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Abstract. The age of mass-production, which has been going on for a long time, is
changing due to market saturation and the maturity of the customers. In recent years,
the needs of customers are diversified and there is great demand for the supply of products
that meet those needs. From this kind of circumstance, customized products are beginning
to attract attention. Customization has good and bad points in the same way that ready-
made goods have. With a little patience you can get low-price ready-made goods on the spot
compared to customization which, unlike ready-made products, requires time and money.
On the other hand, there is something undoubtedly attractive about getting a product that
specifically meets your needs. Therefore, how do regular consumers feel about customized
products? For both companies that want to come up with new needs, and consumers who
want a product that matches their needs, customization can be a new step. However, in
research on customization that has been done up until now, there have been few trials
that try and get the whole picture. In this research, we have carried out surveys and
analysis in order to get a tendency of regular customers’ intention on customization and
we introduce our results.
Keywords: Customization, Factor analysis, Factor, t-test

1. Introduction. Mass-production became possible thanks to the industrial revolution
and it is now possible for consumers to get all kinds of products at low prices. However,
in recent times, the market has begun to mature while continued saturation and the
liberalization of trade. It means that it has become difficult to differentiate in products
or services and the price cutting wars are intensifying. Excessive price wars put pressure on
the profits of enterprises. They can be the cause of unstable employment and salaries, and
may even ruin the company itself. To that end, marketing that avoids getting involved
in price wars has become a very important subject. On the other hand, the needs of
customers are diversified and there is great demand for the supply of products that meet
those needs. This is the economic climate that has led to companies being flexible in
their response to customers’ needs, meaning customized products are beginning to attract
attention.

These kinds of social trends, combined with research into customization have found the
importance of customization and frequently the significance of customization has been
discussed since around 1990 [1,2], and many kinds of research were put into practice.
However, the focus of most of them was on mass customization. In order to make this a
reality, a lot of research was carried out and a lot of lively debates were held [3,4]. From
the 2000’s onwards, there was a lot of clamor about the importance of the marketing
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of collaborative value creation, or value being created through the mutual interaction of
consumers and companies [5,6]. Also, research focused on purchasing behavior associated
with customized products like consumer expressiveness [7], experience of using a past
version of the product [8] and evaluation [9], is being carried out.

Even if you are not 100% satisfied with the product, you can get your hands on low
cost, ready-made goods in an instant, while customized products take time and money
to create. On the other hand, there is something undoubtedly attractive about getting a
product that specifically meets your needs. For both companies that want to come up with
new needs, and consumers who want a product that matches their needs, customization
can be a step in a new direction. However, the customization hurdle is just as high as ever.
In this research, we carried out a survey in order to get regular consumers’ opinions on
customization and to certify a general tendency of them through analysis. We introduce
our analysis results in this paper.

In this section, we introduce the coverage of the survey and sampling method. In the
next section, we explain the outline of the analysis. In Section 3, we report our analysis
results and we make a conclusion in Section 4.

2. Outline of Analysis. We made a questionnaire about customization. The question-
naire aimed to certify consumer’s intention, impression and motivation for customization.
This survey was carried out online by a monitor from the survey company Macromill.
The total number of interviewees was 720 (360 men and 360 women), aged between 20
and 50, and they were divided up into 6 age groups without any bias or polarizing. In
these interviewees, those with an experience of customization and those without an expe-
rience of customization were mixed (experience: 196, no-experience: 514). Consideration
was also given to where they lived in order not to have any tendency towards one city,
area or region. It was carried out over the period from November 15th to 19th, 2013.
We extracted 15 questions related to the attraction and concern about getting products.
Those questions are varied, and the pleasure or personal preference for customization, for
example, “You can get a product that matches your size. Is this attractive to you?”, or
“Do you worry about the increase in the price of the product?”. Here we have to omit
the questionnaires for want of space.

3. Analysis Results. The results of 720 peoples’ answers from the survey were used as
the basis for analysis. In this section, we introduce our results.

3.1. Summary of the interviewees. 27% of interviewees had some experience of cus-
tomization and 73% interviewees did not. In regards to difference by gender, it was
revealed that 22% of women had some experience with customization, while 32% of men
did too. (Figure 1).

