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1980 ] &4k Levitte] AAYH 220 258 Ak A" Az A8l dAEAA &
2 AAR T 29 g tig I =L IA npAE AT ol @ &5 o]Fogrt. I HE 54
(smart phone)o| Levitte] =8l& A4z FAsk=t A A2 HITHE AAs g7lo] 2 A+
Eol 28E B AAAFANAN 71AEY AEET M AYrksdS Axstusl gt

am
B =R §F3} A0l AnfEE] ojZg]A oA (application) & F38l4 7§23k personalization) 2 ] oo Tt &
Hizte] TERE BT S NQIsE 53 AFETS Aol AAAGNA LHAEAA w2 FoY S T
£ ATRgS et 3=l 2 929l g 456 S U R 3 AERAE Bd AL AREHA o AFHo
2 A5t

daf 2ntEES A AAHCR Tl EEsd AFPAE B7dtn avarse] ek 2ntEES] &
Adeozy o AGEz 2 Yeigtde Ae € F 03t £ A7 Zdade fEeAcldes 483 AF
e Tl A AAANGAN 228 AFEES Aol A Thede Hof FAo=r 2 97t gt

FAol: ®F8h, Qs AASE 2rEE, el

| M2 and Robertson, 1992: Samiee and Roth,
1992 Baalbaki and Malhotra, 1993; 1995:

Szymanski, Bharadwaj, and Varadarajan,

Z1dol AAA M Avfetes A w3k 1993 Roth, 1995). AlFxFste] 714 2 44

(standardization) & A7} 3-& #A|3H(localization) 2 o] Buzzell(1968)914 & AH= %o Al
& ZRA7LY o] T A A 2te] Hd FAle 5 AXNGAA TR AA 49, R&DY €4, Fu
AupAE Foke] FH dAFolfrolth(Jain, 1989 W9 A H|&9 S ol F vt Aot
Onkvisit and Shaw, 1989; Chan, 1990; Aaker, (Keegan, 1969). o] EololA 7} gk &= A
1991; Wills, Samli, and Jacobs, 1991; Barwise A 59| & Algrog2 4#Zl Levitt(1983)& AlF
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* o] e 20123hdE Aol Foltigtn awfEEATH] A ot o] Fold A,
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converge) ghol| u}z}
#j S Foto] qFR
olt}. Levitte] 4 ]
A ghel i =97t 7t E L, 7]
AFoZ NAAZ &g Fdstr] A 2et
(Ramarapu, Timmerman, and Ramarapu,
1999). E3F B s BFES dEke A
AAepH, 3 AR 02 R ARt o}
et A4 AT AdF AAA s dad
719 olnAlE fAskE 2948 8 F vk 7
Z3t9tH(Hout, Porter, and Rudden, 1982:
Ohmae, 1985; Quelch and Hoff, 1986: Eger,
1987: Quelch and Buzzell, 1989: Yip, 1995).
W oy F7FEo AR A AR EepA 7
Aol AR A 2 F7te] 2R 715
ook gt AAgE =2 9A g EAg
(Donnelly and Ryans, 1969. Black, 1986:
Boddewyn, Soehl, and Picard, 1986: Douglas
and Wind, 1987: Cavusgil and Zou, 1994).
2B2EY] 89 Aot Hak AAA R FYsl
213 vk Levittd] #7842 ©@esta 2AH o]
 wiAE Q] 718 Jd @} ] = 32(Boddewyn, Soehl,
and Picard, 1986; Douglas and Wind, 1987),
olg st A= A7 fitke Aot
(Douglas and Craig, 1986: Wind 1986: Onkvisit
and Shaw, 1990). o|&& BA|, w344 A8, =
7t be] AR Qlzeke] zto], dA] V19SS A
(Lim, Acito, and Rusetski, 2006; Viswanathan
and Dickson, 2007) 2 #A14Q1 7FAAPE (Shoham,
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1995) 59 o|f2 A AA} Uz T 7] o4
AL a1 9t 3 ¢ & Diamantopoulos,
Schegelmilch, and Du Preez (1995)+ A= tf
17 el HAe 54, dak, gl 4 gl
g3 vee dsHoR SHsi.
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things in the same way
Ath= Levitt (1983, p.
93)9] F4= Addsta v}, Eo fF FEoAE
SHIZE S s w7k A E BAIANE FeElA Rt
2ntEES T & vk o|FA HA S EEst
¥ olo]E9] niAE Bl A(marketing mix) A
TR ZBAIE AAAZ I Al A AA ] AAL] A
A, & 229 A& (global product)
e ZRIANAT. BT ofo] E3
Bl FERANUANE Eol3t 7%
ol A AAACR shte] AlF
029 g0l 7hsstl

e
|o] (software)$] &2 A o] (application) ™ &
ojt, AH|AEL fEFYAAE o] gdte] MR}
7} Y3k 71%E 2 E(download) FO 24
22 2~uEES |8k (personalization) &
o wpebA AlFe] P AAFY AR|aE 7Y
| F=dt she AlFLWet opg AlA 7
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AollA Boid Bt gl g¥Este

AE2 S u] gt}
=8 2 9 AEFeE ATH 7

A AR e R BEsHE xﬂﬁol Yz J&UHQ_W_ 9=

/\U].E_JL.’E."! =

Ex371 7158 EJ\:} £E§l. oEu:'L = B
B 227|199 ASoe mAo] zpale] Alekg A

g o JEE ol UFeE (mass customization)

g F7ea Gtk 2} ArkEES P% Ao
MAE vle) ARSHAE n A BE L4
Sol7] gule EEAE AES ATE o] Tl
A7t hEe Al i Fal Qe
fabl Boke A 712 3
Aol 7} gk

