relationship that is
established between customers and Porsche, the brand under study.

Bearing in mind that Brand Attachment is something that develops and strengthens
over time within any relationship (Park et al. 2010), we list the four specific objectives that
this study sets out to achieve and which guide the entire investigation, in order to obtain
an answer to the research question and, therefore, the problem.

• Objective 1: To analyze Porsche customers’ predisposition to satisfaction, commitment,
trust, and loyalty to the brand and its relationship to Brand Attachment.

• Objective 2: Understand the specifics of the customer’s decision-making process when
choosing the Porsche brand, given the alternatives available.

• Objective 3: To analyze the profile and behavior of consumers in specific marketing
contexts (customer behavior towards the Porsche brand).

• Objective 4: To identify the practical implications of Brand Attachment in the luxury
car market in Portugal.

In addition to these objectives, there is also a fifth objective, which involves empirically
verifying the statistical adequacy of the proposed conceptual model.

6. Conceptual Model and Definition of Hypotheses

The conceptual model (Figure 1) assumes that Brand Attachment is an antecedent of
satisfaction, commitment, and trust in the brand and that brand loyalty is a consequence of
these three variables, which are already related and directly affected by Brand Attachment.
The model is also composed of variable expectations, as far as the aim is to understand
whether expectations have any influence on consumer satisfaction after contact with the
reality experienced.



Adm. Sci. 2024, 14, 119 9 of 27

Adm. Sci. 2024, 14, x FOR PEER REVIEW 9 of 29 
 

 

6. Conceptual Model and Definition of Hypotheses 
The conceptual model (Figure 1) assumes that Brand Attachment is an antecedent of 

satisfaction, commitment, and trust in the brand and that brand loyalty is a consequence 
of these three variables, which are already related and directly affected by Brand 
Attachment. The model is also composed of variable expectations, as far as the aim is to 
understand whether expectations have any influence on consumer satisfaction after 
contact with the reality experienced. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Proposed conceptual model. Source: Adapted from Belaid and Behi (2011). 

The conceptual model in the context analyzed in this research means that the Brand 
Attachment that exists in the relationship between the customer and the brand is 
associated with, and has an influence on, their degree of satisfaction, commitment, and 
trust towards the brand; it is these same factors that, together, are associated with and 
determine their degree of loyalty to the Porsche brand. In addition, the model also defines 
that the customer�s expectations about the brand can be related to their subsequent 
satisfaction. 

The six variables presented in the conceptual model, which were explored 
theoretically in the framework chapter, gave rise to seven hypotheses that establish the 
existence of a relationship between them, which can be actively and empirically tested. It 
is through these tests that it will become possible to answer the main research question. 

Therefore, in this study, it is assumed that there is a relationship between the degree 
of intensity of the brand. 

Attachment (in interaction with the relational variables ‘satisfaction�, ‘commitment�, 
‘trust�, and ‘loyalty�) and customer behavior towards the Porsche brand is impacted in the 
following ways: 

Hypothesis 1 (H1). The stronger the Brand Attachment that is established between the brand and 
the customer, the greater the customer satisfaction. 
Hypothesis 2 (H2). The stronger the Brand Attachment between the brand and the customer, the 
greater the customer’s commitment 
Hypothesis 3 (H3). The stronger the Brand Attachment that is established between the brand and  
the customer, the greater the customer’s trust. 
Hypothesis 4 (H4). The stronger the customer’s satisfaction with the brand, the greater their 
loyalty. 

The impact of Brand Attachment on the Behavior of Customers in the Luxury Car 

Market in the Case Study of The Porsche Brand 

Expectations 

Satisfaction 

Commitment 

Trust 

Loyalty 
Brand Attach-

ment 

H7 

H1 

H2 

H3 

H4 

H5 

H6 

Figure 1. Proposed conceptual model. Source: Adapted from Belaid and Behi (2011).

The conceptual model in the context analyzed in this research means that the Brand
Attachment that exists in the relationship between the customer and the brand is associated
with, and has an influence on, their degree of satisfaction, commitment, and trust towards
the brand; it is these same factors that, together, are associated with and determine their de-
gree of loyalty to the Porsche brand. In addition, the model also defines that the customer’s
expectations about the brand can be related to their subsequent satisfaction.

The six variables presented in the conceptual model, which were explored theoretically
in the framework chapter, gave rise to seven hypotheses that establish the existence of a
relationship between them, which can be actively and empirically tested. It is through these
tests that it will become possible to answer the main research question.

Therefore, in this study, it is assumed that there is a relationship between the degree of
intensity of the brand.

Attachment (in interaction with the relational variables ‘satisfaction’, ‘commitment’,
‘trust’, and ‘loyalty’) and customer behavior towards the Porsche brand is impacted in the
following ways:

Hypothesis 1 (H1). The stronger the Brand Attachment that is established between the brand and
the customer, the greater the customer satisfaction.

Hypothesis 2 (H2). The stronger the Brand Attachment between the brand and the customer, the
greater the customer’s commitment.

Hypothesis 3 (H3). The stronger the Brand Attachment that is established between the brand and
the customer, the greater the customer’s trust.

Hypothesis 4 (H4). The stronger the customer’s satisfaction with the brand, the greater their loyalty.

Hypothesis 5 (H5). The stronger the customer’s commitment to the brand, the greater their loyalty.

Hypothesis 6 (H6). The stronger the customer’s trust in the brand, the greater their loyalty.

In addition to the six hypotheses mentioned above, a seventh hypothesis was added,
which is related to customer expectations of the brand.

Hypothesis 7 (H7). The closer the reality is to the customer’s expectations of the brand, the greater
their satisfaction.
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7. Operationalization of the Variables

According to the conceptual model presented, it is essential to operationalize the
variables that make it up. The variables used for the conceptual model of this research are
variables that have already been studied by other authors and, therefore, have measure-
ment scales that are part of the scientific literature. Therefore, at this stage, the variables
were adapted to the context in which this dissertation is being analyzed, i.e., the luxury
car market.

As well as this and bearing in mind that the questionnaire surveys used to collect
the data were available in Portuguese, it was necessary to translate the scales that were
originally written in English and French (1 item).

It should be noted that to measure all the variables explained in the conceptual model,
except for the ‘expectations’ variable, the original Likert scale was used, consisting of
5 points ranging from 1 = Strongly Disagree to 5 = Strongly Agree. In the case of the
‘expectations’ variable, the semantic differential scale was used.

The operationalization of each of the variables is presented below.

7.1. Brand Attachment Variable

For question 6 of the questionnaire, related to the Brand Attachment variable, the
measurement scale chosen includes four items and is based on the scales already used by
Louis and Lombart (2010) and Lacoeuilhe (2000) in their respective investigations (Table 2).
The scale, therefore, had to be adapted to the context. The first three items were also
translated from English into Portuguese, while item 4 was translated from French.

Table 2. Brand Attachment Scale applied to the luxury car market.

Brand Attachment to the Porsche Brand

1. I feel connected to the Porsche Brand.

2. I have a lot of affection for the Porsche Brand.

3. Thinking about the Porsch Brand brings me feelings of joy.

4. I feel a certain comfort in buying or owning a Porsche.
Source: (Louis and Lombart 2010) and (Lacoeuilhe 2000).

7.2. Satisfaction Variable

The scale used to measure the satisfaction variable has two items and is based on the
scale used by Maxham (2001) (Table 3) in his study. It was adapted to the context of the
luxury car market and the scale was translated from English into Portuguese.

Table 3. Satisfaction scale applied to the luxury car market context.

