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Abstract: Recently, some firms adopt a system in whiatustomers are guided to arrange the colors to each
both mass-customized and mass-produced products aegmented part of their shoes.

supplied and the latter options are recommended if the Providing customers with a wealth of choices when it
customer fails to complete ordering the former due toomes to customization, such as with NIKEID, allows
mass confusion. However, based on the new notion, tiiem to meet their needs in detail. However, customers
“jilting” effect, the results of our empirical studies showsometimes abandon customization due to “mass
that contrary to the firms’ expectations, customers wheonfusion”, caused by the complexity of selecting the
give up customizing a product are likely to switch brandsptimal choices [2]. To overcome this problem, some
even if the competing brands are less attractive. It implysms including Nike have recently implemented a
that manufacturers would rather prevent customizatiosystem in which they offer not only customized products,
failure as opposed to offering mass-produced productait also ready-made products. Using the new system,

after the failure. they expected that customers who find that they are less
Key Words: Mass Customization, Jilt, Aspirant satisfied with any ready-made products would move into
Choice, Hybrid System, Brand Switching the customization system, whereas customers who find

that they get confused with the customized system go
back to the ready-made products. Firms can maximize
1. INTRODUCTION the sales opportunity to sell their products with this
In recent years, fostering strong and Iong-terrrmumple strategy. The paper dfzfmes the strategy as the
ybrid e-customization system”.

customer relationships and maximizing customer value The hvbrid e-customization svstem has been adopted

have become one of the key propositions for firms. Untjl y . y aopte

: . more and more in recent years. Nonetheless, little is

the Industrial Revolution, manufacturers had adapted a : . .

“made-to-order” production system in which they magd&nown about its effectiveness. Based on the new notion
products one by one for each individual customer, anOcI .the .J|It|ng effept., which _can be . defined as
subsequently they could establish individuarm'c'patlon of receiving - a hlghly d_eswablg option
relationships with their customers. After the Industriaouowed by that option becommg_ inaccesible and

ttempted to explain the psychological processes that

Revolution brought mass production, manufacture )
: ; . “ » ;. cause consumers to switch brands based on the concept
shifted their production system from “made-to-order” t : -
], the paper points out the possibility that customers

“make-to-stock”. As a result, whereas the shift enabl
: may not come back to any products under the same
manufacturers to pursue economics of scale, the

. : brand as the customized products when they fail to
psychological distance between customers and products g
grew larger, and the product-mediated reIationshi(ﬁ)omplete customization.
dissolved.

However, in recent years, this situation has changed 2. THEORETICAL BACKGROUND
drastically as firms have adqpted a system by \{vhlph they 2 1.Previous resear ch on customization
can supply products designed for each individual
customer on the same price level as mass produced Davis [4] was the first research in the world to use
products. This system was made possible by thibe term “mass customization” proposing its novelty and
accumulation of customer information through theimttractiveness with actual examples of products and
online interactions. This system is called “masservices [5]. Mass customization has been defined as “a
customization” [1]. Nike’s online platform, NIKEID, is a system that, through the use of information technology,
successful example of mass customization. NIKEiRlastic manufacturing processes, and organizational
offers customizable shoes. At this time, dozens of mostructures, provides a wide range of products and
options are presented for each base. After the choi@®rvices that meet the specific needs of individual
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customers on a close cost level to that of madbke currently preferred product would promote brand
production” [4]. Kotler [6] also enphasized theswitching behavior. Second, it has been contented t
importance of mass customization in marketinghe sad feeling engendered by the failure to obtain
strategies in response to technological innovabiorthe product can prompt brand switching. Sadness ineseas
firm side and the fragmentation of product demand owith unavailability of aspirant alternatives andeth
the customer side. devaluation of the products that they currentlyofaw he