—

e » ml

2 A7 Levitt(1983)e] F49 ‘2 AF=
2o o s A AA o9 FEE F A=A
S ATHCRE 43 He At 2 Aok, 2 &
A B A FEle EESHE AEQ] AntEE] |
g} #H 2 Fstol LA ANl AFed tiek A
% A= (preference fit)E ¥o]i(Ericksen,

1996: Kramer, 2003; Simonson, 2005) 1 Z
A AAY anAEe] AARA we A &
7t b2 obNe}, frd, Fvl T 24 A elA B
2utEES] Vs wEstn glthe d7ARE B
oF ot} o5 fa & %‘?% AIA S 22827}
2ntEE g A Zeh=

A7 oS

ZESAT Ha12 AM3E 20124 6%
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2.1 ®ZF3}(standardization)

A AR SlolA EEshe
A AFEol & OMD} B
ARe 2F3lo] BY 5
(target) Aol BL3
olebn @ g
and Varadarajan, 1993: Cavusgil and Zou,
1994; Lim, Acito, and Rusetski, 2006: Zou
and Cavusgil, 2002).

qE3 aRholgta He gAELS Ve W
g3t vt 7+ Ay A ol (communication) F
of W= Qs A A AlgES] & (needs) 7}
Aa FLa)# 7] (homogenized) W&ol (Levitt,
1983; Eger, 1987), 85 53 AA S = 34
nAE S ApAAQl 1135} Foleka o 7Ith(Huszagh,
1986). AIE Aol TLdaiddl wet 7IdEL &

& GAs 9
TAEY] A+
o &9 F&

g 4835 2

g 8%

E

ul)
i

>

}ﬂl
2 TH(Szymanski, Bharadawaj,

T3t AR A T4 we FEY TR
AAE AAFoEA Lnatd A 7ol AH g
AEE T F oM (Eger, 1987 Ohmae,
1985 Yip, 1995), wolxl vl o2 ¢ 2 o|¢
< 74 F dt= Aolth(Douglas and Wind,

1987: Johansson and Yip, 1994: Katsikeas,
Samiee, and Theodosiou, 2006).
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ekl

=2

AA 2 ZFe) TARGE 719 EY] A9E B
Coca-Cola®} Levi Strausse MAIAIZ A 4
< & ¥ (Wills, Samli, and Jacobs, 1991),
Parker Pen?t 22 7|95 Adg 102 Vet

Ui JoH(Winski and Wentz, 1986). B-& szt

il
=

o

T

So] 7195 BE3 2R ZATE A3
S RS Jge] B23 A%S S AT

e gQlel gt Aol (Baalbaki and Malhotra,
1993 Harvey, 1993 Picard, Boddewyn, and
Grosse, 1998: Laroche, Kirpalani, Pons, and
Zhou, 2001; Griffith, Chandra and Ryans,
2003; Powers and Loyka, 2007: Schilke,

Reimann, and Thomas, 2009), E&3= E3t

10

[e}

i

o
N

T3 7|E AFE B 7
o A7} o

°olFa 3l

BFEE

olsm g 7he,
P(product, price,
place, promotion)7} &% ZEHAES w 71

3] | & Qo] A A7 (Samiee and Roth,
1992 Johansson and Yip, 1994: O'Donnell
and Jeong, 2000; Zou and Cavusgil, 2002:
Chung, 2003; Ozsomer and Simonin, 2004;
Townsend, Yeniyurt, Cavusgil and Deligonul,
2004; Lages, Jap and Griffith, 2008), 4P<9]
24 EF37F 719 Al wAe Gk w3
A+(Waheeduzzaman and Dube, 2003; Chung
and Wang, 2006) o] ZdstAl AA=HAH

fr oo

<]
0]
A

Hm fin's
N

Ho

¢

o
=
= 4
i*

ﬂ r

2H) 2} ghEolu An|te] rulj e} 22 A} Q14 ((F 1) #Z=x). =3 4P F9 sl AlF9 13}
(perception)d] #HAH A3 vu|gk A% ol}, (Walters and Toyne, 1989), 7F4¢] E£3HSamli
(E 1) BZS}of chgh MliodiT Az

R A A} A7 &
. APE % RFet 710“11 I%A 22 7|19 vud A
Samiee and Roth(1992) 194l Azhe] 2 Aol gl
Johansson and Yip (1994) T 229 Ago] 7199 Aol F4AQ FS v,
. A vAE Y] ZFske 7199 A 384 JIgE mA 1,
O Donnell and Jeong(2000) Z]'i]/\]‘ UHL]Z‘]Q/] D]—?ﬂa 71]??1 o 214347]_ 2] o
. A wAE A=z, T 24, B %‘?i% 714 4
AZE, 714, |Zou and Cavusgil(2002) A2 o] 2aAel o] 8. 8, T% A A
=7, % _ -
™ | Chung(2003) 4P FNA §ET AE EF57} 71809 Aol Qe ],
, L AT A (LG8 MR A (E7]) A E5F 4P &
Ozsomer and Simonin(2004) z5}7} 710?9] 2 3ho :_;gﬁg] % a;_ ey
Townsend, Yeniyurt, Cavusgil, | =% 4—Zr§}h 7]%4 A bl FHAH Ggs Fut
and Deligonul(2004) AF Aol = o g mXA £
Lages, Jap, and Criffith(2008) |4P9] ®&F3}= 7]‘”—4 FEA T BEAHo R JgkS A,
A% &4, |Waheeduzzaman and Dube AE, FX, 789 23t &2 o]dE(ROS)S WEd &
5 (2003) 7}i J"‘7}5‘ 719 Azl FAA Fgke nA
A A2 7199 2FEskE 7T £l AR AST Al
H. e | Chung and Wang(2000) | ¢ gojate 719 4ol 2eAoR 93 VA,
AR A4 24
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22Y MFEES et