Satisfaction with the Porsche Brand

1. I’m very satisfied with the Porsche Brand

2. The Porsche Brand provides good and satisfactory service
Source: (Maxham 2001).

7.3. Commitment Variable

Regarding the question related to the commitment variable, the measurement scale
defined has seven items and was adapted from the scale used by Kimpakorn and Tocquer
(2010) (Table 4) in their research.
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Table 4. Commitment scale applied to the luxury car market context.

Commitment to the Porsche Brand

1. I often tell my friends that the Porsche brand is a great choice

2. I am proud to tell others that I own a Porsche

3. For me, Porsche is the car brand to own

4. Somethinfg serious would have to happen for me to opt for a car from another brand

5. I am very happy to have a Porsche-Branded vehicle rather than vehicles form other brands
that I might consider

6. I would like to continue buying Porsche vehicles in the future

7. I care about and am interested in the Porsche brand
Source: (Kimpakorn and Tocquer 2010).

7.4. Trust Variable

The scale used to measure the trust variable consists of five items and was based on
the scale used by Sahin et al. (2011) (Table 5) in their respective study.

Table 5. Scale of trust towards the Porsche brand.

Confidence in the Porsche Brand

1. The Porsche brand cares about me as a costumer

2. I trust the Porsche brand

3. The Porsche brand never disappoints me

4. Porsche is honest and sincere when I raise me concerns/issues

5. I can rely on the Porsche brand to resolve the situations/issues I raise with it
Source: (Sahin et al. 2011).

7.5. Loyalty Variable

With regard to question 10, the scale used to measure the loyalty variable in this case
has four items and is the result of a scale used by Loureiro et al. (2012) (Table 6) in their
respective study.

Table 6. Loyalty scale applied to the context of the luxury car market.

Porsche Brand Loyalty

1. If I decide to change vehicles, I intend to choose the Porsche brand again

2. If I was given the choice between Porsche and another luxury brand at a lower price, I’d
choose Porsche again

3. I recommend my Porsche to other people

4. I speak positively about the Porsche brand to other people
Source: (Loureiro et al. 2012).

7.6. Expectations Variable

Regarding question 11 of the questionnaire, made up of two questions (i.e., two items)
related to the variable expectations, a 5-point semantic differential measurement scale was
adopted. It should be noted that the expectations variable, as stipulated in the conceptual
model, is linked to the satisfaction variable, since it is considered that there is a relationship
between the two constructs.

Measuring expectations makes it possible to understand whether the opinions result-
ing from a given experience are lower or higher than those expected by the consumer
before making the decision to buy the product and/or service. Thus, in the first question,
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the aim was to find out what Porsche customers thought of their experience as a user
of a Porsche vehicle, in more general terms, i.e., whether the customer’s experience was
“worse than expected” or “better than expected”. This was carried out by adapting a scale
proposed by Oliver (1980) (Table 7). In the second question, using a scale based on that
from Churchill and Surprenant (1982) (Table 8), the intention was to understand whether
customers’ expectations of the Porsche brand had been “very high” or “very low” when
compared to reality.

Table 7. Scale 1 of expectations applied to the context of the luxury car market.

Expectations of the Porsche Brand

Generally speaking, my experience of using a Porsche vehicle is being. . .

. . .Worse than I expected. 1 2 3 4 5 . . .. Better than I expected
Source: Own elaboration based on Oliver’s (1980) scale.

Table 8. Scale 2 of expectations applied to the context of the luxury car market.

Expectations of the Porsche Brand Higher

In general, my expectations of the Porsche brand were

. . .Worse than I expected. 1 2 3 4 5 . . .. Better than I expected
Source: Own elaboration based on the Churchill and Surprenant (1982) scale.

7.7. Luxury Brand Attachment Variable

Regarding question 12, the scale used to measure Brand Attachment in luxury brands
has seven items and was adapted from a scale used by Shimul et al. 2019 (Table 9), in their
respective study. The aim of using this scale is to compare the responses obtained on the
Brand Attachment variable and analyze any significant differences in the orientation of the
responses obtained.

Table 9. Luxury Brand Attachment Scale applied to the luxury car market in Portugal.

Luxury Brand Attachment

1. I’m completed in love with this luxury brand

2. I love this luxury brand

3. When I think of this luxury brand, I’m happy

4. I have a deep emotional connection with this luxury brand

5. I would feel a huge loss if this luxury brand were no longer available

6. I believe that this luxury brand helps me achieve what I want to achieve

7. I feel that this luxury brand is unique
Source: Own elaboration based on the Shimul et al. (2019) scale.

8. Data Collection Method
8.1. Sampling Process

For this study, the sampling process consisted of using a non-probabilistic convenience
sample, since the questionnaire surveys were made available through the Google Forms
platform, known email addresses, and social networks such as Facebook, Instagram, Twitter,
and LinkedIn, to connoisseurs, owners, and former owners of the Porsche brand.

Before the questionnaire was made available, it underwent an initial test with 15 users
of Porsche vehicles who work for the brand. This phase was of elementary importance, as
it allowed us to validate the relevance of the questions posed and helped us to determine
whether their wording was really providing answers to the starting question of the whole
investigation. The questionnaire survey was available from 1 October to 30 November 2022.
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8.2. Survey Design

The questionnaire survey was designed in such a way that the answers were manda-
tory in each section. This made it easier to answer each section and ensured that the
respondents would answer all the questions put to them.

The survey is divided into three main parts. The first part includes an introductory
question of an eliminatory nature, where informed consent is obtained and an attempt is
made to understand whether the respondent is an owner/ex-owner and/or user of the
brand, thus enabling them to continue or not to complete the questionnaire. The second
part, a section focusing on the profile of the respondents, consists of questions that are
related to the characterization of the respondents. And finally, the third section contains
questions related to the variables analyzed in the conceptual model, the main objective of
this research.

As mentioned in the introduction to the operationalization of the variables, most of
the questions listed in the conceptual model that make up the questionnaire were measured
using the original Likert scale of agreement. The Likert scale (1932) makes it possible to
assess the degree to which respondents agree or disagree with a given set of statements.
Thus, the answers to these specific questions were given using an agreement scale whose
options ranged from 1 = Strongly Disagree to 5 = Strongly Agree. Only one of the variables
was then measured using the semantic differential scale—the expectations variable.

Anonymous in nature, the questionnaire was developed in such a way that it did not
take more than 3/4 min to complete, so that it would not be too long in the eyes of the
respondents and would promote a greater level of collaboration.

The questionnaire survey template is available in both Portuguese and English.

8.3. Data Analysis Method

The data were analyzed using the SPSS (Statistical Package for the Social Sciences)
program. Only those responses considered valid were considered when analyzing the data.

Univariate analysis, applied to data related to the profile of the respondents, and
bivariate analysis, which was applied whenever the aim was to examine the associations
between the variables of the conceptual model under study, were utilized. In this context,
descriptive statistics techniques were used, such as absolute frequencies and measures of
central tendency (modes and medians, considering the ordinal nature of the measurement
scales of the variables in the conceptual model), as well as correlation techniques, namely
Pearson’s correlation coefficient, and variable mediation (Marôco 2014).

9. Analysis and Discussion of Results

In this chapter, we analyze the data resulting from the application of questionnaire
surveys to the study sample, i.e., customers and users of the Porsche luxury car brand.

In this sense, it should be noted that the data were extracted from a set of 146 responses.
All the analyses carried out refer to the respective sample, since, given the non-probabilistic
nature of the sample, the purpose of this study is not to extrapolate the results, i.e., to
generalize the results to the population from which the sample was taken, but rather to
identify the relationships between the variables and their respective implications according
to the empirical evidence gathered through the responses of all the respondents.

At the same time, the chapter opens a space for the discussion of the results derived
from the collection process. This phase also makes it possible to reach conclusions that
explain the initial research question and the various hypotheses defined and explained in
the conceptual model.

