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The Configured Society

Seiji ENDO

Abstract

Customization has existed for years. Currently, however, Customization is a different
concept from what it was in the past. The Customization system has been improved not
only by the involvement of countless courageous innovators, but also by improvements in
information technologies. Consequently, business activities and our daily lives have been
drastically altered by the system. At the same time, Customization comprises several
critical issues, such as choice conflicts and the complicated relationships with various
partners, including the final consumers. The purpose of this paper is to discuss previous

research and outline directions for future research.

TLDIZ

BAE @ Customization!’ i 17 CT&H % “Mass Customization” & 9 il i 75, Davis
(1987) 12X o THEAM SN THLIFEESCARBL L) L LTWwD, TOFHER, “Mass
Production” & “Craft Production (i.e., Customization)” ® XV v b Z @& L2 E Y A
TARBIRET LI LA EININA Ty FIWEMAHETH S, $72, TOHEIC
1, BLRIGEM T & SCRIVEM 2 ME LZZEROATEL TS, 2F), =Y =
TROLOHNEHBEAPLOHUNOBMETHY, TOWE % D% H DA Mass
Customization (MC) THh b, €Dk, KEZHULII, A HREHEDS, B AY <A I8
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- T, MCIiZ, Hi%&I % FEL T % Co-creation & Personalization % H % 7¢ JLHERY &
ELTHREN TS, 2%, RELHRLEDOBEEMNT, Dyadic %1561 & 285
(i.e., Goods and Services) DAl EIFF 2 R — b T BT AF L ThHh b, FNiZ
Marketing DEE LR T —< D —2Td H 5 H (Kotler, 1989; Peppers and Rogers, 1993;
Shaffer and Zhang, 2002), #®JE 51X, b I ¥ HEFEZ B & L7z HARE O EZE ) HL
\ZBA%E L 72 Lean Production® 12 %, SO Y AT AlE, £ OKREOBEENFATE
72 Mass Production £ ) &, 7L ¥ 70UV C, BEENNEZTOY 7 ay - VAT LE
= HENMEK S (Womack, Jones, and Roos, 1990), L2*L, ZTDO Y A7 A3, wEHEHE
D=—AudHLFEPRY) ANV AT ATED S5, T LAMBRNEE KO Z 0 BIR AR
DT HHE S AT DNICEEEI N LD TH S (e.g., KEIRETU, KANBAN, and Just-
InTime)o 2 % 1), Internal Customers (NH% @ fE¥F) LY 774 ¥ —ITHENE Y
T, %o L oBRMEZRRE, HRWHEH LAY AT LA TH S (Westbrook and
Williamson, 1993) o

Z 2T, 19904 KR E E RN D EEE DL o 3¥1E, HAE OB 3D Lean
Production (27 H L, Mass Production ® £ Z k&K LoD, [RHIZZ DRI TDH %M
T, Hree 728 WTEREKDSL WRE S 27 4%, Lean Production ~ & 47 L
DD, F7z2 RHAD Production ¥ 2 7 A DL EBEL TV oD TH b, TDOMHD
—%%, "Mass Customization” THh->72c 2% 0, MC &, Lean Production & £ » ¥ —
Ay bExpLELAy b =27, ROZNRCHTIMA LT 7 70T — (eg,
Electronic Data Interchange: EDI) # A MICHATAFHICIVEIFNLTATLTH S
(e.g., Simonson, 2005; Ansari and Mela, 2003) , Wiz iU, i%EF, 8% 330, Wi,
WEDZENZFND A v b7 — 2 % Information Technology (IT) #FJH L CHHEA LAY
ZAFhEEIELHEKD, 2O MC ORHIE, PWEH%E (Internal Customers : fEEH)
DI 57, External Customers (FMEBHH% : HEH X BtoB /3= M F—b &) %,
IT 2 CTHARIEET T AHBOIZSME L L[ TEINTZ VAT LATH L, £
DFEIRT, MC %, “Craft Production (Customization)” & H.#%9 1%, “iCustomization
(Internet Customization)” @ % 1 “eCustomization (Electronic Customization)” & \»
SRRV S LI,

BHOMCHALIZBIF AL DA AT <4 ZEFHERMEL TV L% (eg, Del
Computer Corporation) &, ZY V=72 Ea—%— - H A4 TV A% EDIT H%ED
GEPLREFTTERL, =T T4 YRR LHF O % EOMERR I, S D
Kex %7477 #EALDD (eg., complexity, choice, and value), k4 7 S2ERGH) % 3@
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UC, MLk h Ay <4 ARG Z TG~ L 72,