In addition, modern technological innovations havenechanism that sadness drives brand switching lp@hav
facilitated the collection and processing of customis as follows. First, along with sadness, consumers
information via the Internet, making electronic massystematize their thinking to review their current
customization possible [1]. Firms have used thiteay preferences [14]. They also try to compensate lieirt
to dramatically improve the efficiency of achievitiggir  sadness by seeking out other products [15, 16].
objective, that is, satisfying customer needs. daot,fa According to Garveyet al [3], three conditions are
number of successful cases of mass customizative haequired for jilting effect to occur—"atractivenesbthe
been reported for a variety of products and sesyicealternative products is high,” “availability of edttive
including personal housing, mobile phones, andgretls alternatives can be anticipated,” and “availability
nutrition management [7, 8, 9]. attractive alternatives disappears completely & gbst-

However, as mentioned above, for ordinaryilt phase.” They claimed that the jilting effeciddnot
consumers, finding the ideal customized productragno occur in the absence of any of these developmental
the vast array of choices can be challenging aégim conditions. Their claim may be summarized as Fig. 1
Thus, too many choices can confuse consumers and
consequently frustrate them or cause them to almando
the customization itself. Such harms of mass
customization are called “mass confusion” [2]. Tape
with these negative aspects of mass customizatione
firms come to sell both mass customized and ma
produced products. By doing so, they expect toebffs
mass confusion that may result in lost sales oppdits
for less motivated customers who fail to obtain ideal
custom product. In this study, we define it as‘tinorid
e-customization system”.

beayallabilin of C YES

can beandelp aced

Toe availability of C
disappuars completcly

C s attractive

The jilting effect {brand switching from A to B) doesn'toceur,

The jilting effect occurs,

Fig. 1.Three antecedent conditions of the jilting effect

2.3. Thelimitation of the hybrid customization

2.2. Previousresear ch on thejilting effect

In our daily life, the situation occurs frequently
where a person is unable to purchase a produchéhat
she wanted to get because of out-of-stock or ddlay

system

As overviewed in the previous sections, many of the
firms that offer mass-customized products prevest |
Qales to customers who fail to obtain the ideal

arrival. The situation of not aChiEVing the deSireq:ustomized product by se”ing mass-produced pr&juct

outcome, as represented by these examples, isdcal
“jilt” [10]. Litt, Kahn and Baba [10] investigatethe
psychological state of consumers who failed to inbsa
product and, therefore, who faced with a kind df ji
They found that the negative emotions evoked Hyriai
to acquire the product were transferred to othedpets
of its brand, and the evaluation of the brand aghale

I8 parallel, via a hybrid e-customization systertiliting

this system, firms can offer mass-produced prodtets
customers who find customization annoying due te lo
involvement with the product in question, and mass-
customized products to customers who are not wtisf
with the mass-produced products due to high
involvement and prefer a product that fulfills thei

was also damaged. specific needs. Thus, since both needs can bédlddlfi

In a follow-up study, Garvey, Maloy, and Baba [3]with the same brand, firms can maximize sales
explicitly defined the concept of “jilting” and dtaed opportunities for their customers.
that the jilting effect proceeds through two stagBise However, it is worth drawing attention to the
first stage is the “anticipation phase,” which &arvhen circumstance where one tries to customize in amatt
consumers desire the acquisition of an alternatig obtain the most desirable product—but fails ixamn
product that match their current needs. At thigetahey the custom product due to mass confusion—is sirtilar
compare their tastes to an aspirant alternativeichwh the situation we overviewed in the previous seston
results in a relative decrease in their evaluabbrthe \here the jilting effect occurs. Therefore, once
incumbent product. The second stage is the“pdst-jiéonsumers fail to obtain the ideal custom prodtiety
phase,” which starts when the availability of apie@t may not purchase a mass produced product of the sam
alternative product has completely disappearedth prand as the mass-customized product, but instead
stage, brand switching occurs. They difined thigt sh  purchase a mass-produced product of another brand.
preference away from the incumbent option as theherefore, it is conceivable that a firm's aim teek
“jilting effect”. them as customers of its own brand through theitiybr