Thus, in the first phase, a socio-demographic analysis of the respondents’ profile is
presented, based on descriptive statistics for variables such as gender, age, marital status,
and academic qualifications. In the second phase of the process, the data and indicators
related to the hypotheses under study are analyzed in order to understand the behavior
of the variables associated with them, where hypothesis tests for independent samples
were applied, namely the Mann–Whitney test, as well as Spearman’s correlation coefficient.
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Microsoft Excel and SPSS (Statistical Package for the Social Sciences) programs, version
26.0, were used, with a significance level of 0.05.

9.1. Sociodemographic Profile of Respondents

Analyzing the sociodemographic profile of the respondents, it can be said that the
sample consists of 146 respondents, whose common denominator is that they are all users
of Porsche brand vehicles.

In terms of their relationship with the brand, 65.7% (96) are owners/users and 34.2%
(50) are former owners. The sample is made up of 146 respondents from Portugal. Gender
equality was not achieved, as men accounted for 80.8% (118) of all respondents. A large
part of the sample has post-secondary education (Bachelor’s/graduate/Master’s degree),
69.8% (102), and the majority are married or in a civil partnership, 54.8% (80).

9.2. Context of the Study

The context of the study was aimed at people who had contact with the Porsche luxury
car brand, either as users, owners, or former owners, from Portugal. In total, 96 (65.8%)
of the individuals surveyed are owners and users, while 50 (34.2%) of the individuals
surveyed are former owners.

9.3. Analyzing the Conceptual Model

In order to study the behavior of the variables identified in the conceptual model,
Brand Attachment, satisfaction, commitment, trust, loyalty, expectations, and luxury Brand
Attachment, in the context of the relationship established between the customer and the
luxury car brand—Porsche—some measures of central tendency analysis were used, which
will be discussed in this chapter.

9.4. Reliability Testing of the Scales

Cronbach’s alpha coefficient was used to test the reliability of the conceptual model
scales (Table 10). This step is essential to ensure the validity of the variables under study
and their suitability for statistical analysis (Marôco 2011). According to Gliem and Gliem
(2003), Cronbach’s Alpha coefficient generally varies between 0 and 1, and the closer the
coefficient is to 1, the greater the internal consistency of the items that make up a given
scale. Thus, the internal consistency of the scales being analyzed is assessed, taking into
account the following levels defined by George and Mallery (2003):

• More than 0.9 is excellent;
• Between 0.8 and 0.9 is good;
• Between 0.7 and 0.8 is acceptable;
• Between 0.6 and 0.7 is questionable;
• Between 0.5 and 0.6 is poor;
• Less than 0.5 is unacceptable.

In view of this, the results obtained for the conceptual model used in this research show
that the measurement scales for the variables trust, loyalty, and luxury Brand Attachment
have values above 0.9, which means, according to the levels described above, that these
variables have excellent scale reliability.

The measurement scale for the Brand Attachment and commitment variables showed
values above 0.9 for the sample, which means, according to the levels described above, that
this variable has excellent scale reliability.

The measurement scale for the expectations variable shows values of 0.734, which
means, according to the levels described above, that this variable has acceptable scale
reliability.

The measurement scale for the satisfaction variable shows values of 0.83, which means,
according to the levels described above, that this variable has good scale reliability.
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Table 10. Reliability of the conceptual model scales.

N Variable Context Nº. of Scale
Items

Coefficient
Alpha of Cronbach

Descriptive Measures

Average Standard
Deviation

146

Affectivity

Portugal

4 0.947 16.68 3.61

Satisfaction 2 0.830 8.22 1.67

Commitment 7 0.929 27.75 6.06

Confidence 5 0.954 19.04 4.56

Loyalty 4 0.927 16.41 3.33

Expectations 2 0.734 8.37 1.36

Luxury Brand Affectivity 7 0.957 27.73 6.05

Source: Own elaboration based on data generated in SPSS.

In short, all the aforementioned scales have reliability values that are suitable for
analyzing the variables using statistical means.

We, thus, have the following interpretation of the scale’s degree of reliability, as shown
in Table 11.

Table 11. Interpretation of the scale’s degree of reliability.

Variable Interpretation (Degree of Reliability of the Scale)

Affectivity Excellent
Satisfaction Good
Commitment Excellent
Confidence Excellent
Loyalty Excellent
Expectations Acceptable
Luxury Brand Affectivity Excellent

Source: Own elaboration based on data generated in SPSS.

9.5. Descriptive Analysis of the Variables in the Conceptual Model

For an initial analysis of the variables that make up the conceptual model and are the
basis for formulating the hypotheses, some descriptive statistical techniques were applied.

The following tables show the relative frequencies for each of the items that make
up the scale and, bearing in mind that the scales used are ordinal in nature—Likert (each
item contains a statement presenting a favorable opinion with which the respondent could
agree or disagree, with a choice of five levels of agreement) and semantic differential—the
respective mean, median, and mode are presented as measures of central tendency.

9.5.1. Brand Attachment

The Brand Attachment variable, considered the independent variable of the conceptual
model being analyzed and therefore the one to which most importance and attention is
given, was measured using a 4-item scale (Table 12).

In view of the above, it can be concluded that both users and the owners and former
owners surveyed have a positive, moderate–high level of emotional bond with the Porsche
luxury car brand, developing a relationship with it characterized by feelings such as
connection, affection, joy, and comfort.



Adm. Sci. 2024, 14, 119 16 of 27

Table 12. Brand Attachment.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

I feel connected to the
Porsche Brand

Portugal

2.70% 4.10% 16.40% 30.10% 46.60% 4.14 4 5

I have a lot of affection for the
Porsche Brand 1.40% 5.50% 15.10% 32.90% 45.20% 4.15 4 5

Thinking about the Porsche
brand brings me feelings of joy 1.40% 8.20% 9.60% 31.50% 49.30% 4.19 4 5

I fell a certain confort in
buying or owning a Porsche 1.40% 4.10% 11.0% 39.70% 43.80% 4.21 4 5

Source: Own elaboration based on data generated in SPSS.

9.5.2. Satisfaction

The satisfaction variable was measured using a 2-item scale (Table 13).

Table 13. Satisfaction.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

I’m very satisfied with t
Porsche brand

Portugal

2.70% 1.40% 12.30% 38.40% 45.20% 4.22 5 5

In my opinion the Porsche
brand provides a good and
satisfactory service

1.40% 4.10% 19.20% 43.80% 31.50% 4 4 4

Source: Own elaboration based on data generated in SPSS.

In this sense, and also taking into account the percentages of relative frequencies, it can
be said that, in general, the variable under study registered positive levels of agreement.

9.5.3. Commitment

As for the commitment variable, this was assessed using seven measurement items
(Table 14).

Table 14. Commitment.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

I often tell my friends that the Porsche
brand is a great choice

Portugal

4.10% 4.10% 9.60% 41.10% 41.10% 4.11 4 4

I am proud to tell others that I own
a Porsche 2.70% 5.50% 24.70% 31.50% 35.60% 3.92 4 5

For me, Porsche is the car brand to own 4.10% 8.20% 19.20% 41.10% 27.40% 3.79 4 4

Something serious would have to happen
for me to opt for a car from another brand 9.60% 11.00% 26.00% 27.40% 26.00% 3.49 4 4

I am very happy to have a
Porsche-Branded vehicle rather than
vehicles form other brands that I
might consider

4.10% 2.70% 15.10% 42.50% 35.60% 4.03 4 4

I would like to continue buying Porsche
vehicles in the future 1.40% 4.10% 13.70% 34.10% 46.60% 4.21 4 5

I care about and am interested in the
Porsche brand 2.70% 0.0% 16.40% 35.60% 45.20% 4.21 4 5

Source: Own elaboration based on data generated in SPSS.
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The respondents have a highly intense sense of commitment to the Porsche luxury
car brand, namely in the sense that they are happy to own/use or have owned a Porsche
vehicle to the detriment of other available options, and also because they are proud to
say that they own/use or have owned a Porsche vehicle, which they care about and are
interested in.