ZORFEGFH O —>Dr — 2D, 1980FERELOMB O MC KA LIHEL T 5
Timbuk 2 T® %, Timbuk 2 DAIF# TdH % Rob Honeycutt i&, UIFDZEZ { OKEDHEE
K EFMIZ, JustInTime (JIT) = EOHARBAE Y A 57 LB T I N, FhEMH
OMMTIT LRIGSE, MEADOMC Y AT 24 (FHA », ZiE, #E BEoto—HY A
TL) AL, AverIr— - Ny TOH R4 XEGO ML IO San
Francisco, CA, USA IZAIfX L7z TH 5 (cf., Timbuk2.com), Timbuk 2 1%, HBfETH 4
FEPLR O—D & LT, HiJt San Francisco TA vty Vv — « Ny ZFZ28ELTWDLDHA
5, WE, £V FARTT, XM FARETHOREL, MRNEOH A Y <4 A8 L%
LT TVE, 2OXIITMCORHE LT, KENESEORWEEENTD, &
HREEE, BLERMAMRIES L) 2 ) v B Y, ENOEHENI E BENORGO
A R > T b,

L7 L, Customization &, %3 L dEEZHIHMEETEILV, DY AT AEZH
L., E7T51203, Mc RIEIEE L TWb, 206l LT, MkOFHRMERL RGO
BIPE DTN BT ML AT 5N L, Thid, REMOMEZT TR, WEHE
B I ICHBEOL L LEETH Y, ZRIHRL LT, FHRFWEZK T SEL2HITD
Db D THAH (Huffman and Kahn, 1998; Dellaert and Stremersch, 2005; Dellaert and
Dabholkar, 2009; Endo and Kincade, 2008; Hildebrand, Hdubl, and Herrmann, 2014) .

/N Tld, Customization MFZEIZ BT 5, k4 i@ % U, Customization DFEEN 5
BRETONBOEBLMEDHNEZ LY 2 — LTI, £LTREIL, S%D
Customization %2 J5 114 & Managerial Directions Z#/R L T4 <o #I T, /N TD
e ) 9 34729012, Customization & 32D 7 = — XI5 T Tim LT L -
7 x—A T (19804 ~ 1990 ATF), 7= — AT (19904F AL ~ 20004F A Hi
), 7 =M (20004E e ~ BILE) o

Z L TTable lix, ZhZhD7 =z — XL ZNETNORROELWET —<2m L bh

WA RLTWD, £/, 72— AXMIZBWT, Standardization & Customization ?
Integration BIFFZEI2BWT, MM ZMITLTWA 0, F7Z2WHAELRFED S MEHIRE
NTWRWI EE/RLTWD, €222 % Choice & 312, 4# D Customization HFZE D
WHEEDSFAEL TWB EEZ TWh,

Jrz—R1

Extraction Period: Mass Customization from Mass Production

HAL D Customization 1%, ITZiGHL, BEELEDOXDMA G2 E 0T, B4 il
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Table1 Customization Research

(a) Case Study =
(b} Product Typology >

(a) Consumer behavior >
(b) Web Design and
Performance

v

(a) Choice >

(b} Integration - - -

PHEAMTIATLEWVRE S, 22 THIT L1, Information, Communication, Mobile,
Networking technologies % % & & ® & 3 % (Rust and Huang, 2014), — 75, Craft
Production K@ Customization %, B AEE IV THEZRITEALEL L,
HORNIZEF AL L T ARVERZELL, TOEXEZIT CTREIEELREL, %
MBS Z DR EBERCFETE V) 7O AR ERET VAT LA THST. b H
% A Z @ Craft Production ¥ 2 7 &A1&, BIFETH AL T 525, Bl Customization
VAT A, ZOEEHTOEBENEROL DT O AZAL VY =%y PEALTIT) &
RIS, B4 GEBMSNTBRLT =5 =20 L, FHlHrREOZEEZFHL, T
& B EURAMAR T, BRI R ISR 2 R 5 D TH o