I Al

Y 7tsd ¢

ofZ2(7H o]

and Jacobs, 1994), fr&2
Bharadawaj, and Varadarajan, 1993: Rosenbloom,
Larsen, and Mehta, 1997: Shoham, Brencic,
Virant, and Ruvio, 2008), Z18a 39 i+
3l(Harvey, 1993; Harris, 1994) 5o #3F o
T g AAE7]E S

¥+3}H(Szymanski,

2.2 7K2I3k(personalization)

NSk AlFel e /i 249 Q5 THERA|
e As (Tseng and Jiao, 1996: Du,
Jiao, and Tseng, 2003). 5% o8] 44 #of
o 719E2 N LIRSS ek a0 Adet
WA, A Bok PR A9 anAf s
5 ZEAACL sk 1Rle] AtH(The Economist,
2000). olegjgt W& sAsty] st JE nA
o] a7 BrE AFE PR st FF3)
AES 7H o2 AFst 714 nHAE s
INA F Qs tigk wHAEES #ile] 7t
3t tH(Vesanen, 2007).

Mste] A 7]E AFE BH 7

-3}

)=
T

dEo] M

(E

42 E8t AolEES JHolstol Bet AFEAS b

el AAstE FAske] AE 149 27E
A7 BAlo) At £EAE fAd00}
dtte Ade olAde] gfith(Ansari and Mela,
2003; Du, Jianxin, and Mitchell, 2003; Wind
and Rangaswamy, 2001). 284 T & Z&
gazo] ZH¢Istel thell A5 st A TH(Peppers
and Rogers, 1997; Murthi and Sarkar, 2003;

Pierrakos,

=

H]
=93
=

Paliouras, Papatheodorou, and
Spyropoulos, 2003: Peltier, Schibrowsky, and
Schultz, 2003; Vesanen and Raulas, 2006),
o] Fotelle B 7HA] &ol7t LT nE e F
ojgh omE E&H 1 718 (Sunikka and
Bragge, 2008), 53] 2t%3}H customization), 7H
38} (individualization) 9 22 &ol5o] 71}
(personalization) 9} 8 &s] & A &2 A AR
51 JH(Pine, 1993; Riemer and Totz, 2001).
T3 Adstete o AAE 254 ME o2

o]
AT

FoE (G 2) Fx).
MAste 7d Wiz AlFe] S0 webA oy
fFgdor FEE 4+ ded, dE 59 Gilmore

o 3
‘IT

o=
and Pine(1997)& | 7} 7HQ18} o7 Ae

2) JHeIstol| ThEt Feo|

AR A

Peppers, Rogers, and Dorf | 3] &0 #zjeta, Adsta, e olds &4 F =S AF Te Mux
(1999) o SAS %E

Hanson (2000) A 24 A5 E Wgs] A A FHE AES AEs

Imhoff, Loftis, and Geiger | 7I19ol &HAke] 238 AAgtn 2HAS AAAA AE wWAA], 4 6y
(2001) %3, DM 5 A849] 34 ¢ g3 59 278 ddste 59

(ol and Rengaswamy | aisiz sqjel sl eteld Rk oz o) Sl Papeld 4 sl
Coner(2003) MAste HFstd AMAEY 22 S ugto g 7|go] Hasle A
MAQle] BdetAY, RdstA Rt Wi gl s 7oz pdst

Roberts(2003) g OAAES ZHsle 1Y

A1 Vesanen(2007)
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g, 299, 7Y, g9 9EsE ANs RIS} o] Fold W JHELS aHAEAA F
((F 3) Fx). olgx 7]1& AFddA BH JiQIst ¢ 28] dsste A 7Pk A 5, 13 A4k A
= A A FrEE AT A, 71Hel 9 F EE MY, ZAE 55 AT § dtk(Allen,
A FeHE dre e ¢ 5 o Kania, and Yaeckel, 2001: Coner, 2003: Fiore,

B Al A RIS 7190l AlFste st Lee, and Kunz, 2004: Godin, 1999: Hanson,
AFQD 2utEE| Av[A7} FA7E Hof of & A 2000; Murthi and Sarkar, 2003: Peppers,
ol dolgh= QIS A=’ el &HA7E 222 Rogers and Dorf, 1999; Pitta, Franzak, and

“}E*'E Ao R s & g
‘:} = ¢ 1'_1" A AA uAE
71] hEAH A BolEdA] = oA o FEfA oA
& B¢ NSt o] FojA L 1 A3 A aF
Oﬂ A3} (preference fit) 3 AlFo2 AXH = AL
HolFEr, £ dFe skl gt o2 Fos 7}
£d Gilmore and Pine(1997, p.93)7} 234
%3} (adaptive customization)Zt 43
He Td 712 AFY 7 TS

[€] p84
A Agsta, nAol AlFs AHE W A4 7Hs

Little, 2004: Prahalad and Ramaswamy, 2004:
Roberts, 2003; Wind and Rangaswamy, 2001
Winsor, Sheth, and Manolis, 2002). ¥Hd =1
g &2 MRS AlFa] dsiAe tE
H & 3 52 S E £2 A, d7ARE =
o, 37118 2 2 2relof erh(Bardaki and
Whitelock, 2003: 2004; Evans, 2003; Girau,
Ranchod, and Gauzente, 2003: Kerin, 1974:
Roman and Hernstein, 2004). 22y} 7§lst=
AdiA &AL A ddo] v EHY o 34 2

st e AL MYzt Ho =2 wolsol 7|2 gt o, H 24 Jise &HAA 7S ZEste]
(Z 3) 7ielste] 7Y
ey ©&3 FHY &3 £y w3 9y ¢&3
(adaptive (cosmetic (transparent (collaborative
customization) customization) customization) | customization)
EAQ 4 Yahoo.com Google.com Amazon.com n] &AL
719E 5YT 712 AF
bl 3 Ja=2 <R =
AoTE WUS RS O a0 sawme  |Jde AE AAE | AES 2d R
718 g Aol A Algeta, 1AL i
. ol 3} ElIs wpE BE dg

