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Abstract. As an important customer value strategy for enterprise development, customer 
customization is of great significance to the growth of customer satisfaction and enterprise revenue. 
Since the 80s of the 20th century, many scholars have carried out extensive research on the 
definition of customer customization and the research mechanism. In recent years, with the vigorous 
development of digital technologies such as artificial intelligence, big data, and cloud technology, 
customer customization is facing new opportunities and challenges. Therefore, it is necessary to 
conduct a systematic review of the customer's customized Chinese and English literature. This paper 
systematically sorts out and comprehensively analyzes the customer customization strategy from 
three aspects: the connotation, mode and influence results of customer customization, and looks 
forward to the future research direction. 
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1. Introduction 

With the increasing competition in the market, more and more enterprises regard customer 

customization as their strategic choice to enhance customer value. In the past few decades, many 

scholars have conducted rich discussions on customer customization based on topics such as 

production management [1, 2], supply chain management [3, 4], organizational management [5], 

information management [6], and marketing strategy [7]. 

In the process of the development of customer customization research , the first concept of 

customization was mass customization. Davis (1989) took the lead in proposing the concept of mass 

customization in combination with industry practice [8]. With the advent of the service economy, the 

advancement of information technology, and the increasing attention of enterprises to customer 

heterogeneity, more and more enterprises have emphasized the important role of customer 

participation in customer value enhancement and even enterprise value appreciation [9]. As a result, 

customer customization has entered the stage of customer participation in customization. In recent 

years, with the continuous upgrading of digital technologies such as the Internet, big data, cloud 

computing, and AI, the era of digital economy has quietly arrived [10], and digital customization has 

gradually become a new stage in the development of customer customization. Therefore, as an 

important research topic, it is necessary to conduct an in-depth literature review to systematically 

outline the research context in the field of customization. 

Based on this, this paper focuses on customized related research, and conducts literature searches 

of core journals in Chinese and English in Web of Science and CNKI databases, respectively. 

Through a systematic review of these literatures, this paper integrates the research framework of 

customer customization, so as to help scholars engaged in customer customization research and 

related enterprise practitioners to form a systematic understanding of previous customer 

customization research. 
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2. Theoretical Background 

2.1. Definition of customization 

2.1.1. Sub heading 

In the late 80s of the 20th century, large-scale production in the era of industrial economy led to 

fierce competition between manufacturing enterprises, and enterprises began to produce and sell 

customized products according to the specific needs of customers in order to win market competitive 

advantages, and mass customization emerged. Subsequently, Davis (1989) took the lead in proposing 

the concept of mass customization in combination with industry practice [8]. Broadly speaking, mass 

customization is the process agility, flexibility, and integration that enables a company to provide 

individually designed products and services to each customer [11] In a narrow sense, mass 

customization refers to a system with information technology, flexible processes, and an 

organizational structure for the delivery of products and services, which can meet the specific needs 

of customers for products and services on a large scale, and the cost is close to the cost of mass-

produced standardized products [12]. 

With the advent of the service economy, the advancement of information technology, and the 

increasing attention of enterprises to customer heterogeneity, more and more enterprises have 

emphasized the important role of customer participation in customer value enhancement and even 

enterprise value appreciation [9]. At the same time, the service-oriented logic regards the customer 

as an operational resource and incorporates the customer into the value chain creation of the enterprise, 

and the enterprise and the customer can identify and interpret the customer's emotional, cognitive, 

and behavioral preferences through interaction, so as to provide customers with customized products 

or services [13]. As a result, customer customization has entered the stage of customer participation 

in customization. In the stage of customer participation in customization, customer customization is 

defined as a customer value strategy that identifies and interprets customer emotional, cognitive, and 

behavioral preferences in the process of interaction between customers and enterprises, and then 

provides customers with personalized products or services [14]. 

In recent years, with the help of digitalization, customer customization has been increasingly 

respected and favored by enterprises and scholars [15], and since then, digital customization has 

gradually become a new stage in the development of customer customization. In the digital 

customization stage, the customer further evolves from a participant in customization to the core of 

the customization strategy. At this stage, customer customization is actually a customer value strategy 

in which enterprises use digital technology to obtain and analyze customer characteristics and their 

heterogeneous needs, and then provide customers with the best matching products or services [10]. 

In summary, the research on customer customization in the stage of digital customization mainly 

focuses on the application of digital technology in customer customization [16, 17] and the new 

situations, new developments, and new models of customer customization spawned by the digital era 

[10]. 