According to them, brand switching occurs for theustomization system may not be successful.
following two reasons: First, consumers have adeang

to negatively perceive attributes of a product thas
fallen in value, and their evaluations rarely remofd1,
12, 13]. It has been argued that reduced attraws® of
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3.STUDY 1. CUSTOMIZATION FAILURE asked to respond yes or no to four items (“Does the

CAUSESBRAND SWITCHING BEHAVIOR aroma you've customized have a certain appealythat
don't find in mass-produced products?” “Does thenza
3.1. Method you've customized have a scent that's not too égcen

and can be used in everyday life?” “Is the aroma'y®
&jlstomized the only one in the world?” and “Is the
aroma you've customized more ideal than any other
aroma?”) to measure their satisfaction with the edix

to obtain the aspirant mass-customized prodact aromaA’. Then, participants who responded “No” at

offered by the same brand Asnd, thus, they faced with least once were considered to be those who failed
a kind of jilt ’ ’ customization. Three participants were considered t

ma|esucceed in customization. After excluding theseedhr
median age = 21) at a university participated ia thlnd|V|le_JaIs fro_m_ the samp_le of the jilt group, the
remaining participants were informed of the exisgnf

study. Aromas were chosen as stimuli for followihgee .
reasons. First, as with bottles of chardonnay usgd a mass-pro_d_uced al_terr_1at| ffe“?d by another_l:_)rand.
Then, participants indicated their final selectire.,

Garveyet al [3] in their own experiments, it is possible, :

to allow participants to randomly shape their prefiees '”C“mbe”t A Versus compar.able aItgrnaUvB) and

by having them try only out of two alternativesi and provided choice I|keI.|hood ratings for mcuerngta_nd

B. Second, there are indeed companies that Oﬁenarocomparable alternativéd on §gales from “Definitely

customization services. Third, the aroma servides t would not choose_ (1)" to “I_D(_efmltely_ Wc_>uld Choos?)-('

allow consumers to customize various types of sesnt Aft_er their selection, participants ‘!nd|cated thémal_

they like can be preferred more than mass-prodmcticfat'ng for productA on a;cale from “Not at all attractive

services. ()" to “_Extremely attractive 9).” N
The aromas used in the experiment was presented, to Be3|d“e§, as mentioned abovsi, one qf three condition

the participants as a product from fictitious brndith for the .J|It|ng effect_ o oc,:'cur, .A.ttractlv_e ness dhe

the actual brand name unclear. By doing so, wedcoufiternative products is high”, participants in jtiegroup

exclude the influence of preferences being fornwdaf SX“"?‘l té)gllconsu:ered to f_ulf|II th? other two comms,b
particular brand of aroma. vailability of attractive alternatives can e

Procedure First, participants were randomlyant|C|pated, and “Availability of attractive alteatives

assigned to the jilt group (the group challengin@isappears cpr_npletely inldths post-ji_l(; phgse”. Th_n's_
customizationN = 31) and the control group (the group ecause participants cou e considered to aatEip
not challenging customizationN = 27). Next, obtgmmg the aspirant ma_ss-(;ustomlzed prod!§rcby
participants in each group were asked to try theisof having them try customization and the failure of

aromaA and rate the attractiveness of this on a scafé'Stomization wnhqqt a 't|me limitation coulq be
from “Not at all attractive (1)” to “Extremely attctive gt.trlbuted. to the participants "T"C'.‘ of cgmpetemneklng
(9).” it impossible to expect to obtain it again.

Participants in the jilt group were then informed o, After trying the_sc_ent of 3r°m3" V.V'.thOUt pelng
the existence of customization servideoffered by the informed of cu_sto_mlzatlon servio¥, part|C|p_ants_ in the
same brand as arom& and asked to rafe the control group indicated the valence of their cagnitof

attractiveness of the customization servi¢at this point A (Tl WOUIO,I, be thinking abou'f‘ the positives 4 negreu;’]
on the same scale as aroma As a result four of aromaA”) on scales from “Strongly disagree (1)” to

participants rated the customization senAcéower than ouongly agree (7)." Participants then indicateit

the aromaA. These four participants were not befinal selection and provided choice likelihood mgt for