& 512 Customization (¥, IT #ERffi L (e.g., Visual technology), BEH 7ot 21281}
LRk A AP TEREIS 2L, BERMEZRHOTE T, BIZIE, A=—7—Thh
1, MARRIIGRIRI N 2R T A VAT 7 — ICHRIFICI ) SR, ZOBINZFERL
EHTHIEDWERTHY, EOICREMHERAVPRFICTELVATLTOD D, T2, IE
SCIRIE R AR S & 2 IR T E 2, COHMIZHMICRZ 275, DAk a v ¥
2.— % —& CAD (Computer Aided Design) 7 & O Efli CHMEZR Y 7 by =7 — %2 FER=E
THRALZFIEATETH 720 TH b, 2F ), RMEEFEFMHEICFHHAT L2 L1,
R TH o720 ¥ 512, EDI (Electronic Data Exchange) % GPS (Global Positioning
System) D EALIZ L B T T4« F = — VI X B KKK o EAF O mAL D
Customization D K2 & o TEELKZHZRIZLTWE, ThHDT 7 /0y =¥ —
E2IE, BETIE, 13EA LD L VI T, #EHFEES»S TOHMHEPTRETH
5o

ZZT, 7x—AI Tk, MCoOWOr —2EWigEx1Lva—LTw<l, #LT, Z
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D% Extraction Period LR Z L1295, 2F ), MC %%, Standardization 1Tt
IbL, RN, SWEhziite S 2% (eg., Davis, 1987; Kotler, 1989; Peppers and
Rogers, 1993; Silveira, Borenstein, and Fogliatto, 2001), Zi%, HARBAE S X 7 4 2%E
H 2O T W 7219804E 80> 5 19904EM 12 72 2T & 0 (Swaminathan, 2001), [A]EF
2, A vy —A4y b, HRMICE L LD 7R TH H 5,

Pre-Extraction Period

9, SHOHEmE AL — AT HED B 21Z, “Mass Customization” 2SHIfEIZFE K S
% H OWCE MRICH T 50 MCIZBWCTEHEZRKRA ¥ ME, YavEr TR L a2
F2TELETBIR, M4 ZHRECHBZRT2 L VH)ENH L, TNEWHICL
THMMiDA 5 —Fy b THAE, LrL, TORDA ¥ —% v boOFAIL, FLEEF
REFHERBICRE SN TR, —RIEEE LKL 2B TR, BRI B
VAT A ERESN TV o T, TOEHD/MREREICBWT, EiFLHEZFIH
L7zh 5 a ZWREDBREA T DN TR T H o720 ZDRK%, W50 7RG AT 4
2, A ¥ =2y b EIIBLEZ S0 (eg., Amazon.com) 7%, HIHT LT &I12Xk b7
YU rEFEIFERO BT 2L e hb, LrL, FRURIIMAELHEEL
OBRMEZHE L, ZOMBEEMERNT 2121, FEFRICHBE I 022550 TH->
720

—7J7C, Businessto-Business (B-to-B) OFTix, 4L OO0k L MBS II T
W, Fv FT—=7HROFKL VB H, MC ¥ AT AD#ADESHIHEA TV, BlX
¥, EDI (Electronic Data Exchange) # lf® & L72Wiw &+ v b7 — 27 % XE®
Transportation Data Coordinating Committee % HU.0MZ/NFESE & SREEANE WK X TV o
720

TR KD /NFERFETH S Wal-Mart 1, EDI 2 FIH L CHERIER D 7 — & — % B4
FLIATL (BITD) FT, RN EREELZED TV, EHIT, =M F—Th2
#i&% (e.g., The Procter & Gamble) & OIE#ILAH (Fi2, WseHhm & A HIRE) %
T, REO PRI ZIREL TV o720 TH %, FEEZ, CPFR  (Collaborative
Planning, Forecasting & Replenishment) {2 & V), WKL 7F—F% —20UEL, WL, W5
FHEIT, ZTOERENN— M F—LETHILITLD, 5% 25530 % kil %
L L720DTdH A (Walton and Huey, 1993) . F X212, Wal-Mart i, ZIRMLAEES X T
&, WAy b7 =7, WEEY AT A (I, fEREH) 2 AE Of R B R L7
EDI v M7 =22l LThRE L (BIF72) OTHL. Sz, 2 21T/
BUF %% — ¥ 2D Lean Production DJFEMAFHAE L 720D TH Y, JIT & EDI 25y S N7z
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N TdH % (Sanders,1992)c LD Y AT A7, %O MC ¥ AT L OFEOER R %EH %= 4
2T DTHb,

