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Abstract

Purpose: The purpose of this paper is to systematically review the literature available on the concepts of
customisation and personalisation within the framework of digitised market structure. Being a customer-centric era,
the research aims at analysing and evaluating the impact of these strategies on customer engagement and customer
loyalty, considering the current trends, implications and challenges. The paper also delves into the role of Artificial
intelligence and technological advancements in shaping branding strategies. Design/methodology/approach: The
Systematic Literature Review (SLR) method is used to critically evaluate the existing literature on personalisation
and customisation in branding. The in-depth study of various relevant academic work provides a clear and holistic
understanding of the topic. Findings: The digital era has revolutionised the approach and the experience that the
companies are providing to the customers. Personalisation and customisation backed up with Artificial intelligence
are playing a major role in increasing the customer satisfaction by providing tailored products and services. This
ultimately impacts the customer connections and loyalty towards the brands in a positive way. Although a major
challenge is the existence of privacy concerns due to personalisation. The marketers can overcome this by balancing
this concern with the privatisation and standardisation. Practical implications: The marketers should utilise the
consumers' demand with the help of customer interactions to effectively craft their branding strategies and increase
customer engagement and loyalty.
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Introduction

The shopping experience today is the dominant reason for many companies to excel in the field of fast sales. From
personalisation to customisation and giving a great experience from AR to omnichannel, companies have been coming
up with many innovative techniques with which they can attract as many customers as they can. The customer today
will try in-store service as well as online services of the same brand [1,2]. The companies and the brands that have
understood this mechanism can expect loyal customers, increased sales and an increase in the number of customers.
AR and VR technologies have greatly revolutionised the marketing experience for consumers interacting with
companies. In fact, there have been many studies that have shown that Al usage is a gift for some of the companies
providing personalised experiences to their customers. The companies should focus on it to attain higher profits. There
has been a paradigm shift in the market because of the Al powered marketing techniques offering personalised
experiences to the customers [3, 4]. By giving a deeper, studied understanding of these technologies, the companies
can offer a great amount of shift in the customer experience techniques, resulting in an increase of the loyal customers.
With new technologies like VR and AR, apparel and accessories companies have been able to provide the customers
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with an out-of-this-world experience that was only limited to the gaming world before. It helps people to try on various
things that they would have become hesitant in trying on in the stores [5]. These trends and innovations have made
people get out of their comfort zone and explore new trends.

Companies have now started the D2C (Direct to Consumer) approach to cut short the cost of sales, and it has been a
great deal for various companies over the past decade. The e-commerce sector has made great advancements that led
to an increase in the customer experience with minimum costs, and the new technologies have made it easier for them
to follow this road [6, 7]. The Al technologies offering various helps, like chatbots that can talk to the customer, giving
them feedback; automated customer support giving the answers they need; and personalised advertising algorithms
will lead to a higher number of sales. Automation streamlines repetitive tasks, allowing marketers to focus on strategic
planning [8].

Lifestyle brands have befitted from these advancements the most.

a) The clothing brand H&M has entered into VR technology since 2022 that has given a tough competition to its
competitors.

b) Adidas has also introduced the VR technology in their footwear brand from 2019 that led their customers virtually
wear their iconic shoes and collections.

The country India with such a diverse division and a great number of target youth has been a potential target for the
companies that are offering the lifestyle fashion. The diverse division of this country however has made it difficult for
companies to apply similar approach towards consumers. Therefore, the companies should focus on region-based
policies. The companies that are into customization and customized products should focus on the returning policies.
The companies and brands that are into customization and standardization should focus on balancing the cost and
demand between their product lines [9]. Al Technology has been a great motivation for advanced learning and putting
things into automation, helping in data collection and analysis in decision making for the businesses. The new
technology has been helping the companies and data analysts in collecting, storing, managing and analysis of
information that has been a helpful aid in decision making for the future reference. Al can also benefit companies in
making the data easier to understand and process [10, 11].

The mobile companies have become so important that the world revolve around it. This is the reason that the e-
commerce business has made a boom in the economy. The smartphone uses and the technology has been making the
companies to enter into giving the personalized experience [12, 13]. The retailers and the companies have started
making the AR VR version to make the experience very personalized and maintain the interest of the consumers. These
can build loyal consumers, and it can grow day by day [14, 15, 16]. This paper has analysed the research papers of the
domains like personalization and customization and the use of Al in making the global reach.

