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ABSTRACT

Title: “The role of extrinsic and intrinsic perceived benefits on customer’s purchase intention
for mass-customized products: The mediation effect of customer’s need for uniqueness.”

Author: Ana Pessegueiro Veloso

Consumers have more and more unique needs, leaving many displeased with standardized
goods. In this sense, mass-customized products have become increasingly important to react to
the growing individualization of demand and heterogeneity of customer preferences in many
markets.

The purpose of this study is to explore how perceived benefits (extrinsic and intrinsic) impact
the purchase intention for mass-customized products, mediating the effect of customer’s need
for uniqueness. For such, both the Theory of Uniqueness and the Self-Attributed Need for
Uniqueness were used to approach customer’s need for uniqueness.

An online survey was conducted, exposing the participants to a shirt either in a standardized
way or in a mass-customized way. In this sense, this study controls and enhances the role of
customization, since the analysis performed for the mass-customized stimulus was also
completed for the standardized one. Findings indicate that both extrinsic and intrinsic benefits
increase the purchase intention for mass-customized products, but oppositely to the
standardized products, the intrinsic benefit has a higher effect on purchase intention. More, only
the intrinsic benefit influences customer’s need for uniqueness. On the other hand, customer’s
need for uniqueness does not have a significant influence on purchase intention for mass-
customized products. Overall, the impact of overall perceived benefits on purchase intention
for mass-customized options is not mediated by the customer’s need for uniqueness.



SUMARIO

Titulo: “O papel dos beneficios extrinseco e intrinseco percepcionados na intengdo de compra
do cliente por produtos customizados em massa: O efeito mediador da necessidade de
singularidade do cliente.”

Autora: Ana Pessegueiro Veloso

Os consumidores tém necessidades cada vez mais singulares, deixando muitos descontentes
com 0s bens standardized. Neste sentido, os produtos customizados em massa t€m se tornado
cada vez mais importantes na resposta a individualizagdo da procura e heterogeneidade das
preferéncias dos clientes em muitos mercados.

O objetivo deste estudo ¢ explorar de que forma os beneficios percepcionados (extrinsecos e
intrinsecos) impactam a inten¢do de compra por produtos customizados em massa, mediando o
efeito da necessidade de singularidade do cliente. Para tal, tanto a Teoria da Singularidade como
a Necessidade Auto-Atribuida de singularidade foram usadas para abordar a necessidade de
singularidade do cliente.

Um questionario online foi realizado expondo os participantes a uma camisa standardized ou
customizada em massa. Neste sentido, este estudo controla e aprimora o papel da customizagao,
uma vez que a andlise realizada para o estimulo customizado em massa foi igualmente feita
para o standardized. Os resultados indicam que os beneficios extrinsecos e intrinsecos
aumentam a inten¢do de compra por produtos customizados em massa, mas ao contrario dos
produtos standardized, os beneficios intrinsecos tém um efeito superior na inten¢ao de compra.
Para além disso, apenas o beneficio intrinseco influéncia a necessidade de singularidade do
cliente. Pelo contrario, a necessidade de singularidade do cliente ndo tem uma influéncia
significativa na inten¢ao de compra por produtos customizados em massa. No geral, o impacto
dos beneficios percepcionados na inteng¢do de compra por opgdes customizadas em massa nao
¢ mediado pela necessidade de singularidade do cliente.
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CHAPTER 1: INTRODUCTION

1.1 Background

The topic of this dissertation is about mass-customized (MC) products, a subject that to respond
to the growing individualization of demand in recent years has become progressively more
relevant (Franke & Piller, 2003). The mass customization concept refers to the development,
production, marketing, and delivery of a customized service or product that offers the freedom
of customization, allowing individuals to locate precisely what they need at a reasonable price
(Pine II, 1993). By giving the ability to choose from a wider range of potential “products”, the
buyer is more likely to attain the configuration that most suits its preferences — both functional

and aesthetic (Randall, Terwiesch, & Ulrich, 2007).

Providing to consumers the cost benefit of mass manufacturing and the differentiation benefit
of customization became a competitive must have (Varadarajan, 1992), as the combination of
advanced engineering and information technology empowers firms to be extremely adaptable
and responsive in delivering product variety via mass customization (Pine II, Victor, &

Boynton, 1993).

When consumers take part in a mass customization program, data concerning different levels
of customers’ preferences are acquired by retailers. Consequently, they are gifted to convert the
customer’s needs and desires into a specific product or service requirement (Zipkin, 2001) and
to establish a long-term relationship with customers (Endo & Kincade, 2008). Since
customization can become a strategic tool that presents additional benefits to consumers, it has

been implemented in a variety of industries (Park & Yoo, 2018).

Considering a mass customization context, two types of perceived benefits have been
recognized by researchers — the product (extrinsic benefit) and the mass customization
experience (intrinsic benefit) (Fiore, Lee & Kunz, 2004; Franke & Frank, 2004; Schreier,
2006). It is well established in the literature that higher the perceived value, higher the intention
of purchase (Chang & Wildt, 1994). Accordingly, it is expected that higher the perceived
benefits of a MC product, higher will be the customer’s purchase intention. Currently, the
potential value increase of self-designed products is mainly explained by the extrinsic benefit

(Franke, Keinz, & Steger, 2009).

Customers’ need for uniqueness (CNFU) is another variable that may influence purchase

intention for MC products. Commonly, new products are created in response to the average



needs of a particular target market. This traditional approach is appropriate if the selected
segment is of decent size and relative customer preference homogeneity exists within it
(Schreier, 2006). Nonetheless, more regularly customers present unique needs, leaving many
displeased with standardized goods (Franke & Von Hippel, 2003). Since customization
facilitates and enhances the manifestation of feelings of uniqueness, the desire to be unique is
likely to impact consumers’ reactions to MC products (Lynn & Harris, 1997a). With mass
customization, an individual can distinguish himself from others by owning, possibly, a unique

product (Franke & Schreier, 2008).

The impact of resulting products’ uniqueness in MC systems has started to be explored
empirically by few studies (Endo & Kincade, 2008). Due to the lack in literature, a personal
interest, and the managerial relevance of the topic, this research aims to understand how
perceived benefits (intrinsic and extrinsic) impact the purchase intention for MC products, and

how the CNFU mediates that effect.

1.2 Problem Statement

The research’s scope is to explore the relationship between the perceived benefits (extrinsic and
intrinsic) and the customer’s purchase intention for MC products, mediating the effect of
customer’s need for uniqueness. To address the CNFU both the Uniqueness Theory (Snyder &
Fromkin, 1977) and the Self-attributed Need for Uniqueness (Lynn & Harris, 1997a) will be
used together as framework. Essentially, the problem statement for this research can be

established as:

“The role of Extrinsic and Intrinsic Perceived Benefits on Customer’s Purchase Intention for

Mass-Customized Products: The mediation effect of Customer’s Need for Uniqueness.”
The subsequent research questions emphasize the problem statement:

RQ1: What is the impact of perceived benefits — extrinsic and intrinsic - on purchase intention

for mass-customized products?

RQ1.1: Which benefits, extrinsic or intrinsic, are the major reasons for people shopping mass-

customized products?

RQ2: What is the relationship between perceived benefits (extrinsic and intrinsic) and

customer’s need for uniqueness?



RQ3: Does customer’s need for uniqueness explains the relationship between the overall

perceived benefits and purchase intention for mass-customized products?

RQ4: What is the impact of customer’s need for uniqueness in purchase intention for mass-

customized products?

1.3 Relevance

The increase in marketplace competition is being reflected by several market indicators. One
central goal of this study is to suggest that adopting MC programs can be an effective way of
bettering the competition in meeting customer’s needs over time in the 21% century. Mass
customization programs will increase the likelihood that each consumer gets the most precise
option he or she needs. This is a path of potentially increase a firm’s market share and even its

primary demand for the product category (Kahn, 1998).

An important research task is to understand how customer’s need for uniqueness is expected to
be affected by which sources of value, in a MC context. Specifically, it is relevant to see the
sights of how CNFU impacts product acquisition behaviors related to achieve differentness
(Tian, Bearden, & Hunter, 2001). Also, the identification of underlying factors that affect
consumers’ decision making when purchasing MC products has not yet been the object of many
studies (Tang, Luo, & Xiao, 2011). In addition, a more in-depth analysis of customer benefit is
needed to guarantee the long-term triumph of a mass customization offering (Park & Yoo,

2018).

Academically the research topic is of importance due to its recent nature — the concept was first
introduced by Davis, in 1989. In fact, MC production has during the last decades been a topic
of interest, mainly because the companies that are being able to manage it with the right strategy

gain success and market growth (Lander & Liker, 2007).

For retail managers, mass customization can even drive the direction of their strategies, since
manufacturers need to reflect customers’ specific interests before making a MC program
(Franke & Von Hippel, 2003). In this sense, users can be highly innovative which is reflected
by empirical studies on the bases of innovation. When transferring customers’ needs into MC
products through the use of a toolkit, problem-solving tasks are indeed dealt by companies via
a highly innovative approach (Schreier, 2006). Additionally, it has also been documented as an
effective tactic to increase consumer involvement in retailing (Kamali and Loker, 2002). This

research is interesting from a managerial perspective, since a comprehensive understanding of



value-generating factors is fundamental for developing effective MC toolkits.

Personally, this topic is interesting to me as I recognize in a MC strategy stunning advantages
for both, companies and customers. When implemented successfully, a MC strategy constitutes
a competitive advantage for companies, as well as it is able to meet individual customer’s needs

(Styhre, 1996).

With this dissertation I hope to be able to provide relevant guidelines on how to improve the
customizing options associated with a MC product, providing useful insights on how to manage
a MC program. In the light of CNFU, determine if there is a better combination between

extrinsic and intrinsic benefits in a MC purchase is an aim of this study.

1.4 Research methods
In this study, both primary and secondary data were considered in order to present an adequate

answer to the research questions presented.

Initially, an extensive literature review was performed to acquire an understanding of the
research topic, of what has already been done on it and what the key issues are. Based on all
this research, it was possible to acquire a deep background knowledge about the variables
present in the conceptual model. The literature review was, therefore, crucial to define relevant
hypothesis to be tested. Additionally, the research was essentially completed from marketing

top journals.

Considering the primary data, an online survey was conducted to assess the connection between
and among the conceptual model’s variables. Two A/B tests and a quasi-experiment study were
conducted to enhance the influence of mass customization on the variables mentioned in the
conceptual model. The A/B test consists of presenting two different versions of the same
product, MC versus standardized, each to half of the participants. The data were collected over
time (longitudinal) and was self-administered. A convenience and snowball sampling (non-
probability sampling technique) were used, thus the results are ultimately biased and cannot be

generalized from the sample to the population of interest.

Finally, the SPSS software was used to analyze the quantitative results, with the Hayes macro
PROCESS test being applied to measure the possible mediation effect of CNFU when
explaining the connection between overall perceived benefits and purchase intention, and linear

regressions were applied to test all the other hypothesis.



1.5 Dissertation outline

The next chapter presents a review of some of the existing literature on MC products, CNFU,
extrinsic and intrinsic benefits, and purchase intention, as well as a development of the
hypothesis that will be further used for statistical testing. The methodology section describes
how the study will answer to the hypothesis, by presenting the constructs that found the
questionnaire and the procedure used to collect, analyze and interpret the data. The fourth
chapter analyses in detail the results obtained through the questionnaire and discusses the
implications of the findings. Finally, the last chapter highlights the conclusions of this
dissertation, as well as its limitations, and suggests future research studies in the field of MC

products.



CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK

The next chapter presents a literature review with the purpose of getting a deep background
knowledge about the conceptual model’s variables and defining the hypothesis of this study.
In this sense, this chapter summarizes, contrasts, and evaluates existing literature from related
topics that are relevant to answer the research questions. In the first part, the concept of mass-
customized products is presented and developed. In the following parts, the concepts of
purchase intention, perceived benefits, customer’s need for uniqueness, and the interactions
between those variables are specified. To conclude, a conceptual framework gives an overview

of the study (Figure 1).

2.1 Mass-customized Products

The analysis and implementation of mass customization has received growing consideration in
marketing since the late 1980s, due to several aspects, such as the greater market diversity and
the growing individualization of demand (Franke & Piller, 2003), the heterogeneity of customer
preferences in many markets (Gilmore & Pine 1997), the increasing demand for satisfaction
(Endo & Kincade, 2008), the increasing investments in new product development, the shorted

product life cycles and global competition (Da Silveira et al., 2001).

As mass customization offers a competitive advantage and additional benefits to consumers,
various industries — such as, shoes (e.g., Nike), computers (e.g., Dell), cars (e.g., Toyota),
apparel (e.g., Brooks Brothers), and home furnishing (e.g., Pottery Barn) — have embraced mass
customization as a strategic tool (Park & Yoo, 2018). The traditional trade-off between reducing
the unit cost of production — cost leadership — and increasing the quality and performance of
the product — differentiation — was resolved by the disruptive change brought by new
technologies (Franke & Schreier, 2008). Hence, the concept of cost leadership and
differentiation as mutually exclusive strategies for attaining and maintaining competitive
advantage has started to be replaced by mass customization as an alternative to tackling the

market (Varadarajan, 1992; Pine II, 1993).

Having in mind the traditional paradigm of manufacturing management, on one hand
customized products (craft customization) are manufactured using low volume production —
which copes well with a wide diversity of products and with design procedures that are suitable
for high level of customer involvement in specifying the product (Duray, Ward, Milligan, &
Berry, 2000) — and are traditionally related to price premium (Piller, 2004). On the other hand,

standardized products (mass production) are produced on-stock where efficiency, productivity



and taking advantage of economies of scale are main focus points. Mass production meets only
the mean preferences of a market segment and customer involvement is only pursued during
market research to capture standard product design attributes with a high demand (Piller, 2004).
In this sense, the practice of mass customization disrupts the traditional paradigm of

manufacturing management (Duray et al., 2000).

The disruptive concept of mass customization was originally introduced by Davis, in 1989,
presenting it as the ability to offer exclusively designed products and services to every single
customer via high process integration, flexibility, and agility, as well as without sacrificing
scale economies. Likewise, Pine II (1993) defends that the mass customization’s goal is to
present an ample variety of products and services, so that the vast majority of customers get
precisely what they want at a fair price. As mass customization enables companies to reap
economies of scale, through repetition, it can reduce costs and lead time. Therefore, mass
customization reaches a greater margin due to its high volume production — where the volume
covers the cost of vast investment in equipment, tooling, manufacturing, and tutoring (Du, Jiao,

& Tseng, 2000).

From an operational perspective, the proper assessment of customer needs and existing
operational resources is crucial to define the right level of customization (Da Silveira et al.,
2001). In fact, mass customization can be accomplished by many different methods (Ahlstrom
& Westbrook, 1995) — each of them being classified by the MC approach and by the point of
customer engagement in the production cycle. Depending on the method used, different types
of MC products are created, such as modular products, tailor-made products, adaptative
products, and customized additional services (Piller, 1998). Having in mind the MC
approaches, Gilmore and Pine (1997) highlight four different types: collaborative (customers
engage directly with designers), adaptive (customers have the ability to change the product
during its use), transparent (products are fitted to individual needs), and cosmetic (standard
products are packaged specifically for the individual customer). On the other hand, considering
the point of customer engagement in the production cycle, it is important to highlight 6 levels
of mass customization (Broekhuizen & Alsem, 2002; Da Silveira et al., 2001): design
(collaborative project), fabrication (creation of customer-tailored products based on designs that
were previously defined), assembly (assembling standard components into exclusive
arrangements), additional services and customer work (mass customization is attained by
merely adding custom work or services to standard products, usually when delivered), and

usage (products that are possible to adapt to specific purposes or circumstances, after delivery).



The earlier customers can alter production, the higher the impact will be on the final product,
and more significant the required organizational transformation and uniqueness of the offering

(Duray et al., 2000).

Accordingly to Pine II (1993), the true mass customization entails modularity in production.
Modularity permits part of the product to be produced in mass as standard modules, while
product uniqueness is attained through the arrangement of those modules. Similarly, Ulrich
(1995) defended that modularity can boost product diversity, reduce delivery time and provide
economies of scope. Through modularity, modular products are created at the assembly level,
by having a collaborative or transparent approach. In this sense, a Product Family Architecture
(PFA) is necessary to sustain product customization, in particular, to define customer needs and
to subsequently satisfy them by arranging well-established modules and components (Duray et
al., 2000). With PFA, a product family strategy can be created by the manufacturer, where some
functional modules are common while others are presented with numerous variants allowing
the assembly combination to offer high variety in the end products (Hu, 2013). Thus, while
manufacturers determine the basic product architecture and variants, customers self-select
attributes to arrange an offer that better meets their own needs (Ghosh, Dutta, & Stremersch,

2006). For the purpose of this dissertation, the modular context will be considered.

Hence, a MC product results not only from a customer self-design (Wind & Rangaswamy,
2001), since customers can adapt product attributes to their specific requirements (Franke &
Schreier, 2010), but also from an act of company-to-customer interaction. The interaction
systems for mass customization, most commonly referred to as toolkits, are accountable for
directing the customer throughout the design process (Schreier, 2006). Considering what
customers are able to and how, these toolkits are deemed as very heterogeneous (Franke &
Piller, 2003). Those attributes to be manipulated by the toolkit might be the ones on which
consumers' preferences differ sharply and that can easily be manipulated by the consumer and
evaluated with the configurator (Deng, Hui, & Hutchinson, 2010). This is the fundamental
aspect that sets apart other strategies from mass customization. From a functional perspective,
mass customization begins by identifying customers’ individual needs (customer-centric
strategy) and ends by providing varied final products that can be appreciated by distinct
customers (Du et al., 2000). The unpredictable nature of each customer’s demands must be

considered as an opportunity to anchor future product designs (Pine II, Victor, & Boynton,



1993). Additionally, considering a managerial perspective, mass customization can be

accomplished regarding fit, style, and functionality (Piller, 2004).

The literature has also studied the different costs related with a MC offer, highlighting
predominantly the cognitive struggles, the delivery period and the time needed to customize a
product (Agrawal, Kumaresh & Mercer, 2001; Zipkin, 2001; Broekhuizen & Alsem, 2002).
Moreover, by experiencing uncertainty or by having limited insight into their preferences,

customers bear additional psychological costs (West, Brown, & Hoch, 1996; Kramer, 2007).

The triumph of mass customization is influenced by how customers realize the benefits and
added costs of mass customization (Broekhuizen & Alsem, 2002) — the perceived benefits must
compensate the different costs associated to the configuration process. Mainly, a balance of
time to market, variety, and economy of scale is required to ensure the success of mass

customization (Du et al., 2000).

