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Figure 1 The Effects of Customer Participation
on Perceived Enjoyment and Purchase Intention in Customization
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Enjoyment of Participation; A Mediated Moderation Model

LOU Zun
School of International Business Administration, Shanghai University of Finance and Economics, Shanghai 200433, China

Abstract : With the growth of personalized consumption and the great advances in Internet technologies, more and more compa-
nies try to gain customer loyalty and build competitive advantage by offering customized product. Using the mass customization as
research background, the study probes the customer emotional and behavioral responses to different degrees of participation in co-
design and major factors that influence this process from the customer perspective. Author collects data by role-playing experi-
mental approach and uses hierarchy regression analysis to test a mediated moderation model. The results show that experiencing
the enjoyment of participation and meeting the need of uniqueness are consumer’s most important benefits from the process of par-
ticipation. The degree of customer participation has positive effect on consumer perceived enjoyment and purchase intention and
this effect is moderated by consumer need of uniqueness. Meanwhile, perceived enjoyment conveys the effect of customer partici-
pation, customer needs of uniqueness and their interaction on the purchases intention. Therefore, company should develop effec-
tive customization strategies with different degrees of customer participation in terms of different segmented markets and focus on
co-creating enjoyable experience with customer in the context of customization.

Keywords ; customization ; level of customer participation ; perceived enjoyment ;need of uniqueness; mediated moderation model
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