9.5.4. Trust

As far as the trust variable is concerned, it was measured using five items (Table 15).

Table 15. Trust.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

The Porsche brand cares about me as client

Portugal

8.20% 11.00% 17.00% 39.70% 23.30% 3.59 4 4

I trust in the Porsche brand 4.10% 2.70% 12.30% 39.70% 41.10% 4.11 4 5

The Porsche brand never disappoints me 2.80% 7.00% 22.20% 47.20% 20.80% 3.76 4 4

The Porsche brand is honest and upfront
when I air my concerns/questions 4.10% 8.20% 21.90% 45.20% 20.50% 3.70 4 4

I can rely on the Porsche brand to solve the
situations/questions I have 4.10% 5.50% 21.90% 50.70% 17.80% 3.73 4 4

Source: Own elaboration based on data generated in SPSS.

In this sense, it can be said that the level of agreement with the trust items, namely
the notion that the Porsche brand cares about the customer, never lets them down, and is
honest and sincere when they ask questions, is still of moderate–high intensity and, in a
way, significant for the existence of trust.

9.5.5. Loyalty

With regard to the intention to continue buying a Porsche luxury car in the future by
means of other more economical options, respondents show a moderate-to-high level of
agreement (see Table 16).

Table 16. Loyalty.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

If I decide to change vehicles, I intend
to choose the Porsche brand again

Portugal

2.70% 5.50% 16.40% 45.20% 30.20% 3.95 4 4

If I was given the choice between
Porsche and another luxury brand at a
lower price, I’d choose Porsche again

1.40% 6.80% 20.50% 42.50% 28.80% 3.90 4 4

I recommend my Porsche to other
people 1.40% 5.50% 6.80% 42.50% 43.80% 4.22 4 5

I speak positively about the Porsche
brand to other people 1.40% 2.70% 9.60% 32.90% 53.40% 4.34 5 5

Source: Own elaboration based on data generated in SPSS.

Thus, with regard to brand loyalty, it can be seen that the level of agreement is higher
and is more relevant when it comes to the respondent’s intention to recommend the luxury
car brand Porsche to others.
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9.5.6. Expectations

The expectations variable was measured using two items, in this case semantic differ-
ential items (Table 17).

Table 17. Expectations.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

Overall, my experience of using a
Porsche branded vehicle is being
(worse than I thought/better than I
expected) Portugal

0.00% 2.70% 12.30% 42.50% 42.50% 4.25 4 4

Generally speaking my expectations of
the Porsche brand were (very high:
Porsche is worse than I expected/very
low: Porsche is better than I expected)

0.00% 1.40% 19.20% 45.20% 34.20% 4.12 4 4

Source: Own elaboration based on data generated in SPSS.

As for item 1, the results show that this means that the respondents’ experience of
using a Porsche luxury car was better than they initially expected.

For item 2, 39 per cent of respondents chose a scale value of 4, which means that their
expectations of the Porsche luxury car brand exceeded their expectations of the reality they
had experienced in the meantime.

9.5.7. Luxury Brand Attachment

The luxury Brand Attachment variable was measured using a 7-item scale.
It was created to compare the responses between the Brand Attachment variable—

affectivity towards the brand—and the luxury Brand Attachment variable—affectivity
towards the luxury brand.

It can be concluded that both users and the owners and former owners surveyed
have a positive, moderate–high level of emotional bond with the Porsche luxury car brand,
developing a relationship with it characterized by feelings such as connection, affection,
joy, and comfort.

Comparing the data obtained through the descriptive statistics of the variables affec-
tivity and affection for the luxury brand, we see that, in both cases, users, owners, and
former owners have an affective bond of a moderately high level.

9.6. Evaluation of the Conceptual Model and Hypothesis Testing

This stage of the chapter is based on carrying out an analysis that is based on the
application of a statistical test that makes it possible to establish the existence of links
between the variables, test the hypotheses represented in the conceptual model, and, from
there, draw conclusions from the possible relationships between the variables in question.

It is, therefore, an essential phase for this research, as it will allow us to understand
and evaluate the conceptual model under study.

Table 18 shows the Spearman correlation coefficients recorded for the variables in this
research’s conceptual model, thus analyzing the relationships established between them.
This bivariate statistical analysis made it possible to collect a series of results, which, in turn,
made it possible to understand the variation that can be observed through the associations
established between the different variables.
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Table 18. Spearman correlation coefficients.

N Items Context
Level of Agreement

Mean Median Mode
1 2 3 4 5

146

I’m completed in love with this luxury brand

Portugal

2.70% 2.70% 24.70% 37.00% 32.90% 3.95 4 4

I love this luxury brand 2.70% 1.40% 30.10% 34.30% 31.50% 3.90 4 4

When I think of this luxury brand, I’m happy 2.70% 1.40% 16.40% 42.50% 37.00% 4.10 4 4

I have a deep emotional connection with this
luxury brand 2.70% 2.70% 28.80% 31.50% 34.30% 3.92 4 5

I would feel a huge loss if this luxury brand
were no longer available 1.40% 1.40% 19.10% 32.90% 45.20% 4.19 4 5

I believe that this luxury brand helps me
achieve what I want to achieve 4.10% 5.50% 32.80% 28.80% 28.80% 3.73 4 3

I feel that this luxury brand is unique 2.70% 5.50% 19.20% 39.70% 32.90% 3.95 4 4

Source: Own elaboration based on data generated in SPSS.

Based on these values, the coefficients shown in Table 19, the first conclusion that can
be drawn from the results is that all the associations between the variables are statistically
significant, positive with values that oscillate between moderate and strong. Therefore, the
null hypothesis can be rejected in all the cases analyzed, i.e., the possibility of not observing
any kind of relationship between the variables.

Table 19. Correlation coefficients (Spearman) between the variables in the conceptual model.

n = 146 Satisfaction Commitment Confidence

Brand Attachment 0.611 * 0.693 * 0.463 *

Expectations 0.234 *

Loyalty 0.428 * 0.683 * 0.565 *
* Significant correlation at a significance level of 0.01. Source: Own elaboration based on data generated in SPSS.

The association between Brand Attachment and satisfaction with the Porsche brand,
in turn, shows a relevant and statistically significant value, with rs = 0.611 (p ≤ 0.01).
This means that there is a strong, positive relationship between Brand Attachment and
respondents’ satisfaction with the Porsche brand. This situation therefore suggests that
Brand Attachment can affect customer satisfaction with Porsche and its services, i.e., when
Brand Attachment is stronger, Porsche customer satisfaction evolves in the same direction,
i.e., it also increases. This confirms Hypothesis 1 (H1):

H1. The stronger the Brand Attachment between the Porsche brand and the Porsche customer, the
greater their satisfaction.

With regard to the correlation values between the Brand Attachment and commitment
variables, we analyzed that the sample shows correlation values that are considered strong.
In fact, the association between these two variables results in a Spearman correlation
coefficient (hereinafter referred to as ‘rs’) of 0.693 that is statistically significant (p ≤ 0.01).

In this logic, what the data indicates is that when Brand Attachment increases, the
Porsche customer’s commitment to the brand also increases. It is therefore possible to state
that the two variables are significantly and positively related, thus confirming Hypothesis
2 (H2):

H2. The stronger the Brand Attachment between the Porsche brand and the customer/user, the
greater the customer/user commitment.