ZO%, WY AT AIBITLREDORE RIERDOWMNOBETH HIHERE & REDNEHR
RAHAS, 4 v & —4 v bOERIIEL, ¥ VT, Ka A FTHfEL oD T
Hbo T, IEFITHEE ML HEFEOMOECEEIHIR L, HEH L OBEENE
RWBLTHAY YA AR ARMT 5 MC ¥ A7 A 0BAEDH KD Hi> 7D TH %,
DF D, FRALGERLHBEELEE, BEENICHEEO = — XIS T 2 H05 WL o
72D TH %, Ziid Mass Production L LRI @ Craftsmanship Production LD 7 2 ¥
XA REPEY AT LDOFERBETH L HEAFE 2R LoD, #HIKLEOH 5 W LR E L
A5 =%y be@UTRITFLZECHED LIV AT LD TH LS, 52 ud, MC
1, Lean Production # X— A & L, IT 1k & N 7> Craftsmanship production ¥ A 7 & & 3
B0 LN,

Extraction Period

Z DR ARIZ, Pre-Extraction Period |2 35 1F % #& fiff Bz B % #% T, Mass Customization
(MC) 2ME4 2L L, BROSNIMIIEERRERICER S (ie., Extraction) LT
% 7x—AT1 (198040 ~19904 LR 1) 0 S 512, Z ORAIE MC ORI TH
D, FLF YTV ETOFEFHIIEAEHFLEL TRV TH o7, 22T, =Y
=7 55Tl Duray % Tseng 7 &%, ¥ ¥ % 2458 Cld, Davis % Kotler 72 & Z  [R
LNTWIZEE DS, TOWREMICEHR LT, 72, REEHICEV T, HAMEIHE
H25EARNTW7: (Nakajima, 1996; Kotha, 1996) o

FIFEC, KRETH19844E121%, Michael Dell 25, 8=V F )L - 22— —I1ZBIT 5
HAY XA ZWmOWFBEGED 2o S 512, 804ERTHE}:® Timbuk 2 R19934F 1214 Levi
Strauss & Co A A I A X - V=Y ZORMZFHIBEL T b, ZORRDOHRLIHA RS
<A RBGIE, I a—F—, TNV, HEREZ EDET SN T W/ (Siveira,
Borenstein, and Fogliatto, 2001)s L2*L, F7ZMCIZZT L —HomEELBBIIRES N
THY, Babise, WEETEHE HmITEORE L TIEE > TIIWARVIRRTH -
720

7z —R1
Comparison Period: Standardization vs. Customization

7 = — X 1 : Extraction Period L%, 19904EfCHEE 2> & 20004 CHT O %2 7 = — X
I : Comparison Period & -5, > % 1), Customization & Standardization % K3 %
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& T, Customization & 3§ 2R TH o720 Z ORI B & B4 DS, 2,
£, 77y va vEELREORA LA AT <4 ARG LB TE
(Silveira, Borenstein, and Fogliatto, 2001)s X512, £ Y ¥ =% > bR EDIT OE KT L
D, WEHEIIMCIR/MEECHER LTV o7 2F ), ZORRIC% % & Business-to-
Business (B-to-B) %*5 Business-to-Consumer (B-to-C) ~& MCiGHBEJIZILAL TW &, 4
RARED, FRA GEGME, MRAGETRIEZHATH 2, 312, MC ORERRLTD
Holze TOEHOHRTHIETHIERL TV B DRI, Timbuk 2 X° Nikeid TdH %,
Timbuk 2 X, A vty T v =Ny 7% Nikeid 1, FII, A=—"—DH AT~ 4 XH
mZ AL T o,

ito T, ZORO MCHIZETIZ, O &R M4 Lo B~OWRERE
DT =<k S b X 9 127% o7z (Piller, 2004) o §§i2, 7=z —X 1T DRREIZELRD,
Standardization & D HEIZHB VT, MC DR LAz 0§ 5K E Lo Twolz, £
g, MRS, BREEfRBG 2 s L, BOEL TV B D, MC I 2 &R Z DI e
T2 dE LT e, ZOREMEH SNZEKRTSH - 72

BB, ZOLH)BRRTT, TO5TOELE LRSS TH 5 Mass Customization,
Personalization, and Customer Co-Creation (MCPC) 7%, 20014f iZ Hong Kong University
of Science and Technology @R A MZ X VR L72DTH 5B, THLIE2F B SIS
n, HEFThwTwd, 2O FE7% 5 —~<Ii% Choice Navigation, Product Modeling,
Manufacturing Systems for MCPC, Open Innovation 72 &35 F 6515, £OHT, Ok
W OBEFEDOWIEH O— N TH % Duray (2004) 1, MC B LIS, LA,
TETEB OBEEICEH L, 4 OREEOWH 2 ZRE L OO REHEY AT L2 it
L72o 2Dk, MCIGEIDA ¥ & — % v FDFRIZHECNTEENEILRT HI2ONT, <
=TT A Y TMREDKA T Ta—F T, HEETEHE P OIIONTS X ) Ik T
o 72 (e.g., Huffman and Kahn, 1998; Dellaert and Stremersch, 2005; Endo and Kincade,
2008; Dellaert, Donkers, and Soest, 2012) o