2.2 Purchase Intention
Purchase intention (PI) is an essential predictor of actual purchase, as customer’s purchase

intention arises under the belief of an imminent transaction (Hsu, Chang, & Yansritakul, 2017).

Purchase intention refers to some exchange behavior generated following consumers’ overall
assessment of a product. Indeed, it is considered as a perceptual response adopted in relation to
one’s attitude to an item, combined with external stimulating factors, like the experimental
situation and the variations in time (Fishbein & Ajzen, 1975). Thus, the ultimate decision of

buying is reliant on consumer’s intention with several external factors (Keller, 2001).

When consumers have a positive purchase intention a brand commitment is established, which
pushes consumers to make an actual purchase (Schiffman & Kanuk, 2007). Nonetheless, the
comparison between expressed purchase intention and actual purchase behavior has been
difficult (Follows & Jobber, 2000). For the present study, purchase intention is thought to be a

representative estimation of purchase behavior.

2.3 Perceived Benefits

The commonly accepted definition of perceived value defends that the consumer’s appraisal of
the utility of a product is defined by the consumer’s overall assessment of what is given and
what is obtained in return (Zeithaml, 1988). Also, the attributes are means through which

consumers obtain value, via the positive benefits accruing from the attributes (Gutman, 1997).



Having in mind the motivation theory (Deci, 1975), motivation is composed by extrinsic and
intrinsic factors. Extrinsic motivation arises from consumers’ perceived usefulness of the
results derived by their behaviour or product performance, while intrinsic motivation relates to
the practice of an activity just for the act itself, and not for any other apparent reinforcement.
Both perceived value and behavioural intention have been found to be affected by extrinsic and
intrinsic factors (Rogers, 1995). It has also been suggested that products are acquired for their
utilitarian and hedonic benefits (Babin, Darden, & Griffin, 1994). Thus, Kim et al. (2007), by
considering the motivation theory to understand perceived benefit, partitioned perceived benefit
into extrinsic (known as utilitarian or cognitive) benefit and intrinsic (known as hedonic or

affective) benefit.

Extrinsic benefit denotes the value a customer perceives from using a product, relating to the
product’s usefulness which is focused on task accomplishment (Rogers, 1995). The construct
of usefulness is in line with the concept of product quality (Kim et al., 2007), which is described
as the merit and superiority of a product according to the customer’s cognitive assessment
(Zeithaml, 1988). On the other hand, intrinsic benefit refers to the enjoyment and pleasure
retained from the experience of using a product (Kim et al., 2007). This concept is identical to
the definitions of emotional value, which corresponds to the utility derived from emotions or
affective states created by a product (Sweeney & Soutar, 2001). Hence, intrinsic benefit implies
that an experience is appreciated for its own stake, while extrinsic benefit serves as means to

an end.

Extrinsic benefit and intrinsic benefit can lead to extrinsic and intrinsic values, respectively
(Chiu, Wang, Fang, & Huang, 2014). Warranting positive value to the customer is a
precondition for the long-term triumph of every customization program (Schreier, 2006).
Hence, the benefits customization programs generate for customers started to be studied by
numerous scholars. Considering a MC context, two types of perceived benefits have been
recognized by academics: product and mass customization experience (Franke & Frank, 2004;
Schreier, 2006), parallel to extrinsic and intrinsic benefits, respectively. Both, the product and
the experience, support the eagerness to embrace MC options (Fiore, Lee, Kunz, & Campbell,

2001).

Most contributions to date have mainly considered extrinsic value to clarify product benefit,
mentioning the aesthetic and functional fit between MC products and consumer preferences

(Franke & Schreier, 2008). This fit is high when consumers’ needs are matched by the product
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attributes (Franke & Schreier, 2008). In this way, by specifying certain product attributes in the
product configurator, the benefits that consumers perceive from the MC product increases

(Simonson, 2005).

Nevertheless, by disregarding the hedonic value, the conventional utilitarian explanations do
not reveal the shopping experience effect of a MC context (Babin, Darden, & Griffin, 1994).
Characteristically, consumers desire to attain a feeling of pleasure from a service or product
experience (Carbone & Haeckel, 1994) — as human actions are, for the most part, inherently
pleasure-seeking (Holbrook & Hirschman, 1982). The perceived benefit associated with the
MC experience is the intrinsic one. According to Schreier (2006), when consumers experience
the process of designing their own product, value is added, such as novelty, recreation and
curiosity. Similarly, Randall et al. (2007) highlighted that consumers who have designed their
own product recognize increased benefits. Further psychological factors have been mentioned
in recent research, such as accomplishment and pride feelings of having created it oneself

(Deng, Hui, & Hutchinson, 2010; Franke, Schreier, & Kaiser, 2010; Moreau & Herd, 2010).

2.4 Perceived Benefits and Purchase Intention

Consumer behavior is value driven, thus perceived values ultimately affect consumers’ choice
patterns (Gutman, 1997). Perceiving value has a significant effect on customer’s purchase
intention (Chan, 1996), which means that if a customer perceives high value then it influences
purchase intention (Petrick, 2002). Consequently, consumers must have a stronger purchase
intention for MC products that provide higher extrinsic and intrinsic benefits. However, from
time to time customers fail to realize the opportunities presented by a MC product and they end
up preferring the default configurations provided by the manufacture (Hill, 2003). Hence, the

next hypothesis is proposed:

H1: Perceived benefits - extrinsic and intrinsic - positively affect the customer’s purchase

intention for mass-customized products.

Given the situational context of an individual consumer, the relative importance of intrinsic and
extrinsic benefits will be different — for example, the most skilled customers may be more
functional or task oriented (Schreier, 2006). Therefore, it leads to establishing the following
hypothesis:

Hla: The type of perceived benefit — extrinsic and intrinsic — has a different effect on the

purchase intention for mass-customized products.
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However, even though the intrinsic benefit is recognized as being a MC benefit, the preference
fit argument (extrinsic benefit) is the main justification used for a potential value increase of
self-designed products (Franke et al., 2009). Considering the previous information, the

following is noted:

H1b: The extrinsic benefit has a larger effect on purchase intention for mass-customized

products than the intrinsic benefit.

2.5 Customer’s need for uniqueness

Having in mind the psychological marketing literature, the construct of customer’s need for
uniqueness is discussed. The notion of need for uniqueness (NFU) stems from Snyder and
Fromkin’s (1977) Theory of Uniqueness. In consonance with this theory, the need to see oneself
as being different from other people is stimulated when individuals see themselves as extremely
alike to others in the environment that surrounds them, alarming their self-perception of

uniqueness (Synder & Fromkin, 1977).

NFU reflects individual variations in consumer counterconformity motivation (Snyder &
Fromkin, 1977) - motivation that involves the deliberate pursuit of differentness relative to

others as an edge point, differentiating the self by acquiring and displaying material possessions

(Nail, 1986).

However, in general, customers tend to prevent the unpleasant effect related to excessive
divergence (Fromkin, 1970). Thus, customers use behavioral procedures to sustain moderate
uniqueness. The extent to which these procedures are employed depends on the strength of
individuals’ need for uniqueness (Snyder & Fromkin, 1977), that is identified as an individual-

level trait of personality (Lynn & Harris, 1997a; Tian & Mckenzie, 2001).

Lynn and Harris (1997a, 1997b) criticized the Uniqueness Theory for focusing too much on
public aspects of uniqueness. Thus, NFU might fail to apprehend the strength of one’s personal
need (Lynn & Harris, 1997a; Tian & Mckenzie, 2001). Consequently, Lynn & Harris (1997a)
proposed an alternative measure of uniqueness, the Self-Attributed Need for Uniqueness
(SANU), which focuses on the personal expression of need for uniqueness. SANU does not
refer to public and contextualized behaviors, like NFU, but focuses on a general and explicit
representation of the need for uniqueness. As a consequence, NFU and SANU complement
each other, being the major scales to measure individual’s need for uniqueness (Lalot et al.,

2017).
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Finally, individuals can satisfy their need to be unique in different ways, such as, through
possession displays (Belk, 1988), purchase of novelty or original goods that are not accessible

in mass quantities (Tian et al., 2001), as well as possess unique products (Simonson & Nowlis,

2000).

2.6 Customer’s need for uniqueness and Perceived Benefits

The perceived uniqueness of a product is related to the extent to which a customer considers a
product as distinct from other products in the same category (Tian et al., 2001). A mass
customization program enhances differentiation from other customers and their possessions by
means of a unique product, making consumers perceive higher benefits (Fiore et al., 2004;

Simonson, 2005).

The main point is that the high variety of products provided by a MC program permits an
effective adaptation to the customers’ preferences, as well as satisfy the need of consumers who

aim for uniqueness (Tian et al., 2001). Thus, the subsequent hypothesis is suggested:

H2: The customer’s need for uniqueness is negatively affected by the perceived benefits —

extrinsic and intrinsic - of a mass-customized product.

2.7 Customer’s need for uniqueness and Purchase Intention

Consumers have unique needs, leaving many dissatisfied with standardized products (Franke
& Von Hippel, 2003). In this context, individuals allege that they are willing to pay an extra for
improvements that better meet their individual needs. Likewise, to resist conformity, consumers
may purchase products that are not accessible in mass quantities (Tian et al., 2001). In fact,
customers with a high preference for unique products announce considerably higher intentions

to engage in MC programs (Fiore et al., 2004). Thus, the following hypothesis is predicted:

H3: Customer’s need for uniqueness will be positively related to the purchase intention for

mass-customized products.

The earlier hypotheses indicate that CNFU may be a mediator on the relationship between the
independent and dependent variable, which means that perhaps the overall perceived benefits
affect purchase intention through their effect on CNFU. Thus, the empirical findings must
validate this effect by the next hypothesis:
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H4: The relationship between the overall perceived benefits of a mass-customized product and

the resulting purchase intention of the customer, is mediated by the customer’s need for

uniqueness.

2.8 Conceptual Framework

Mediator

Cuztomer’s need for
unigueness

Independant Variable I

Overall Perceived Benefits
Extrinzic Banefit
Intrinsic Benefit

Figure 1:

H3
H4
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Conceptual Framework.
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CHAPTER 3: METHODOLOGY

Chapter 3 elucidates the methodology applied to address the research questions and to collect
data to reach relevant conclusions in relation to the hypothesis defined. First, the research
approach is presented, followed by a summary focused on the type of primary and secondary
data used. Finally, the primary data is described with further detail, in order to define the data

collection, measurement and data analysis techniques.

3.1 Research Approach

Different research designs and approaches have been employed to accomplish the purpose of
this dissertation, which is to explore the association between the overall perceived benefits
(extrinsic and intrinsic) and customer’s purchase intention for MC products, mediating the

effect of CNFU.

Considering the different research designs — exploratory, descriptive and explanatory
(Saunders, Lewis, & Thornhill, 2009) — both exploratory and explanatory methods were
considered. First, the exploratory method was used in order to gain familiarity with the most
relevant concepts referring to the problem statement, all conducted by searching the literature.
After the research was formalized and six hypotheses were outlined, defining the data to be
collected, as well as the scales and measures for instrument design (Harrison & Reilly, 2011).
Finally, the explanatory design was considered to clarify potential causal relationships among

the variables using primary data.

Considering the different research’s approaches (Creswell, 2009), the present study is focused
on the quantitative one. With this approach, data were collected through an online survey and
analyzed quantitively through statistics, determining whether empirical evidence supports the
proposed hypotheses or not. Indeed, two A/B split tests were conducted (S vs MC) to better

understand the role of mass customization.

3.2 Secondary Data

Secondary data was handled mostly in form of scientific articles from top journals. Its analysis
was crucial to acquire an understanding regarding the problem statement, as well as to create
the conceptual model and to sustain the constructs and hypotheses of the study. In fact,
reviewing the literature is important for two main reasons (Sharp et al. 2002) — the first, the
preparatory search, is crucial to generate and clarify the research ideas; the second, the critical
literature review, helps to enhance the subject knowledge and to clarify the research questions

further.
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3.3 Primary Data

Considering the primary data, an online survey was conducted to collect data in order to explore
the relationship between the variables and consequently to answer the research questions. In
this sense, a quantitative analysis was performed based on the results obtained from the online

survey. Further, the data were collected over time (longitudinal) and self-administered.

For this study, an online survey is an important procedure for data collection due to its several
advantages. The economy of the design and the rapid turnaround in gathering the data are an
added value (Creswell, 2009). Also, the flexibility, the convenience, the diversity of questions,
the possibility to reach large samples, and the ease of data entry and analysis are other
advantages (Evans & Mathur, 2005). Regarding the disadvantages, they are more related with
the respondents’ inability to answer the survey, as well as their unwillingness to respond it
accurately, the privacy and security issues, and the more impersonal contact (Evans & Mathur,

2005).

Before using the survey to collect data a pilot test was conducted to 10 people. Its purpose was
to test the questionnaire in conditions as similar as possible to the posterior research, but not in
order to report results, but rather to ensure that the participants would encounter no problem in
responding the questions and that there would be no obstacles in recording the data. Thus, it
allowed evaluating the questions’ validity, as well as the expected reliability of the data that

would be gathered.

3.3.1 Data Collection

The present dissertation intends to analyze the influence of perceived benefits (extrinsic and
intrinsic) on purchase intention for MC products in one product category — shirts. The main
requirement for this choice was that other companies successfully had created a mass
customization program within this product category (e.g. Apposta, Hockerty and Sumissura).
Additionally, this is a disruptive category that is breaking traditional rules and is innovating to
alter the status quo, displacing established market leaders (e.g. at the Italian Web Award 2012,
Apposta was awarded as the “Best E-commerce of the year”). Finally, considering the MC field

there are no studies focusing on this product category.

A convenience and snowball sampling (non-probability sampling techniques) were used, since
the survey’s data was collected from participants who were conveniently available to join the

research (Creswell, 2009), as well as the members of the sample group were recruited via chain

16



referral. In fact, naturally formed groups (e.g. family members and friends) and some other
volunteers composed the respondents’ group of the online survey. Accordingly, the procedure

is named a quasi-experiment (Creswell, 2009).

Convenience sampling is the simplest and the most convenient technique to collect primary
data - the data collection can occur in a short period of time, as well as with low costs unlike
probability sampling methods (Saunders et al., 2009). However, convenience sampling is very
susceptible to selection bias, influences beyond the command of the researcher, as well as it

may has associated a great degree of sampling error (Saunders et al., 2009).

The sample was collected by sharing the online survey via Facebook and by email, from 26
November 2018 to 3™ December 2018. The target for the survey were all people who buy their
own shirts. Overall, 466 respondents were recorded, of which 400 fully completed the survey.
Considering the ones who finished it, 372 valid responses and 28 invalid responses were
collected. The scenarios were randomly and evenly assigned to the participants, resulting in a
distribution of 185 participants exposed to the standardized stimulus and 187 participants
exposed to the MC stimulus. Finally, the survey was launched in two languages — Portuguese

and English — as it was not barred by nationality.

3.3.2 Research Design

The study employs a 2 (MC product, S product) x 2 (Male, Female) factorial design experiment
(Figure 2). First, on one hand, the results obtained in the MC stimulus were used to test the
hypothesis. On the other hand, as further analysis, the results obtained for the standardized
stimulus were individually analyzed to enhance the role of mass customization and to present
the differentiation between having or not customization. Second, due to gender specificity of
clothing, both stimuli were established differently for women and for men. The study was
performed with unbranded shirts, not only to remove past knowledge and experience in relation

to brands, but also potential brand preference bias.

The online survey is composed by three main parts (Appendix 1). Since only the participants
who buy their own shirts were considered as valid (target for the survey), a control question at
the beginning of the survey was displayed to ensure that all the respondents would fulfill this
requirement. Next, a question about product usage was displayed to infer relevant differences
among the respondents. Finally, this first section had as a main goal to analyze the respondents’

NFU and SANU (Synder & Fromkins, 1977; Lynn & Harris, 1997).
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In the second part, the respondents were exposed to one stimulus. There are two stimuli —
standardized and mass-customized — with two possible scenarios (Figure 2). As previously
mentioned, due to gender specificity of clothing, both stimuli were established differently for
women and for men. Specifically, the images used to represent the standardized shirts, as well
as the modules for the MC shirt, were gender specific. To ensure that men would be exposed to
one of the two male’s stimuli and that women would be exposed to one of the two female’s

stimuli a question was first presented — by asking “what is your gender?”.

| Mazs-Customizad | | Standardized |

| hizle | | Famale | | Male | | Femals |

Figure 2 — Questionnaire design (stimuli).

Considering the standardized stimulus, the respondents were presented to 10 standardized shirts
and were questioned to select the shirt they would prefer to buy (Franke et al., 2010). These
standardized shirts were of equal quality as their potential self-designed counterparts in the MC
stimulus (Schreier, 2006).

Considering the MC stimulus, the respondents were exposed to the functionality of a toolkit to
self-design their own shirt. The toolkit employed is quite simple to use and presents a large
variety of design possibilities, allowing to choose and combine previously defined options for
the fabric (12 alternative for both genders), sleeve (2 alternatives for men and 3 for women),
cuff (10 alternatives for men and 8 for women), pocket (5 alternatives for both genders), fitting
(2 alternatives for both genders), and collar (10 alternatives for men and 8 for women). Having
in mind the PFA used, the fact that each shirt’s module was presented with numerous variants,
made possible that each assembly combination provided a large variety in the end MC shirts
(24 000 variants for male’s shirts and 23 040 variants for female’s shirts). In this sense, the MC
stimulus represents a common modular MC context, since the basic product architecture and
options were previously defined in the survey, while respondents self-selected the attributes to
configure a shirt that better met their own needs (Ghosh et al., 2006). Furthermore, the toolkit
provided constitutes a decent depiction of the toolkits used in the B2C field, since it is

completely inspired on what companies have used for the shirt’s toolkits.
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In the third part, the participants were asked about their extrinsic and intrinsic perceived

benefits, as well as about their purchase intention.

Finally, the respondents answered some demographic questions — age, country, occupation,

education level, number of household members, and yearly net household income.

3.3.3 Measurements

Considering the survey’s division and the constructs of the study, the first section starts by
estimating the SANU, that was measured through 4 items that were completed by selecting the
word considered more appropriate to complete an affirmation. Respondents indicated to what
extent “they like to be different from other people”, “being distinctive is important to them”,
“they intentionally do things to make themselves different from those around them”, and “they
have a need for uniqueness”. This section also evaluates the respondents’ NFU, that was
measured through a 32-item scale. In this case, some items were reversed-scored, as responses
were scored so that stronger agreement would mean the answer of individuals with high NFU

(reverse-scored items are signaled in Appendix 1).