Based on the above views, this paper argues that customer customization enterprises use different 

ways to interact with customers, and customize personalized products or services for customers 

according to their needs. 

2.2. The mode of customization 

When implementing a customization strategy, enterprises also need to evaluate the existing 

customization model and select the appropriate customization model to present to customers [18]. In 

the existing research, customer customization is generally divided into product customization and 

service customization. 

As far as product customization is concerned, existing studies divide product customization 

patterns into scheme customization [14], attribute customization [14], additive customization [19], 

subtractive customization [19], and personalized customization [20]. Among them, scheme 

customization refers to the arrangement and combination of different attributes of a product to form 
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a complete product plan, and customers do not choose from a series of attributes to trade-off, but 

choose their favorite solution to customize from a complete set of product solutions provided by the 

enterprise [14]. Automaker Volkswagen, for example, offers pre-specified cars to customers in the 

United States, with hundreds of different options available for Golf models. Similarly, technology 

company Hewlett-Packard offers its U.S. customers a range of pre-specified business laptop 

configurations that include six main attributes (system software, processor, screen size, memory and 

hard drive, graphics card, and warranty) [20]; Attribute customization is a module that provides 

customers with different attributes of products, and customers can filter and combine attributes 

according to their needs [14]. For example, automaker Ford offers a range of options for attribute 

customization on its U.S. website, including paint type, engine, transmission, wheels, tires, exterior 

options such as sensing systems, and an additional six interior attributes and accessories. Car buyers 

can decide on their options one after the other among these attributes [20]. Similarly, clothing 

manufacturer Nike allows consumers to design their shoes by choosing their favorite color, soles, and 

lace in turn, and Lindt has even launched custom chocolates that allow consumers to choose the type, 

ingredients, and packaging of chocolate; Additive customization is when customers add their desired 

options to a series of options on top of the most basic product to produce the final customized product 

[19]. Subtractive customization is when a customer starts with a fully loaded product and removes 

unwanted options from a series of options to obtain the final customized product [19]. Personalization 

is a customization model that allows customers to add their own symbols (such as pictures and text) 

to their products [20]. 

In terms of service customization, Torres et al. divided service customization into three modes 

according to the degree of customer participation in service production: collaborative production, 

compatible co-creation, and disruptive co-creation [21]. Collaborative production refers to the 

customer's custom ordering of the service options provided by the enterprise. Compatibility co-

creation refers to the redefinition of customer service providers' resources to supplement or improve 

the service experience. Disruptive co-creation refers to the complete reuse of the resources of the 

service provider and the re-construction of the existing space with the resources of the enterprise. 

Bock and others customize the level of service provided by the company's front-line employees. 

Customization is divided into service, product, and interpersonal behavior [22]. Among them, service 

product customization refers to the service-oriented enterprises taking customized services as their 

main business. Customized trips such as the hornet's nest platform; Interpersonal behavior 

customization refers to the differentiated interpersonal interaction behavior between front-line 

employees and customers due to the heterogeneous characteristics of services in the service contact 

of product sales. 

3. Literature References 

Customer customization is an important implementation strategy for enterprises, and enterprises 

must conduct detailed analysis of its impact results. Correspondingly, many scholars have carried out 

rich explorations on the results and influence mechanisms of customer customization. Through the 

review of the relevant literature, it is found that the empirical research on the impact and consequences 

of customer customization can be divided into two categories: one is based on the B2B (business-to-

business) scenario, which takes the performance of the supplier itself as the outcome variable; The 

other is based on a B2C (Business-to-Consumer) scenario, using customer performance as an 

outcome variable to explore the underlying mechanisms.  

3.1. The impact of the performance of the supplier enterprise 

Based on the B2B context, previous customer customization studies have explored the impact of 

customer customization on the performance of supplier enterprises themselves from the perspective 

of cooperation between supplier enterprises and their corporate customers. By combing through the 
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relevant studies, it is found that the relevant literature of such studies mainly focuses on the following 

two aspects: 

First, from the perspective of the impact on transaction performance, the impact of customer 

customization on the performance of the supplier enterprise itself is mainly analyzed from the 

perspective of the cost and benefit trade-offs generated by customer customization. Although 

customized products or services can better meet customer needs and bring more customer satisfaction, 

the impact of customer customization on the enterprise is not always positive [23], and the production 

of customized products will increase the cost of the enterprise, which will have a negative impact on 

the company's performance. As a result, some of the studies have explored the question of which 

boundary conditions can amplify or shrink the benefits and costs of customer customization in the 

process of buyer-seller cooperation. For example, Wang et al. demonstrated that clear customer needs, 

project team technical capabilities, and the degree of relationship embeddedness enable suppliers to 

increase the benefits they derive from customized projects at little to no additional cost [15]; Modular 

products help reduce customization costs, but do not directly increase revenues [15]. In the context 

of digitalization. With the rapid change of technology and the changing roles and needs of customers, 

digital technologies have brought new capabilities to many enterprises and changed the way they 

interact with customers [24]. This makes it possible for companies to achieve a better balance between 

maximizing revenue and minimizing costs. 