A LD |0t g g |7 R AFEA[ T AR Q75 [ 2649 44 4
L) TEER am ge g% 4w 94 4n 9% 40 |48

zolAstel a4 |ES w4 9 5

Xﬂﬁ‘ :F' oﬁé]’] 5]’ oo 0] 0. ot N 0] 0.

o:]_’_ AT M AT M

AlE] o et e ot gt B ohg

A& Gilmore and Pine(1997)
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22Y HEEES

1 (Simonson, 2005),

Sl 2 Aot

AEFTE= ATE + 3

b MEtel A Thsd o ofiEE|A|0lL

2.2.1 f=Zg)A o] A (application)

ET8 AFQ AntEES RIS 7HesH ot
fZgA ] L oS EWOW AT EY o] (applications

=
software) & st ¢
=3} 2o A AHEH AZE

T2 AFEAA ZGAA

dlol (systems software)

AelA HF AHEATE ddshe RAZES S on
&H(QuinStreet Inc.,
Al ~rtEZ} 22 Ratd Ty 9N
AYPe= Zd =z ATEY S 9/]13]*6‘]—13%‘ ~HEE

RHeAEE SR AN An B 5 Qe

store)

2012). 1 % R2utd o &

22101 A (open market)? $BAE0] (application
ANA cfZgA S TR ALEE

o & Eo] ofo]Z AlgalE HW FH 1 9T o
Aol B 757t

B el Aol o]

it 86 el o2 D4(KT

M2 E8 Anl=Ee Jlolsio| Bet AZEAS Higoz

2EoE B34 FEHWA, 2010 4€ 7Eo 2
JZ Aol LRE AS5E 409 AL 278ty
HHAE, 2010). AHAES 2%o] a1 FHE
Aol & AEANAE thEEEsta nheo
EA god AAshe & WSt sl ol
g B L BojA BE AH|AE0] ME TE o=
gAolAo R FE ~ntEES o] &5/ €t d
A B|AEe] ThERES 9
fZe)A I Sl 71 A717b &
Aol wre} 3A 4 7HAE UE § AT(E 4) #
Felvete] Ulo]ER 53 2E AT

Y 3o rlr
[ [——
>,

I
lo
[
B Jfm rr

ES—
22 oy B3 2L FRAM 24 Wz 53
2 HEQIHME 24, d27E 53 2L AL
GHe 54 Fo| alott

olgA T FF9 ofFe Al EAls
w2, A AJEE AE YEUE AEste
fEe)AHE AEe 4+ e Aotk ugpA B
€ 2HAEL 7|9l FATE He Aol okd, A9l
o] FA|7} o} zRile] Yot fZAold ozt
TAE NAstd AntEES o] &8 4 glof Alet

(E 4) M8 ZHol| e ofZ2|Aolde] 27

ALE 24 3, 3 Cie) T
IrtaT HA . i
4 } ° . MS Messenger, Skype, Nate On, Daum Café, 263.com(mail),
(voice/text, social Facebook Internet bhone QQ(Messenger),
network) P Kaixin(Café)
AuAN A Google/Street View, CNN, Is{ii(lee&Sv)v;yl\}aéi ggiaz(?:g)cm
(web search) ebook Info. K-Weather Taobao(shopping)
T e
(music, game, sports) | Fortune GoStop(game‘) Majiang(ganie)
AFEH O A Keypad, font size/style, Hangul Keypad, Korean |Chinese S/W, Chinese
(in/output, utility) short cut, touch style font/wallpaper style font/wallpaper

A8 A ZAL

BASAT M2 M3z 20124 68
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2RtEE Fu71ge A AAder wFEsd )
uel AlE, ~ntE %% MR A AFeTh &
Hlaks 28]l ARl YrEojdA 4t dste
HEA S thRESI AFlo] ddt= 7150
Siit fEEAold ozt FHE ~nEES 71
T U Aok 1 A A9 2utEE gk A
ZH s AFE7} wolA A @h(Kramer, 2003:
Simonson, 2005). 71l <J3] A AAHC= 7
T3He AlFo] old g MASHE Fote] AA Y] 4H]
Aol Fiko] ol A A Avk 1 AFE Al
A A BHAos AFHUTGL B £ e
olg|gt gu| 2 o2 Z2W 238 (global offering)
olgta & 4 girh. 22W ¥ Levitt7l IF
I F2L AFS A AA FE7] A A
o] A3 27 (pre-market condition)o|t}. wjebA
2 AFAM e oprlot, Y, Frl A9 &HAE
o] ~mtEE &l AAete AR 1o FH3
7HA ] tig AEA, AFAA, AEAQL ZHA
ek Qxo] wjf- E=5E AFste] 1 AREA 1
A Eol MA S As< Lotry] Yt (2" 1)3

2 Bge A deit.

7H el =t
(personalization)

Ms Mgts
(preference fit)

MQstE 227t A3 Aol dete 7eE Ad
&go 2 M o] Folz|= Aolth(Gilmore and Pine,
1997). AR2le 7)5ol A MEd 4 gl Fol
R, ARle] Q& sk 7)Fe] EAFTHHE, &M
A= Bk Ao A Adfsta &t AlE= 1<
13 9 Zlolth, a2BE QB e of
ZeAloli s thERET O RN ~ntEELS i8]
w3, 2l ZiQIStR Qlete] AnpEEL AH| A}
"*ic’ﬂ ts AgstA @ Aot (Kramer, 2003:
Simonson, 2005).