In the second section, a stimulus was presented to the respondents. Both stimuli, the
standardized one and the MC one, were presented based on what the Hockerty website (male)
and Sumissura website (female) are doing. Considering the standardized stimulus, for both
genders, the 10 shirts presented were selected from those websites. Considering the MC
stimulus, the images used to represent each product module (collar, cuff, sleeve, fit and pocket)
were also retrieved from those websites. Nonetheless, the toolkit provided in the online survey
1s less complex than what is possible to do for this product category. On one hand, the online
survey did not provide all the possible attributes that can be customized (e.g. placket, pleats,
bottom, elbow patches, etc). The criteria used to select the 5 attributes considered in the toolkit
of this study, was that these ones in none of the most relevant websites for MC shirts (Apposta,
Hockerty, Sumissura, and Tailor Store) are considered as being an extra in the customization
process. On the other hand, for the 5 modules selected, were not present all the possible options
available to customize them. For example, only 12 fabric options are presented from the 92
fabric options available for both genders in the Hockerty’s website and Sumissura’s website.

Such decision was made due to software constraints.

To understand the impact of each stimulus on perceived benefits, the third section starts by
assessing the extrinsic and intrinsic benefits perceived by the participants. In this sense, 2

questions had been established. On one hand, the first question focused on the extrinsic
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perceived benefit, where 5 items (“Innefective” — “Efective”; “Unhelpful” — “Helpful”; “Not
functional” — “Functional”; “Unncessary” — “Necessary”’; “Impractical” — “Practical”) were
presented. On the other hand, the second question focus on the intrinsic perceived benefit,
where 5 items (“Not fun” — “Fun”; “Dull” — “Exciting”; “Not delightful” — “Delightful”’; “Not

thrilling” — “Thrillling”; “Unenjoyable” — “Enjoyable’) were also presented.

Considering the respondents’ purchase intention measurement, this dissertation uses a construct
of 5 items (“I definitely not buy it — I definitely buy it”; “I definitely do not intend to buy it — I
definitely intend to buy it”; “I have a very low purchase interest — I have a very high purchase
interest”; “I never intend to buy it — I definitely intend to buy it”; “I probably not buy it — “I
probably buy it”).

7-point likert-type scale and 7-point semantic differential scale were mainly used to measure
the constructs introduced in the online survey. Specifically, a 7-point likert scale anchored by
strongly disagree and strongly agree was considered to measure the constructs of SANU and
NFU. On the other hand, the constructs of extrinsic benefit, intrinsic benefit, and purchase

intention were measured with a 7-point semantic differential scale (Table 1).

Finally, all the constructs were approved by existing literature and present acceptable

reliabilities (all Cronbach’s alphas >.70). Further, they were all left as their original version.

Constructs N° of items Scale Authors

Self-attributed Need for 4 Multi item scale (7-

Uniqueness point scale) (Lynn & Harris, 1997a)

Multi item scale (7- (Synder & Fromkins,

Need for Uniqueness 32 oint scale) 1977, 1980; Tepper &
p Hoyle, 1996)
o . (Crowley,
Extrinsic Benefit 5 Zifplerg;'fglnsgiz Spangenberg, &
Hughes, 2003)
o 7-point semantic
Intrinsic Benefit 5 differential scale (Crowley et al., 2003)
Purchase Intention 5 /-point semantic (Spears & Singh, 2004)

differential scale
Table 1 — Measurement Model.
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3.3.4 Data Analysis

The data was gathered through the survey-software Qualtrics and it was analyzed using version
25 of SPSS. The raw data was prepared, by editing and re-coding some variables, to certificate
precision in the analysis. In order to characterize the sample, descriptive statistics were used to
analyze the demographics. Also, the Cronchach’s alpha for each construct was analysed to
confirm their reliability. Further, correlation analysis had been conducted to quantify the

direction and strength of the relationships between the variables.

Having in mind that all the constructs are metric, the confirmation of the hypothesis was done
through the appropriate statistical test. Linear regressions had been applied to explore the effect
of perceived benefits (extrinsic and intrinsic) and CNFU on purchase intention, as well as the
impact of perceived benefits on CNFU. A significance level of 5% was used for all the statistical

tests performed.

To explain the possible mediation effect of CNFU on the relationship between overall perceived
benefits and PI, the PROCESS macro for SPSS was used (Hayes, 2013). The statistical model
of this study behaves as a simple mediation, since there is only one mediator — model 4 (Hayes,
2013). Through this model, the independent variable (X) can affect the dependent variable (Y)
both indirectly and directly. Considering the indirect path, X is proposed to impact M, and this
effect then proliferates to Y. Using the direct path, X affects Y, independently of X’s effect on
M (Hayes & Preacher, 2014).
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CHAPTER 4: RESULTS AND DISCUSSION

Chapter 4 presents and analyses the data collected from the online survey and consequently

tests the hypothesis defined. Based on that, it is possible to connect the main results with the

prospects described in the literature review and consequently define the main conclusions.

4.1 Sample Characterization

Having in mind the 400 participants, 28 were excluded from the survey for not buying their

own shirts. Thus, the demographic profile of the 372 respondents who represented valid

responses is displayed in the table below (Table 2) and it is performed for the participants

assigned to the standardized stimulus, for the participants assigned to the MC stimulus, as well

as for the total sample.

St shirt MC shirt Total
Respondents 185 187 372
Gender Male 40% 36.9% 38.4%
Female 60% 63.1% 61.6%
Age Under 18 2.2% 1.6% 1.9%
18-24 69.2% 74.9% 72%
25-34 11.4% 10.7% 11%
35-44 3.2% 3.7% 3.5%
45-54 11.9% 7% 9.4%
55-64 2.2% 1.6% 1.9%
65 or older 0% 0.5% 0.3%
Country Portugal 83.2% 85.6% 84.4%
France 2.7% 3.7% 3.2%
Germany 2.2% 1.6% 1.9%
Other 11.9% 9.1% 14.3%
Occupation Student 57.3% 54% 55.6%
Employed 37.8% 41.7% 39.8%
Unemployed 1.6% 2.1% 1.9%
Disabled 0.5% 0% 0.3%
Retired 0% 0.5% 0.3%
Other 2.7% 1.6% 2.2%
Education Less than high 1.6% 0.5% 1.1%
school
High school 22.2% 19.8% 21%
Bachelor 54.1% 54.5% 54.3%
Master 20% 24.1% 22%
Doctorate 1.1% 0.5% 0.8%
Other 1.1% 0.5% 0.8%
Household 1 16.8% 10.7% 13.7%
members 2 13.5% 13.9% 13.7%
3 25.9% 32.6% 29.3%
4 27.6% 31.6% 29.6%
5 or more 16.2% 11.6% 13.7%
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Yearly net | Less than 20 22.2% 23.5% 22.8%
household 00€
income 20 000€ - 23.2% 26.2% 24.7%
34 999€
35 000€ - 14.6% 21.4% 18%
49 999¢€
50 000€ - 14.6% 7.5% 11%
74 999€
75 000€ - 4.3% 2.1% 3.2%
99 999€
Over 100 000€ 3.8% 5.3% 4.6%
I prefer not to 17.3% 13.9% 15.6%
say

Table 2 — Sample characterization sum up.

There was a female predominance in the sample, representing 61.6% of the total participants.
In terms of age, the sample is mostly aged between 18-24 (72%). Also, the majority of the
participants were Portuguese (84.4%), students (55.6%) or employed (39.8%), and 54.3% of
them had, at least, the bachelor’s degree. Finally, most of the participants stated to have a yearly
net household income between €20 000 — €34 999 (24.7%) and a household composed mostly
by 4 people (29.6%). Additionally, considering how frequently the participants use shirts, most
of them stated to wear shirts sometimes (32.8%), frequently (22.3%), or very frequently
(22.8%) (Appendix 2).

The standardized stimulus and MC stimulus were presented 185 and 187 times, respectively,
confirming that the total number of participants was approximately evenly assigned to one of
the two stimuli. Considering the standardized stimulus, the male scenario was presented 74
times and the female one 111 times. Considering the MC stimulus, the male scenario was shown

69 times and the female scenario 117 times.

Due to the use of non-probability sampling technique, the sample cannot be representative, and
the results can not accurately picture the population. Nevertheless, table 2 shows that the groups
are homogeneous since the demographics of the respondents across the two stimuli are very

similar.

4.2 Measure Reliability
In order to verify the reliability of the items among the sample, before proceeding to the actual
analysis of the hypothesis, a Cronbach’s alpha for all the constructs had been performed

(Appendix 3). Indeed, the internal consistency, which means how closely a set of items are as
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a group was checked (Nunnally, 1978). This study was conducted for the two stimuli and for
the total sample (Table 3).

In order to compute a new variable for CNFU, result from the junction of SANU and NFU, the
reliability for the 36 combined items was examined. Additionally, the same was made to
compute a new variable for the overall perceived benefits, result from the junction of the items

of extrinsic and intrinsic benefits.

Construct # Items Standardized MC Total
Customer’s Need for 36 0.790 0.812 0.801
Uniqueness
Self-attributed Need 4 0.843 0.838 0.841
for Uniqueness
Need for Uniqueness 32 0.765 0.782 0.774
Overall Benefits 10 0.898 0.871 0.888
Extrinsic Benefit 5 0.888 0.873 0.881
Intrinsic Benefit 5 0.902 0.853 0.884
Purchase Intention 5 0.928 0.944 0.938

Table 3 — Cronbach’s alpha for the constructs used.

In general, when the Cronbach’s alpha is at least 0.70, an instrument is classified as having
adequate reliability (Nunnally, 1978). Accordingly, it is possible to conclude that all the
Cronbach’s alphas have acceptable values, making possible not only to create a general variable
for each construct, but also for the two new overall variables — one for the customer’s need for
uniqueness and other for the overall perceived benefits. In general, no exclusion of items would
increase the Cronbach’s alpha value of each construct. However, the following exceptions

should be highlighted.

First, for all the 32-items of NFU, the Cronbach’s alpha equals 0.774 for the total sample.
Considering the Cronbach’s alpha if each item deleted, by removing the items “I like wearing
a uniform because it makes me proud to be a member of the organization it represents”, “People
have sometimes called me “stuck-up”, “Being a success in one’s career means making a
contribution that no one else has made” and “If I must die, let it be an unusual death rather than
an ordinary death in bed”, the new Cronbach’s alpha would be 0.776, 0.778, 0.782, and 0.781,
respectively. However, since none of the removals would increase considerably the total
Cronbach’s alpha, all the 4 items were kept (Maroco & Garcia-Marques, 2006). Similarly, by

excluding 4 of the 36-items of CNFU the Cronbach’s alpha would increase. Nonetheless, since

none of them would increase considerably the total Cronbach’s alpha, all were kept.
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4.3 Result from the Hypotheses Testing
4.3.1 Hypotheses 1, 1a, 1b, further analysis

Multiple Linear Regression Analysis: Perceived benefits - extrinsic and intrinsic - positively
affect the customer’s purchase intention for mass-customized products.
Ho: BExtrinsic Benefit < 0 A Bnrinsic Benefit < 0

A correlation analysis between each predictor and the outcome variable had been conducted for
each stimulus, to determine whether there is an association between them and consequently to
determine the strength and direction of the association (Appendix 4). Since we are measuring
the association of metric variables, a Pearson Correlation was performed. Considering the MC
stimulus, the results from the test showed a significant positive correlation between each
predictor and the outcome variable. Specifically, there is a significant positive correlation
between the extrinsic benefit and purchase intention (r=0.468, p-value<.000), as well as between
the intrinsic benefit and purchase intention (r=0.485, p-value<.000). Thus, higher the perceived
benefits, higher the purchase intention for MC shirts. Thus, H1 can be supported. Considering
the standardized stimulus, there is also a significant positive correlation between the extrinsic
benefit and purchase intention (r=0.594, p-value<.000), as well as between the intrinsic benefit
and purchase intention (r=0.540, p-value<.000). In this sense, H1 would also be supported for
the standardized case. Furthermore, there is also a significant positive correlation between both

independent variables (r=0.434, p-value<.000).

By using the enter method, a multiple linear regression was completed to better understand the
nature and degree of association between the predictor variables and the criterion variable for

each stimulus (Appendix 4).

Considering the assumptions underlying the regression model, the model is valid without any
restrictions for both stimuli, since all the assumptions have been verified. First, there is
independence of the residuals (Durbin-Watson s = 2.078; Durbin-Watson mc = 1.894) and the
error term is approximately normal distributed (histogram of the residuals). Also, there is
homoscedasticity across the data, which means that the variance of the error term is constant.
Finally, the mean of the error term is 0 (E{ei}=0) and do not occur multicollinearity effects,
which means that intercorrelations amongst the predictors are not very high (condition index

<15).
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By analysing each stimulus separately, even if in both stimuli the model is significant (p-value
S=.000; p-value MC=.000), the variation of purchase intention is better explained by the
standardized shirt (R%s=.436 > R%yc=.317), where 43.6% of the total variation in purchase
intention is accounted by the predictors’ variation. Considering the unstandardized coefficients,
it is possible to conclude that both predictors have a positive and statistically significant effect
on PI in both stimuli. In the standardized stimulus, when the extrinsic benefit is changed by one
unit, but the intrinsic benefit is held constant, PI is expected to change on average and in the
same direction 0.513 (B=.513, p-value=.000). On the other hand, when the intrinsic benefit is
changed by one unit, but the extrinsic benefit is held constant, PI is expected to change on
average and in the same direction 0.341 ($=.341, p-value=.000). Finally, in the MC stimulus,
on average, when the extrinsic benefit increases one unit, while the intrinsic benefit is held
constant, PI increases 0.415 (B=.415, p-value=.000) and when the intrinsic benefit increases
one unit, while the extrinsic benefit is held constant, there is an increase of 0.439 on PI (f=.439,
p-value=.000). Thus, H1 is validated and it would also be confirmed for the standardized

products.
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Figure 3 — HI Results: statistical model with the non-standardized regression coefficients.

Further analysis: The effect of having or not having customization on Purchase Intention

Ho: umc = ps

An independent sample t test was conducted to determine whether PI was different for the MC
stimulus as compared with the standardized one. First, considering the results obtained in the
Levene’s test there is indication of homogeneity (Levene = 0.489; p-value = 0.485). Thus, the t

test based on equal variances assumed was used. The t value is -3.184 and gives a probability
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of 0.002, which is less than the significance level of 0.05. Therefore, Ho is rejected. Since the
mean for standardized is 4.4108 and the mean for MC is 4.8898, the Pl is significantly greater
with customization than without having the option of customization — indicating that there are
differences between the means of PI depending on whether it is possible or not to customize

the product.

a) Bivariate Regression Analysis: The type of perceived benefit — extrinsic and intrinsic — has

a different effect on the purchase intention for mass-customized products.

HOZ BExtrinsic Benefit = Blntrinsic Benefit
To test if the type of perceived benefit has a different effect on purchase intention, the extrinsic

and intrinsic benefits were tested into two distinct linear regressions (Appendix 4).

Starting with the impact of the extrinsic benefit on purchase intention, all the assumptions
underlying the regression model were verified for both stimuli. First, there is a linear association
between the independent variable and dependent variable (rs=.0.594, p-value=.000; rmc=.468;
p-value=.000). Second, the residuals are not correlated (Durbin-Watson s = 2.152; Durbin-
Watson mc = 1.928) and the variance of the error term is constant. The mean of the error term

is 0 and it is approximately normal distributed.

Bearing in mind the MC stimulus, the model explains 21.9% of the variation of purchase
intention (R?>=0.219). By doing the ANOVA test the model is also significant (F(1;185) =
51.790; p-value <.001). By rejecting the Ho (B=0) of the coefficients model, at a confidence
level of 95%, the extrinsic benefit has a positive significant impact on PI for MC products (p-
value<.001). In fact, an increase of 1 unit on the extrinsic benefit leads to an increase of 0.612

on PI for MC shirts (B=.612).

Considering the standardized model, the model with this independent variable has a R? 0f 0.353,
which means that this predictor explains 35.3% of the variance of purchase intention. By doing
the ANOVA test the model is significant (F(1;183) = 99.839; p-value<.001). Further, at a level
of significance of 5%, the effect of the extrinsic benefit on PI is statistically significant (p-
value<.001). Specifically, an increase of one unit of extrinsic benefit leads to an increase of

0.701 on purchase intention for standardized shirts (f=.701).

Moving to the effect of the intrinsic benefit on purchase intention, the regression model is also

valid without any restrictions. There is a linear association between the independent variable
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and dependent variable (rs=.540, p-value=.000; rmc=.485; p-value=.000). There is independence
of observations (Durbin-Watson s = 1.904; Durbin-Watson mc = 1.869) and the error term is
approximately normal distributed. The data shows homoscedasticity and the mean of the error

term is O.

Considering the MC stimulus, the model is significant (F(1;185) = 56.781; p-value <.001) and
explains 23.5% of the variance of purchase intention (R?=.235). Also, the intrinsic benefit has
a statistically significant positive effect on purchase intention for MC shirts (f=.613; p-value
<.001) — purchase intention for MC shirts increases 0.613, with an increase of one unit on

intrinsic benefit.

For the standardized stimulus, the model is also significant (F(1;183) = 75.377; p-value <.001)
and explains better the variance of purchase intention (R%s=.292 > R?yic = .235). Specifically,
29.2% of'the variance in purchase intention is accounted by the variation on the intrinsic benefit.
Additionally, the intrinsic benefit has a statistically significant positive effect on PI (f=.559; p-
value <.001). In fact, purchase intention for standardized shirts increases 0.559 with an increase

of one unit in intrinsic benefit.

The values obtained for BExtrinsic Benefit and for Blntrinsic Benefit are not equal in both stimuli, which
makes possible to conclude that the effect of the extrinsic benefit is not equal to the effect of
the intrinsic benefit on PI. Thus, H1a is validated and it would also be valid for the case of

standardized products.

b) Bivariate Regression Analysis: The extrinsic benefit has a larger effect on purchase
intention for mass-customized products than the intrinsic benefit.
Ho: BExtrinsic Benefit < Pintrinsic Benefit

Having in mind the two bivariate regressions previously described (H1a), it was possible to
conclude that the different types of perceived benefits have a different effect on purchase
intention. Considering the MC shirt, the model that better explains the variation of purchase
intention is the one that has the intrinsic benefit as independent variable (Rgxtrinsic Benefit =219
< R2jgrinsic Benefit=.235). Additionally, Bextrinsic Benefit<Pintrinsic Benefit, Which means that the intrinsic
benefit affects more the purchase intention for MC products than the extrinsic benefit. Thus,

H1b is not validated.

Oppositely, for the standardized shirt the model that better explains the variation of purchase

intention is the one that has the extrinsic benefit as independent variable (Rgxtrinsic Benefit =.353>
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Rzlntrinsic Benefit =292) Moreover, BExtrinsic Beneﬁt>BIntrinsic Benefit, Which means that the extrinsic
benefit affects more the purchase intention than the intrinsic benefit. Thus, Hlb would be

validated for the standardized products.