Figure 1. Ratio of men/woman with experience
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Figure 2. Number of people by yearly salary

As for income, people with a yearly salary of up to 5 million yen made up nearly 84% of
the total interviewees, meaning that 16% people get a yearly salary higher than 5 million
yen (Figure 2). The group with a salary of less than 100 million is the largest.

3.2. Analysis of the measuring of opinions on customization. In order to analyze
the attraction or anxiety of customization for the consumer, we asked 15 statements.
There are 5 options for each statement, ‘agree’, ‘slightly agree’, ‘neither’, ‘slightly dis-
agree’ and ‘disagree’ as an answer. Upon checking the scoring distribution of answers
for 15 statements, there are no particular options where over 75% of interviewees are
concentrated, so we applied all items without exclusion for analysis.

Then factor analysis was performed on those 15 statements. The changes in eigenvalue
were 6.02, 2.94, 1.25, and 0.86. Because there were three eigenvalues over 1.0, and taking
the inclination into consideration, it is considered that three factors structure is appropri-
ate. Then, we performed factor analysis once again as the three factors (principal factor
analysis and Promax rotation). The final factor pattern matrix after rotation is shown in
Table 1.

The cumulative contribution ratio before rotation was 63.12% for three factors. The
first factor consists of 7 statements. In these statements, buying customized products is a
kind of self-expression; it makes you different from others or the customizing process itself

Table 1. Factor pattern matrix

Item Factor 1 Factor 2 Factor 3
Q5 Personality 0.8297 0.0196 0.0416
Q6 Show off 0.8185 0.0558 −0.2001
Q7 Unique 0.7473 −0.0032 0.0741
Q4 Originality 0.7226 0.0325 0.0972
Q9 Select 0.7054 0.0131 0.0802
Q8 Information 0.6384 −0.0730 0.1197
Q10 Opinion 0.6233 −0.0832 0.1774
Q13 Mental −0.0008 0.9236 −0.0636
Q14 Physical 0.0333 0.8725 −0.0617
Q12 Time −0.0310 0.8562 0.0498
Q15 Image −0.0222 0.4372 0.3283
Q11 Price 0.0304 0.3770 0.2718
Q1 Size 0.0200 0.0434 0.8313
Q3 Design 0.2089 0.0422 0.6965
Q2 Taste 0.0654 0.0100 0.8098
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is exciting etc. So these statements are related to mental self-satisfaction. Thus, we named
this factor the ‘Mental Fulfillment’ factor. The second factor consists of 5 statements. In
these statements, customized products are seen as expensive and risky. Furthermore,
customized products require time and money. So we named this the ‘Anxiety’ factor.
The third factor consists of 3 statements. These statements are related to attraction of
products that meet consumer’s needs, size or design etc. So we named this factor the
‘Matching’ factor.

3.3. Relations among criteria under each factor. By investigating the mean value
of criteria in each factor, we certified internal consistency among those criteria and each
factor. The alpha coefficients of each factor are as follows. For ‘Mental Fulfillment’
α = 0.90, for ‘Anxiety’ α = 0.83, and for ‘Matching’ α = 0.88, so enough values are
provided. As for correlation of each factor, a value between Factor 1 and Factor 3 is
strong (0.67), and the other correlation is weak (Factor 1 and Factor 2: 0.07, Factor 2
and Factor 3: 0.07).

3.4. Comparison of factor scores. We performed comparing factor scores by yearly
salary and age.

Figure 3 and Figure 4 show the average of score points of all people and ratio of
people with experience of customization. They have already had the opportunity to try
customization. The higher point is more attractive in factor 1 (Mental Fulfillment) and
factor 3 (Matching). In factor 2 (Anxiety), the higher point is more anxious. So in Figure
3, the people with 8-10 million yen per year feel much attraction in ‘Mental Fulfillment’
and ‘Matching’ and feel little anxiety. Considering experience, the real ratio of people with
8-10 \MM is the highest and linked to the result of factor analysis, and the people with

Figure 3. Factor scores by yearly salary

Figure 4. Factor scores by age
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Figure 5. Spare time and expeience

Figure 6. Factor scores by gender

higher salaries tend to have experience of customization. In Figure 4, the younger people
feel attractive in Mental Fulfillment and Matching. In the ages 35-39, the people do not
feel attractive in Mental Fulfilment and Matching. Considering experience, the real ratio
of age 35-39 is the lowest. The people aged around late thirties tend to be responsible for
their jobs. So we surveyed a relation of their spare time and experience. The correlation
coefficients are 0.61. We show averages of five-point scale of a questionnaire about spare
time by each age group and a ratio of experience in Figure 5. According to this result, a
graph of spare time and experience is relatively closed. The people in their late 30s up to
early 40s do not have much spare time.