2HZ7E AdEd F RE 7Y &
A A sk, g ARale] Yate Ao
A of= &HAR A5, aHAH] e (customer
participation) 7} &8|A} A5 A3e 3o 2%
Al &< w|HH(Simonson, 2005). Kramer
(2003)& &HAH] FHed7b 2HRE e g
dol Avke A HHeR FHHAL. 1E

[e] T A=

3
r

— ==
o
o)

TA

H 217} QA eE A A3t AH|A} QA6

gy o

>
gg
o
o2,
fol
)
ofo
_O‘L
[
%0
o
[
Ir
)
£
i
Re)
R
Kv)
k!
o}

e
o
9
oL
9
e
o 2
[
=
>
>
B
i©
do
4y
©
©
e
N
o

T (Ericksen, 1996).
Levy(1999)c] w=2W ZAHz= 7Fx] 2|84

(value driven)e]7] W&ol 7|45 AH|AFEC]

F78E 7H7E RAQA, ofrle] B 7 £
2 olgiste A% AfgolA $98

AAE % 9

=224 o
(global offering)

Qg 1) o712
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S2Y MEEES Mo ofZ2(7H o]

TH(Woodruff, 1997). &, &¥|aks 150 A s}
© 7Hel Fistke AlES dAete] wolgolu

ety gy ABjrkso] Agske 77 BE

AA| ek A& ofyth, AH|A}Eo] 28h= 7HA]of

o

£ 4 (quality) @ 714 (price) 2] %2 (trade-
off) 7} EAst=Hl (Cravens, Holland, Lamb, and
Moncrieff, 1988: Monroe, 1990), AH|AE<]
7HA] 14] A ZRo] 7} e}, Zeithaml(1988)9]
T ot ol aHztE AFS Mol He
w oS 77} ) Aote v, o2 2H
& 7% 49 o] gt wj AlFe] 7k}
T3k AAAQ 2Qlo] of
7B A S 7hx| Hg
& 2| I A Q1A gt (Holbrook and
Hirschman, 1982). o] ¥t ohg} Sheth
Newman, and Gross(1991)& &HA7F A&
S3A Aot GRS wrA ke ARRIA S 7}X1
T 2 E Z2Ysted 982 gt ot

371 FEel weh A8AQ 7HH, 2 FAE
7EX 8k AFS AL 7S AR AL 2~ntEE] ti s
AAshE FHAQ THIER ol aHAEC] AlF
o] 7kxE &3t 7N (construct) &2 o3&
T At webA aRRpE AR fE Al s o
FRESI] Al A gHA Fsk RIS HA
B3l 2ntEE gt 2Hile] Ho A% (preference
fit) 5 =olAl 2 W A AA 2¥A7F 25 A
o] QA= AlF(2RHEE) S AWHARl 7HX =, &
HIZE9] 543 #Agle] dBHA =2 Aolge

ol

R
S EEe d 5 ol

a9l
T3

1O
E

O

1

1_4

7Hd 10 EEs) Al gig 71Q18H personalization)
7} Bol o] FAAFE I A F tidt &
259 A3 A=

(preference fit)
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Mg S8t A0tEE Q| JHelstol

E
er }st A

7 20 MRS B3t AlFd dig As A
Fert Bee2 ZRY 293 (global
offering) F5& Eold Aot}

V. oigrehH
4.1 Xzl 1

ATy ASENE 98 20109 11€ dA A
29| AAgg el A FA = Y =
WIS 467TH S FoE ARE FHEA
AFEE oz oz TR A

(occupational stage of life cycle)e] &
At Jtoz A HATH(Furrer, Liu, and

Sudharshan, 2000: Tsikriktsis, 2002). ©]&
o8] T o]:ﬁ-iﬁ]zﬂ-ﬂo} EXO Ay A4S

£
&
2 ol

2 A8 4P S A B4 S8
A0 4678 £EA S Bl ook, F,
o)} okl Fgvl, elobioh Al TASH &7

Az7t FAS 445 A<t

€ ol &Sk ((& 5) F=x).

T 4567 deA
AqER BY g

(847M), = (607H), L& (337/0) 22 FAH oAl
ol AA Hio| 38.8%0 slFett. e A%
ZF2(3871), vgt=(1671), =L (1470), =4
A(1374), 2==Q1(1070), 718k *4 =7HE1H) =
o] =¥ ﬂS}O% AA FEO 31.1%5 AA L 9
o Ee BF ulmog AgE 5n A9 (1374)
o] A A9 30 1%E 2Asta 9}
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aF A9 Hx H|5(%)
a5 1 o}A]o} 177 38.8
i 84
T 60
dE 33
% 2 4 142 31.1
ZgA 38
vgd= 16
=Y 14
295 13
ot | 10
71k 51
a% 3 5] 137 30.1
vl 137
A 456 100.0
4.2 HiZo| EX 43 A7} AfEES 7|5 So] AH|Ate] Hime)
Aot A ETH N E UAE 5 HEEH
4.2.1 59HF ettt 1 94 Fre dAl At e &
nfEEo| oo AMESIAE FullEel & Al
SHUFE 2ntEEZY QS Jhssl st drbdt E’lé‘é}% A, fZeAlds Bl st
Q1 ojZe)A o] (application) & 53 (rich), A s wFat=Ae] 75 T3 & & U
4 (acur), 7874 (usef) < BHAE(Likert) 5 (Haubl and Trlfts, 2000; Franke, Keinz, and

_Pr
10 S FEHA G o E=FEH 5w
THA)E AHEste]l ZARISITH 7 o £
°“Z:E°1 (application store)ol] &®]A7}
FopAl EAsteAl, date ofEelA
2], AHgsl] HeleA & SA st

(<]

Ho Moot my )
= L
o
-

ol
O

fr oo
o

-
r
o

4.2.2 w7
S AEDACNE Agom Asto] vt

Eo| Quit 2Rl AFEA FobA HE
A 2 AEE FolLES B} EIAIHE A}

520

Schreier, 2008).