considered to perceive the customization servites incumbentA versus comparable alternatiBe After their
more attractive than the mass-produced progudhey selection, participants rated the attractivenesé oh a
were excluded from the sample of the jilt groupduese scale _fromg ,I,\IOt at all attractive (1)” to “"Extrenyel
the condition for the jilting effect to occur “the attractive (9).
attractiveness of the alternative products is highfe be 3.2. Results
considered unfulfilled. The remaining twenty-seven
participants indicated the valence of their cogniti
directed at the mass-produced prodac(‘l would be
thinking about the positives [/negatives] of aro®a
during this same period on scales from “Strongl * _ e
disagree (1) to “Strongly agree (7). They wererh he jilt group swﬁchgd fromA to _B S|gn|f|ca_mtly more
asked to complete customization to obtain the aspir °ftén (58.33%). A binary logistic regression, withe
mass-customized produét experience of jilt (jilt vs. control) as the indejpkent
The detailed procedure is as follows. First weariable and final selection (switch froAto B vs. not
prepared a set of ten aromas, which consisted ;e)f tfwitch fromA to B) as the dependent variable, indicated
aromaA and additional nine aromas, and had participand@t experiencing jilt significantly influence tietention
test each scent. Next, we let them actually mix th@ Switch fromAtoB (5 =1.5897Z = 2.559;p = 0.01).
aromas without a time limitation in order to geeth W€ next examined attractiveness ratings of the
aspirant mass-customized prodét After the mixing NcumbentA across groups. The results of a Shapiro-
(ie., customization) was completed, participantsrav Wilk test indicated that the assumption of nornyabf

Participants and stimuliStudy 1 was conducted to
test whether consumers switch from mass-produc
productA to alternative mass-produced prodBctwhen
the consumers who prefer mass-produced pro#lietl

Fifty-eight undergraduate students (57%

Preference for the incumbent mass-produced
product As expected, very few participants in the
control group switched from the incumbert to
omparable alternativB (22.22%). In contrast, those in
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the data was doubtfuM( = 0.867;p <.01). Therefore, jilting effect. If consumers who experience a fiive a
Wilcoxon rank-sum test was conducted. The resulendency to switch brands under circumstances ishwh
revealed that jilting significantly decreased thated the spillover effect cannot occur, then it could szd
attractiveness of the incumbent optioW;{ = 6.00; that the brand switching is caused by the jilt.

Mcontroi = 7.00;W = 186;[3 < .01).

Choice likelihood ratings We next examined the 4.1.Method
difference between the seven-point choice likelthoo Participants and stimuliStudy 2 was conducted to
ratings for the mass-produced alternatiBe (reverse test whether consumers switch from mass-produced
scored the incumbent optiok rating and averaged) in product A to alternative producB when faced with a
the jilt group and the control group. The resulfsao kind of jilt in which consumers who prefer mass-
Shapiro-Wilk test indicated that the assumption ofroduced productA fail to obtain the aspirant mass-
normality of the data was doubtfulM= 0.932;p < .01). customized product offered by the third brand, rather
Therefore, Wilcoxon rank-sum test was conductede Thhan mass-customized produgt offered by the same
result of Wilcoxon rank sum test revealed that ¢hos brand asA.
the jilt group Mjir = 5.50) were significantly more likely  Sixty-seven undergraduate students (61% male,
to choose the alternativB than those in the control median age = 20) at a university participated ind$t2.
group Mcontrol = 4.00;W = 426;p = 0.05). As in Study 1, aromas were selected as stimulitHar