Methodology

This study adopts a Systematic Literature Review (SLR) approach to examine the implementation of customisation
and personalisation, considering Al as well as branding, which is set up to offer a methodical and clear means of
assessing and including relevant literature on the given topic. The search of Research papers was done from the most
reliable sources — Google scholar, ERIC and Emerald Insight — focusing on the research done from the year 2010 to
2024, to get a more comprehensive and systematic analysis of the subject and get a better idea of the impact on
consumer behaviour after the implementation of these strategies.

An initial search was conducted using the specified keywords, which yielded numerous studies, which were then
screened based on titles and abstracts to exclude irrelevant articles. Full texts of the remaining studies were reviewed
to ensure they met the inclusion criteria. Any duplicates or irrelevant materials were removed. Out of an initial pool of
106 papers, 90 were included, and 16 were excluded based on the criteria already mentioned in the paper. The inclusion
criteria ensured that the selected studies were pertinent to the research focus on customisation and personalisation. For
the purpose of identifying common trends, impact on brand loyalty, customer satisfaction, opportunities and prospects

Page - 43



CUSTOMIZATION & PERSONALIZATION, VOL. 2 (4) Motlani*, Choudhary, Jain

in the same context, extracted data was categorised thematically. 4 major themes were identified which helped to
categorise the paper and give a clear image of all the aspects of the research area. Apart from this, the review aimed to
identify the research gaps and also to give the future research directions in one of the most trending agendas.

Literature Review
Key Words Analysis

The figure below (Figure 1) analyses the key themes of 105 research papers on personalisation and customisation in
branding and the leading role of artificial intelligence in today’s digital era [17]. Significant areas of interest include
the impact of these two strategies on consumers' satisfaction levels. This satisfaction is directly connected to the
customer's loyalty to the brand.

Figure 1: Work Cloud of Key Words Used in the Research Papers
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Personalization and Customization in branding-

The customer expectations have revolutionised in the digital era, and the customers want to stand out while being a
part of a crowd, as they want to get the product their way. Therefore, the marketers felt the need for personalisation so
that they could serve and satisfy the consumers in a better way. The definition of the word “personalisation”, according
to the Oxford dictionary, is “the action of designing or producing something that meets someone's individual
requirement.” In this regard, personalisation is a way to acknowledge the uniqueness of each customer by satisfying
them with products that are tailored according to their preference [18]. Given customers’ expectations, retailers must
respond to the demand for personalised experiences not only to differentiate themselves but also to survive in the
competitive environment. Specifically, personalisation uses insight based on each customer's personal and behavioural
data to deliver a superior experience. More often than not, personalisation requires customer engagement to co-create
a personalised experience, which can occur through customer reviews, purchase data, and social media interactions,
among others [19].

Personalisation is not only about addressing the customer by name but also anticipating their needs and preferences,
fostering a deeper connection and increasing brand loyalty. Therefore, personalisation has become an important
element of the marketing mix. The process of personalisation consists of majorly 3 steps — the initial one being the
understanding of the customers and the need; after this comes the delivering of the personalised offerings and thereafter
measuring the impact of these initiatives on the consumers [20, 21]. Personalisation is often confused with
customisation, and many times these two are used interchangeably. Although both Personalisation and customisation
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are used to enhance the user experience and engagement, leading to increased customer satisfaction, there is a slight
line of difference between the two approaches. Personalisation includes tailoring a product or service on the basis of
the individual preferences; this is usually done with the help of past purchases or behaviour of the customers [22, 23].
For example, marketers show the individuals the advertisement of their product or service based on their search history
and also the personalised recommendations while shopping on a particular website. Customisation enables consumers
to modify or choose the product based on their desires, offering a sense of control and empowerment, making them a
part of the process indirectly [24, 25]. For instance, companies like Nike and Dell have embraced customisation by
offering consumers the ability to design personalised shoes or laptops. This not only appeals to the customer’s need
for individuality but also increases their emotional attachment to the product and brand.

Both personalisation and customisation play a vital role in the marketing process, but they differ in the way they engage
with the consumer [26, 27, 28]. While personalisation relies on data to predict and cater to customer needs,
customisation gives the consumer the power to make choices and influence the final outcome [29]. These strategies
also require brands to use advanced technologies like Al and machine learning to gather and analyse customer data,
which in turn helps deliver more relevant and personalised experiences to customers [30]. The below chart is from the
report of the database of statistics which shows the types of data personalisation that are used by the companies.