A 2
Sl

4.2.3

ofN

= A7l e FHued

=
offering) 2 ARLEZS] AA 3} %

g Ao A AA aHAEe] AskE AntEES
oG WolEol=AE S A FES ML
o] A2 FAST. WA ~ntEEY 4
(quality) ¢t 7} (price) < meidt g2 71
(utilitarian value), & A€ F49 A8&4 7}

ZYSoIT ma13 M3E 20124 6Y



SE2Y MEZEES Heto| 4% 7tsy AT ofZ2lAH ol

Mg St ADIEEQ Jicistol et AFEAE HiEeZ

er

A (UTIQA) ¢ 1A1E 71A 9] -84 744 (UTIPA) (HEDOA) 9} QIA1® ALS] A 744 (SOCIA) W45
7 2nEEZS WTolgole AE(Sweeney and  F3 SHCUTE A7IdA o] 4744 MEES 5
Soutar, 2001)E Tt Sttt =g A A Jhd2 7RI 7] Wl B AEd 33
FAA 7HA (hedonic value) ¢k ARSI ZQ1 7k1] & 7167] flote] Zt W] 9] MrES &
(social value)2 AFIEES Folsole AE  §Jot9a 7 WS date] whEae] A=y
(Sweeney and Soutar, 2001: Pura, 2006)°] o] Y5 I &, 519 MFES FHEAE T3t
geld 77t ~vfEZe AA® #AA A o AA B0 ALFAT(E 6, T) FE)
(E 6) SWusY 42 23
e hin AT
o Za]7 RICH1 |Various types of communication application exist.
o] RICH2 |Various types of information application exist.
T RICH3 |Various types of entertainment application exist.
oo |1Z8A  |ACURIL | There are communication applications that I want.
;; 0]’_55_’4 ACUR2 | There are information applications that I want.
- AgE ACURS | There are ease related use applications that I want.
DEE USEF1 |There are communication application that is useful in my country.
o] USEF2 | There are information application that is useful in my country.
&% USEF3 | There are ease related use application that is useful in my country
W | Az FIT1 The function of my smart phone becomes more preferable.
BN %_Li B FIT2 Compared to my conventional cellular phone, I have a cellular phone fitted to me.
FIT3 [ am very satisfied with my self-customized smart phone.
o1z UTIQ1 |Smart phone has constant quality.
49 UTIQ2 |Smart phone is well made.
&4 7 | UTIQ3 |Smart phone has an acceptable standard of quality.
Q1A € UTIP1 |Smart phone is reasonably priced.
7H49] UTIP2 |Smart phone offers value for money.
&4 7F | UTIP3 | Smart phone is a good product for the price.
s HEDO1 | Smart phone is one that I would enjoy using.
;ii o1 HEDOZ2 | Smart phone is a phone I would like to use.
Kag kel HEDOS3 | Smart phone is one that I would feel comfortable using.
7H] HEDO4 | Smart phone would give me pleasure.
HEDOS | Smart phone would make me feel good.
S SOCI1 |Smart phone would make me feel accepted.
;fﬁ]; SOCI2 |Smart phone would improve the way I am perceived.
744 SOCI3 |Smart phone would make a good impression on other people.
SOCI4 | Smart phone would give me social approval.
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(B 7) 224 252(global offering)el SMHSES] AT
SRS FAAE Agulet gt
UTIQA: UTIQ1, UTIQ2, UTIQ3 0.86
UTIPA: UTIP1, UTIP2, UTIP3 0.82
HEDOA: HEDO1, HEDO2, HEDO3, HEDO4, HEDO5 0.94
SOCIA: SOCI1, SOCI2, SOCI3, SOCI4 0.93
ool Mg tate] (£ 6)% 22 AT 78 V. 2M20
E2 7 RFES 45 RE 295 g7 E bA
HAEZ 485 AT
ASEA dA SHHFEY] 712 BATH S
4.3 2AEH TSI j401—\’5(13651rson) FHAAE A=t
o AR (E 8) #x). Mt FHdAE Ed
= 47E A% A4 F2UAEY 29 F 4% (RICH1¥ RICH2 3t) 0.84 3 USEF1
(structural equation modeling) S E38to] AA] 3 USEF2 7+9] 0.81)8 Al¥stae 25 0.8 ©]
31T}, o] EAVIE L thEIAEAT AR EA 7] sto]oJ A Cooper and Shindler(2003)d] wz} 2
We Sl x2S & S veo SHAEE T3 BAE ¢l Aoz Adsidln
(indicators)e] Sle FAHMFE F&dte] EME ASEAE 2| 2d (LISREL) 8% A3t 2§
G 97) W] B Ao ZAo) wj$ BeuE 7] =33W (maximum likelihood estimation)<
Holgka shltt. 539 =3 2% (measurement model) 2 +%
53] o] 7e SHARE ddslalorit o= o 53 (structural model)= FA A WA A
H AL e g ] SEARE adE B PPARA SPSSE o] &35te] AAWSE (latent
goll FAE 4 Q7] vl 2t AxE0] 7R3 91 variables)dl W A & (indicators)?] 2134
T AEE 44 ¥1 24T F dtke Aol s, (reliability) & YePE 840kt &3H(Cronbach’s
27K o] 29 QAL AL R ofolA e v a)#E Ast Heked RE WgEo] 0.73%
of AAH/AE Bl FHshe AZEAES AAE 0.91 Aol #E Yehlo] dwkd $#87bs &
T At (Bollen, 1989). wWetA b TAEA 71 £ IAFHI de 0.70 Fo= 2F}ATH(E
HEOE #2434 Bge & A7 AFE4d 8 #Fx). 2y 2FHet d9ie BE SPAR
- A ek 7golgta & 4 et 7b A A FLsAl 71 gthe A st Tl
© Al 7] el A HTte A o]t
A meste HEAE % (composite reliability) 7}
o Ad3 7lEolgka & 4 $vk(Bollen, 1989:
Shook, Ketchen, Hult, and Kacmar, 2004).
522 BYSAT ®a12 M32 20124 6%
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rz
o
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rok
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o
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lo
=
o
o
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1