Finally, another relevant result is the fact of the difference between the extrinsic coefficient and
the intrinsic coefficient be more sharped for the standardized shirt than for the MC shirt. In the
standardized case that difference equals 0.035, while in the MC case that difference is only
equal to 0.001, which means that in the MC shirt both benefits have slightly the same effect on
PIL.
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Figure 4 — Hla and H1b Results: statistical model with the non-standardized regression
coefficients.

4.3.2 Hypothesis 2
Multiple Linear Regression Analysis: The customer’s need for uniqueness is negatively
affected by the perceived benefits — extrinsic and intrinsic - of a mass-customized product.
Ho: BExtrinsic Benefit= 0 A Bntrinsic Benefit= 0
To study the impact of both predictors on CNFU a multiple linear regression analysis was

completed for both stimuli, by using the enter method (Appendix 4).

In order to determine if there is an association between each predictor and the outcome variable,
a Pearson correlation analysis had been performed. Considering both stimuli, the results from
the test showed a significant positive correlation between the intrinsic benefit and CNFU

(rs=.136, p-value=.033; rmc=.191; p-value=.004). Oppositely, for both stimuli, the correlation
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between the extrinsic benefit and CNFU is not significant (rs=.033, p-value=.330; rmc=.044; p-
value=.276). Thus, H2 is not entirely supported, since only the intrinsic benefit has an

association with the outcome variable.

The assumptions underlying the regression model were verified for both stimuli. First, the error
terms are independent of each other (Durbin-Watson s = 2.007; Durbin-Watson mc = 1.697).
Further, the variance of the error term is constant and no multicollinearity effects are register.

The mean of the error term is 0 and it is approximately normal distributed.

Considering the MC stimulus, the output of its model is not decent. The R? equals 0.038, which
means that both predictors only explain 3.8% of the variance of CNFU. This indicates that there
are many other factors influencing CNFU. Nonetheless, by doing the ANOVA test, the model
is significant in predicting the outcome variable (F(2;184) = 3.679; p-value <.05). While, at a
confidence level of 95%, the extrinsic benefit does not have a statistically significant effect on
CNFU (B=-.030, p-value=.549), the intrinsic benefit does have it (p=.126, p-value=.009).
Specifically, on average, a one unit increase on intrinsic benefit, which means more intrinsic

benefit perceived, increases PI for MC shirts in 0.126 units. Thus, H2 is not validated.

Having in mind the standardized stimulus, the R? of its model is also extremely low (R?=.020),
but oppositely to the MC customized stimulus, this model is not significant in predicting CNFU
(F(2;182) = 1.848; p-value=.161). In addition, at a level of significance of 5%, neither the
extrinsic benefit or the intrinsic benefit has a statistically significant effect on CNFU (Bextrinsic
Benefit=-.023, p-value=.606; Bmtrinsic Benefit=-074, p-value =.063). Thus, H2 would not be validated

for the case of standardized products.
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Figure 5 — H2 Results: statistical model with the non-standardized regression coefficients.

4.3.3 Hypothesis 3
Linear Regression Analysis: Customer’s need for uniqueness will be positively related to the
purchase intention for mass-customized products.
Ho: Benru<0
To study the effect of CNFU on purchase intention for MC products, a bivariate regression

analyze was performed using the enter method (Appendix 4).

A Pearson correlation analysis had been performed for both stimuli to check if there is an
association between CNFU and purchase intention. From the results obtained, it is possible to
conclude that the correlation between CNFU and purchase intention is only significant in the

standardized stimulus (rs=.147, p-value=.023; rmc=.000, p-value=.498).

All the assumptions underlying the regression model were verified for both stimuli. The
independence of the residuals was confirmed (Durbin-Watson s =2.059; Durbin-Watson mc
=2.036) and the variance of the error term is constant. The mean of the error term is 0 and it is

approximately normal distributed.

Considering the MC stimulus, the R? of its model is extremely low (R*=.000), not explaining
the variation of purchase intention for MC shirts. Further, the model is not significant in
predicting purchase intention (F(1;185) = 0.000; p-value=.995). Considering the
unstandardized coefficient, at a significance level of 5%, CNFU does not have a statistically
significant effect on PI (f=-.001, p-value=.995). Thus, H3 is not validated. This result makes

possible to conclude that mediation is not likely.
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Considering the standardized stimulus, the R? of the model equals 0.022, explaining only 2,2%
the variation of purchase intention for standardized shirt, and it is statistically significant
(F(1;183) = 4.046; p-value=0.046). Further, CNFU has a statistically significant effect on
purchase intention (f=.323, p-value<.05), which means that, on average, PI for standardized
shirts increases 0.323 with an increase of one unit on CNFU. Thus, H3 would be true for the

standardized case.
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Figure 6 — H3 Results: statistical model with the non-standardized regression coefficients.

4.3.4 Hypothesis 4
Mediation: The relationship between the overall perceived benefits of a mass-customized
product and the resulting purchase intention of the customer, is mediated by the customer’s

need for uniqueness.

In this case, a mediator (CNFU) is expected to explain the relationship between the independent
variable (overall perceived benefits) and the dependent variable (PI) — accordingly, a simple
mediation model is studied (model 4). To perform the mediation analysis, it was considered the
PROCESS macro for SPSS, which reflects a regression-based method to mediation (Appendix
4).

As previously mentioned, overall perceived benefits (OPB) are expected to affect CNFU (a),
which in turn would influence PI for MC products (b). This is named the indirect effect (ab) of
overall perceived benefits on purchase intention for MC products via CNFU. Moreover, there
is the impact of overall perceived benefits on PI for MC products, while keeping CNFU
unchanged, which is called the direct effect (c¢’). Finally, when uniting both effects — indirect

and direct — the total effect (¢) is attained.

Considering the MC stimulus (Table 4), at a level of significance of 5%, the direct effect of

overall perceived benefits on CNFU is positive, but not statistically significant (a=.1004;

32



p=0.0555). Further, the direct effects of overall perceived benefits and CNFU on PI are opposite
(c’=.8722; b=-.1718) and only the effect of overall perceived benefits on PI is statistically
significant (p<.001).

Regarding the possibility of CNFU being a mediator on the relationship between the overall
perceived benefits and PI for MC products, the indirect effect equals -0.0173 (ab) within a
bootstrapping confidence interval of -0.0554 to 0.0086. The CI includes zero, which indicates
that the indirect effect is not statistically significant. Accordingly, the impact of overall
perceived benefits without a mediator and the impact with CNFU as mediator may be
equivalent, which means that the entry of the mediator does not make the effect of overall

perceived benefits on PI significantly different. As conclusion, H4 is not validated.

Finally, the total effect (c) equals 0.8550, which is statistically significant, and indicates that
the model is explaining only 31.64% of the variance of purchase intention for MC shirts,

meaning that many other factors are influencing PI for MC products.

Considering the standardized stimulus (Table 5), the direct effect of overall perceived benefits
on CNFU is not statistically significant (p=.1685). Further, the direct effect of CNFU on
purchase intention is not statistically significant (p=.1481) Oppositely, the direct effect
(c’=.8283) of overall perceived benefits on PI is statistically significant (p<.001). Further, the
indirect effect indicates that CNFU does not mediate the relationship between OPB and PI for
standardized products (ab =.0106; CI = [-0.0072 to 0.0463]). Thus, H4 would not be true for
the case of standardized products. Finally, the total effect (c) equals 0.8388, which is
statistically significant, and indicates that the model is explaining 43.02% of the variance of

purchase intention for standardized shirts.

Direct effect paths Direct effect Lower CI Upper CI
a OPB — CNFU 0.1004 -0.0024 0.2033
CNFU - PI -0.1718 -0.4284 0.0848
c’ OPB - PI 0.8722%** 0.6885 1.0560
Indirect effect paths | Indirect effect Lower CI Upper CI
\ ab OPB — CNFU - PI -0.0173 -0.0554 0.0086
Total effect
| c=(c’ +ab) 0.8550%**

*E*p <.001  *p<.01 *p<.05
Table 4 — Mediation role of CNFU on the relationship between OPB and PI for MC products.
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Direct effect paths Direct effect Lower CI Upper CI
a OPB — CNFU 0.0592 -0.0253 0.1437
CNFU —-PI 0.1784 -0.0639 0.4206
c’ OPB - PI 0.8283*** 0.6871 0.9694
Indirect effect paths | Indirect effect Lower CI Upper CI
| ab OPB — CNFU - PI 0.0106 -0.0072 0.0463
Total effect
| c=(c’+ab) 0.8388***
*EEH <001 *F*p<.01 *p<.05

Table 5 — Mediation role of CNFU on the relationship between OPB and PI for standardized

products.
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CHAPTER 5: CONCLUSIONS AND LIMITATIONS
Chapter 5 presents the conclusions of the study, as well as the academic and managerial
implications related with the results. Finally, it records the limitations and suggests further

research in the future.

5.1 Main Findings & Conclusions

RQ1: What is the impact of perceived benefits — extrinsic and intrinsic - on purchase intention
for mass-customized products?

The main ambition of this dissertation was to conclude the role of the extrinsic and intrinsic
benefits on purchase intention for MC products, in order to provide useful insights on how to
manage a MC program. This is particularly important, since a comprehensive understanding of
value-generating factors is fundamental for developing effective MC toolkits and to ensure the

long-term success of mass customization.

The results indicate that both perceived benefits — extrinsic and intrinsic — positively influence
purchase intention for MC products, which means that both, the product (related with extrinsic
benefit) and the experience (related with intrinsic benefit) support the willingness to purchase
a MC option. Accordingly, consumers should have a stronger purchase intention towards
products that they perceive to have higher extrinsic and intrinsic benefits. In this sense, related
with the extrinsic benefits, it is important to safeguard the aesthetic and functional fit between
MC products and consumer preferences. Since this fit is high when consumer’s preferences are
matched by the product attributes (Franke & Schreier, 2008), special attention and caution must
be given to the toolkits, in order to ensure the product’s usefulness and the task accomplishment.
Further, related with the intrinsic benefits, it is important to defend the enjoyment and the

experience immediate pleasure from creating and using the MC product (Randall et al., 2007).

Considering the results obtained for the standardized shirt, the two types of perceived benefits
explain more the variance of purchase intention (higher R?), as well as the extrinsic and intrinsic
perceived benefits have a significant positive effect on PI. Nonetheless, the PI is significantly

greater with customization than without having the option of customization.

RQ1.1: Which benefits extrinsic or intrinsic, are the major reasons for people shopping mass-
customized products?

In order to identify whether the extrinsic benefit and intrinsic benefit would have a different
role on purchase intention for MC products and to conclude which one would have the higher

effect, both benefits were tested into two distinct linear regressions. From the results, it can be
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concluded that the effect of each benefit on PI for MC products is different.

Considering the specific case of MC products, the type of perceived benefit that explains better
the variance of purchase intention is the intrinsic one. Additionally, the purchase intention for
MC products is surprisingly higher affected by the intrinsic benefit than by the extrinsic benefit.
Nonetheless, this difference is minimal since the difference between the intrinsic coefficient
and the extrinsic coefficient is only equal to 0.001. This result goes against the leading argument

used for a potential value increase of MC products.

Oppositely, for the standardized shirt, the variance of purchase intention is better explained by
the extrinsic benefit. For this case, Bextrinsic Benefit™>Pmtrinsic Benefit, Which means that the extrinsic
benefit affects more the purchase intention than the intrinsic benefit. The results obtained for
the standardized product, give light and strength to the role of the intrinsic benefits in the

context of mass customization.

RQ2: What is the relationship between perceived benefits (extrinsic and intrinsic) and
customer’s need for uniqueness?

Considering the specific case of MC products, the two types of perceived benefits are extremely
weak on explaining CNFU, which implies that CNFU has more important drives. The intrinsic
benefit positively affects CNFU and the extrinsic benefit has no influence on CNFU. Thus,
surprisingly, perceiving or not perceiving extrinsic benefits will not impact CNFU. This makes
possible to conclude that the aesthetic and functional fit between the MC product and the
consumer preferences (extrinsic benefit), does not affect CNFU. Further, the utility derived
from the affective states and psychological factors that the MC product generates (e.g.
accomplishment, pride feelings of having made it oneself, uniqueness, and differentiation) was
expected to satisfy the need to see oneself as being different from others. However, unlike
expected, the results state that the intrinsic benefit tends to increase CNFU, which means that
the customer’s self-perception of uniqueness is not satisfied. A possible explanation for this
unexpected result is the perceived costs related to the configuration process in this study have

not been offset by the benefits (Broekhuizen & Alsem, 2002).

For the standardized shirt, the two types of perceived benefits are also extremely weak on
explaining CNFU and none of the benefits, extrinsic or intrinsic, have a significant effect on
CNFU. Thus, perceiving or not perceiving extrinsic and intrinsic benefits from a standardized

product will not impact CNFU.
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RQ3: Does customer’s need for uniqueness explains the relationship between the overall
perceived benefits and purchase intention for mass-customized products?
The Hayes macro PROCESS was used to test whether or not CNFU is a significant mediator,

and indeed CNFU cannot be a significant mediator.

Considering the specific case of MC products, the total effect of overall perceived benefits on
PIis 0.8550 and it is statistically significant. From this value, 0.8722 constitutes the direct effect
of OPB on PI for MC products (not considering the mediation effect), which is statistically
significant. Bearing in mind the rest, -0.0173 constitutes the indirect effect of OPB on PI for
MC products (considering the mediation effect), which is not statistically significant. In fact,
the impact of OPB on PI without a mediator and the impact with CNFU as a mediator may be
equivalent, which means that CNFU does not explain the relationship between overall
perceived benefits and the likelihood that the customer purchases a MC product. For the
standardized shirt, the total effect of overall perceived benefits on PI is also statistically
significant, where the direct effect is statistically significant, and the indirect effect translates
that the effect of overall perceived benefits through CNFU on PI is positive, but not significant
effect.

RQ4: What is the impact of customer’s need for uniqueness in purchase intention for mass-
customized products?

Considering the specific case of MC products, the impact of CNFU on purchase intention is not
statistically significant, which makes possible to conclude that CNFU does not have any
influence on purchase intention for MC products. This result is completely opposite to what
was expected in the literature, where customers are willing to purchase improvements that
satisfy their individual’s needs. Thus, it would be expected that an increase of one unit in CNFU
would lead to an increase of one unit in the purchase intention for MC products.

Considering the standardized shirt, on one hand, CNFU increases significantly the purchase
intention but it is extremely weak on explaining its variance. On the other hand, the direct effect
of the mediation regression is not statistically significant. Thus, CNFU has also no influence on

PI for standardized products.

5.2 Managerial Implications
This research highlights some relevant insights on how to improve the customizing options
associated with a MC product, driving the direction of product managers’ strategy before

developing a MC program. Firstly, both extrinsic and intrinsic benefits increase the PI for MC
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products, but oppositely to the standardized products, the intrinsic benefit explains better the
variance of purchase intention for MC products and has a higher effect on it. Since the long-
term triumph of any customization program is ensured by the delivery of positive value to
customers (Schreier, 2006), product managers should be aware of it and pay attention to the
MC experience, that is mainly related with the intrinsic benefits of a MC product. More, the
two types of benefits perceived from a MC product are extremely weak on explaining CNFU,
and the extrinsic benefit has even no influence on CNFU. Also, CNFU does not have a
significant influence on PI for MC products, not predicting well this variable. Lastly, CNFU is
not a variable that explains significantly the relationship between overall perceived benefits and

purchase intention for MC products.

5.3 Academic Implications

Academically, this study starts approaching empirically the extent to which resulting products’
uniqueness is important in the MC context, as well as it performs a deeper analysis of customer
benefit in the MC field. Overall, it begins to explore underlying factors influencing purchase
intention for MC products. Also, as further analysis, this study controls and enhances the role
of customization, since the analysis performed for the MC stimulus was also completed for a

standardized stimulus.

Finally, not yet, MC products had been tested in the shirt category, even though this is a
disruptive category and some companies already have successfully created a mass

customization program within it. This dissertation fills this research gap.

5.4 Limitations and Further Research
As this study has an academic purpose, this dissertation is restricted by limited money and
timeframe. However, there are some other limitations that must be highlighted and that may

reflect important recommendations for further research.

First of all, the results obtained from data collection cannot be generalized from the sample to
the population, since non-probability sampling led to biased results that do not represent the
population. There is a clear female predominance (61.6%), the sample is mostly aged between
18-24 (72%) and there is a significant percentage of Portuguese (84.4%) and students (55.6%).
Additionally, the sample size is relatively low — in total, only 372 valid responses were

collected. To become more representative, further research should have a higher sample size.
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Second, the application area of the study is limited to one product category — shirts. Thus, no
conclusions can be made about whether the extrinsic and intrinsic perceived benefits really have
an impact on customer’s purchase intention for MC products, or even if the category has an
impact on the output. Thus, in further research, more product categories can be reached to

provide more general results.

Third, the study is limited to one type of MC product (modular products). It would be interesting
to approach, at least, two types of MC products (e.g. tailor-made or adaptative products) to

explore the differences that may arise on results within the context of mass customization.

Fourth, a toolkit is a design interface that allows trial-and-error testing and provides a simulated
assessment on the outcome (Fiore et al., 2004). However, due to software constraints, the toolkit
used did not enable trial-and-error experimentation. This may have compromised the success
of mass customization, since participants may have perceived more additional costs than
benefits. Without trial-and-error, users may bear additional psychological costs by experiencing
uncertainty or by having limited insight into their preferences (West, Brown, & Hoch, 1996;
Kramer, 2007). In the limit, participants perhaps have failed to recognize the opportunities
offered by the MC shirt (Hill, 2003). In this sense, in further research, trial-and-error should be
included. Additionally, the online survey did not provide all the possible attributes that can be
customized for shirts (e.g. placket, pleats, bottom, elbow patches, etc), and for the 5 modules
selected (fabric, collar, cuff, sleeve, fit and pocket) were not presented all the possible options
available to customize them. Parallel to this, some images showed in the online survey could

have been misunderstood. In this sense, in further research, the toolkit can be improved.

Fifth, for this study purchase intention was thought to be a representative estimation of purchase
behaviour. Therefore, it is not possible to take final conclusions about the actual purchase

behaviour from the results presented.