The case with the lowest correlation was the association between Brand Attachment
and trust in the brand. In this case, the rs = 0.234 (p ≤ 0.01), i.e., weak. Despite this, it
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can be seen that there is a positive relationship of moderate intensity between the Brand
Attachment that respondents have for Porsche and the trust they have in it. Even so, it is
important to emphasize that the relationship between Brand Attachment and trust does
not have as much impact as that observed, for example, between Brand Attachment and
commitment or between commitment and brand loyalty, when the context is, therefore, the
relationship between the respondent and the Porsche brand. Thus, the values observed are
statistically significant. According to all the above factors, Hypothesis 3 (H3) is confirmed:

H3. The stronger the Brand Attachment between the Porsche brand and the customer, the greater
the customer’s trust.

With regard to the association between the variables brand satisfaction and brand
loyalty, this shows a value of rs = 0.428 (p ≤ 0.01). In this context, it can be assumed that the
two variables are statistically and positively related and that the correlation observed is of
moderate intensity. We can therefore conclude that if Porsche customers are more satisfied
with the brand, they will also show a higher level of loyalty towards it.

This confirms Hypothesis 4 (H4):

H4. The stronger the customer’s satisfaction with the brand, the greater their loyalty.

Regarding the correlation between the variables commitment and brand loyalty, this
association recorded an rs = 0.683 and p ≤ 0.01, i.e., a strong correlation. These are positively
connected and related. Thus, respondents who are more committed to the Porsche brand
also tend to show high levels of brand loyalty. In addition to this, and taking into account
the fact that the correlation is statistically significant, Hypothesis 5 (H5) of this research is
confirmed:

H5. The stronger the customer’s commitment to the Porsche brand, the greater their loyalty.

With regard to the association between trust and brand loyalty, it can be concluded that
the two variables in question also show a positive and statistically significant correlation,
since it registers a value of rs = 0.565 (p ≤ 0.01). The strength of the relationship is considered
statistically significant and strong. In this sense, the association suggests that respondents
who have greater trust in the Porsche brand also show a greater predisposition towards
brand loyalty. With this in mind, Hypothesis 6 (H6) can be confirmed:

H6. The stronger the respondent’s trust in the Porsche brand, the greater their loyalty.

The remaining two associations between the variables, in line with what was stipulated
in the conceptual model, obtained lower correlation values, but they are still statistically
significant relationships.

In fact, the correlation between the variables expectation and satisfaction shows an
rs = 0.234 and p ≤ 0.01, i.e., a weak correlation. It can therefore be inferred that there is
a positive and statistically significant relationship between the two variables in question.
Although with a lower correlation value, the association can be considered to be of strong
intensity and, since it is a positive value, this means that, from the outset, the respondents
who are most satisfied with the Porsche brand tend to be those who had expectations more
in line with the reality with which they have already had contact. Hypothesis 7 (H7) is
therefore confirmed:

H7. The closer the respondent’s expectations are to the reality of the Porsche brand, the greater their
satisfaction.

In this sense, the main conclusion reached is that the seven hypotheses formulated
within the framework of the conceptual model are fully confirmed and that, consequently,
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the relationships established between them can be theoretically explained. Table 20, as a
structured model for testing the hypotheses, summarizes all of the above conclusions.

Table 20. Testing the study hypotheses using Pearson’s correlation coefficient.

Formulating of Hypothesis Correlation Value Confirmation of Hypotheses

H1: The Stronger the brand attachment that is established
between the Brand Porsche and the Porsche Customer, the
greater your satisfaction.

0.611 * Yes

H2: The Stronger the brand attachment that is established
between the Brand Porsche and the Porsche Customer, the
greater their commitment

0.693 * Yes

H3: The Stronger the brand attachment that is established
between the Brand Porsche and the Porsche Customer, the
greater your trust

0.463 * Yes

H4: The Stronger the Porsche customer’s satisfaction with the
Porsche brand, the greater their loyalty 0.428 * Yes

H5: The Stronger the Porsche customer’s commitment to the
Porsche brand, the greater their loyalty 0.683 * Yes

H6: The Stronger the Porsche customer’s trust in the Porsche
brand, the greater their loyalty 0.565 * Yes

H7: The close the expectations of the Porsche customers are
more satisfied with brand 0.234 * Yes

* Significant correlation at a significance level of 0.01. Source: Own elaboration based on data generated us-
ing SPSS.

The table represents the last version of the proposed conceptual model. This definitive
version shows the strength of the correlation observed in the different associations between
the variables on which the study was centered, according to the links defined by the
seven previously stipulated hypotheses, and using, as previously mentioned, Spearman’s
correlation coefficient. The model (Figure 2) also contains a reference to the research context.
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Once the proposed analysis had been completed, a mediation analysis was carried out.
A variable is a mediator if it affects the relationship between a dependent and independent
variable, i.e., if the effect of the independent variable on the dependent variable is influenced
by the level of the mediating variable (Marôco 2014). Therefore, regression models were
used to conduct the analysis of mediators, according to the most widely used methods
described in the classic work by Baron and Kenny (1986).

The aim was to assess the mediating role of satisfaction between the Brand Attachment
variable and loyalty.

The results presented in Table 20 show a positive and significant direct effect of Brand
Attachment on satisfaction (b = 0.67, p < 0.001) and on loyalty (b = 0.56, p < 0.001). The
indirect effect of satisfaction is statistically significant and positive (EI = 0.14; 95% CI =
[0.0349; 0.2764).

Satisfaction therefore plays a mediating role between Brand Attachment and loyalty.
In addition to confirming the hypotheses, the results obtained in this phase, character-

ized by the analysis of the data, made it possible to answer the original research question,
since they made it possible to effectively measure the impact of Brand Attachment on the
behavior of customers of the Porsche luxury car brand (Figure 3).
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To conclude this chapter, it should be emphasized that there is indeed a clear relation-
ship between the Brand Attachment that customers of the luxury car brand feel towards the
Porsche brand, their commitment to it, and their trust in it, with all the variables evolving
in the same direction. Porsche customer (consumer) satisfaction, commitment, and trust are
effectively related to Porsche (brand) loyalty. Therefore, Brand Attachment, albeit indirectly,
ends up influencing loyalty through the action of satisfaction, commitment, and trust.

In this sense, it can be said that the Porsche brand customers surveyed are more
emotionally and affectively connected to the Porsche brand; those who show a greater
and more intense level of Brand Attachment tend to be those who are also more satisfied,
committed, and confident with the Porsche brand.

Consequently, they become more loyal. It should be noted that this conclusion is
particularly relevant when it comes to the issue of commitment, since its association with
Brand Attachment is very strong indeed. This translates into a relational influence on the
part of both indicators (Brand Attachment and commitment) that can lead to brand loyalty.

The following chapter contains the general conclusions of the study, which were
reached through all the work of exploration, analysis, and reflection described above.
The chapter also closes with a reference to the study’s limitations, relevant academic
contributions, and suggestions for future research.
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10. Conclusions

The aim of this chapter is to summarize all the previous work quickly and clearly. The
first part presents the general conclusions, then the limitations of the research and finally
the suggestions for future research.

General Conclusions and Practical Implications

The luxury car market is increasingly a multiple and complex reality in full expansion
and with enormous potential. In addition to traditional comfort, convenience, entertain-
ment, and safety features, luxury cars are packed with advanced connectivity elements,
autonomous driving options, and the latest powertrain electrification technologies.