Mediation analysisTo determine whether denigrationstudy. But, not as in Study 1, three fictitiousruta were
influenced the post-jilt choice likelihood ratingye prepared for products. In this study, aromas wamsen
conducted a mediation analysis, with the experiesfce for the same reasons as in Study 1.
jilt (jilt vs. control) as the independent variapfmsitive Procedure First, participants were randomly
incumbent A-related cognitions as the mediator, andssigned to the jilt group (the group challenging
alternativeB choice likelihood as the dependent variablecustomizationN = 34) and the control group (the group
Positive incumbenf-related cognitions were compositenot challenging customizationN = 33). Next,
scores, a two-item composite of negative cognit@nd participants in each group were asked to try ttemtsof
positive cognitions, the former reverse scored as raass-produced aromA and rate the attractiveness of
function of condition, where a higher value cor@ss this on the same scale as in Study 1.
to more positive thoughts about the mass-produced In this study, unlike Study 1, participants in ffie
product A. The results indicated a significant indirecigroup were then informed of the existence of
effect of the experience of jilt through incumbemass- customization servic€ offered by the different brand
produced A-related cognitions upon choice likelihoodthan A and asked to rate the attractivenes<adn the
(indirect effect = 1.915; 95% CI [0.878,2.952]). iTh same scale a8. As a result, one participant rated the
result consists with our proposition that jiltingsults in  customization servic€ lower thanA. This participant
denigration of the incumbent mass-produced prodadt could not be considered to perceive the custonoizati
this, in turn, decreases choice likelihood for it. service C as more attractive than the mass-produced
productA. He was excluded from the sample of the jilt
group because the condition, “Attractiveness of the

Study 1 provides evidence for the power of jiltieg alternative products is high” could be considered
decrease preference for the incumbent mass-produagdfulfilled. The remaining thirty-three participantvere
product. One issue that brand switching tendeney ththen asked to try customization to obtain the aspir
was observed in Study 1 might not the jilting effdsut mass-customized produCt
the spillover effect. We address this issue in $@id The same procedure was followed as in Study 1.

Three participants were considered to succeed in
4. STUDY 2: A DRIVER OF BRAND SWITCHING  customization. After excluding these participantsni
Itge sample of the jilt group, the remaining papigcits
were informed of the existence of a mass-produced

inclined to switch from mass-produced produktto . -
alternative mass-produced prodiivhen faced with a alternativeB offered by another I_Jran_d. Then, participants
were asked to answer their final selection (i.e.,

kind of jilt in which consumers who prefer mass- benia ble alt B

produced produci fail to obtain the aspirant mass-NcUMPENtA versus comparable alternatisg

customized produd’ offered by the same brand As As in Study 1, participants in the jilt group coudd
However, brand switching tendency that study fonsidered to fulfill three conditions for theijilty effect

; At . to occur.
addresses might not be caused by customizatiourdail .
or the experience of jilt. As mentioned in the rétieire After trying the scent of mass-produced aroma

review section, Littet al [10] found that the negative W'th_Ol_Jt belr_lg informed of customization servi€a
emotions evoked by failure to acquire the produete participants in the control group were informedmdss-

transferred to other products of its brand, and t oduced al_ternat_ive. Then, participants indicaledr
evaluation of the brand as a whole was also red(iced inal selection (i.e., incumbent versus comparable

3.3. Discussion

Study 1 provides evidence that consumers a

the spillover effect). Brand switching tendencyttstaidy alternative).

1 revealed might not the jilting effect, but thdllsper 4.2. Results

effect Litt, et al. [10] found. Therefore, it is necessary to ,

examine whether the brand switching after the failio Preference for the incumbent mass-produced