Sixth, CNFU is not a relevant factor to explain the relationship between the OPB and PI for
MC products, since the mediation model does not explain the mediation role of this variable.
In further research, it would be relevant to study for other mediators, such as customer
involvement (Kamali and Loker, 2002) or customer’s knowledge of the product (Huffman &

Kahn, 1998), and include them in the analyze to make it more explicative.
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APPENDICES
Appendix 1: Survey (English Version)

(Survey’s introduction)

Dear Participant,

I'm writing to kindly ask for your collaboration in filling out the following questionnaire, which is part
of my Master's thesis. Your participation is very important in order to complete this final stage of my
master at Catolica Lisbon School of Business and Economics.

The main goal of this questionnaire is to explore the benefits (intrinsic or extrinsic) that more influence
customer's purchase intention for mass-customized products, mediating the effect of customer's need for
uniqueness.

All data collected will be treated anonymously and will be used only for this dissertation's
purpose. There are no right or wrong answers, so please answer as truthfully as possible.

The survey will have a duration of approximately 8 minutesand it is available
in Portuguese and English.

Thank you for your attention and participation.

Ana Veloso
(Section 1)

1. Do you usually buy your own shirts?
a) Yes
b) No
End of the survey for people who answer “No”

2. How often do you use shirts?
a) Always
b) Very frequently
¢) Frequently
d) Sometimes
e) Rarely
f) Very rarely
g) Never

3. Self-attributed need for uniqueness
Please select the option that better completes each statement.

I prefer being different from other people.
a) Extremely
b) Very
c) Considerably
d) Moderately
e) Slightly
f) Little
g) No

Being distinctive is important to me.

a) Extremely

b) Very

c) Considerably
d) Moderately

Vi



e) Slightly
f) Little
g) Not

I__ intentionally do things to make myself different from those around me.
a) Always
b) Very frequently
c) Frequently
d) Sometimes
e) Rarely
f) Very rarely
g) Never

lTlhavea __ need for uniqueness.
a) Very strong
b) Strong
c) Slightly strong
d) Moderate
e) Slightly weak
f) Weak
g) Very weak

4. Need for Uniqueness
Please state your level of agreement with each statement on a scale from 1 (strongly disagree) to 7

(strongly agree).

When [ am in a group of strangers, [ am not reluctant to express my opinions.

I find that criticism affects my self-esteem. (*R)

I sometimes hesitate to use my own ideas for fear they might be impractical. (R)

I think society should let reason lead it to new customs and throw aside old habits or mere traditions.
People frequently succeed in changing my mind. (R)

I find it sometimes amusing to upset the dignity of teachers. judges, and "cultured" people.

I like wearing a uniform, because it makes me proud to be a member of the organization it represents.
(R)

People have sometimes called me "stuck-up".

Others' disagreements make me uncomfortable. (R)

I do not always need to live by the rules and standards of society.

I am unable to express my feelings if they result in undesirable consequences. (R)

Being a success in one's career means making a contribution that no one else has made

It bothers me if people think I am being too unconventional. (R)

I always try to follow rules. (R)

If I disagree with a superior on his or her views, I usually do not keep it to myself.

I speak up in meetings in order to oppose those whom I feel are wrong.

Feeling "different” in a crowd of people make me feel uncomfortable. (R)

If  must die, let it be an unusual death rather than an ordinary death in bed.

I would rather be just like everyone else than be called a "freak". (R)

I must admit I find it hard to work under strict rules and regulations.

I would rather be known for always trying new ideas than for employing well trusted methods.

It is better always to agree with the opinions of others than to be considered a disagreeable person. (R)
I do not like to say unusual things to people. (R)

I tend to express my feelings publicly, regardless of what others say.

As arule, I strongly defend my own opinions.
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I do not like to go my own way. (R)

When [ am with a group of people, I agree with their ideas so that no arguments will arise. (R)
I tend to keep quiet in the presence of persons of higher rank, experience, etc. (R)

I have been quite independent and free from family rule.

Whenever I take part in group activities, I am somewhat of a nonconformist.

In most things in life, I believe in playing it safe rather than taking a gamble. (R)

It is better to break the rules than to always conform with an impersonal society.

*R=Reverse scored

(Section 2 — Stimulus’s Presentation)
5. What is your gender?
a) Male
b) Female

The respondents who selected “Female” will be randomly presented to the women’s stimuli and the

respondents who selected “Male” will be randomly presented to the Men’s stimuli.
Standardized stimuli

Next, you are going to be presented to different options of choice.
(Standardized experience — Men)

6. Please, choose a shirt from the options below.

N

q
\,‘U&

Wl

(Standardized experience — Women)

-f'

7. Please, choose a shirt from the options below.



Mass-customized stimuli

Next, you are going to be presented to different options of choice. Please, choose a shirt from the
options below.

(Mass-customized experience — Men)

8. Step 1: Choose a fabric




9. Step 2: Choose the sleeve

10. Step 3: Choose the cuff

11. Step 4: Choose the pocket
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Choose the fitting

12. Step 5

Choose the collar

13. Step 6

(Mass-customized experience — Women)

Choose a fabric

14. Step 1
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15. Step 2: Choose the sleeve

16. Step 3: Choose the cuff
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17. Step 4: Choose the pocket
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18. Step 5: Choose the fitting
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19. Step 6: Choose the collar
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(Section 3)
20. Extrinsic Benefit

Considering the chosen shirt, please choose the option that best describes it.

Ineffective O000000 Effective
- lelolelolo e lo TN
Illllotlﬁlllilt;t}onal O00O0O00O0 II;Iurlll():fi;nal
Unnecessary 0000000 Necessary
Impractical QOO0 Practical

21. Intrinsic benefit

Considering the chosen shirt, please choose the option that best describes it.

Not fun O000000 Fun

Dull OO000000 Exciting
Not dellig'htful QCQO000000 Del%gl-ltful
Unejey 8883888 e

22. Purchase Intention

Please choose the option that best indicates your opinion of buying the shirt.
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I definitely not buy it

but it

I have a very low purchase OO O O O OO

interest

I never intend to purchase it
I probably not buy it

O000O00O0
I definitely do not intend to QOO OO OO

0000000
OCO0O0O0000

I definitely buy it

I definitely intend to buy it

I have a very high purchase
interest

I definitely intend to purchase it

I probably buy it

(Demographics)Last few questions! In this last section, please answer to some demographics about
yourself. Please keep in mind that this survey is anonymous and only for research purposes.

23.

a)
b)
c)
d)
e)
f)
2

24.

Age

Under 18 years old
18-24 years old
25-34 years old
35-44 years old
45-54 years old
55-64 years old

65 years or older

Country

(select from a list)

25.

a)
b)
¢)
d)
e)
f)

26.

a)
b)
c)
d)
e)
f)

27.

a)
b)
¢)
d)
e)

28.

a)
b)
c)
d)
e)
f)
g)

Occupation
Student
Employed
Retired
Disabled
Unemployed
Other

Education level

Less than a high school diploma
High school degree or equivalent
Bachelor’s degree

Master’s degree

Doctorate

Other

Number of household members
1

2

3

4

5 or more

Yearly net household income
Under €20 000

€20 000 — 34€ 999

€35 000 - €49 999

€50 000 - €74 999

€75 000 - €99 999

Over €100 000

I prefer not to say

Thank for your participation! If you
want to know more about my study,
send me an email to

ana.pessegueiro.veloso@gmail.com
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Appendix 2: Descriptive Statistics and Frequencies

Total Sampl
otal Sample Age
Curmulative
Frequency FPercent Yalid Percent Fercent
Walid Under 18 years ald T 19 1.8 1.9
18-24 years old 268 72,0 72,0 739
25-34 years old 41 11,0 11,0 849
Gender =i
36-44 years old 13 356 35 88,4
Cumulative i
Frequency Fercent  ‘alid Percent Fercent ez a i 38 8.4 8.4 978
- 55-64 years old ¥ 1.9 1,8 987
Valid  Male 143 38,4 g4 38,4
G5 years old or older 1 3 3 100,0
Female 228 61,6 61,6 100,0
Total 3ar2 100,0 100,0
Total 372 100,0 1000
Li=t of Countries Current ccupation
Cumulative Cumulative
Frequency  Percent  “Alid Percent Percernt Frequency  Percent  Valid Percent Fercent
Walid  Andoma 1 3 3 ke Valid  Student 207 556 55,6 55 6
fail 22l ! 3 3 4 Employed 148 30,8 39,8 95,4
Acgertina 1 3 3 8 Retired 1 3 3 95,7
Pustralia 1 3 3 11 )
Disabled 1 3 3 98,0
Belgium 3 ki ki 14
Bzl 2 I I 2.4 Unemployed 7 19 1,9 97,8
BeresE 1 3 3 27 Other g 2,2 22 100,0
China 1 K] a 3.0 Total a7z 100,0 100,0
Colombia 1 ] ] 32
Denmark 1 ] ] 35 )
. Education
Estonia 1 i 3 38
Cumulative
Iz 12 32 32 .o Frequency FPercent  Valid Percent FPercent
e many 7 18 18 8.3 valid  Less than a high school 4 11 11 11
Greece 1 e} a2 a1 diploma
Hungary 1 3 3 9.4 High school degree or 78 21,0 21,0 220
Ireland 1 3 3 a7 BN
ttaly 7 & & 102 Bachelor's degree 202 543 543 76,3
Mexico 1 a 3 05 Master's degree a2 220 220 98 4
Methertands 4 1.1 1.1 1148 ElE 3 8 8 892
Pakistan 1 2 3 138 U 3 8 8 1000
Papua Mew Guinea 1 , \ 121 Tl 372 100.0 1000
Portugal 34 24,4 G444 a5.5
Republic of Korea 1 : 96,8 Number of household members
Romania ! 3 3 57D Curnulative
Slowvakia 1 3 K vz Frequency  Percent  Walid Percent Percent
SEEl z i i T valid 1 51 137 13,7 13,7
United Kingdom of Great 3 1.3 1.3 9.2
Britain and Morthem 2 51 137 137 274
Ir=land 3 109 293 203 56,7
Linited States of America 2 k] ki a7 4 110 296 286 863
“wenezuela, Bolivanan 1 ] ] 1000 i )
Reputlic of .. 5 or more 51 13,7 137 100,0
Total 372 100,0 100,0 Total 372 100,0 100,0
Yearly net household income
Cumulative How often do you use shirts?
Frequency Fercent  Valid Percent Fercent .
Cumulative
Walid Under €20 000 a5 228 271 271 Frequency Percent  Walid Percent FPercent
£20 000 - €34 959 92 247 293 56,4 Valid — Mever 4 1.1 11 1.1
€35 000 -<49 999 67 18,0 21,3 7T Very rarely 18 48 4.8 5,49
€50 000 - €74 999 41 11,0 131 90,8 Rarely 34 9.1 91 151
£75 000 - <59 999 12 32 38 94,6 Sometimes 122 328 328 478
Cver €100 000 17 46 5.4 100,0 Frequently 33 223 223 70,2
Total 314 944 100,0 Wery frequently 25 228 228 93,0
Missing  System 58 156 Always 26 7.0 7.0 100,0
Total ar2 100,0 Total vz 100,0 100,0
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Appendix 3: Cronbach’s Alpha Output
1. CNFU

Total Sample

Alpha

Reliability Statistics

Cronbach's

M of ltems

801

36

Hem-Total Statistics

Comected Cronbach's
Scale Mean if - Scale “arance ftem-Total Apha if tem
tten Deleted i tem Deleted Comelation Deleted
| prafer being 150, 3656 379,634 394 794
different from other
people.
Being distinctive is 150, 1156 378,047 346 795
important to
me.
| intentionally 150 BEET 379,872 340 a5
da things to make mysalf
different from thoze
around me.
| hawe a nead 1502737 FFzo0 ) T
for uniqueness.
hen | am in a group of 150,1747 37E.0M 264 a7
strangers, | am not
reluctant to express my
opinions .
| find that criticizm 150,3387 371,147 359 794
affects my salf-esteem.
| sometimes hesitate to 1449 6640 372,299 6T A3
uze my own ideas for fear
they might e impractical .
| think society should let 149 9352 385,163 A4 801
reasan lead it to new
custams and throw azide
old habitz or mere
traditions .
People frequenthy succeed 148 5533 386,614 182 .a00
in changing moy mind.
I find it sometimes 152 3737 385017 BT R=bl
amusing to upset the
dignity of teachers,
judges, and “cubtured”
people.
| like wearing a uniform, 149 4392 385 636 A4 Ja04
because it makes me
proud to be 3 member of
the organization it
represents.
Feople have sometimes 1522769 392,198 042 05
called me “"stuchup”.
Cthers' dizagreements 150 5987 eticped ] AT 01

make me unconfortable .

Hem-Total Statistics

Comacted Cronbach's
Scale hean if  Scale MWarance tem-Total Apha if tem
term Deleted  if tem Deleted Cormelation Deleted
I da not always need ta 149 9842 37571 Eik 795
liwe by the rles and
standards of socisty.
| am unakble to express 150, 1505 7474 V326 795
my feelings if they result
in undesirable
consequences.
Being @ success in one's 150,7746 394 507 01z k-1
caneer means making 2
contrbution that no one
elze has made.
It bothers me if prople 144 629 377 650 294 TG
think | am being too
unconventional.
| always try to follow nules. 150 ,Ga62 36T 813 65 TE0
If | disagree with a 160, 4516 376,509 A1 A6
superiar on his or her
wigws, | usually do not
keep it to m=elf,
| speak up in meetings in 150 4247 ErrA B o4
order to oppose those
whom | feel are wrong.
Feeling “differ=nt”in a 148 85745 361,470 A6 a7
cromd of people make me
feel uncomfortable.
If | must die, ket it be an 151.9194 388,317 fin] JB0G
unuzual death rather than
an ordinary death in bed.
1 would ratheer e just like 149 6371 367,181 4 i
evenmong elze than be
called a “freak™.
| must admit | find it hard 151,0095 383,281 185 01
to work under strict nules
and regulations.
| would rather be known 1420220 2T il 00
for alway=s trying nem
ideas than for employing
well trusted methods,
It is better always to agres 149,201 AT3. 75 407 ez
with the opinion of athers
than to be considered a
dizagresable person.
hem-Total Statistics
Comected Cronbach's
Scale Mean it Scale “arance tem-Taotal Apha if fem
ftern Deleted  if kem Deleted Comelation Deleted
| do not like to say 148, 7934 ERIRTa 26 ooz
unusual things to people.
| tend to express my 150,6398 376,048 am THG
feslings publichy,
regardles= of what others
say.
A= anule, | strongly 149 4220 77,4501 J360 rod
defend my own opinions.
Ido ot fike to go my awn 148,6022 203,250 247 rag
way.
Wihen | am with a group of 149,1075 383,724 229 rad
people, | agree with their
ideaz zo that no
arguments will arise.
I tend to keep quist in the 140,03566 370,553 08 Jraz
presence of persons of
higher rank, expenence,
et
| have been quite 150, 7016 a77.ET0 25T ras
independent and free from
family rule.
henever | take part in 161 6263 386,309 70 01
group activities, | am
somewhat of 3
nonconfonmist.
In mos=t things in life, | 150,3387 368,521 848 ran
believe in playing it safe
rather than taking a
gamble.
It i= better to break the 150,6801 ar8.504 pealil L]

riles than to alway=
conform with an
impersonal society .
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Mass-customized Shirt

Reliability Statistics

Cronbach's
Alpha I oof ltems

812 36

tem-Total Statistics

tem-Total Statistics

Comected Cronbach's
Scale hean it Scale Warance ftemn-Total AMphaif ftem
term Deleted  if hem Deleted Comelation Dieleted
| prefer being 150,1765 293,705 509 B0
different from other
people.
Being distinctive is 149 9353 402 303 V363 B0
important to
me.
| intentionally 1505294 403 584 el 206
do things to make myself
different from those
around me.
| hawve a nieed 150,2139 295,072 0% B0z
for uniqueness.
Wiuhen | am in 3 group of 150,2139 404 956 231 10
strangers, | am not
reluctant to express my
apinions.
| find that criticism 150,206 3187 256 JB0g
affects my self-asteem.
| zometimes hesitate to 149 6417 400,338 338 806
use my own ideas for fear
they might be impractical.
| think zociety should let 149 7701 407 651 2149 210
reason lead it to new
customs and throw aside
old habits or mers
traditions.
People frequently succead 148 5508 410,776 147 A1
in changing my mind.
| find it sometimes 162 2246 406,121 238 210
amuzing to up=set the
dignity of teachears,
judges, and “cuttured"
people.
| like wearing a3 unifem, 148, 5080 410,025 A3 814
because it makes me
proud to be 3 member of
the organization it
represents.
People have sometimes 162,1872 415,465 kS 215
called me "stuckup”.
Others' dizagresments 150 4520 409 592 53 813

make me unconfortable.

Comected Cronbach's
Scale hean if | Scale “arance ttem-Total Mpha if fem
fterm Deleted  if tem Deleted Comrelation Deleted
| do not alway s need to 140 0626 401 063 3158 207
live by the rules and
standards of society.
I am unable to express 150, 1444 403,125 267 209
my feelings if they result
in undesirable
COMNSEqUENGCES.
Being 3 success in one's 150 6043 416,412 64 A6
career means making a
cortribution that no ane
elze has made.
It bothers me if people 149 56145 402,785 298 JB0g
think | am being too
uneonventional.
| always try to follow rles. 160 5661 303 592 KL a0z
It | disagrae with a 150,3145 401,196 318 807
superior on his or her
wiems, | usually do not
keep it to myself.
| =peak up in mestings in 150 4064 401,275 350 306
order ta oppose those
whom | feel are wrong.
Feeling "differant” in a 149, 7540 et ] o] g
cromd of people make me
feel uncomfortable.
If | must die, lat it be an 161,6310 407 M7 43 15
uruzual death rather than
an ordinary death in bed.
1 would rather be just like 149 4812 388251 453 B0E
everyone elze than be
called a “freak”.
| must admit | find it hard 161,0160 407 715 18z A1E
to work under strict rules
and regulations.
| would rather be known 149 8075 406 371 214 a1
for always trying new
ideas= than for employing
wel| trusted methods.
It iz better always to agres 149,2834 396,201 429 03
with the opinion of others
than to be considerad a
dizagreeable person.
tem-Total Statistics
Comacted Cronbach's
Scale hean it Seale “anance ttem-Total Apha if ftem
ftem Deleted i tem Deleted Correlation Deleted
| do not like to 53w 144, P50 387 506 427 00
unusual things to people.
Itend to express my 150,6508 402 462 26T J&09
faslings publichy,
regardless of what others
say.
#=anule, | strongly 144, 3369 00,214 380 804
defend my own opinions.
| do not like to go my own 148 4652 07 497 253 09
way.
Wihen | am with 3 group of 149, 1176 404,631 281 Ja0e
people, | agres with their
ideas so that no
arguments will anise.
I tend ta keep quiet in the 149 2663 399,202 da JBOG
prezence of persons of
higher rank, expensnce,
atc,
I hawe been quite 150,7219 dfid 256 251 &0
independent and free from
tamily mle.
henever | take part in 151 ,5348 402 594 205 A1
group activitias, | am
somewhat of 3
nonconformist.
In most things in life, | 150,258 302,425 A0T 01
beliewve in playing it safe
rather than taking a
gamble.
It i= better to break the 1506722 <03 407 fdet] JA0e

rules than to always
conform with an
impersonal society.
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Standardized Shirt

Reliability Statistics

Cronhach's

Alpha M oof ltems

790 36

Hem-Total Statistics

tem-Total Statistics

Comected Cronbach's
Scale hean if  Scale “Wanance ttem-Total Apha if em
ftem Deleted  if kem Deleted Comelation Deleted
| prefer being 150, 5565 J62 346 271 TO6
different from other
people.
Being distinctive is 150,2973 3545 612 32 a3
impaortant to
M.
| intantionally 150 2054 357 829 350 783
do things to make my=zelf
different from those
around me.
| hawe a nead 1505351 250,948 AT 77
for uniqueness.
hen | am in @ group of 150,1351 352 954 a04 184
strangers, | am not
reluctant to express my
opinions.
| find that criticizm 150,470 340,761 A70 76
affects my self-esteem.
| sometimes hesitate to 149 G265 345 977 403 780
uze my own ideas for fear
they might e impractical.
| think society should lat 150, 1031 364 467 249 a3
reason lead it to new
customs and throw aside
old habits or mene
traditions.
People frequantly succesd 149 5568 364,397 Rl gt
in changing my mind.
| find it sometimes 152 5243 367 544 54 a2
amuszing to upset the
dignity of teachers,
judges, and “cultured”
people.
| like wearing a uniform, 143 4703 363,077 16 ]
because it makes me
proud to be @ member of
the onganization it
reprezents.
People hawe sometimes 152 3676 370,995 1z TO6
called me “stuckup®.
Others' disagreement= 150, 6265 3he 80 Jlan e

make me unconfortable.