Brand Attachment, as explained throughout this research, represents one of the most
efficient ways of establishing a relationship between the consumer and a luxury car brand
that goes beyond the simple functional context of comfort, convenience, entertainment, and
safety. Brand Attachment can, in fact, support the building of a relationship based on the
existence of an affective bond based on satisfaction, commitment, trust and even loyalty,
aspects that marketing seeks to emphasize and guarantee.

Luxury car brands produce products and provide services and consumers have nu-
merous needs and interests in the areas of comfort, convenience, entertainment, and safety
that need to be met.

As analyzed in this study, an increase in the level of Brand Attachment is related to a
significant increase in the level of intensity of other crucial aspects of the relationship, such
as satisfaction, commitment and trust, which, in turn, are also related to increased brand
loyalty. Therefore, if car brands in the luxury segment work on marketing techniques that
promote Brand Attachment, there is a greater likelihood that consumers will also be more
satisfied with the product offered and the service provided, more committed to the brand
itself, and more trusting of the institutional mission, in such a way that they may even
be more loyal, i.e., more likely to buy the same brand in the future and recommend it to
their peers.

Against this backdrop, it is important that the marketing professionals of car brands
in the luxury segment—in the case of Portugal (the context of the study), in particular—do
not neglect the relational and emotional management of the brand, since there are many
positive aspects associated with Brand Attachment. The results obtained in this research
show that consumers behave more positively towards the success of the brand, i.e., they
are more loyal to it (one of the ultimate goals of marketing), if there is this important
emotional connection. The luxury car segment could, therefore, enjoy important benefits if
its marketing departments took this issue into consideration.

In fact, all the correlations used to analyze the conceptual model proved to be positive
and statistically significant, with particular emphasis on the associations between Brand
Attachment and brand commitment, as well as between brand commitment and brand
loyalty, both of which showed strong relational intensity. This shows that the greatest
potential that marketing professionals need to be aware of is the ability to develop strategic
plans that encourage customers to feel a sense of belonging, affection, joy, and comfort
in belonging to and being part of a community that is connected to a particular brand in
an affective way (aspects of Brand Attachment), in such a way that this results in positive
word of mouth, a sense of pride, and a sense of prioritizing choice over other possible
choices (aspects of commitment). It is the successful achievement of these aspects that will
translate into an improved experience for customers, who, at the same time, are more likely
to return and recommend the brand to others (loyalty aspects).

Marketers therefore need to do extensive exploratory work to establish their strengths
and weaknesses and, from there, design and implement the most appropriate strategic plan.

To summarize, it is considered that the relevance of marketing in the luxury car market
segment is entirely justified and that the sector should focus on improving the relationship
between the customer and the luxury car brand, to promote and increase Brand Attachment,
so that it goes beyond the barrier of a one-off sale or provision of a service and becomes
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a continuous and lasting experience based on an emotional connection. In addition to
effectively answering the research problem, the study had two limitations. The first limiting
factor is the fact that the sample used was non-probabilistic, which means that the results
cannot be generalized to the entire population related to the context of the study. This
research represents an important contribution to the field of Brand Attachment in terms of
marketing and strategic management, as this has been an area in which academics have
shown a recent and growing interest.

The fact that this is a study applied to the context of the luxury car market can also be
seen as an important contribution both to scientific research and to the car industry itself,
since there are not many studies on this subject that use this specific context of analysis,
the luxury car market, and that seek to measure the impact of the Brand Attachment
relationship and other relational variables on consumer behavior. In this sense, it can be
said that this study adds some pertinent reflections to the knowledge that already exists on
the impact and effects of Brand Attachment, in this case from the perspective of consumers.

Another contribution to be highlighted is the fact that this study contains some reflec-
tions that could be useful for marketing professionals working in the automotive sector,
and the luxury market in particular, as it provides important data for these managers to
gain a deeper understanding of the motivations and interests of consumers, so that they can
define the best marketing strategies to promote a closer and fruitful relationship between
customers and luxury car brands.

In terms of suggestions for future research, it would be important to pay some attention
to the limitations mentioned above and try to overcome them, as well as reapplying it more
widely and with more time available to other luxury car brands.

In the same vein, this topic and context could also be analyzed using methodological
approaches other than just quantitative ones, in order to cross-reference knowledge and
look at the subject from other perspectives and paradigms. In this context, there is, for
example, the possibility of conducting this study using a qualitative methodology with the
development of focus groups with customers and in-depth interviews with professionals in
the luxury car market. Finally, it is suggested that the topic of Brand Attachment continues
to be analyzed in other contexts, since the issues of brand affectivity and emotional brand
management can have very pertinent impacts and provide useful conclusions for under-
standing the affective relationship and attachment that consumers feel towards brands.

Author Contributions: Conceptualization, A.B.M., B.B.S. and E.V.; methodology, A.B.M., B.B.S.
and E.V.; software, E.V.; validation, E.V.; formal analysis, B.B.S. and E.V.; investigation, A.B.M.;
resources, V.R.S.; data curation, A.B.M.; writing—original draft preparation, A.B.M. and C.B.M.;
writing—review and editing, A.B.M.; visualization, A.B.M.; supervision, B.B.S. and E.V.; project
administration, V.R.S.; funding acquisition, V.R.S. All authors have read and agreed to the published
version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: The questionnaire is anonymous and voluntary, the IRB
approval is not needed.

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.

Data Availability Statement: https://ipca.pt/sa/dissertacao-projeto-estagio/provas-publicas-2/
(accessed on 1 May 2024).

Conflicts of Interest: The authors declare no conflict of interest.

References
Aaker, David. 2009. Managing Brand Equity. New York: The Free Press.
Aaker, David, and Jennifer Aaker. 2016. What are Your Signature Stories? California Management Review 58: 49–65. [CrossRef]
ACAP. 2023. Available online: https://www.acap.pt/pt/home (accessed on 1 May 2024).
Atulkar, Sunil. 2020. Brand trust and brand loyalty in mall shoppers. Marketing Intelligence & Planning 38: 559–72.

https://ipca.pt/sa/dissertacao-projeto-estagio/provas-publicas-2/
https://doi.org/10.1525/cmr.2016.58.3.49
https://www.acap.pt/pt/home


Adm. Sci. 2024, 14, 119 25 of 27

Bagozzi, Richard, Rajeev Batra, and Aaron Ahuvia. 2017. Brand love: Development and validation of a practical scale. Marketing Letters
28: 1–14. [CrossRef]

Bairrada, Cristela, Filipe Coelho, and Arnaldo Coelho. 2018. Antecedents and outcomes of brand love: Utilitarian and symbolic brand
qualities. European Journal of Marketing 52: 656–82. [CrossRef]

Baron, Reuben, and David Kenny. 1986. The moderator–mediator variable distinction in social psychological research: Conceptual,
strategic, and statistical considerations. Journal of Personality and Social Psychology 51: 1173. [CrossRef] [PubMed]

Belaid, Samy, and Azza Behi. 2011. The role of attachment in building consumer-brand relationships: An empirical investigation in the
utilitarian consumption context. Journal of Product & Brand Management 20: 37–47.