& 512, Simonson (2005) &, MCIGFBIOH TOMETEIO 0L AIZEHL, # A%
XA ARG T ZHBBEOME T A 2R L7 (Figure 1)o L22L, A AFTA X
BAOARZAL L) &35 59 REEATEZ 3 2HEFIIBEN T, BEMITE, B
LR E ORI BWTITDNL D TH D, 0T, HAY <A XEEZ, KEBEITHEE
LB OHICHIAT NS X 9 127 5 Two 72 (e.g., Nike.com and Nikeid.com) o

FNZEBLE L CTH DL, Customization > A 7 4 7% Standardization > A 7 AN & A &S
N7z2wv9 X1 b, Customization 75, Standardization ¥ A7 A DHEE IR A LT
MESNIZYATLADEIICbHAZ %, H5H\IE, Standardization % Customization 12 fk
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Preference development

¥

Evaluation of the offer

U

Acceptance or rejection of the offer

U

Maintaining customized relationships

Figure 1 An Overview of the Single Process

Source: Simonson (2005)

ARFNTzE VSR b Litev, U3, #4 (e, tangible goods) 721F T
B4 e — ¥ A8 (e, intangible goods) IZHIERKL TV o720 TH S, Bz, X
PN HE:, BERFE R EY—UERXEMOH AT <4 AP H#EA TV o7z, BIZEHED,
Bea e h A< 4 AR mzi_EL, W5E$ 5 &) S8 Customization A5HERE L 720
2 F 1), Consumer-to-Consumer NDIEHTH 5, TOWHEEZHR— T H50EOHL LT
13, Lego.com % Zazzle.com 72 ESFIF BN 5, I ® X 9 1T Standardization WL 2> 5 45
t. L 7= Customization Wf%E(%, K& IZ Standardization & DA D HIANEA TITL DTH
5o

7x— X1

Integration Period: Standardization and Customization

OB (72— X1 : 2000448t ~BIfE) 1%, Customization & Standardization ®
SORLMMEIZEY, MIATL2OEIVPEYVI LS Lo TEZ, bHAHA Zazzle.com
? & 912 Customization (2L L 2 REDAFAET 575, (3L A L DAL, Customization
& Standardization % ¥BEIIZHLA GO BREEZRMT L L) I hoTwoiz, 72,
ZLOBRFEDHAY A4 XA, 72— AXADEHITEARSARYIA X&UED DD
T %L, HBREERMICEVWRBIIZPOBED=—X BIZIE, AT, V) &
MABREREDOHAY <A XNEALTE/2DOTH %,

Z0r —AD—27%, Nikeid.com TdH b, DA T, Nike OHENE S 2 B % %
RL, D2REDOEZAASIA ALY, BHOAHTZ ANTZ) T HREICL, BHED
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| Evaluation of the offer: I
I Customization and/or Standardization |

1
|  Acceptance or rejection of the offer:
I Customization and/or Standardization [

U

Maintaining customized relationships

Figure2 An Overview of the Integrated Process

HHEEW TS AT LI > Twh, F72 Apple.com T, MEE AT U DICHER
XN, ZTIUEHLIMEORIE BIZIE, AE)—RAN—Y) ZRIRINDLE Y VT
BYATLHIZTIT - FHEAL VL TH b, X51Z, “Talk to a Specialist” & & 9 7 i}
FAXNEES, BEEEENETLZET, DAY DGO L R ERRET 5
VAT LEWEL, P—CARGBON RS A ZLBHEEL T D,

D EH1Z, £ OHEHIE, Customization & Standardization @&\ 2D\ Tilakd
2Tl LICYavEryy - TukAIIBML, YavErreRLORE o7 €
DFER, 7 = —AMIZ7% % & Customization 721F #Wf7E 3 B 3CiE, KELD %L %L->T
&7z, ¥ L 5 Customization & Standardization (23D FEE T % Choice DHER ¥ =
vy ¥ 7 - %4 MIBWT, Customization & Standardization % KA T 25 2 &
T, HERBORMEEBT 2 LFIC, HEEOHLEIICHFOTELYavy YT T
0t ANOWFEAEH % 21T & 72 (Bharadwaj, Naylor, and Hofstede, 2009; Endo and
Ono, 2011; Hildebrand, Hiubl, and Herrmann, 2014; Zhu and Ratner, 2015) .