Comected Cronbach's
Scale hean i Scale aranoce tam-Total Apha it kem
ftern Deleted  if kem Deleted Comelation Deleted
| donat always need to 150,0162 253 952 218 724
liwe by the rules and
standards of society.
| am unable to express 160,1568 348 079 el | B0
my feelings if they result
in undesirable
COMSeqUEnces.
Being 3 success inone's 160 9562 374 444 -0 a3
career means making a
contribution that no one
elze has made.
It bothers me if people 1498378 354, 256 203 88
think | am being too
unonwentional
| always try to follow mles, 1608378 343 713 480 JiT
If | disagres with a 150,589 3453, 743 306 T
superior an his ar her
wigws, | usually do not
keep it to mrself.
| zpeak up in meetings in 150,443 354,731 297 a4
order to oppose those
whom | feel are wrong.
Feeling “different” in a 140 9622 34,207 a8 i
crowd of people make me
feel uncomfortable.
If | must die, lat it be an 162, 2108 370,850 ooz a3
unusual death rather than
an ordinary death in bed.
| would rather be just like 148, 7946 347 827 AT el
everyone elze than be
called a “fraak”.
| must admit | find it hard 1461,1838 360,651 189 -
to wark under strict niles
and regulations.
| would rather be known 1600378 360,895 a7 res
for always trying nem
ideas than for employing
well trusted methods.
It i better alway= to agree 149,3189 350 958 B il
with the opinion of athers
than to be considered a
dizagreeable person.
Hem-Total Statistics
Comected Cronbach's
Scale hean it Scale Warance ftem-Tatal Apha if kem
ftem Deleted  if bem Delsted Comelation Deleted
I do not like to say 14 a3z 365,065 a1 784
unusual things to people.
I'tend to express my 1505892 351,385 342 raz
feelings publichy,
regardles=s of what others
say.
#z a3 nle, | strongly 144 5081 366,877 36 =]
defend my own opinions.
I do not like to go my own 18, 7405 260,802 L] Ryt
wan.
When | am with @ group of 1490873 364,575 AL 789
people, | agree with their
ideas =0 that no
arguments will arze.
I'tend to keep quist in the 15000454 344,212 477 I
prezence of persons of
higher rank, exzpenence,
et
| hawe been quite 150 6311 353,251 J26S ]
independent and free from
family rule.
Whenewer | take part in 151,7189 364,029 134 731
group activities, | am
somewhat of a
noncanformist .
In mast things in lite, | 150,3189 346,360 il ITE
beliewe in playing it safe
rather than taking a
gamble.
It i better to break the 150,792 265,262 a4 a4

rules than to alway =
confarm with an
impersonal society .
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2. NFU

Total Sample

Reliability Statistics

Cronbach's

Alpha M oof ltems

774 12

em-Total Statistics

em-Total Statistics

Corrected Cronbach's

Scale hean it Scale “anance ftem-Tatal Apha if fem

hem Deleted  if kemn Deleted Correlation Deleted
I like wearing a uniform, 132 6462 314,262 A28 76
because it makes me
proud to be 3@ member of
the organization it
represents.
Paople hawe sometimes 135 4328 319,842 064 78
called me “stuckup”.
Cthers" disagreements 1337446 311,285 4o aTE
make me unconfortable.
| do not always meed to 1331462 307,045 306 il
live by the rules and
standards of society.
| am unable to exprazs 1332065 302,785 363 Th4
my feelings if thew resuft
in undesirable
GONSEqUEnGes.
Being @ suzcess in ane's 133.0355 34,4872 026 -
caneer means making a
contribution that no one
elze has made.
It bothers me if people 132 8545 306,243 1T (Thf
think | am baing too
unconwentional .
| always try to follow niles. 1338522 208,143 A7 il
If | dizagree with a 133 G075 306,533 309 L]
superior on his or her
wigs, | uzually do not
keep it to myself.
| speak up in mestings in 133 5806 306,783 327 il
order to oppose those
wham | feel are wrong.
Feeling "differant™in a 133.0134 193,695 A0 Ta6
growd of people make me
feel uncomfortable.
If | must die, let it be an 1260782 218,400 [D&5 T
unusual death rather than
an ordinary death in bed.
| would rather be just like 132, 7030 199,264 fl=kd T2
everyone elze than be
called a “freak”.
| must admit | find it hard 134 2554 313,188 AT3 T3

1o work under strict nles
and regulations.

Comected Cronbach's
Scale hean if  Seale Vanance ftem-Total HApha if kem
tem Deleted  if kem Deleted Comrelation Deleted
Wihen | am in @ group of 1333306 307,834 26 TGS
strangers, | am not
reluctant to express my
opinians.
| find that erticism 133 4946 300,831 i B2
affects my self-asteam.
| sometimes hesitate to 1325198 301,113 395 A2
uze my own ideas for fear
they might be impractical
| think zociety should lat 133,004 315,137 RE T3
reason lead it to new
custams and throw aside
old habits or mers
traditions .
People frequently succeed 132, 7047 315,139 A9z arl
in changing my mind.
I find it zometimes 126 5206 A Lcxd) 159 73
amusing to upzet the
dignity of teachers,
judges, and “cultured”
people.
hem-Total Statistics
Comrected Cronbach's
Scale hiean it Scale Warance tem-Total Apha if kem
hem Deleted  if hem Deleted Correlation Deleted
| would rather be known 1330730 NITT0 TS i
for always trying new
ideas than for employing
well trusted methods.
It is better alway s to agree 132 4570 301,861 A3z 1
with the opinion of others
than to be considered a
dizagreeable person.
| do not like to say 132 8543 301 963 Ao 62
unusual things to people.
| tend to exprass my 1337957 305473 310 GG
feelings publichy,
regardless of what others
say.
Az ande, | strongly 1325780 307 452 i) 765
defend my awn opinions.
I da ot like to go my own 1217531 2621 246 TED
way .
aflthen | am with a group 132 2634 08 248 )
of people, | agree with
theirideas so that no
arguments will arise.
| tend to keep quist in the 133,0014 301,182 A JTE2
prezance of persons of
higher r@nk, experznce,
Bt
| hawe been quite 1338575 307,109 265 =]
independent and free from
family nle.
Wihenewer | take part in 1347823 215,395 152 K]
group activities, | am
somewhat of 2
nonconformist.
In miast things in life, | 133 4045 200 916 A7 750
belizwe in playing it safe
rather than taking a
gamble.
It iz better to break the 1338360 309 566 284 i)

rles than to always
confomm with an
impersonal society .

Mass-customized Shirt

Reliability Statistics

Cronbach's

Alpha

M of ltems

782

32

tem-Total Statistics

Comacted Cronbach's

Scale Wean if  Scale “Warance ftem-Total Apha if kem

tern Deleted  if tem Deleted Cormrelation Deleted
hen | amin a group of 1330588 323,421 234 i
strangers, | am not
reluctant to express moy
opinions.
| find that criticizm 133.0625 331126 il T
affects my self-estecm.
| sometimes hesitate to 13,4266 218,552 et K
use my own ideas for fear
thew might be impractical .
I think society should let 13261460 326,550 210 -
reasan lead it to new
customs and throw aside
old habits or mere
traditions.
People frequently succeead 1323957 20,306 209 T
in changing my mind.
| find it zometimeas 1350695 315,143 217 T

AMUEing to upset the
dignity of teachers,
judges, and “cultured”
people.
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ltem-Total Statistics

tem-Total Statistics

Comected Cronbach's
Scale hean i Scale “Warance ftem-Total Apha if ftem
e Deleted  if tem Delated Cormelation Dialated
| like wearing 3 unifarm, 1323509 32T 455 40 a4
because it makes me
proud to be a member of
the organization it
represents.
People hawe sometimes 1350321 332,956 089 785
called me “stuchkup”.
Others' dizagreements 133,2369 327,440 1549 782
make me uncanfortable.
| do not always need to 1322075 320,909 302 T
live by the rules and
standards of society .
| am unable to exprass 1329293 219,677 307 T
my feelings if they result
in undesiable
Cconsequences.
Being 3 success in one's 133 4492 F36,206 024 TEE
career maans making 3
wontribution that no ane
else has made.
It bothers me if peaple 132 4064 320,576 314 i
think | am being too
unconyentional .
| always try to follow rules. 1334011 312,155 Crl TGS
If 1 dizagree with 2 133,1604 320,641 AN i
superior on his or her
wiews, | usually do not
keep it to myself.
| zpeak up in mestings in 1332513 319,942 359 T4
orderto oppose those
whom | feel are wrong.
Feeling "different" in a 1325989 304,887 30 764
crowd of people make me
feel uncomfortable.
If | must die, let it be an 1344759 IETETE A7 i
unusual death rather than
an ordinary death in bed.
| would rather be just like 1323262 210,726 g 70
everyone &lse than be
called 3 "fraak”.
| muzt admit | find it hard 1338610 326,572 73 TEL
to work under strict niles
and regulations.
. .
Standardized Shirt
Reliability Statistics
Cronbach's
Alpha I of ltems
765 32
hem-Total Statistics
Comected Cronbach's
Scale hdean it Scale “arance ttemn-Total Apha if kem
ttem Deleted  if lemn Deleted Comrelation Deletad
ithen | am in a groop of 1326054 293,599 196 T8
strangers, | am not
reluctant to express mw
apinions.
| find that criticizm 133,0405 281 G54 Ara a8
affects my self-esteem.
| zometimes hesitate to 1331568 284,894 438 A0
use my own ideas for fear
they might be impractical .
I think society should let 1328784 304,243 108 TET
reason lead it to new
customs and throw aside
old habits or mere
traditions.
People frequerthy succeed 133,0270 303,320 72 g
in changing my mind.
| find it sometimes 1325,9046 306 603 093 TET

amuzing to upset the
dignity of teachers,
judges, and “zultured”
paople.

Comected Cronbach's
Scale hiean it Scale “Wariance ttem-Tatal Apha it ttem
ttem Deleted  if ftem Deleted Correlation Deleted
| wauld rather ba known 132 6524 327024 7T T8
far always trying naw
ideaz than for employing
well trusted methods .
It i= better always to agree 1321283 315,005 A4 )
with the opinion of others
than to be considered a
digagresable person.
I do not like to say 1325089 309,058 S16 JTAf
unuzual things to people.
I tend to exprezs my 133.5348 320,471 274 )
fealings publicly,
regardlez= of what others
=ay.
A= 3 nile, | strongly 1321818 319,967 ect '} i
defend my awn opinions.
| do mot like to go moy own 131,3102 326,237 2 ]
way,
Mthen | am with 3 group of 131 9626 F22 964 202 il
people, | agree with their
ideas zothat no
arguments will arse.
I'tend to keep quiet in the 1327112 318,470 fuxli] T4
prezence of persons of
higher rank, experience,
ate
| hawe been quite 133 6662 327,817 264 ]
independent and free from
family e,
Whenewer | take part in 134,3797 326,086 ] T
group activities, | am
somewhat of 3
nioncantformist.
In maost things in life, | 133, 2032 5625 S05 TET
believe in playing it safe
rather than taking a
gamble.
It iz better to break the 133,471 323,567 274 e
mules than to alway =
conform with an
impersonal society .
htem-Total Statistics
Comected Cronbach's
Scale hean if  Scale Wrance ftem-Total Apha if kkem
en Deleted  if Hem Deleted Comelation Deleted
I like wearing a unifarm, 132 9405 302,458 A4 )
because it makes me
proud to be @ member of
the arganization it
represents.
People have sometimes 1358378 307,995 40 T
called me “stuchup®.
Others' disagreements 134, 1468 296,307 g | A2
make me unconfortable.
| do not always need to 133 4865 294 469 310 T57
liwe by the rules and
standards of society.
| am unable to express 1336270 287,143 A2z a2
my feelings if they result
in undesirable
COnSEqUEnGEs.
Being @ suceess in one's 1344270 314,898 - 077 77
career means making a
conitribution that no one
else has made.
It bothers me if people 133,3081 93,008 ik 75T
think | am being too
uneonwerntional .
I always try to follow mles. 1343081 285,182 ) T
If | disagree with a 14,0505 203730 D 787
superior on his or her
wiews, 1 usually do not
keep it to myself.
| speak up in mestings in 1339135 294,027 ey 758
order to oppose thase
whom | feel are wrong.
Feeling "different” in a 1334324 243 627 A0 T4
crowd of peaple make me
feel uncomfortable,
If | must die, let it be an 135 6211 210,142 -nov TTE
unusual death rather than
an ordinary death in bad.
L would rather be just like 133, 2640 288 8450 el Ta4
everyone else than be
called 3 “freak”.
I must admit | find it hard 134 6541 301,043 74 Th4

to work under strict rules
and regulations.
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tem-Total Statistics

Comected Cronbach's
Seale Mean if  Secale “arance ftem-Tatal HApha if kem
ftern Deleted  if ftem Deleted Comelation Deleted
I would rather be known 133 5081 301,708 172 764 3' SANU
for always trying new
ideas than for employing
well trusted methods.
It i= better always to agres 132,789z 289,993 A5 ki)
with the opinion of athers
than to be considered 3 TOtal Sample
dizagreeable parzon.
1 do ot like to say 133,3135 206,173 2 793
unusual things to people. . . . e
Itend to exprass my 134,0595 291,700 360 755 Reliability Statistics
feelings publichy, ) .
regardless of what others Cronbach's
say. Alpha M of terms
A a e, | stronghy 132,0784 206,152 247 747
defend my awn opinions. 841 4
I do not like to go miy own 1322108 300,167 247 T
waw .
Wihen | am with a group of 132 56T 302747 RE %)
People, | agres with their
=2 S iliE me Item-Total Statistics
argumentz will arise.
I'tend to keep quiet in the 1334757 254,544 402 748 Scale Corrected Cronbach's
prezence of persons of Scale Mean if Wariance if Item-Total Alpha if ltemn
:jiher et R, Itemn Deleted Itemn Deleted Correlation Deleted
| have been quite 134,1514 292737 276 759 I prefer being 12,62 10,803 675 802
independert and fres from different
family rule. from other people.
Whenewer | take part in 135,150z 305,969 i) TS q At = f
et Eeing d|st|nct_|ve is 12,37 9,511 681 798
somewhat of 3 important to
nioneonfonmist. me.
Ln Irlnost.thir:gs.in lite, If 123,7802 299 526 440 751 | 12,82 10,387 645 811
':ﬂi‘ﬁggnp;ﬁ:gg : sate intentionally do things to
gamble. make myself different
It iz better to break the 134,505 206,737 07 788 FETA 72 G R,
rule? than ?Ohalwavs | have a 12,63 9,588 709 783
GE/ETu) (I EID need for unigueness.
impersonal society.
o o
. . Standardized Shirt
Mass-customized Shirt
. L. Reliability Statistics
Reliability Statistics
] ) Cronbach’s
Cronbach's Alpha M of lterms
Alpha M of ltems
a43 4
838 4 .
- Item-Total Statistics
Item-Total Statistics
» X § Scale Corrected Cronbach's
Seale Mean if Vaﬁ;ﬁ‘cee it E;r:f‘%?:l ;;ﬂ;ﬁ?ﬁg; Scale Mean if Variance if ltem-Total Alpha if ltem
Itern Deleted ltern Dieleted Caorrelation Deleted ftern Deleted ftem Deleted Correlation Deleted
| prefer heing 12,83 11390 658 202 | preferbemgd‘ﬁerem 12,41 10177 6490 794
different ——
from other people. from other peaple.
Being distinctive is 12,50 10,254 682 790 i) Tl 15 1215 8712 678 B804
important to importantto
e me.
| 13,18 10,666 649 805 |7 . 12,65 10,021 641 816
intzntionally do things to intentionally do things to
make myself differznt make myself different
fram those around me. from those around me.
I have a 12,87 9,998 700 782 I'have a 12,38 9107 719 782

need for unigueness.

need for unigueness.
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4. Extrinsic Benefit