Berthon, Pierre, Leyland Pitt, Michael Parent, and Jean-Paul Berthon. 2009. Aesthetics and ephemerality: Observing and preserving the
luxury brand. California Management Review 52: 45–66. [CrossRef]

Brakus, Josko, Bernd Schmitt, and Lia Zarantonello. 2009. Brand experience: What is it? How is it measured? Does it affect loyalty?
Journal of Marketing 73: 52–68. [CrossRef]

Byun, Kay, Robert Paul Jones, and Barbara Wooldridge. 2018. It is not always about brand: Design-driven consumers and their
self-expression. Journal of Retailing and Consumer Services 43: 296–303. [CrossRef]

Cheah, Isaac, Ian Phau, Calvin Chong, and Anwar Shimul. 2015. Antecedents and outcomes of brand prominence on willingness to
buy luxury brands. Journal of Fashion Marketing and Management 19: 402–15. [CrossRef]

Chen, Ching-Fu, and Hsiao Lu. 2024. Transforming a social media influencer’s influential power to followers’ word of mouth and
purchase intention: The role of brand attachment, brand credibility, and parasocial relationship. Journal of Brand Management:
1–15. [CrossRef]

Churchill, Gilbert, and Carol Surprenant. 1982. An Investigation into the Determinants of Customer Satisfaction. Journal of Marketing
Research 19: 491–504. [CrossRef]

Cui, Lixin, Yonggui Wang, Weiming Chen, Wen Wen, and Myat Su Han. 2021. Predicting determinants of consumers’ purchase
motivation for electric vehicles: An application of Maslow’s hierarchy of needs model. Energy Policy 151: 112167. [CrossRef]

Erciç, Aysel, Sevtap Ünal, F. Burcu Candan, and Hatice Yıldırım. 2012. The Effect of Brand Satisfaction, Trust and Brand Commitment
on Loyalty and Repurchase Intentions. Procedia—Social and Behavioral Sciences 58: 1395–404.

George, Darren, and Paul Mallery. 2003. SPSS for Windows Step by Step: A Simple Guide and Reference. 11.0 Update, 4th ed. Boston: Allyn
& Bacon.

Gliem, Joseph A., and Rosemary R. Gliem. 2003. Calculating, Interpreting, and Reporting Cronbach’s Alpha Reliability Coefficient for
Likert-Type Scales. Columbus: 2003 Midwest Research to Practice Conference in Adult, Continuing, and Community Education,
pp. 82–88.

Gómez-Suárez, Mónica. 2019. Examining Customer–Brand Relationships: A Critical Approach to Empirical Models on Brand
Attachment, Love, and Engagement. Administrative Sciences 9: 10. [CrossRef]

Grisaffe, Douglas B., and Hieu P. Nguyen. 2011. Antecedents of Emotional Attachment to Brands. Journal of Business Research 64:
10521059. [CrossRef]

Grohmann, Márcia Zampieri, Luciana Flores Battistella, and Andréia Regina Schoedler. 2012. Atributos Importantes Para o Consumidor
de Automóveis: Classificação em Função Instrumental ou Expressiva. Belo Horizonte: Revista de Administração FACES, vol. 12,
pp. 67–86.

Hennigs, Nadine, Klaus-Peter Wiedmann, Christiane Klarmann, and Stefan Behrens. 2015. The complexity of value in the luxury
industry: From consumers’ individual value perception to luxury consumption. International Journal of Retail & Distribution
Management 43: 922–39. [CrossRef]

Hur, Won-Moo, Tae-Won Moon, and Hanna Kim. 2020. When does customer CSR perception lead to customer extra-role behaviors?
The roles of customer spirituality and emotional Brand Attachment. Journal of Brand Management 27: 421–37.

IBM. 2010. IBM 2010 Global CEO Study: Creativity Selected as Most Crucial Factor for Future Success. Endicott: IBM.
Japutra, Arnold, Yuksel Ekinci, and Lyndon Simkin. 2019. Self-congruence, Brand Attachment and compulsive buying. Journal of

Business Research 99: 456–63. [CrossRef]
Kapferer, Jean-Noël, and Vincent Bastien. 2009. The specificity of luxury management: Turning marketing upside down. Journal of

Brand Management 16: 311–22. [CrossRef]
Kapferer, Jean-Noël, and Vincent Bastien. 2012. The Luxury Strategy: Break the Rules of Marketing to Build Luxury Brands. London: Kogan

Page Publishers.
Khalid, Afia, Raheel Amir Awan, Rizwan Ali, and Imran Sarmad. 2024. The antecedent cognitions of brand love and its impact on

brand loyalty: The moderating role of sustainability marketing. Corporate Governance: The International Journal of Business in Society
24: 609–26. [CrossRef]

Kim, Hae Ryong, Moonkyu Lee, and Francis M. Ulgado. 2005. Brand Personality, Selfcongruity and the Consumerbrand Relationship.
In Asia Pacific Advances in Consumer Research. Edited by Yong-Uon Ha and Youjae Yi. Duluth: Association for Consumer Research,
vol. 6, p. 111117.

Kimpakorn, Narumon, and Gerard Tocquer. 2010. Service brand equity and employee brand commitment. Journal of Services Marketing
24: 378–88. [CrossRef]

Kotler, Philip, and Gary Armstrong. 2010. Principles of Marketing. London: Pearson Education.
Kotler, Philip, and Kevin Lane Keller. 2007. Administração de Marketing. São Paulo: Pearson Prentice Hall.

https://doi.org/10.1007/s11002-016-9406-1
https://doi.org/10.1108/EJM-02-2016-0081
https://doi.org/10.1037/0022-3514.51.6.1173
https://www.ncbi.nlm.nih.gov/pubmed/3806354
https://doi.org/10.1525/cmr.2009.52.1.45
https://doi.org/10.1509/jmkg.73.3.052
https://doi.org/10.1016/j.jretconser.2018.04.009
https://doi.org/10.1108/JFMM-03-2015-0028
https://doi.org/10.1057/s41262-023-00349-2
https://doi.org/10.1177/002224378201900410
https://doi.org/10.1016/j.enpol.2021.112167
https://doi.org/10.3390/admsci9010010
https://doi.org/10.1016/j.jbusres.2010.11.002
https://doi.org/10.1108/IJRDM-07-2014-0087
https://doi.org/10.1016/j.jbusres.2017.08.024
https://doi.org/10.1057/bm.2008.51
https://doi.org/10.1108/CG-06-2023-0230
https://doi.org/10.1108/08876041011060486


Adm. Sci. 2024, 14, 119 26 of 27

Kotler, Philip, Hermawan Kartajaya, and Iwan Setiawan. 2017. Marketing 4.0: Moving from Traditional to Digital. Hoboken: John Wiley
and Sons.

Kotler, Philip, Kevin Lane Keller, Malcolm Goodman, Mairead Brady, and Torben Hansen. 2019. Marketing Management, 4th ed. Harlow:
Pearson Education Limited.

Lacoeuilhe, Jérôme. 2000. L’attachement à la marque: Proposition d’ une échelle de mesure. Recherche et Applications En Marketing 15:
61–77. [CrossRef]

Levinson, Jay, and Jeannie Levinson. 2011. Guerrilla Marketing Remix: The Best of Guerrilla Marketing. New York: Entrepreneur Press.
Li, Ming-Way, Hsiu-Yu Teng, and Hsiu-Yu Chen. 2020. Unlocking the customer engagement-brand loyalty relationship in tourism social

media: The roles of Brand Attachment and customer trust. Journal of Hospitality and Tourism Management 44: 184–92. [CrossRef]
Lipovetsky, Gilles, and Elyette Roux. 2003. Le luxe éternel: De l’âge du sacré au temps des marques. Gallimard: Paris.
Liu, Xin, Jing Hu, and Bing Xu. 2017. Does eWOM matter to brand extension? Journal of Research in Interactive Marketing 11: 232–45.

[CrossRef]
Louis, Didier, and Cindy Lombart. 2010. Impact of brand personality on three major relational consequences (trust, attachment, and

commitment to the brand). Journal of Product & Brand Management 19: 114–30. [CrossRef]
Loureiro, Sandra Maria Correia, Hans Ruediger Kaufmann, and Demetris Vrontis. 2012. Brand emotional connection and loyalty.

