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ABSTRACT

This study aimed to identify the effect of the salience of customized products on consumer attitudes and
purchase behaviors and to reveal the moderating effect of brand prestige. An online survey of 220 women
in their 20s and 30s with customization experience was conducted. The collected data were analyzed using
structural equations with AMOS 21. It was found that the salience of customized products had a positive ef-
fect on happiness and that happiness had a positive effect on purchase intention. However, salience did not
directly affect purchase mtention. Upon verifying the moderating effect of brand prestige, it was determined
that the effect of the salience of customized products on purchase intention varied depending on brand
prestige. When brand prestige was high, salience did not significantly affect purchase intention; however,
when brand prestige was low, purchase intention increased when salience increased. The mmplications of this
study indicate that a high level of customization does not necessarily increase purchase intention. This is of
academic significance as this study has expanded the existing research on customization. Customization serv-
ices, a strategy that can nspire loyalty by offering consumers unique products, provide insights into finding

ways to strengthen services based on brand prestige.
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{Fig. 1> Research Model
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g4 23 &4 (struc-

JATFFATY 545 A% A3 (Table 1)
of A" W P2k SHAESS
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Characteristics Frequency Percentage Characteristics Frequency percentage
Age Education
20-29 95 477 Less than High school graduate 11 5.5
30-39 104 52.3 College student 26 13.1
Occupation College degree 141 70.9
Office work 102 51.3 Master’s/Doctoral degree 21 10.6
Student 97 136 x(ﬁl}rjirta:gelor,r(l)(())rétfizn})lousehold income
%ﬁ?ggﬁiﬁ 36 18.1 Less than 200 19 95
Housewife 11 5.5 More than 200 - Less than 400 90 45.2
Service/Sales 15 More than 400 - Less than 600 35 17.6
Etc. 8 More than 600 - Less than 800 27 13.6
More than 800 - Less than 1,000 19 9.5
More than 1,000 9 4.5
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& Larcker, 1981).

Standardi

bach’
Construct Item zed factor  t-value Cronaac S AVE CR
loading
Salience How much customization area do you think is 954 a 800 910 1
enough to express yourself
Consumers who purchase this customized 859 ~
product are likely to feel happy. ’
Consumer§ who purchgse this Custf)m'lzed 923 17 7835+
) product will feel happier about their lives.
Happiness Thi romied Juct will ke the life of 922 756988
is customized product will make the life o 884 16.493%%*
consumers happy.
This customlzed.prodL'lct W?ll increase 816 14.350%%*
consumer satisfaction with life.
I would buy this customized product if 924 a
economic conditions permit. ’
I o ) .
Eurchgse am willing to purchase this customized 881 18,050 897 s 979
intention product.
When I buy a sweater in the future, I will 778 14.309%%*

consider customization service.

2. Unstandardized estimate was fixed by a value of one, so the t-value was not given.
b: ***p<001
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(Table 3> The AVE of Variables and Squared Correlations

Salience Happiness Purchase intention
Salience 0.910*
Happiness 0.120° 0.756
Purchase intention 0.335 0.630 0.745

Note: *: Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b Numbers below diagonal are squared correlation estimates of two variables.

Se2 a4d €440 Eagou w3l glel,
S A
=

(X(dH=22688(18), Normed x°=1260, GFI=
973, CFI=.996, TLI=.994, RMSEA =0.036). #
~Ejmtol Ao AES) AAo] WuI FA<
AL vl T(B=0346, p0.001), FEZHE ThA)
AzErtol Aol AE) Frjel el folnla 4
4 gge wAE A02  UehtthB=0771,

2€0.001). &, FEZE F2EutolA ol AE9
A4 2 %LEIHEA HAE wAstE Ao u
Bt} ZEM AL fLujewe] FHA o

%‘l rﬂL

S u)x) TH(B=0.069, p=0.227). webAl,
7441, 3, 4 Xlxmai U 7Hd 2& 712 E

Aol PEZS vi/fE Fujelel = o
ol oA BAT el PaT] tig 7HA
5 A% 98, B A9 =2 A (luxury) 2
e Ah(general) o FREIHAM AREIF} 3
o] & Hwch

WA, BRHE A9 - A Joe] dg dAEE
AR wWE HAHE, At dw HAEZE
AAsle] 2R ong BAZ Pl B 3
o o] # HodeA AFS ANk 2
T A8t BAEs BAE A9 28 A
O, o] BAEE g BAE FoA w2 A
o 91 Ao, "o] HALE AFHo R 9F
S Aot} “o] HAE AES FujstAd A
S8t R A Aoy, "Wrb wek o] B
AEFS FustAY AHEStE o2 AFERE UE
TRHOE AT Aotk ] 57 FPoR ZA
ot B A9 I A AR IO §g B
WEo] HAE A9 Azl A] AA AFe]7F lE=A

{Fig. 2> The Result of Structure Eauation Model
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