Figure 2: Leading Types of Data Personalization Companies Used for Customer Profiling as of 2023

Leading types of data personalization companies use for customer
profiling as of 2023

Personalization data companies use for customer profiling 2023

Share of respondents
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Demographics (age, income, profession, education, gender) 86%
Behavioral (previously captured data on visitor's online actions) 49%
Firmographics (size, location, industry) 44%
Lifestyle (attitude, choices, habits) 41%

Contextual (in-the moment information of customer interacting with the company) 32%

Source: Data from Statista report

Discussion

Role of AI

The imperatives of economic globalisation and heightened competitive dynamics demand heightened investments in
innovation and customer engagement from companies. Over time, the world has steadily gravitated towards the digital
approach [31]. In an interconnected age, customers wield unprecedented empowerment, capable of substituting
functions, services, content, and products at will. This transformation is propelled by the rise of interactive Web 2.0
alongside technological advancements such as Big Data, Artificial Intelligence (Al), Augmented Reality (AR), and the
Internet of Things (IoT). The incorporation of Augmented Reality (AR) technology into Customer Relationship
Management (CRM) systems offers a myriad of advantages for enriching customer engagement. AR enables businesses
to tailor experiences to each customer’s preferences and requirements. Augmented reality-driven experiences establish
emotional relationships with consumers [32]. These emotional ties create a lasting impression and create strong brand
devotion. Al algorithms help the companies to analyse the past purchase behaviour of the consumers, which is known
as trend analysis, which ultimately is a contributor for personalisation [33, 34]. Apart from this, the Al driven tools like
chatbots help to create a better customer experience by assisting and solving the queries of the customers [35, 36].
Also, a major part of Al in personalisation is played in the form of improved target marketing, as it sends personalised
messages to the consumers on the basis of their liking and past behaviour of purchase [37, 38].

Inspiring Stories of Brands using personalization and customization with Al-
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» The clothing brand H&M has entered into VR technology since 2022 that has given a tough competition to its
competitors.

» Nykaa and Sephora again use personalized recommendations and AR to give a more personalized experience to its
customers.

» Netflix uses the algorithms by analysing the history and ratings to understand the liking and preferences of the viewers
so that it can recommend relative content in future accordingly.

» Same personalization strategy is used by Amazon and Myntra for personalized recommendations to its customers.

» Brands like Adidas and Nike use customization strategy, giving the customers freedom to design their products with
specific slogans, materials, styles and colours.

Figure 3: Figure Showing the Year and Frequency of Occurrence for the Given Research Papers

Frequency Over the Years

—e— Frequency

Frequency

2

Source: Developed for the purpose of research from review of research papers

The above figure (Figure 3) represents the distribution of publications across various years. It indicates the number of
research papers published each year, ranging from 2010 to 2024. There are 106 articles overall, with a significant peak
in 2019 that indicates the fluctuations in the amount of research produced over the years.

Table 1: Search Strategy (Keywords, Databases, and Inclusion/Exclusion Criteria)

A —KEYWORDS (KW) KW-1- Personalization + Branding + Retail
KW -2- Customization + Retail
KW-3- Al + Personalization+ branding
KW-4- Personalization + Customization+ customer engagement
KW-5- Al + Branding + Impact on Consumers
B- SEARCH DB-1- Google Scholar DB-2- ERIC DB-3- Emerald Insight
ENGINES/DATABASES
(DB)

C1-EXCLUSION EC1 — any of the selected keywords not appeared in the title, abstract, keywords, full text
CRITERIA (EC) EC2 — Not in English

EC3 — conference preceding, editorials
C2-INCLUSION IC1 - any of the selected keywords appeared in the title, abstract, keywords, full text.

IC2-Studies from 2010 to 2024

CRITERIA (IC)

Source: Developed for the purpose of research from review of research papers
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Distribution of Research Studies by Region

Figure 4: Frequency Distribution by Region
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The figure 4 above highlights that the majority of research studies focus on customisation and personalisation at a global
level. In terms of regional studies, the highest number have been conducted in the USA, followed by the UK, and then
studies that span multiple continents [39, 40]. The global focus on these marketing strategies reflects a growing
recognition of the importance of highlighting the innovations that are adopted by the companies across the globe while
maintaining the privacy of the consumer data. The role of Artificial intelligence in the implementation of these aspects
is inseparable, especially in the digital era [41, 42].