Journal of Brand Management 20: 1–15. [CrossRef]
Loureiro, Sandra Maria, Eduardo Sarmento, and G. Le Bellego. 2017. The effect of corporate brand reputation on Brand Attachment and

brand loyalty: Automobile sector. Cogent Business & Management 4: 1360031. [CrossRef]
Maharani, Nabila Putri, and Endy Gunanto Marsasi. 2024. The Influence of Customer Satisfaction and Consumer Brand Relationship

pn Future Intention Based on Optimal Experience Theory. FIRM Journal of Management Studies 9: 1–18. [CrossRef]
Malär, Lucia, Harley Krohmer, Wayne D. Hoyer, and Bettina Nyffenegger. 2011. Emotional Brand Attachment and Brand Personality:

The Relative Importance of the Actual and the Ideal Self. Journal of Marketing 75: 35–52. [CrossRef]
Marôco, João. 2011. Análise Estatística com o SPSS Statistics, 5th ed. Pêro Pinheiro: ReportNumber.
Marôco, João. 2014. Análise de Equações Estruturais, 2nd ed. Pêro Pinheiro: ReportNumber.
Marques, Alzira, and João Paulo Norberto Pereira. 2018. Determinantes da Intenção de Compra de Marcas de Automóveis de

Passageiros. BrandTrends Journal 15: 76–90.
Maxham, James G. 2001. Service recovery’s influence on consumer satisfaction, positive word-of-mouth, and purchase intentions.

Journal of Business Research 54: 11–24. [CrossRef]
Oliver, Richard. 1999. Whence consumer loyalty? Journal of Marketing 63: 33–44. [CrossRef]
Oliver, Richard. 2014. Satisfaction: A Behavioral Perspective on the Consumer. London: Routledge.
Oliver, Richard L. 1980. A Cogntive Model of the Antecedents and Consequences of Satisfaction Decisions. Journal of Marketing Research

17: 460–69. [CrossRef]
Orth, Ulrich R., Yonca Limon, and Gregory Rose. 2010. Storeevoked Affect, Personalities, and Consumer Emotional Attachments to

Brands. Journal of Business Research 63: 1202–8. [CrossRef]
Park, Cheol Whee, Deborah J. MacInnis, Joseph R. Priester, Andreas B. Eisingerich, and Dawn Iacobucci. 2010. Brand Attachment and

Brand Attitude Strength: Conceptual and Empirical Differentiation of Two Critical Brand Equity Drivers. Journal of Marketing 74:
1–17. [CrossRef]

Pencarelli, Tonino, Viktória Ali Taha, Veronika Škerháková, Tomáš Valentiny, and Richard Fedorko. 2020. Luxury Products and
Sustainability Issues from the Perspective of Young Italian Consumers. Sustainability 12: 245. [CrossRef]

Sahin, Azize, Cemal Zehir, and Hakan Kitapçi. 2011. The effects of brand experiences, trust and satisfaction on building brand loyalty;
an empirical research on global brands. Procedia—Social and Behavioral Sciences 24: 1288–301. [CrossRef]

Schade, Michael, Sabrina Hegner, Florian Horstmann, and Nora Brinkmann. 2016. The impact of attitude functions on luxury brand
consumption: An age-based group comparison. Journal of Business Research 69: 314–22. [CrossRef]

Shanahan, Danielle F., Thomas Astell-Burt, Elizabeth A. Barber, Eric Brymer, Daniel TC Cox, Julie Dean, Michael Depledge, Richard A.
Fuller, Terry Hartig, Katherine N. Irvine, and et al. 2019. Nature–based interventions for improving health and wellbeing: The
purpose, the people and the outcomes. Sports 7: 141. [CrossRef]

Shimul, Anwar Sadat, Ian Phau, and Michael Lwin. 2019. Conceptualising luxury Brand Attachment: Scale development and validation.
Journal of Brand Management 26: 675–90. [CrossRef]

Shukla, Paurav. 2008. Essentials of Marketing Research. Frederiksberg: Bookboon.
Som, Ashok, and Christian Blanckaert. 2015. The Road to Luxury: The Evolution, Markets, and Strategies of Luxury Brand Management.

Singapore: John Wiley & Sons Singapure Pte Ltd.
Tan, Teck Ming, M. S. Balaji, Teck Ming Oikarinen, Sari Alatalo, and Jari Salo. 2021. Recover from a service failure: The differential

effects of brand betrayal and brand disappointment on an exclusive brand offering. Journal of Business Research 123: 126–39.
[CrossRef]

Thomson, Matthew, Deborah J. MacInnis, and C. Whan Park. 2005. The ties that bind: Measuring the strength of consumers’ emotional
attachments to brands. Journal of Consumer Psychology 15: 77–91. [CrossRef]

Vlachos, Pavlos A., Aristeidis Theotokis, Katerina Pramatari, and Adam Vrechopoulos. 2010. Consumer-retailer emotional attachment:
Some antecedents and the moderating role of attachment anxiety. European Journal of Marketing 44: 1478–99. [CrossRef]

https://doi.org/10.1177/076737010001500404
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.1108/JRIM-02-2016-0012
https://doi.org/10.1108/10610421011033467
https://doi.org/10.1057/bm.2012.3
https://doi.org/10.1080/23311975.2017.1360031
https://doi.org/10.33021/firm.v9i1.4905
https://doi.org/10.1509/jmkg.75.4.35
https://doi.org/10.1016/S0148-2963(00)00114-4
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1177/002224378001700405
https://doi.org/10.1016/j.jbusres.2009.10.018
https://doi.org/10.1509/jmkg.74.6.1
https://doi.org/10.3390/su12010245
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1016/j.jbusres.2015.08.003
https://doi.org/10.3390/sports7060141
https://doi.org/10.1057/s41262-019-00158-6
https://doi.org/10.1016/j.jbusres.2020.09.056
https://doi.org/10.1207/s15327663jcp1501_10
https://doi.org/10.1108/03090561011062934


Adm. Sci. 2024, 14, 119 27 of 27

Waligóra, Joanna, and Robert Waligóra. 2007. Measuring Customer Satisfaction and Loyalty in the Automotive Industry. Aarhus: Aarhus
School of Business, Faculty of Business Performance Manageme.

Yanaze, Mitsuru Higuchi. 2021. Gestão de marketing e comunicação: Avanços e aplicações. São Paulo: Saraiva Educação SA.

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.


	Introduction 
	Theoretical Framework 
	Marketing and the Concept of Luxury 
	Marketing and Luxury 

	Brand Attachment: Brand Attachment and Other Relational Concepts 
	Satisfaction 
	Trust 
	Commitment 
	Loyalty 

	Marketing and Its Impact on the Automotive Sector 
	Study Context: The Luxury Car Market 
	The Luxury Car Market in Portugal 
	The Brand Porsche 
	Methodology 
	Objective of the Study 

	Conceptual Model and Definition of Hypotheses 
	Operationalization of the Variables 
	Brand Attachment Variable 
	Satisfaction Variable 
	Commitment Variable 
	Trust Variable 
	Loyalty Variable 
	Expectations Variable 
	Luxury Brand Attachment Variable 

	Data Collection Method 
	Sampling Process 
	Survey Design 
	Data Analysis Method 

	Analysis and Discussion of Results 
	Sociodemographic Profile of Respondents 
	Context of the Study 
	Analyzing the Conceptual Model 
	Reliability Testing of the Scales 
	Descriptive Analysis of the Variables in the Conceptual Model 
	Brand Attachment 
	Satisfaction 
	Commitment 
	Trust 
	Loyalty 
	Expectations 
	Luxury Brand Attachment 

	Evaluation of the Conceptual Model and Hypothesis Testing 

	Conclusions 
	References