Total Sample

Reliability Statistics

Cronbach's

Alpha

M of tems

a8 5§

Item-Total Statistics

Mass-customized Shirt

Reliability Statistics

Cronbach's
Alpha

873

Mof ltems
5

Item-Total Statistics

Scale Carrected Cronbach's Scale Caorrected Cronbach's
Scale Mean if “ariance if Item-Total Alpha if ltem Scale Mean if Wariance if Iterm-Total Alpha if ltem
Item Deleted ltem Deleted Correlation Deleted ltem Deleted ltem Deleted Correlation Deleted
Ineffective:Effective 2,77 22163 734 851 Ineffective Effective 22,06 21,437 71 854
Unhelpful:Helpful 21,81 21,751 782 838 Unhelpful:Helpful 22,09 20,707 762 832
Mot functional Functional 21,55 22,838 TGG 845 Mot functional:Functional 21,80 232 296 748 839
UnnecessaryMecessary 21 22 446 Kati:] 870 Unnecessary:Necessary 22,57 20,579 48 863
Impractical:Practical 21,82 23171 645 872 Impractical:Practical 22,03 21,187 02 846
. .
Standardized Shirt
Reliability Statistics
Cronbach's
Alpha I of ltems
888 5
Item-Total Statistics
Scale Corrected Cronhach's
Scale Mean if Variance if Itern-Total Alpha if item
Item Deleted Item Deleted Correlation Deleted
Ineffective Effective 21,46 22,837 782 848
Unhelpful:Helpful 21,52 22,762 799 847
Mot functional:Functional 21,21 23,468 790 850
UnnecessaryMNecessary 21,84 24,187 675 876
Impractical:Practical 21,62 25,216 595 894
. .
5. Intrinsic Benefit
. .
Total Sample Mass-customized Shirt
Reliability Statistics Reliability Statistics
Cronbach's Cronbach's
Alpha I of ltems Alpha Mofllems
884 5 853 5
Item-Total Statistics Item-Total Statistics
Scale Corrected Cronbach's Scale Corrected Cronbach's
Scale Mean if Variancs if Item-Total Alpha if ftern Scale Mean if varianee if Itern-Total Alpha if ftem
Item Deleted Item Deleted Correlation Deleted ltem Deleted ltem Deleted Correlation Deleted
Mot fun:Fun 19,40 26,370 702 864 Mot fun:Fun 2017 21,558 667 823
Dull:Exciting 19,30 26,002 629 833 Dull:Exeiting 20,03 21 526 808 785
Mot delightful:Delightful 18,67 27,260 704 862 Mot delightful:Delightful 19,39 23,497 G818 834
Mot thrilling: Thrilling 18,55 26,680 795 Ba0 Mot thrilling Thrilling 20,28 22451 B89 813
UUnenjoyable:Enjoyable 18,38 29831 618 8a1 Unenjoyable:Enjoyable 19,14 25,070 046 8581
. .
Standardized Shirt
Reliability Statistics
Cronbach's
Alpha N ofltems
802 5
Item-Total Statistics
Scale Caorrected Cronhach's
Scale Mean if Variance if Itern-Total Alpha if ltem
Item Deleted  tem Deleted Carrelation Deleted
Mot fun:Fun 18,63 30,181 727 .88
Dull:Exciting 18,57 20,584 840 862
ot delightful:Delightful 17,95 30,166 760 880
Mot thrilling:Thrilling 18,80 29,987 793 B73
Unenjoyable:Enjoyable 17,60 33,600 GG B99
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6. Overall Perceived Benefits

Total Sample

Reliability Statistics

Cronbach's

Alpha M ofltems

888 10

Item-Total Statistics

Mass-customized Shirt

Reliability Statistics
Cronbach's
Alpha M of lems
a7 10

Item-Total Statistics

Seal e tod Cronbach’ Scale Corrected Cronbach's
Seale Mean it Va‘_‘;ﬂfe i H;Af'l?o?al N"@ﬂ; I?;;; Scale Mean if Wariance if Item-Total Alpha if ltern
ftem Deleted | Htem Delsted Correlation Delsted Itern Deleted Itern Deleted Correlation Delsted
Mot fun-Fun 46 69 90 764 522 985 Mot fun:Fun 47,83 78788 A79 JBEY
DullExciling 14659 38,657 868 873 L[5 47,70 77,353 631 855
Mot delightful:Delightiul 4597 87,678 683 872 Mot delightful:Delightful 47,05 77513 812 857
Notthrilling Thrilling 46,84 30,191 505 879 Mot thrilling:Thrilling 47,85 79,169 536 BB3
Unenjoyable:Enjoyable 45,67 58,990 727 870 Unenjoyable:Enjoyable 16,81 77,511 BET 853
Ineffective:Effective 4559 90,878 637 876 Ineffective:Effective 46,62 78,451 600 858
Unhelpful:Helpful 45,63 89,742 680 872 Unhelpful:Helpful 46,84 77,099 B77 852
Mot functional Functional 4538 93,287 616 878 Mot functional:Functional 46,65 81,077 589 ,859
UnnecessanyNecessary 46,03 92,244 546 Ba2 Unnecessary.MNecessary 47,33 78,017 544 863
Impractical:Practical 45 65 92,514 A72 Be0 Impractical:Practical 46,78 78,8493 586 855
7. Purchase Intention
Standardized Shirt Total Sample
Reliability Statistics Reliability Statistics
Cronbach's Cronbach's
Alpha N of ltems Alpha M of terns
898 10 938 5
Item-Total Statistics Item-Total Statistics
Scale Corrected Cronbach's Scale Corrected Cronbach's
Scale Mean if Variance if Itern-Total Alpha if ltem Scale Meanif  Variance it tern-Total Alpha if tem
ltem Deleted Item Deleted Correlation Deleted Itern Deleted Item Deleted Correlation Deleted
I definitely not buy it
Notfun-Fun 45,54 100,717 550 896 Tl 1848 anTa8 78 93
Dull:Exciting 4548 98,088 Gag 886 | definitely do not intend to 18,80 34,655 899 912
Mot delightful Delightful 14,86 96,009 730 883 E:: ::‘ definitely intend fo
Matthrilling:Thrilling 4571 99,303 633 ,aag | have a very low 1872 35123 796 o
Unenjoyakle:Enjoyable 44,51 93,436 772 881 purchase interestl have a
N N very high purchase
Ineffective:Effective 44,35 100,860 (669 887 interest
Unhelpful:Helpful 441 100,015 700 85 | never intend to buy it 18,67 35,120 868 818
Mot functional:Functional 44,00 102,823 634 880 EIHDEL R AP
| probably not buy it 18,55 33,569 830 926
Unnecessary:Necessary 44,73 103,720 563 894 p?nhah\yyhuy it v ' ' ' '
Impractical:Practical 44,50 104,164 550 894
o o
. . Standardized Shirt
Mass-customized Shirt
Reliability Statistics
Reliability Statistics i
, Cronhach's
Cronbach's Alpha I of tems
Alpha M of termns
828 5
a44 5
Item-Total Statistics Item-Total Statistics
Scale Corrected Cronbach's Scale Corrected Cronbach's
Scale Mean if Variance if [ter-Total Alpha if ltern Scale Mean if Variance if Itern-Total Alpha if ltem
ltem Deleted Item Deleted Correlation Deleted Item Deleted ltem Deleted Correlation Deleted
| definitely not buy it1 19,45 37,883 A1 ,938 I definitely not buy it 17,50 33,882 758 822
definitely buy it definitely buy it
| definitely do not intznd to 19,55 35,206 904 921 | definitely do not intend to 17,64 32,448 888 898
buy it definitely intend to buy it:l definitely intend to
buy it by it
I have a very low 19,68 35,778 814 837 I'have avery low 17,76 32,783 768 921
purchase interestl have a purchase interest| have a
very high purchase very high purchase
interest interest
I never intend to buy it 18,61 35421 882 929 I'never intend to buy it 17,72 33,201 870 902
definitely intend to buy it definitely intend to buy it
I probably not buy it 19,50 34,488 856 930 | probably not buy it 17,59 30,872 786 a7

probably buy it

probably buy it
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Frequency

Appendix 4: SPSS results from hypotheses testing

1. Hypothesis 1, further analysis

Mass-customized Shirt

Model Summan)’

Adjusted R Stel. Error of Durhin-
Model R R Square Square the Estimate ‘Watson
Correlations 1 563° 37 308 123397 1894
Purchaselnte  ExrinsicBene  IntrinsicBenef a. Predictors: (Constant), IntrinsicBenefit, ExtrinsicBenefit
ntion i it b. Dependent Variable: Purchaselntention
Pearson Correlation  Purchaselntention 1,000 468 488
ExtrinsicBenefit 468 1,000 434 a
InfrinsicBenefit 485 434 1,000 ANOVA
Sig. (1-tailed) Purchaselntention 000 000 Sum of
Squares df Mean Square F S
ExtrinsicBenefit 000 000 Madel a i & -
1 Regression 129,757 2 64,879 42,608 oo
IntinsicBensit 000 000 ?
" Residual 280173 184 1,523
N Purchasslntzntion 187 187 187 =l : :
Total 408,931 186
ExtrinsicBenefit 187 187 187
a. Dependent Variable: Purchaselntention
InfrinsicBenefit 187 187 187
b. Predictors: (Constant), IntrinsicBenefit, ExtrinsicBenefit
Coefficients”
Standardized
Unstandardized Coefficients  Coefiicients Caollingarity Statistics
Model =] Std. Error Beta t Sig Tolerance VIF
1 (Constant) 418 498 841 402
ExtrinsicBenefit A5 089 A7 4,690 000 812 1,232
IntrinsicBenefit 439 086 347 5132 ,000 812 1,232
a. Dependent Variable: Purchaselntention
Collinearity Dianostit:sa a
Residuals Statistics
Variance Proportions . .
Minimum  Maximum Mean Std. Deviation il
Condition ExtrinsicBene  IntrinsicBenef
Modsl  Dimension  Eigenvalus el (Canstant) it it Predicted Value 1,6048 63992 48808 83524 187
g g 2951 1000 o0 0 0 Residual 511132 2,88526 00000 1,22732 187
Std. Predicted Value -3,933 1,807 ,000 1,000 187
2 029 10121 20 18 89 Std. Residual 4,142 2,338 ,000 ,995 187
£l 020 12,068 80 82 oo a. Dependent Variahle: Purchaselntention
a. Dependent Variable: Purchaselntention
Normal P-P Plot of Regression Standardized Residual
Histogram Dependent Variable: Purchaselntention
Dependent Variable: Purchaselntention 1o Scatterplot
Dependent Variable: Purchaseintention
Ham =315
« Sa'boy s s
N
08 - .
§ :
2 H . ... —
. : AT
08 . o1 Be) .
£ g0 ’ SRR ROLS WP
3 2 ] T N
8 o4 & . i .
& i . v . .
[} "
1 g .
II 02 & 4 5
" 2 ) 2 00 “ ] 2 1 o 1
Regression Standardized Residual ‘oo 02 o4 08 08 10 Regression Standardized Predicted Value
Observed Cum Prob
. .
Standardized Shirt Model Summary”
Adjusted R Std. Error of Durhin-
Model R R Sguare Square the Estimate Watson
Correlations 1 8617 436 430 1,08894 2,078
Purchaselnte  EstrinsicBene  IntrinsicBenef a. Predictors: (Constant), IntrinsicBenefit, ExtrinsicBenefit
ntian fit it b. Dependent Variable: Purchaselntention
Pearson Correlation  Purchaselntention 1,000 594 540
ExtrinsicBenefit 504 1,000 484 ANOVA?
IntrinsicBenefit 540 484 1,000 Sum of
Sig. (1-tailad) Purchaselntention . 000 000 Madel Squares df Mean Sguare F Sig
N b
ExtrinsicBenefit 000 000 1 Regression 160,980 2 80,490 70,443 000
IntrinsicBznefit 000 000 . Residuz| 207,858 182 1143
N Purchaselntention 185 185 185 Total 366,938 184
. a. Dependent Wariable: Purchaselntention
ExtrinsicBenefit 185 185 185
b. Predictors: (Constant), IntrinsicBenefit, ExtrinsicBenefit
IntrinsicBenefit 185 185 185
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Coefficients”

Standardized

Unstandardized Coeflicients Coefficients Collinearity Statistics
WMadel B St Error Beta 1 Sig Tolerance VIF
1 (Gonstant) 089 AT7 237 813
ExtrinsicBenefit 413 075 435 6,833 000 (766 1,306
IntrinsicBensfit A 066 330 5168 000 766 1,306

a. Dependent Variable: Purchaselntention

Collinearity Diagnosticsa

Residuals Statistics”
Variance Propaortions

N . Minimum  Maximum Mean Std. Deviation N
Condition ExtrinsicBene  IntrinsicBenaf
WModel  Dimension  Eigenvalue Index (Constant) fit it Predicted Value 9432 60668 44108 93536 185
1 1 2933 1 000 00 00 01 Residual 298279 274420 00000 1,06311 185
2 044 8181 28 05 a2 Sid. Predicted Value -3,707 1770 000 1,000 185
Std. Residual 22780 2,567 000 885 185
3 023 11,298 70 94 08

Frequency

a DependentVariable: Purchaselntention
a. Dependent Variahle: Purchaselntention

Scatterplot
Histogram
Normal PP Plot of Regression Standardized Residual Dependent Variable: Purchaselntention
Dependent Variable: Purchaseintention N
Dependent Variable: Purchaselntention 3}
Miran = 235618 ’ .
) eyt o
i1 =
8
m K
z .
2 i
0 o 5
g s E . . . . - .
I5) 2
g o 5 . - -
1 i - ] .-, "
&
02 g
( | '
° 2 Bl o 1 z "o 0z e o5 s o 4 3 z d 0 !
Regression Standardized Residual Observed Cum Prob Regression Standardized Predicted Value
.
Further Analysis
Group Statistics
Please, choose a shirt Std. Error
from the options below. M Mean Std. Deviation Mean
Purchaselntention  Standardized 185 44108 1,41602 10411
Mass-Customized 187 48898 1,48456 10856
Independent Samples Test
Levene's Test for Equality of
Variances ttest for Equality of Means
95% Confidence Interval of the
Mean Std. Error Differsnce
F Sig t df Sig. (2-tailed) Difference Difference Lower Upper
Purchaselntention  Equal variances 409 485 23184 370 002 - 47503 15045 - 77488 18318
assumed
Equal variances not -3,185 369,509 .00z - 47903 REDEY - 77480 -18326
assumed
.
2. Hypothesis 1a, 1b
. .
Mass-customized Shirt Model Summary”
Adjusted R Std. Error of Durhin-
Model R R Square Square the Estimate Watson
1 4687 219 214 1,31575 1,928
Correlations a. Predictors: (Constant), ExtrinsicBenefit
Purchaseinte | ExfrinsicBens b. Dependent Variahle: Purchassintention
ntion fit
Pearson Correlation  Purchaselntention 1,000 468 ANOW\a
ExtrinsicBenefit 468 1,000
5 Sum of
Sig. (1-tailed) Purchaselntention ,0oa Model Squares df Mean Square F Sig.
ExtrinsicBenefit 000 : 1 Regression 89,659 1 89,650 51,790 000"
N Purchaseintention 187 187 Residual 320272 185 1731
ExtrinsicBenefit 187 187 Total 409,931 186
a. Dependent Variable: Purchaselntention
b. Predictors: (Constant), ExtrinsicBenefit
. a
Coefficients Residuals Statistics”
Standardized Minimum  Maximum Mean Std. Deviation N
Unstandardized Coefiicients  Coeflicients Predicted Valug 21157 57879 48898 69428 187
Model B Stel. Error Beta t Sig Residual 478793 2,92578 00000 131221 187
1 (Constant) 1,504 480 3,131 ooz Std. Predictsd Valus -3,096 1,204 ,000 1,000 187
466 7107 000 Std. Residual -3,639 2,224 ,000 897 187

ExtrinsicBenefit G612 085
- L .. o a. DependentVariable: Purchaselntention
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Frequency

Frequency

Histogram
Dependent Variable: Purchaselntention

Mesn = 8,561
S 05

Expected Cum Prob

-+ 2 o

Regression Standardized Residual

Standardized Shirt

Correlations

Furchaselnte

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Purchaseintention
i

Scatterplot
Dependent Variable: Purchaselntention

Observed Cum Prob

ExtrinsicBene

ntion fit
Pearson Correlation  Purchaselntention 1,000 594
ExtrinsicBenafit 504 1,000
Sig. (1-tailed) Furchaselntention . 000
ExtrinsicBenefit 000
M Purchaselntention 185 185
ExtrinsicBenefit 185 185
Coefficients®
Standardized
Unstandardized Coeflicients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 638 387 1,649 01
ExtrinsicBenefit Jm Jo7n LTS 9,992 ,oo0

a. Dependent Variable: Purchaselntention

EE : s
3 : :
F] .. . L 1ty N
3 * 'l ; v3,
Bt : S TRE I
2 : 1.0,
g . .o TR !
a . . 1.y
2 2 -
. L T
g
&
]
.
4 3 2 a4 [ 1
o o8 i " .
Regression Standardized Predicted Value
Medel Sl.lmmaryh
Adjusted R Stdl. Error of Durhin-
Model R R Square Square the Estimate Watson
1 5G4 ,353 349 114211 21582
a. Predictors: (Constant), ExtrinsicBenefit
b. Dependent Variable: Purchaselntention
a
ANOVA
Sum of
Model Siuares df Mean Square F Sig
1 Regression 130,231 1 130,231 99 839 .ooo®
Residual 238,707 183 1,304
Total 368,938 184
a. Dependent Variable: Purchaselintention
b. Predictors: (Constant), ExtrinsicBenefit
Residuals Statistics”
Minimum Maximum Mean Std. Deviation M
Predicted Valueg 1,3388 55444 44108 84129 185
Residual -3,26406 257706 ,00000 1,13900 185
Std. Predicted Value -3,652 1,347 ,000 1,000 185
Std. Residual 2,858 2,256 000 a7 185
a. Dependent Variable: Purchaselntention
Scatterplot

Normal PP Plot of Regression Standardized Residual

Histogram
Dependent Variable: Purchaseintention

i

Expected Cum Prob

o '

Dependent Variable: Purchaselntention

D Variable: P

Regression Standardized Residual

Mass-customized Shirt

B
EI
3 .
H
4 .|, .
T - . *
H . .
B . .
5 .
T 0 . . 0 :
. ., s
§
w .
H .
5_‘ ., . E
[4 * . .
.
a *
n 3 2 A o f

Regression Standardized Predicted Value

Observed Cum Prob

Model Summatryh

Adjusted R Std. Error of Durbin-
Wodel R R Square Square the Estimate Watson
i 1 4857 235 231 1,30210 1,368
Correlations
a. Predictors: (Constant), IntrinsicBenefit
Purchaselnte  IntrinsicBenef b. Dependent Variable: Purchaselntention
ntion it
Fearson Carrelation Furchaselntzntion 1,000 485 a
A ANOVA
IntrinsicBenefit 485 1,000
) ) ) Sum af
Sig. (1-tailed) Purchaselntention . .ooo Modsl Squares . Mean Squars E sig
(ITEEHENET 000 : 1 Regression 96,260 1 95260 56,781 000
il Furchaselntention 187 187 FERNE 313,661 185 1,695
IntrinsicBenefit 187 187 Total 409,931 186
a. Dependent Variable: Purchaseintention
b. Predictars: (Constant), IntrinsicBenefit
Coefficients® Residuals Statistics®
Standardized Minimum  Maximum Mean Std. Deviation N
Unstandardized Coefficients Coefficients Predicted Value 2,4665 6,1468 4,8898 71943 187
Model B Std. Error Beta t Sig Residual 432412 404283 00000 1,20860 187
] (Constant 1,853 N 4475 000 Std, Predicted Value -3,368 1747 000 1,000 187
IntrinsicBenefit 613 081 486 7,635 000 il (e -3,705 3108 000 897 187

a. DependentVariable: Purchaselntention

a. DependentVariable: Purchaselntention
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Frequency

