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Fig.1 The analytical framework of this study
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The Evolution of Internet Plus Mass Customization in the Perspective of Value co-creation
——Based on the longitudinal case study of Shang Pin Home Delivery Company

ZHOU Wen-hui , WANG Peng-cheng
(Business School of Central South University , Changsha 410083 , Hu Nan , China)

Abstract: Consumer-driven of mass customization is an important direction for transformation and upgrading of Chinese
manufacturing enterprises, the existing research has not been deeply discussed on how to realize mass customization
gradually. This article is based on the perspective of value co-creation theory, and use specificity case study method to
system reveals the cause, process and results of mass customization evolution, through the Shang Pin home delivery
company development in a series of critical incident analysis. Study found: the case enterprise, has experienced four
stages of evolution drive common external pressure and internal power towards value co-creation, value co-creation
accelerated the realization of mass customization; The evolution paths of mass customization present, custom size,
customization variety, custom links and customization ability differences; Value co-creation in different stages of the
interaction between the subject, the interactive step, interaction content and user experience present different
characteristics. In this paper, the evolution process model of mass customization from the perspective of value creation has
important reference value to the transformation of mass customization for Chinese manufacturing enterprises.

Key words: Value Co-creation; Mass Customization; Customization ability; Case Study
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