Types of Studies

The different study types that were part of the analysis are broken down in Figure 5. There are 22% of conceptual
research, which suggests that the literature places a considerable priority on theoretical aspects and concepts. Also 21%
of the research was qualitative, which involved in-depth investigation and comprehension of phenomena, and 19% was
quantitative, focusing on the numerical data and statistical analysis. While less popular, other study types, including
systematic literature reviews (SLR) with 9%, surveys with 8%, Empirical 7%, experimental studies with 6%, and others,
made a significant contribution to the body of knowledge on customisation and personalisation in Branding.

Figure 5: Different Study Types

Type of Study
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= Quantitative
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= Case Study
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Source: Developed for the purpose of research from review of research papers
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Major Journals supporting the Research

The graph (Figure 6) displays how often papers about customisation and personalisation have been published in various
journals. It is the journal of retailing that puts out the most, with 04 publications. The European journal of marketing and
Journal of Business Research, Journal of Marketing Research, Journal of Interactive Advertising, and Journal of Retailing
and Consumer Services all with 03 and there are other journals with two or one paper each. This list demonstrates that
there is a significant quantity of research being carried out and published in a variety of journals on the subject of the
adoption of these strategies of customer engagement. Such publication is a reflection of the significance and interest that
is being shown in this area of educational research.

Figure 6: Frequency of Publication in various Journals

Publication in various Journals
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Theme

Source

Freque
ncy

Paper No.

Personalization in
Branding

Aksoy et al. (2021), He et al. (2020), Herbas Torrico &
Frank (2021), Fan et al. (2020), Tang Kmet & Copulsky
(2022), Poon (2021), Nobile & Cantoni (2021),
Altarteer et al. (2022), Kang et al. (2021), Scholdra et al.
(2022), Volkel et al. (2021), Pallant et al. (2021),
Mogaji et al. (2021), Tien (2020), Longo et al. (2021),
Tien et al. (2020), Torres et al. (2022), Lee et al. (2021),
Kim (2021), Kaiser et al. (2020), Liu et al. (2021), Kent
et al. (2021), Yan et al. (2022), Perumal (2021), De
Bellis et al. (2020), Wottrich et al. (2021), Kaptein &
Parvinen (2022), Fettermann et al. (2022), Kwon et al.
(2020), Putha (2022), Zanker et al. (2020), Varsha et al.
(2021), Tran (2021), Kumar et al. (2022), Pallant et al.
(2021), Hildebrand et al. (2021), Esenduran et al.
(2022), Bleier et al. (2021), Shukla & Nigam (2022),
Jost & Siisser (2021), Pollard et al. (2021), Rafieian &
Yoganarasimhan (2021), Kang & Namkung (2022), Raz
& Verma (2022), Jain & Sundstrom (2022), Gupta &
Ramachandran (2021), Fu'Adi et al. (2021), Babatunde
et al. (2022), Yang et al. (2021), Nogueira et al. (2022),
Rajagopal (2020), Feng et al. (2022), Pereira (2021).

28

1,3,4,5,8,11, 12, 15, 16, 17, 19, 31,
34, 38,40, 41, 59, 60, 61, 71, 73, 78, 88,
89,91, 92, 96, 99, 105

Customization in
Retail Branding

Sweeney & Lamberton (2020), Hsu et al. (2021),
Banerjee et al. (2022), Lee et al. (2020), Kumar et al.
(2021), Ballesteros et al. (2021), Berman et al. (2021),
Schwartz et al. (2022), Hogg et al. (2020), Martinez &
Bustos (2021), Aguiar et al. (2022), Heller et al. (2020),
Villacis et al. (2021), Trivedi & Gandhi (2021), Buckley
et al. (2021), Miotto et al. (2021), Lang et al. (2022),
Nawaz et al. (2022), Lee & Choi (2021), Morales et al.
(2022), Lee et al. (2020), Lee et al. (2021), Galvao et al.
(2022), Ma et al. (2021), Kamath et al. (2021), Gao &
Yang (2021).