Normal P-P Plot of Regression Standardized Residual

Histogram Variable: F tion
Dependent Variable: Purchaselntention 10 Scatterplot
Dependent Variable: Purchaseintention
~ e
06
3 .
2 S .
= S H I
£ o H o .
3 3 . o we .
H £ H
& s .
w E ..
0 P ;— . .
o 0 - ] z " o '
. 2 o 2 « oo oz 04 [ L " Regression Standardized Predicted Value
Regression Standardized Residual Observed Cum Prob
. .
Standardized Shirt
Model Summan)’
Adjusted R Std. Error of Durhin-
Madel R R Square Square the Estimate Watson
1 5407 292 288 1,19495 1,904
Correlations a. Predictors: (Constant), IntrinsicBenefit
Purchaselnte IntrinsicBanaf b. Dependent Variable: Purchaselntention
ntion it
FPearson Correlation  Purchaselntention 1,000 540 ANOVA?
IntrinsicBenefit 540 1,000
Sum of
Sig. (1-tailed) Purchaselntention . ,0oo Model Sguares df Mean Sguare F Sig
IntrinsicBenefit ,0oo . 1 Regression 107,632 1 107,632 75,377 oooP
M Purchaselntention 185 185 Residual 261,307 183 1,428
IntrinsicBenefit 185 185 etk 368,638 184
a. Dependent Variable: Purchaselntention
b. Predictors: (Constant), IntrinsicBenefit
. a . -
Coefficients Residuals Statistics®
Standardized Minimurm  Maximum Mean Std. Deviation M
Unstandardized Cozflicients Coeflicients Predicted Value 24117 57647 4,4108 76482 185
Model B Std. Errar Beta t Sig. _
Residual -4,42037 402043 00000 119170 185
i Ensta] 1853 307 6.027 000 Std Predicted Value  -2,614 1,770 000 1,000 185
IntrinsicBenefit 559 064 540 8,682 000 Std. Residual 3,707 3,372 000 ao7 185
a. Dependent Variable: Purchaselntention a. Dependent Variable: Purchaselntention
Histogram Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Purchaselntention . Dependent Variable: Purchaseintention
w taan - Seatterplat
HeeE Dependent Variable: Purchassintention
05
» 3 3 .
> & o H - *
g £ & . d . . .
: : L T
£ H - . T s T
* FRt 2 . 1., .1, 'I!II||I'E Lt :
2 8 . -1 EL ' i P st 1 *
w @ . . MR "
- § LI . . ! L .
02 3 - * ot .
&
& .
¢ 4 2 o 2 n " .
= ) “%bo 0z o 05 s 0 5 . B . 3 B
Regression Standardized Residual
Observed Cum Prob Regression Standardized Predicted Value
.
3. Hypothesis 2
. .
Mass-customized Shirt
Model Summarf
Adjusted R Std. Error of Durkin-
Correlations Model R R Square Square the Estimate Watson
a
InfrinsicBenel  ExtrinsicBens i 196 038 028 68057 1697
CHFU it fit a. Predictors: (Constant), ExtrinsicBenefit, IntrinsicBenefit
Pearson Correlation  CHFU 1,000 RES 044 b. Dependent Yariable: CNFL
IntrinsicBenefit 191 1,000 434
ExtrinsicBenefit 044 434 1,000 a
ANOVA
Sig. (1-tailed) CHNFU . 004 276
IntrinsicBenefit 004 000 SSUW of i Mean 5 . .
uares ean Square i0.
ExtrinsicBenefit 276 000 . Model d ke g -
0 ST 187 197 187 1 Regression 3,499 2 1,749 3679 027
IntrinsicBenafit 187 187 187 [REHENEL 87493 184 A76
ExtrinsicBenefit 187 187 187 Uei] 90,391 186

a. Dependent Variable: CMNFU

b. Predictors; (Constant), ExtrinsicBenefit, IntrinsicBenefit
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Frequency

Coefficients”

Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Madel B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 3,828 278 13,768 .a00
IntrinsicBensfit 126 048 212 2,644 008 a2 1,232
ExtrinsicBenefit -,030 ,049 -,048 - 600 540 812 1,232
a. Dependent Variable: CHFU
Collinearity Diagnost:it:sa i . a
Residuals Statistics
Wariance Proportions
Gondition IntrinsicBenel  ExtrinsicBens Minimum | Maximum M=an Std. Devistion N
Model Dimension  Eigenvalue Index (Constant) it fit Predicted Value 3,8484 4,5892 4,2904 13716 187
1 1 2,961 1,000 00 00 .00 Residual -2,27634 2,35402 ,00000 6BE8E 187
2 029 10121 20 99 18 Std. Predictad Value -3,223 2178 ,000 1,000 187
E 020 12,065 80 .00 82 Std. Residual -3,300 3414 000 885 187
a. DependentVariable: CNFL a. Dependent Variable: CHNFU
Histogram Mormal PP Plot of Regression Standardized Resldual
Scatterplot

Dependent Variable: CNFU

E E} o 2 ¥

Regression Standardized Residual

Standardized Shirt

12

Expected Cum Prob

Dependent Variable: CNFU

Regression Standardized Residual

Observed Cum Prob

Dependent Variable: CNFU

2 [
Regression Standardized Predicted Value

Model Summarf

Adjusted R Std. Error of Durbin-
Correlations Model R R Square Square the Estimate Watson
1 1412 020 009 G497 2,007
IntrinsicBenef  ExtrinsicBene
CNFU it fit a. Predictors: (Constant), ExtrinsicBenefit, IntrinsicBenefit
Pearson Comelation  CNFL 1,000 136 033 b. Dependent Variable: CNFU
IntrinsicBenefit 136 1,000 484
ExtrinsicBenefit 033 484 1,000 ANOVAa
Sig. (1-tailed) CNFU 033 1330
sum of
IntrinsicBenefit 033 .ooo Model Squares if Mean Square F Sig.
Edrins cBeneti 330 000 1 Regression 1,622 2 761 1a4 1610
] CMFU 185 185 185 -
Residual 75,007 182 412
IntrinsicBenefit 185 1856 185
Total 76,530 184
ExtrinsicBenefit 185 185 185 B
a. Dependent Variable: CHNFU
b. Predictors: (Constant), ExtrinsicBenefit, IntrinsicBenefit
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig Tolerance WIF
1 (Constanf) 4,012 227 17,710 000
IntrinsicBenefit 074 040 187 1,870 063 766 1,306
ExtrinsicBenefit -,023 045 -,043 - 516 606 766 1,306
a. Dependent Variable: CNFU
Collinearity Dianosl:it:sa a
Residuals Statistics
Variance Proportions o i
Condition IntrinsicBenel  ExtrinsicBene Minimum | Maximum Mean Std. Deviafion M
Model  Dimension  Eigenvalus Index (Constant) it fit Predicted Value 39672 4,4242 4,2248 ,09087 185
1 1 2933 1,000 ,00 01 ,00 Residual -1,76797 1,82155 ,00000 63847 185
2 044 8181 28 82 .05 Std. Predicted Value -2,832 2,182 000 1,000 185
3 023 11,298 70 .08 94 Std. Residual -2,754 2,837 000 885 185
a. Dependent Variable: CNFU a. DependentVariahle: CHFU
Histogram Mormal P-P Plot of Regression Standardized Residual
Dependent Variable: CNFU Dependent Variable: CNFU Scatterplot
0 Dependent Variable: CNFU
© oy
ety .
08 " . - ° -
El .
. 8 3 : e |
% £ é ‘e
s 5] - . . ” <.
g » 2 3 .. S, meat
£ 2. H . .
H F RS
0 2 I
0z = - -
& . .
¢ 2 . a ' "on 0z o o8 o s 2 .y o T

Regression Standardized Residual

Observed Cum Prob

Regression Standardized Predicted Valug
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4. Hypothesis 3

Mass-customized Shirt

Model Summarf’

am
Dependent Variable: Purchaselntention

EF
Ayt
i

Frequency

Dependent Variable: Purchaseintention
0

Expected Cum Prob

Regression Standardized Residual

Observed Cum Prob

Dependent Variable: Purchaselntention

Regression Standardized Predictsd Value

Adjusted R Std. Error of Burhin-
Model R R Square Square he Estimate Watson
1 0007 000 -,008 1,48857 2,036
Correlations a. Predictors: (Constant), CNFU
Furchaselnte b. Dependent Variable: Purchaseintention
ntion CNFU
Pearson Correlation  Purchaseintention 1,000 ,000 a
ANOVA'
CNFU ,000 1,000
Sum of
Sig. (1-tailed) Purchaselntention 498 Model Squares dar Wean Squars F Sig
CNFU 498 1 Regression ,000 1 000 000 ,QQS"
il Purchaselntention 187 187 Residual 409,931 185 2218
SO 187 187 Total 409,831 186
a. Dependent Variahle: Purchaselntention
b. Predictors: (Constant), CNFU
Coefficients” Residuals Statistics”
Standardized Minimum - Maximurm Mean Std. Deviation N
Unstandardized Coefizients | Cosficiants Predicted Valus 4BB7T 48921 45808 00086 187
Mods! B Std. Error Beta t Sig Residual 389051 211180 00000 1,48456 187
1 (Constant) 4,894 678 715 ,000 Std. Predicted Value -3,204 3,364 Jlili} 1,000 187
CNFU -,001 156 ,000 -006 985 Std. Residual 2,614 1419 000 997 187
a. DependentVariable: Purchaselntention a. Dependent Variable: Purchaselntention
Normal PP Plot of Regression Standardized Residual
Histogram |, Dependent Variable: Purchaseintention Scatterplot
Dependent Varisble: Purchaseintention Dopendent Variable: Purchaseintention
:
- b :
R o)
H
2 -
2 ] .
T s 3 -
3 3 ]
& g =
H &
m @ £ .
o3 i
" 3 a = " Rl
[ -
Regression Standardized Residual “ .2 o as o u 4 o 2
Observed Cum Prob Regression Standardized Predicted Value
. .
Standardized Shirt
Model Summaryh
Adjusted R Std. Error of Durhin-
Wodel R R Square Saquare the Estimate Watson
. 1 1477 022 016 140444 2,050
Correlations
a. Predictors: (Constant), CNFU
chrl:tfosnemte CNFU b. D Wariable: Purchaselntention
Pearson Correlation  Purchaselntention 1,000 147
a
CHFU 147 1000 ANOVA
Sig. (1-tailed) Purehaseintention . 023 sum of
Model Squares df Mean Square F Sig
CNFU 023 . B
1 Regression 7,980 1 7,880 4,046 L0468’
N Furchaselntention 185 185
Residual 360,958 183 1,972
CNFU 185 185 Total 368,938 184
a. DependentVariable: Purchaselntention
b. Predictors: (Constant), CNFU
: a " et
Coefficients’ Residuals Statistics®
Standardized Minimum  WMadmum  Mean  Std Deviation 1}
Unstandaraized Goefficients | - GoefMiclants Pradicted Valus 30043 49538 44108 20826 185
Model 5 std Error Beta t Sig Residual 392854 268187 00000 140062 185
1 (Constant) 3,047 686 444 .000 Std. Predicted Value 2,432 2,607 000 1,000 185
BGEE 33 161 47 201 048 Std. Residual -2,797 1,810 000 297 185
a. Dependent Variable: Purchaselntention . Dependent Variahle: Purchaselntention
Normal P-P Plat of Regression Standardized Residual Soaarpint
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5. Hypothesis 4

Mass-customized Shirt

Ak khkkkhkhkkkkhkkkh kKK PROCESS Procedure for SPSS Version 3.2 Akhkkkkkhkhk kA kA kA hkhkkh k%K

Written by Andrew F. Hayes, Ph.D. www.afhayes.com
Documentation available in Hayes (2018). www.guilford.com/p/hayes3

R R I b e I b S b S b I S b I S b S S S b I S I 2 I b e I b S b S IR S b S S S b S b b S b I S SR I S b i 2b b S 2b b S 2

Model H
Y : Purchase
X : Perceive
M : CNFU

Sample

Size: 187

R R R I b I b e S S I S I S b S b S S b S b I S I 2 S b I b S S e S b S b S S S b S b b S b I S S Sb b I 2b b b 2b b S 2

OUTCOME VARIABLE:
CNFU

Model Summary

R R-sqg MSE F dfl df2
P
,1403 ,0197 , 4822 3,7128 1,0000 185,0000
, 0555
Model
coeff se t P LLCI ULCI
constant 3,7640 , 2779 13,5439 , 0000 3,2157 4,3122
Perceive ,1004 ,0521 1,9269 , 0555 -,0024 , 2033

Ak khkhkhhkhkhkhhAhkhhkhhhhAhhhhhhhdhhhk b hhkhdhhkhkhhkhkhhhkhk bk hkhhhhkhkhhkkhhkhkhkhkhhkhhrhkkhhkhrhkhhrhkhkxkkx

OUTCOME VARIABLE:
Purchase

Model Summary

R R-sqg MSE F dfl df2
P
, 5682 , 3229 1,5086 43,8649 2,0000 184,0000
, 0000
Model
coeff se t P LLCI ULCI
constant 1,0549 , 6937 1,5207 , 1301 -,3137 2,4236
Perceive , 8722 ,0931 9,3664 , 0000 , 6885 1,0560
CNFU -,1718 , 1300 -1,3210 ,1881 -,4284 ,0848

khkhkhkhkhkhkhkhkkhkhrhkhkhkhkhkkhkhhkhkhkk*x*k TOTAL EFFECT MODEL khkhkhkhkhkkhkhkhkkhkhkhkhkkhkhhkkhhkhkhkhhhkkkxk*k

OUTCOME VARIABLE:
Purchase

Model Summary
R R-sqg MSE F dfl df2

P
;5625 , 3164 1,5147 85,6397 1,0000 185,0000

, 0000

XXXI



Model

coeff se t p LLCI ULCI
constant , 4083 , 4926 , 8289 , 4082 -,5635 1,3801
Perceive , 8550 ,0924 9,2542 , 0000 , 06727 1,0372

FARK Kk x KAk *kxx TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ***kkkkkkhdkokkx

Total effect of X on Y
Effect se t o) LLCI ULCI
, 8550 ,0924 9,2542 ,0000 , 06727 1,0372

Direct effect of X on Y
Effect se t o) LLCI ULCI
, 8722 , 0931 9,3664 , 0000 , 6885 1,0560

Indirect effect(s) of X on Y:

Effect BootSE BootLLCI BootULCI
CNFU -,0173 ,0162 -,0554 ,0086

khkkhkhkkkhkhkkhkhkhkkhkhkkk Ak kA rkkkk% ANALYSIS NOTES AND ERRORS khkkhkhkkhkkhkhkkhkhkhkkhkhkkk Ak kA Ak khkk kKK

Level of confidence for all confidence intervals in output:
95,0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000

NOTE: Variables names longer than eight characters can produce incorrect

output.
Shorter variable names are recommended.

Standardized Shirt

Ak Kk Ak kA khkhhkkhkkk PROCESS Procedure for SPSS Version 3'2 kAhkkkhkkhkkhkhk Ak kA hkhkkhhkk

Written by Andrew F. Hayes, Ph.D. www.afhayes.com
Documentation available in Hayes (2018). www.guilford.com/p/hayes3

R R e e b e dh b A S db I S IR A S b S b S S S S S R S S S S I R S B e S IR e S b e A b I S b S IR S R B A R S B R S I S S S R S 2 R S 2 d i

Model H
Y : Purchase
X : Perceive
M : CNFU

Sample

Size: 185

R R e d b e S b A S b S b I S b i S b B S S B S R S S e S B e S S S b S b A IR S b I S b S R I A b S R B S SR S S S b S b b

OUTCOME VARIABLE:
CNFU

Model Summary

R R-sqg MSE F dfl df2
P
,1017 ,0103 , 4139 1,9111 1,0000 183,0000
, 1685
Model
coeff se t S LLCI ULCI
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constant 3,9299 ;2185 17,9857 , 0000 3,4988 4,3610
Perceive , 0592 , 0428 1,3824 ,1685 -,0253 , 1437

R R I b e I b e S b S b I S b i S b S S b S b I S I 2 S b e I b S b R S b S b S S S b S b b S b I S b I S b I 2b b S 2b b S 2

OUTCOME VARIABLE:
Purchase

Model Summary

R R-sqg MSE F dfl df2
p
, 6608 , 4367 1,1419 70,5465 2,0000 182,0000
, 0000
Model
coeff se t o) LLCI ULCI
constant -,4674 , 6038 -,7742 , 4398 -1,6588 , 71239
Perceive , 8283 , 0715 11,5803 , 0000 , 6871 , 9694
CNEU ,1784 ,1228 1,4526 , 1481 -,0639 , 4206

khkkhkhkkkhkhkkhkkhkhkkhkhkhkk kA Ak hkhkkhk% TOTAL EFFECT MODEL khkkhkhkkhkkhkhkkhkhkhkkhkhkhkkhkhkkkhAk Ak Ak hkhkkx%k

OUTCOME VARIABLE:
Purchase

Model Summary

R R-sqg MSE F dfl df2
b
, 6559 , 4302 1,1488 138,1450 1,0000 183,0000
, 0000
Model
coeff se t p LLCI ULCI
constant , 2335 , 3640 , 6414 , 5220 -,4847 , 9518
Perceive , 8388 ,0714 11,7535 ,0000 , 6980 , 9796

KKKk x kK AkK*kxx TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ***&kdkkkxadkkkx

Total effect of X on Y
Effect se t P LLCI ULCI
, 8388 ,0714 11,7535 , 0000 , 6980 , 9796

Direct effect of X on Y
Effect se t o) LLCI ULCI
, 8283 ,0715 11,5803 , 0000 , 06871 , 9694

Indirect effect(s) of X on Y:
Effect BootSE BootLLCI BootULCI
CNFU ,0106 ,0138 -,0072 ,0463

khkhkhkhkhkhkhkhkkhkhhkhkkhkhkhkhkxkkk*x*k ANALYSIS NOTES AND ERRORS khkkhkhkhkkhkhkhhkkhhhkhkhkhkhkhhhkkkxk*k

Level of confidence for all confidence intervals in output:
95,0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000

NOTE: Variables names longer than eight characters can produce incorrect

output.
Shorter variable names are recommended.
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