ZZT, 7x—AXNT/RL7, Simonson (2005) OHAY <4 A@GDT a vy ¥y -
Tut A% b L2 (Figure 1), BEML A AT <4 RBF I T Dy 3 v €
7 - 7t X%HRT 5 (Figure 2)o 2% ), BIEICHBEZIL, AR5~ A Jilink
BREAL G & 2 L DD, Y av ¥y s - TUuLARZBMT 2D THL, 512, HA
AR % BT LD, WA AEGTHLEEbN 27 2 — AT &, EERELR
DR ) DL RV TEIUEA R TR LD TH D, EHIZ, H—EADMTD, I
Wk, WETTR T v E Y IR ERRA AR A X - = CADBRPAHINL
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TWwb, £hix, &2 % TH Customization % D7, & %5 7% Standardization TdH % 2>
PREAENI L > TEZDTH S, 2F 1, Customization & Standardization @ FiFil
ELDTH %,

o

General Discussion

N TIE, 2 F TO Customization D7 — A L EIEMIED LV 2 —%2 B I o> TX
720 W2, 4 % @ Customization if 2 o F 1k # i3 5 & ML, 5% 0D
Customization (23 % SEIGTIO F L FH LT <o

Directions for Future Research on Customization

ROV E 2= LEFOINETOMEZAL T, KD XS % 3 OO A% 5
KT D
1) Choice conflicts

21 F To Choice Df%EIZ, Standardization ®43#F 12 B\ Thk 4 % FZAEIFFEA T b L
T &7z (Bettman, James, and Park, 1980; Simonson and Tversky 1992; Iyengar and Lepper,
2000; Chernev, 2003 ; Zhu and Ratner, 2015), ##1%, F1Z Product Assortment @33R
M TH o720 2% ) Mass Confusion L SHLNLMETEH %, £ D%, Customization
DR L & H12, Product Attribute O EIRPIFTEN EWFZERF RPN L T o7z Wi
AWML, 2HICE 2 A EIRT 5 D TiE 7% £ (e, Product Assortment), MR L
ZRGOEE BIZE, R THA V) OBRRGRODOLNDL L) ITH-720TH 2 (e,
Product Attribute)o 2D & 9512, & 5IZHIHE{L L 72 Assortment & Attribute DAL D
O AR 1Z, Customization W8 O HL.G I 2 E & 7% > 7D Td % (Huffman and
Kahn 1998; Zipkin 2001; Kumar, 2004 ; Dellaert and Stremersch, 2005; Hildebrand, Haubl,
and Herrmann, 2014). L2*L, ZOMEOHEN LRI FZEEIBINTIEIV RV, &
w9 XY b, Customization & Standardization D FFREAIC L 1, IS S ITBEFEMIC
WL, HEEOALLT, RFEMLITEIIHRELTWLDNBIRTH S (Ono, Endo,
and Nakagawa, 2008), \»#» W % Big Data M T& % (Rust and Huang, 2014), Z ®DIRMA
T, £7212 Customization & Standardization DAL I Nz a vy ¥y 7 - ¥4 b
TOBRFEWREFMER, FEAEZENTWAR W (Endo and Ono, 2011), & 2 T,
Customization {2 3V} % # P I 72 1 12454k 3 % @ Tid % <, Customization &
Standardization @ FHELGAL S N 72RU T T ORGSR 2 B FTEIC B 2 W78 % 6 TI7 <
FEREZEZLND,
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2 ) Qualitative Research for the Customized shopping behavior

Z N F T Customization W 7813, =M 7EZ P00 I2ATbNTE 72, LA L, Oneto-
One Marketing %> Customer Relationship Management % J§ii & 3 % Customization ffZ£12
BWT, R¥ELHEHEOBMMRELIRZ 25121, EWMRIIEE LAY FuY—Tdhb
(Endo and Kincade, 2008), 2 F V), WAK%T =4 —» 5% OHBEEDITB % 545 5
DHLEST, HrOMBEOITE ZEE LA F Yy T ay bOXIITRZ, 50T H)
ZTEI, WAWT AT LIE, 41O Customization ifFE1C & » THELFFERETH
%o

