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Experiential value differences of clothing personalized
customization under different situations

ZHU Weiming' WEI Yanghong’
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Abstract In order to enhance the customer experiential value and meet the consumer’s demand and
expectation of customized products and services the experience difference of clothing personalized
customization based on different situation was discussed by using theoretical analysis and mathematical
statistics. Based on the literature review a series of factors affecting customer experiential value were
proposed and 6 dimensions of functionality sociality service enjoyment personalization after-sale
and 24 measurement items were confirmed. 411 samples were collected by the questionnaire survey and
the relationship of all dimensions was above 0.71 showing that the relationship among each dimension of
clothing personalized customization experience is positive and strong. The evaluating formula of clothing
personalized customization was built in this paper. The results show that clothing personalized
customization under different situations can effectively enhance the customer satisfaction and the brand
competitiveness by improving the corresponding consumer experiential value.
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Experiential mechanism of clothing personalized customization
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Tab.1 Custom experiential value under different situations
o 6
3.77 4. 00 3.86
4 3.74 3.89 3.82
24 3.72 3.88 3.80
. . . 3.80 4.00 3.90
) 3.75 4.05 3.90
3.86 4.15 4. 00
31
411 131 280
16 ~33 285 34 ~55 119
5 ~10 & 6
2.2 o 6
5 “1” 0. 000 0.01 2
“5 » “1 - 5 ”» R N N
( Cronbach’s alpha) N N
0. 945 ( KMO) 0. 960 0.782 0.753 0.779 0.715 0.719;
2.2.1 0.797 0.765 0.743 0.700;
SPSS22. 0 N N
( 1) 0.802 0.784 0.744;
N N 0. 824 0. 806;
o 0. 837
0. 000 0.01 ( )
2
Tab.2 Correlation of custom-imade cloting consumer experiential value
( Pearson) 1. 000 0.7827 0.753 ™ 0.779 ™ 0.715™ 0.719™
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
( Pearson) 0.7827 1. 000 0.797 0.765™ 0. 743 0.700 ™
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
( Pearson) 0. 753 0.797 * 1. 000 0. 802 0.784™ 0.744
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
( Pearson) 0.779* 0.765™ 0.802 ™ 1. 000 0. 824 0. 806 ™
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
( Pearson) 0.715* 0.743™ 0.784™ 0. 824 ™ 1. 000 0.837™
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
( Pearson) 0.719™ 0.700* 0. 744 0. 806 0.837* 1. 000
( ) 0. 000 0. 000 0. 000 0. 000 0. 000
L 0.01 ( )
2.2.2
6 o
o KMO 0.8
o Bartlett

2 992.
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0. 000 0.05 Bartlett
3
Kaiser
2 AY
6 2
3 1 1)
Ay 4.781 6
79. 688% 80% 1 N N
A, 4. 868 6 ;2)
81.139% 80% 2
1 o : 3) . N N
3 Y
Tab.3 Total variance explained by custom original variables °
under different situations 3 °
1) o
1% 1% 1% 1%
1 4.781 79.688  79.688 °
2 0.399 6.642  86.331
3 0.316 5.264 91.5%4 4781 79.688 79. 688 .
4 0.186 3.103  94.698
5 0.176  2.935 97.632 > A o
6 0.142 2.368 100.000 2) o
1 4.868 81.139  81.139
2 0.377 6.277 87.415
300243 4051 91466 eee g1.130 81,139 ’ ’
4 0.207 3.453 94.919
5 0.165 2.755 97.674 VR
6 0.140 2.326 100.000 X ’ ’ ’
APP MTM( )
4 3) .
4
(yl) .
(72) ;
y, =0.852x, +0.881x, +0.919x, + )
0.927x, +0.89%4x; + 0. 882x,
y, =0.888x, +0.889x, +0.899x, + - FZXB
0.921x, +0.914x; + 0. 893x,
4
Tab.4 Component score coefficient matrix of experiential !
J. 2016 (2):12 -17.

value under different situations

6 ( 1) ( 1)

(%) 0. 888 0. 852
(%) 0. 889 0. 881
(x3) 0. 899 0.919
(x4) 0.921 0.927
(xs) 0.914 0. 894

(%) 0.893 0. 882
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