obtain the aspirant mass-customized prodiicis the Product As expected, few participants in the control
P P group switched fromA to B (27.27%). In contrast,
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participants in the jilt group switched from A to Bcustomization system after the failure because once
significantly more often (53.33%). As in Study 1, aconsumers fail to custom aspirant products théngjlt
binary logistic regression was conducted. The tesuffect may occur.
revealed that experiencing jilt (i.e., the failumf Managers may be able to use one of two possible
obtaining the aspirant mass-customized proddjt strategies to prevent mass confusion and help mesto
significantly influence the intention to switch frbAto to complete customizing aspirant products. First,
B(f=1.114;Z7=2.081;p < 0.05). managers can introduce an aid system to help cestom
We next examined attractiveness ratings of the complete their customization. With a recommeiodiat
incumbent A across groups. The results of a Shapirsystem, confused customers may be able to create
Wilk test indicated that the assumption of nornyabf aspirant products making good use of their original
the data was doubtfuM( = 0.935;p < .01). Therefore, design. These policies can work better than a Hyeri
Wilcoxon rank-sum test was conducted. The resultaustomization system. Second, managers can design
indicated that jilting significantly decreased thated multiple sets of customizations that varies in ctaxity
attractiveness of the incumbent optioW;{ = 6.00; and quantity of customable choices, and recommeed o
Mcontrol = 7.00; W = 290.5;p < 0.05). Thus, Study 2 suitable set out of them for each. With this stgte
revealed that consumers who experience a jilt lmvemanagers can minimize the risk of jilt.
tendency to switch brands, even in situations whieee
brand of the customization service differs from thass-
produced product they originally preferred, (i.e., The current work has some limitations. First, the
situations where spillover effects cannot occurhisT sample representation was somewhat limited as all
result implies that the brand switching caused Iy t participants for our studies were undergraduatgestts.
failure of customization could be regarded as itieg  Furthermore, the sample size was somewhat small
effect. (although comparable in size to previous research
examining the jilting effect). Therefore, futuresearch
5. GENERAL DISCUSSION should use wider and bigger datasets to confirm the

In this research, we applied the new notion oingit V2idity of the result of our studies.

effects to the context of mass customization aneak  >econd, stimuli for our studies were limitéul fact,
the hidden risk of the hybrid customization systefako  irMs from various industries have been adoptingous

studies provide evidence for the power of jilting ( the ~CUStomization systems. However, we used only asoma

failure of customization) to decrease preferencettie [N OUr experiments. Future research should useiatya
incumbent option and cause a shift away from it. of stimuli besides aromas to confirm the validitytioe

result of our studies.
5.1. Theoretical contributions

5.3. Limitations

5.4. Futureresearc directions
The present work makes two contributions to the , L
literature. First, we placed a focus on the hybrid This research has implications for future research
customization and investigated the jilting effe@y €xamining the jilting effect in the context of mass
doing so, we found that when consumers give U stomization.  Future .r.e_search could examine
customizing an aspirant product, they incline tdtey M0derating factors of the jilting effect. In oumstes,
the brands to even a less attractive competingdorian SO™M€ participants did not switch brands even thdbgh
other words, we indicated that when consumers suffé!t iltéd. Therefore, examining what types of samers
from mass confusion they may be alienated from tH¥€ likely to switch brands (i.e., examining the
brand. moderating role of consumer’s characteristics) wdug
Second, we contributed to knowledge concerninge€ded: , - .
marketing actions that elicit the experience aftfifough W!th a more elaborate de§|gn of empirical stud|e:5,
the context of mass customization. Previous rekear€X@mining the power of jiting and consumers
examining the jilting effect (e.g., Garvey al [3]) has psychological response yvould l:_)e conclusw(_a. How
only focused on the lack of stock or the delay effviry exposure to more alternatives during the pospjiase

of mass-produced products. Our work expands thpﬁcoinﬂuences c_ons_umers’ response remains an _unsolved
of the jilting effect to consider the failure of Matter. In daily life, consumers could choose theands

customization and “mass confusion”. among many alterna_tweg. So, future research could
consider an actual situation where consumers expose
5.2. Managerial contributions themselves to multiple alternatives. Future reseanay
Our research findings have some importan‘i‘lso consider the price of an attractive altermatia our

managerial contributions for brand managers of masgxPeriments, the_ aspirant pr_oducts (customizeduyas
; : A clearly superior to the incumbent products (yead

H@ade products). However, customers sometimes tesita
to purchase attractive products due to their price.

customization system) to minimize the possibility oTherefo_re, considering the price of an atractive
customers’ brand switching to competing productsc.usmm'ze.d product would be a matter for future
However, it may be more effective to prevent theamf 'nvestigation.

failing in the first place rather than recommendiag

mass-produced product by using the hybrid e-

customers to purchase ready-made products after t
fail to complete customization (i.e., adopt hybed
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