5, EEfFE L EWMEE T A2 LICXD, X KB EETENIZE L SR
S5 ENEETH S (Endo, Yang, and Park, 2012), Bl 21X, £ < DEEE X, H A
¥ A ZEGIIK LT, FEWICHLEDHY, ToRmEzREL, v P EOHEWYHITE
TIRANLD, TOmRBEOERE, DT VELRSY Y Z2MTIL2RmHEL, TONAT~A
ARG L ODHEYPIIIHEELTLE ) T — AP R R oRPBRTH %,

2%, ZLOWEEE, TOHNRAY <A ZEGBITH L TUWIZIERICHLBH Y, £
DTUEALEAAY A ZRGI L TS 2T TH %R, LLARLABY, £
DB L CTHlifiiA’d % L 8OO D b IEATH E TE L L WHIIP R VD TH S,
ZOXHIT, BRMELOLDT—F =G EZTTIEAL O WHBEDBE L WE D b,
Black box 2 Z 2L {FFIEL TV A D TH b, €I T, FIZ, HHL T O ABRDLN
% Customization (29 2 A% Emist & B MR Z 2 2 LI X D#ED T F
BEZOND,

3) Customization for the Japanese market

HARRIERE > A 7 2204 368 % 521) 72 Customization (HAREFL S5 TH®E T
) AE, BANE T, EIERE (1980814 5199011 1221 T) I8BWnT, »H o1
JERANATDbNL T Wiz, FhU, Customization & 4 ¥ ¥ —% v MDA REINS
Dni o TH % (Kotha, 1996) FEFHD A & ¥ a—ZkhiE, HATE T, 7
7Y YavEERTFAIANVEHEIIBWT, RORLmEES Tz, FKEZ, HA
{3 @ Customization iHE) & b & 12, KE{RZE D 1 4 |2 Customization DHEMEN R ST
Wo 7z, B 21X, Levi Strauss & Co. 1%, San Francisco, CA & New York City, NY 12245
AGRARADY — v AW d 5IEHERHL Tz, 22T, &% New York City @
JEEICA ¥ & T a—IZEins &, HAY <A ZEMNEHS S NTL E o> Tz, kD7
— 2, HAWSHTHRAEL T, 20K, Timbuk2 23 & LAE D77 v ¥ 3
VEEAREE, A =2y bERIFILDE LAZIT #5Rfi LT, Customization % AL & &
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By -
TWo7zDTh b,

—7Ji T, HAE® Customization &, £ Dk, FDEZZE>Twolz, LT, Bk
BHRVOLBETHIEEALEED S 2 WIREIYVTW5S  (cf,, Flynn and Vencat, 2012) .
EHI, KEZHULE L7z A <A AR, HATS TEIAREICHRTHE DI A Y
VA AR E R L T v, ECHANSTEREL TRV ORBIRTH 5 (eg,
Newbalance.jp vs. Newbalance.com and japan.Keds.com vs. Keds.com), #Z T, 7+, H
AKHidh THIF L 7z Customization %, £ Dk, HANHIZBWTHERELTI adho7z0h
EWAL, S%OARTGYICEBIT S Customization DI FEME M2 2 05% 2 5
Ns, 2L, SBOHARBERCHABGO 70— N )VIERICE W TIFICHE 23
ThHo06Thb, 2% 0, HANGHITENT, FRGHAEDOAL ST, HEROZLD X
E— F2#E L T A RUEDOH T, FIRIZEALITH IS T & % Customization 1, JEHITH
WHEVATATHLINOLTH b,

Managerial Directions

Stk R BREHERPAE CNAEED = - ZANOHISICH 4 B5NDLTH S
Vo TOMR, TTEITEADORVITINERY, ®BmZ 4 74 7 VITHEIZELSZ), &
IR EME R B CTHBIEN» 2 2 WEEED 5, FRC, HEEFHY, £
DOBRPFOL SICHIZEALZ LTV THA ), T 3T, RYBOEKTO Tyranny of
Choice DUiE ) TdH % (Schwartz, 2004) . 5%, ©FEE, HIZENLH 2B KL
Z OGRS N BB ETEZ ISR S L, 2 LoD, e Rikliz H 48560
LHEIIRDTHAI.