FASEME HIBRR

r

RICHI RICH2 RICH3 ACURl ACUR2 ACUR3 USEF1 USEF2 USEF3 FIT1 FIT2 FIT3 UTIQA UTIPA HEDOA SOCIA

RICHL  1.00

RICH2 0.84 1.00

RICH3 0.71 079  1.00

ACURL 061 0.60 054  1.00

ACUR2 059 065 058  0.76 1.00

ACUR3 041 044 044 057 056  1.00

USEF1 065 0.62 057 070 059 049  1.00

USEF2 064 068 0.61 066 067 046 081  1.00

USEF3 049 049 047 055 046 061 070  0.72 1.00

FIT1 052 053 047 051 046 043 058 057 0.50 1.00

FIT2 044 043 038 045 037 034 050 046 0.43 0.62  1.00

FIT3 043 043 038 049 042 036 054 055 0.45 0.71  0.72 1.00

UTIQA 025 025 023 031 027 029 029 030 0.26 031 034 037  1.00

UTIPA 0.14° 018 0.10° 024 019 014 016 021 0.15 023 034 036 03  1.00
HEDOA 034 036 029 040 037 029 03  0.38 0.28 046 045 052 056 047 1.00
SOCIA  0.09° 0.11° 007 021 014 012 018 0.5 009" 022 029 028 029 027 0.46 1.00

K 3.86 382 380 3.78 3.76 350 390 384 3.72 385 362 370 376  3.07 3.72 3.02

EEUA 114 117 11T 1.08 .06 1.04 113 110 1.02 Lo 104 110 079 079 0.95 1.07

F:E EA<0.01, % <0.05 % foER g
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N

27=192.97, df=93, p=0.00, RMSEA=0.049,
GFI=0.95, AGFI=0.93, NFI:0.96). 53] A

= AFs 5 Mo 1 RMSEA 4%
o] 0.05 o3tz UrE‘rUr 7t AnkA o
2 g BEYE H(Browne
and Cudek, 1993).

o] ZARY] 4 ZAAE v SZ Anderson
and Gerbing(1988)3 Shook, et al.(2004)
S AAZ Fho] ZAHA TS BT AL A
740}04 H7)12 3t} WA 233 23R A

TFEAY 3 A BHH tgho] (F 9eA Be
H}Sﬂr ol E el 2,545 A o}
SAXCE 1% FTolM F9 Aoz Yeist
of7ldl|A S 9] AlE S Hrtete] Bl BE A
ol giste] 53418 % (composite reliability:
CR) %7} 0.683 o]4o= HAZ 0.700 %+
FEHY M HAVE: average variance
extracted) FAIE 4 0.500 o]l E3to 415

= ((F 10) #=x).

#4904

2y

(<13
=

7l
sk

1 H

0]

o
= AA

=
T

[¢)
]

ETAE
BE I5E
o
=
=(
A}
o]/dol
Qe FEA71 g &

o~
a'l‘M

524

Ans $AE A
ELEEEEEE
o] shuglol ¢H AN
oA AHgsEd] £A7

o]

=)
e

(o ol
Belooft my A

i—";
ax e o & 1o

i
o

=456, 2%=192.97, df=93, p=0.00,
RMSEA=0.049, GFI=0.95, AGFI=0.93, NFI
=0.96) BF 453 Aew yeht 7 1 &
goﬂ A3 2 %Qc}ﬂr/}: A]_N_O_ o 4= 9t}
goz F2RYdN FAUSE 2] ol
4 A5 AHEIZ IR 12) 2 (2
A AA G ARG wEE 2|
=(fit, n)e 3749 A FAdES
| HA fEA Y TR
FEIHY S Yehlie =9
B y11=0.05, t=0.6322 e}
Aoz vehget. of

ZHEgo

ul
=

o g
2 Fx).

A=

o
(vich, €1)

Al #2A

A (acur, £2)
WL = s e R |
21, t=2.592 1% FTlA
Al A ol E2i Aol A9
T AT xh{}_\,:_oﬂ o]
50, £=6.082A
Zﬂ"i H%ﬂﬂ] |4
Repel] S

F_O,

FE:,

7494

o o
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22Y NEEZES Mo 4 7isy o ofE2lFAoldE S

rok
I 4
r}tl
e
ro
o
g
OI
oﬁ
A
1z
o
o
m
0
Hu

=29 9 agusl 49(a) 7)) t 7 R &

fEeA ol de F5F(rich): «¢=0.91

- RICH1 1.01 23.77 0.79

- RICH2 1.11 26.67 0.90

- RICH3 0.96 21.16 0.68
dfEefA ol e A (acur): «=0.84

- ACUR1 0.95 22.97 0.78

- ACUR2 0.91 22.22 0.75

- ACUR3 0.68 15.19 0.42
fE]A )Y F&F(usel): «=0.90

- USEF1 0.99 23.55 0.78

- USEF2 1.01 25.07 0.84

- USEF3 0.80 19.73 0.60
AT AR=(fit): «=0.87

- FIT1 0.87 20.12 0.66

- FIT2 0.82 19.40 0.62

- FIT3 0.97 22.89 0.78
224¥ 297 (global): a=0.73

- UTIQA 0.48 13.30 0.38

- UTIPA 0.42 11.16 0.28

- HEDOA 0.83 20.43 0.78

- SOCIA 0.53 10.39 0.25

7 7 ad5e b4 AEE 241 1015 5213 $8)78 5005 5999

(E 10) &=zt daileol ME2t CR & AVE(N=4566)

rich acur usef fit global
rich 1.000
acur 0.563 1.000
usef 0.578 0.640 1.000
fit 0.336 0.397 0.490 1.000
global 0.152 0.240 0.194 0.436 1.000
CRY 0.918 0.845 0.895 0.867 0.683
AVE? 0.789 0.648 0.741 0.686 0.500”