The ratio of people with experience in their early 40s is high unlike the late 30s. How-
ever, Figure 4 shows both of the groups do not feel attraction in Mental Fulfillment and
Matching factors compared with other age groups. Then it is considered that their spare
time relates to attraction and the motivation of customizing products.

Next, we considered the factor scores of each factor from the viewpoints of experience
and gender. Considering the total number of people, the factor scores of men are contrary
to those of women. It is certified that the factor scores of men and women are significantly
different with a t-test. It means that men and women have quite a different impression
of customization (Figure 6). Next we separate each gender into two groups, experience
and no-experience groups (Figure 7, Figure 8). Figure 7 and Figure 8 show that men and
women with experience see the attraction in Mental Fulfillment and Matching, and both
of them are not anxious about the risk of customization. It means a similar tendency is
seen in men and women in case of experience.
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Figure 7. Factor scores by men

Figure 8. Factor scores by women

Table 2. t-test by gender (experience)

Factor Men Women p-value
1 0.241 0.279 0.7760
2 −0.229 −0.237 0.9617
3 0.204 0.485 0.0110*

(*p < 0.05, **p < 0.01)

Table 3. t-test by gender (no-experience)

Factor Men Women p-value
1 −0.240 0.026 0.0015**
2 −0.010 0.169 0.0245*
3 −0.402 0.124 0.0000**

(*p < 0.05, **p < 0.01)

So we performed a t-test to certify the difference of factor scores between men and
women (Table 2). As a matter of fact, the differences are not seen in mental fulfillment
and anxiety. The matching factor is significantly different (5%) but score points of both
factors are large positive values. In case of no-experience, the tendency of men and women
is completely different. According to results of the t-test, we got significant values in all
factors (Table 3). Especially, all values of men are negative and those of women are
positive. So in the case of men, they do not buy customization products because they do
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not see the attraction in Mental Fulfillment and Matching. However, in the case of women,
it is to be considered that their anxiety puts a stop to buying customized products.

4. Discussion and Conclusions. In order to understand consumers’ intentions and
behavior toward customization, the investigation was executed by a questionnaire and we
analyzed the answers. The analysis gives us the following results. The number of people
with an experience of customization is much fewer than those without any experience
(27%:73%). With regard to gender, it is significantly shown that the number of men
with an experience of customization is more than that of women. As for the relationship
between salary and experience of customization, as the yearly salary is higher, the ratio
of people with experience of customization in the same category grows up.

We performed the factor analysis in order to certify how many factors make a con-
sumers’ intention and which factors work strongly for customization. According to this
analysis, the concerns of consumers about customization are made up of three factors,
‘Mental Fulfillment’, ‘Anxiety’ and ‘Matching’. For total interviewees, interest in mental
elements such as personal expression or enjoyment in the production process is the most
interpretable element of customization. Concerning ‘Anxiety’, many consumers are more
interested in ‘Anxiety’ elements than ‘Matching’ elements.

As for the gender gap, for all factors, men scored significantly lower than women. It
means that men are not anxious as much as women are, but they do not see the attraction
of having their needs met either. We are interested in this point, because the number
of men who have customized before is significantly more than that of women. However,
men do not feel a stronger attraction in ‘Mental Fulfillment’ or ‘Matching’. Conversely,
women feel attraction in ‘Mental Fulfillment’ or ‘Matching’ but many women have not
experienced customization yet. It is considered that ‘Anxiety’ is considered a key factor,
because women worry more about the elements in the ‘Anxiety’ factor than men do so.
So it is possible that the ‘Anxiety’ factor puts a brake on customization for women.

In this study, we surveyed consumers’ intentions and behavior toward customization
and the relation between experience and yearly salary, age, and gender through factor
analysis. These results give us one of important solutions for a decision on marketing
strategy. In future studies, we would like to analyze relationships between attributes
and customization or relationships between attributes and specific customized products,
because demand for customization will increase more and more and also because it is
expected that a carefully thought-out plan or close investigation will be required for
market strategy.
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