ZOWRMF T, Customization 1%, Ff4 7%/8— bF— (EHEZFZET) & O Dyadic %
WA B U T, WREHERERELL, KA L, HEO=— X Iho 28l (e,
Goods and Services) % #HEHIICTIHFICHEAL, BEOWIEEZ FO, OB FEME
RROBICEE R 5B HT D EaROONL, HIZ, 7T F, ks HE,
THA v, R R EOREELREN E OWMIREEIZE ), RIEOBFEAME T MR
53 B HETH S (Ono and Endo, 2013), > % O Customization (&, Hliko i F-EEAME%
HICHOLFIRID VAT LATH Y, Hiho72@ BT, BE ISR
VAT AGEDTH b,

—HT, %L O, Customization ¥ AT A %EAL, 7L F ¥ 7TVREESILR
BN & ANTRR, W 28F L HVTw5, FRIC, BEE, HEDICD
BRZBGEIEORH» S, BHOFE2RGEZEY) S RTNE RS WHERICR -
720 2%V, BUE, “Customization Paradox” IREICKi>TWbDTH S, Z2T, 451k,
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AAYIA¥—=2a v
ED & 93D Customization Z#EL S &, S ST LF T TIVICHEHE & ORGEZE L
T, FEHEALBS OGBS EMMII L 2 SN0 RETH Do TOEKTIE, &
DYAT AL, BEELEELOEBRIGHE TR L2DTH LS, Ol st bifB) 2z L
T, MR EOBEmzHIEL, RS 5505, 4O Customization (23K 51 % HUE
Tbdh b,

Note

1) /NETi, “Customization” %, T v ¥ —h v Nelic T s /0y — %L T,
fk 4 72 80 (ie., Goods and Services) #HEH R/ X— M F—1CRMT LV AT L TH L LE
% %o fit- T, Mass Production LAHi® Customization (Craft Production) & 137453 ®
ThHY), RETOE A2 ELHBESNUORES Y VT —2 - VAT L EHE D, %z,
Customization 1, 19804EA%#% 12124 F 17z Mass Customization (MC) & \»9 fIfE & b 5
%bHbDTHb, #E1E, “Customization” 13, MC DRILD T AT L EEZ L, FWift
Z MU, “Customization” &, MC20& b F 257 d LN, TD#EWIX, MC2,
Standardization 7* 5 7L L 72 THAE N2 D TH S DIZH LT, “Customization” 13,
20004F- 1 J: LLR& S Standardization & @A L2 CHEENH 2B AT LA THENHT
H 5B, €T T/hiwTlE, Mass Production PLiii @ Customization % Craft Production & -5
LT B, F/z, 20004EHTF-LARTIC BV TIE, “Mass Customization” % flivy, Zi DIk
121, “Customization” Zffi9) Z X129 %,

2) Lean Production I22W T, BA LT A FT7RT 27 /0y =725, ERER, AEGISHA
EbENTUT s v ay YATAThLD, FEHIMALRERELDS 5 T2—T
2L ORFEDTT Vb - A =T v —1F, JustIn-Time (JIT), Kanban, Toyota Production
System (TPS) % &, K4 LRI THS MBI HARRAE S 2T A 2R, HILL,
PR LAV AT AERHHL ANz 72, A V9 Ta— LT TV R =TV r—iE
&, MEOTA 77T, AEICHMOAEY 2T LIS TPS OBEHEEZ KD AA TV, o
T, ZZTlE, TPS A R HAMENHE LT 0y 2 ay VAT LR 70—
(MY & HESY) R A 5% 2 T, “Lean Production” TH— L T, RamiTMMHT %
FZT %,
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B ® Customization @ J§ 5t (£, H A X4 jE ¥ 2 7 4 (e.g., Lean production and
Flexible manufacturing) 2@ %, $¢- T, Customization ffFEDJE s &, H A o 85k 3
WZBIFBARAY <A XD r — 295823 > 720 2 % 1) Business-to-Business (2351} 5%
LY IZTROGEIZBWT, %44 Customization WD H N Tz, ZDk, KIE
% HLC Customization (&, HHHDHMEILE L IFTwvo /s §FIC, RETHEELA V5 —
t v h&EZFNIZY ¥ 2 L7z Information Technology ZEMEL, X542 53EZ LT Two
720 ZOIRPLT T, Customization fiff 78 D H1.LvA%, Business-to-Consumer ™~ & LK % 12
ST Marketing 77#712 BT 3 Customization 1§, HELIEGTE & o TWwo/z (eg.,
Services and Customer Relationship Management) . & ®#%, Standardization 2> 54t L,
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