Z 1) CR(composite reliability): B2 =
2) AVE(average variance extracted): FZ% 24t
3) 0.4996< ¥k&d & A,

AT a1 H3E 20124 6% 525



(n2)ell WA=
=0.66, t=10.05% &}

9% 9% A
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RICHZ

RICH3

ACURL

ACURZ
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onee] nAE 9 t=4.96% 2 TFA AA B
A gEEAR G o] AR o] Azl felgel s Ee
gAe 24 w7k AThCE 1) 2 (29 2) 3%

AFust 229 o5gd ML g op

FTL || FT2 | | RT3

Yz ; Bar global
g™ 066 (n2)
(2.59) (10.05)

B 0.50'.4"«7

(6.08)

A9 v

zt E11) 2=2)
(global offering) TEEY 34 ZIoA f2o FH ARl &
1 F827F Bor HIAAZ ARE(fit, 717 F2E 29 (global
% = olatllA v offering) (n2)°ll PIAE AE(B2)E AHEI|ZE
EAEAe. o 2F 1(N=177)9 ofrlol 9L £4=0.56,
gol w2 4 t=6.19, 2% 2(N=142)9 #HL £2=0.23,
t=4.33, 2% 3(N=137)¢! Enl& B4=0.77,
735 mbt

o A9 3
=4 A of Y, 5 T e Al qEnt opzt b2t
kel olo] 72 AFAME v SAHCR fold dF= vA 2
agd "k e AeE YEstth
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5]

S2Y HZE

(E 1) =28 &

ML Xt 2l

=3t detel 4 Jhsy o ofZ2A0|dE Sot AntEES Jfelstol HEt dEEME HIECR

A aE 1 a%E 2 a%E 3
N 456 177 142 137
AYE AF
7 192.97 132.47 165.66 122.61
o 93 91 90 92
> 0.000 0.003 0.000 0.018
RMSEA 0.049 0.051 0.069 0.048
GFI 0.950 0.910 0.880 0.900
AGFI 0.930 0.870 0.900 0.850
NFI 0.960 0.930 0.940 0.940
AEASF
; . 0.005 20.04 017" 0.11
7 1(rich = fit) (0.63) (-0.02) (2.99) (0.72)
1 0.21% 0.37° 0.14 0.19
7 12(acur = fit) (2.59) (1.99) (1.40) (1.52)
. 0.50"* 0.40° 051" 0.49"
7 1a(usef = fit) (6.08) (3.19) (4.46) (2.57)
Faiit — doba (10,05 519, ) liise)
F 1) * p<10, ** p<.05, *** p<.01
2) 3% 1: ofAlek & 2 9 2F 30 57
o AFHN ANE A WA AURE 44 43 Agus SEE

el dFE Mes 3, dEAclue
& AGY, G5 A5 FA FRY W57 A
A Az Agwd WAL JFE fIH %2, 4
U 67 ASE 204 43 A= 9T
G vHon, BE8 AF B Adg 4
S 5955 AF 0@ 2MAEY A3 AP
7} okl Aolehe M 1€ 2E AYHe S &
% gl
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An empirical study of strategy for global product standardization:
The case of smart phone personalization through application use

Yong Suhk Pak* - Wonchan Ra™* - Ji Won Lee***

Abstract

The necessity of global product standardization asserted by Levitt (1983) is still an open research
subject in the area of international marketing strategy, and there are many arguments both for and against
it. The very recent introduction of smart phones in the world market has provided a new approach to
exploring the effectiveness of Levitt's logic.

One of the biggest advantages for companies pursuing a global or standardization strategy
lies in their ability to take advantage of economies of scale, as local market conditions converge
worldwide due to increases in technology development. Another advantage of having a
standardization strategy is increased visibility and consistency for the global brand image of
the company. However, a counter argument is also well presented: The marketing strategy of
an international company should reflect local diverse tastes and preferences stemming from a
long history of culture, customs, and institutions. Many scholars on this side of logic criticize
Levitt's argument as naive without solid evidence.

Under this circumstance, the introduction of smart phones, especially under the strategic
approach of Apple, has shed additional light on this conventional dispute over a global marketing
approach once again. We are captivated with the standardization marketing strategy implemented
by Apple all over the world. How can they supply exactly the same product worldwide and will
that be accepted by global consumers? What makes their global strategy successful? We paid an
attention to an intriguing marketing tool, personalization, as a lens to understand the global/

standardization strategy of smart phone producers.

*School of Business, Yonsei University

** Department of International Business, Hankuk University of Foreign Studies
*** Masters student, School of Business, Yonsei University
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We analyzed consumer satisfaction of smart phone users who have personalized their smart
phones through application use, focusing on the strategy of smart phone makers. Even while
they provide identical products worldwide, which is an obvious standardization strategy,
customers with different cultural, institutional, geographic, and economic backgrounds accept
them. Therefore, we hypothesized that standardization strategy for smart phones can be a
feasible option via personalization through which process consumers/smart phone users worldwide
derive a high level of satisfaction. Through the process of personalization, which provides a chance
to use a diverse set of applications, customers around the world can increase the level of fit
between the product offering and their demand condition or taste: Through applications they could
increase the fit which will lead to a higher the level of satisfaction with their smart phones.

We conducted a questionnaire survey of domestic and international exchange students attending
a university in Korea and collected 456 responses. We divided the sample into three groups of
students from Asia (N=177), Europe (N=142), and North America (N=137) in order to compare
and test their level of satisfaction with smart phones measured by the perceived utility.

The results show that personalization through application use satisfied the individual needs
and that standardized global products - smart phones - provided a higher level of product
utility perceived by consumers in all three groups. These results provide the possibility that
product personalization through application use enables firms to implement a global product

standardization strategy.

Key words: standardization, personalization, globalization, smart phones, applications
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