From the perspective of the impact on financial performance, although the previous literature has 

different views on the path mechanism of customer customization on corporate financial performance, 

most studies have found that customer customization leads to better corporate financial performance 

[25]. From the perspective of marketing, customer customization greatly improves the differentiation 

of the products or services provided by enterprises in the market, so that enterprises can charge 

consumers a premium according to the uniqueness of their products or services and expand their 

revenues [25], and at the same time, the increase in differentiation improves the competitive 

advantage of enterprises in the industry [26]. From the perspective of organizational behavior, the 

completion of customer customization is not enough to rely on the efforts of the product 

manufacturing department, but also requires the effective coordination of various departments within 

the organization (e.g., sales department, technology department, finance department, etc.). This 

interdepartmental coordination has been found to be the key to prosperity within the firm [27]. 

3.2. The impact of the customer performance 

Based on the B2C scenario, customer performance is mainly reflected in the value obtained by 

consumers in customization, and in the empirical analysis process, customer performance is mainly 

reflected in consumer satisfaction [28] and purchase intention and purchase behavior [29, 30]. In 

summary, the research on the impact of customer customization on customer performance mainly 

focuses on the following two mechanisms: 

First, customer customization improves the practical value of the product or service, which in turn 

improves customer performance. In the context of technological advancements that have made the 

process of customer customization more convenient [31], companies have paid attention to customer 

preferences and provided customers with customized products or services, which has led to an 

increase in customer satisfaction with products [13]. From the perspective of consumer behavior, 

consumers increase or decrease the attributes of products or services based on their personal needs, 

which effectively matches their actual use needs, and thus improves customers' willingness to pay, 

purchase intentions, and repeat purchases [13, 32]. to effectively improve consumer satisfaction [13]. 

This study shows that the customization by attribute matches the information processing mode of 

Western consumers, the customization by scheme matches the information processing mode of 

Eastern consumers, and the customization interface matches the specific cultural processing style of 

consumers can improve the effectiveness of customer customization, thereby increasing consumers' 

satisfaction with customized products and their likelihood of purchasing, as well as the amount spent 

on products. 
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Second, customer customization enables customers to make autonomous choices and generate a 

pleasant customer experience, which in turn improves customer performance by capturing hedonic 

value [32, 33]. Specifically, the more effort a person puts into a task. the more they are able to improve 

their sense of pleasure in the task. In turn, greater utility is obtained [34], and the perceived effort and 

process enjoyment in the process of customer customization promote the improvement of customer 

hedonic value [35]. Jiang et al. also demonstrated that customer engagement platform customization 

can promote consumers' creativity and derive hedonic value from it, thereby improving customer 

satisfaction [36]. 

4. Summary 

By systematically summarizing the Chinese and English literature on customer customization 

since 2001, this paper systematically and comprehensively combs and summarizes the research on 

customer customization, and finds that although the existing literature has made rich achievements in 

understanding customer customization management, with the vigorous development of digital-related 

technologies and their impact on business operations, as well as the endless innovation of enterprises 

in customer customization practice, it is necessary to further explore the new phenomena and new 

problems in the stage of digital customer customization, such as: The innovative manifestations of 

customer customization strategy, the influencing factors of customer customization in the digital era, 

the influencing results and mechanisms of customer customization, and the new form of customer 

customization research in the digital environment. The research conclusions of this paper conform to 

the requirements of the development of the times, summarize and enrich the application scenarios of 

customer customization research, and provide a reference for the development of more in-depth and 

systematic customer customization theory. At the same time, it helps enterprises that implement 

customer customization to have a deeper insight into the opportunities and challenges brought about 

by changes in the internal and external environment for the development of enterprises, 

comprehensively and systematically understand the adaptations and changes that enterprises need to 

make in order to implement customer customization strategies, and help enterprises better adjust their 

own customized strategic measures in combination with the differences in situational factors, so as to 

make better use of customer customization strategies. 
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