24

2,6,7,9, 14, 18,20, 22, 24, 25, 27, 33,
39, 42,47, 51, 54, 57, 62, 63, 66, 70,
101,103,

Impact on
Consumers /
Customer
Engagement &
Loyalty

Zhang et al. (2020), Smith et al. (2021), Kim & Lee
(2020), Singh et al. (2021), Nam & Kumar (2021), Liu
et al. (2022), Yadav et al. (2021), Kim et al. (2021),
Choi et al. (2022), Evans et al. (2022), Lee et al. (2022),
Alcaide et al. (2021), Zhang et al. (2021), Zhou et al.
(2021), Ye & Lee (2021), Islam et al. (2021), Binsal et
al. (2021), Gomez et al. (2021), Rahman et al. (2021),
Kumar et al. (2022), Zenger & Lim (2022), Slade et al.
(2020), Bhat et al. (2021), Nair et al. (2021), Dube et al.
(2021), Rodrigues et al. (2022), Shen & Jiang (2022

25

3,5,6,8, 11, 14, 16, 18, 21, 23, 28, 30,
34,36, 37, 41, 43, 48, 50, 52, 55, 59, 61,
65, 69

Al & Technology
in Personalization

Le et al. (2021), Pan et al. (2021), Zhang & Yang
(2020), Peng et al. (2022), Bhargava et al. (2021), Singh
& Shukla (2021), Zhou & Liu (2021), Kim et al. (2021),
Pal et al. (2021), Gupta et al. (2021), Choi et al. (2021),
Roy et al. (2021), Yang et al. (2022), Dapino et al.
(2022), Tarik et al. (2021), Shah et al. (2021), Wu et al.
(2022), Wei et al. (2021), Liu & Li (2022), Kumar &
Shankar (2021), Gupta et al. (2021), Kumar & Singh
(2022), Yadav et al. (2021), Agnihotri et al. (2022),
Yang et al. (2022), Tan et al. (2022), Liu et al. (2022).

24

1,4,7,9, 10, 12, 13, 17, 19, 22, 26, 29,
31,33, 35, 38, 40, 42, 44, 46,74,
83,86,90,98,104,
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Ethical & Privacy Challenges

Despite being the inseparable part of the marketing mix, the rising adoption of personalisation and customisation with the
alignment of Artificial Intelligence has raised a major question about the privacy concerns of the consumers. The base of
personalisation is the collection, integration and analysis of the customer data from various platforms. There are times
when this data is misused by certain companies or may be by third parties who are hired for data analysis and to manage
algorithms. Nowadays the digitisation and globalisation have led to the spread of the markets across borders as well,
which again hampers the local policies and laws. On the different side of the coin, the users also agree to the terms and
conditions and policies without reading them properly, which can again be a matter of concern. Overall, the misuse of the
personal data of the consumers can adversely affect the trust towards the brand, ultimately leading to a dissatisfied
customer and negative public image. Additionally, over personalisation can make the consumer feel pressured and can
make them feel that they are being manipulated. Therefore, to avoid all these issues, the companies should ensure that
they adhere to the ethical guidelines and ensure the rights and privacy of their valuable customers are being respected.

Limitations

There have been certain limitations in this research paper, foremost being that the research is not industry specific and
does not explain how different industries adopt the personalisation and customisation strategies. Also, the continuous
advancements in the technology may lead the results to be outdated very soon, which requires the data and techniques to
be updated on a regular basis. As per the review of 106 papers, a very minimal percentage is empirical, based on the
surveys and feedback of the customers. So, it is recommended that more evidence-based research be done in the future
and with a greater span of years so as to get a holistic view of the topic.

Conclusion

The ability to give tailored products and services has become a necessity in today’s digital world, and it is not only required
to face the competition but also to manage the existence of the organisations. Successful personalisation programmes yield
more engaged customers, as it increases convenience and reduces decision fatigue. Apart from this, these strategies
provide a sense of being valued to the customers, thereby building a long-term connection to the brand, which ultimately
fosters the overall sales and performance of that particular brand. Additionally, to the sales and performance enhancement,
personalisation and customisation lead to gaining a competitive advantage for the organisation in the dynamic
environment. At the same time the organisations should take into consideration the ethical and privacy policies, thereby
maintaining transparency with their consumers.
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