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The customization degree reflects the level of the manufacturer response to the customer individual
requirements. The measuring model of attribute customization preference based on utility and that of bR PR
customization degree based on attribute importance are established by using conjoint analysis. In b E IR

research of laptop computer assembly customization, the customers sample is divided into five I AEF A

different attribute preference groups using K means, the satisfaction degree of individual and five e

. . . . . . . kTR
attribute preference groups are measured and the diversity of satisfaction degree between diversified ) )
production mode and customization mode are comparatively analyzed, and the regression equation is b UL
set up, which describes the relationship between customization degree of different preferences groups F [%ir

and customer satisfaction. The results show that customization production in accordance with PubMed

customization attribute importance can increase the customer’s satisfaction much more effectively than N ]
market segments production mode. R ey ot Z
F Article by Liu, Q. B.

Keywords: conjoint analysis regression analysis customer satisfaction attribute importance
customization degree F Article by Chen, L.

Woks H 3 2010-04-02 #&E H B M 285 & A H 1
DOI:
FHEIH -

E K BRI EE e BIH (70871004)

WRAEE 17T (1964~) , &, WAL JEEEMARRY (JERM100191) KPR HER. ML
WFFLAE Il WFFTT5 1) by i PR

1E & A
YE#& Email: xuzhebuaa@163.com

22 3R -

AT AP E
1. TURTH, . SR T e A i e S AR T o R N [0 24 H, 2010,7(8): 1171-
2. R L TR R R L N ALV v LN ] BB AAR, 2010,7(5): 683-



3. XM, AP IS Al 47 5 SR S B X S0 I K SEETF AU [I]. A 244k, 2009,6(7): 924-
4. BEF, X — P TR AR AR E T A [9]. B EEAAR, 2009,6(6): 729-

5. F5H, ESE, X R AR R BRI R Y K Y [I]. 2], 2007,4(3): 318-

6. IRIREE, B IR WU R R Y R R FREFIRED]. E AR, 2008,5(1): 33-
7. SENCER, AR E S A M X AL EREE BT S S A A8 7 SEBRLTIR i ——3E T GEMELR (1 SERFS T[]
A, 2008,5(2): 274-

8. Eugene W.Anderson ; Claes Fornell; Donald R.Lehmann, XIJ4:2%, FESE. AR . T I500 4015 R %
(95 Z——K A L R BL[I]. P ER244R, 2005,2(2): 115-

9. Eugene W.Anderson, Claes Fornell, Roland T.Rust, XlI4:>%, &8, Fed BiRm . AEr= R mAl R E
77 i RIRSS TRV ER 22 30 [3]. 8 BE2A4H, 2005,2(2): 245-

10. Claes Fornell, Sunil Mithas, Forrest Morgeson, M.S.Krishnan, X4z 2%, 48, 870 %00 = 8 5 2=
R[], S H2EAR, 2005,2(5): 624-

11, BREW, POCH SECEO B AE MR &R ——kRARE Ll A s ERuEE [J]. & H2A4), 2011,8
(8): 1162-

Y E
i
Bt | A | |
A
i
1 ‘
ol RiFFY | | 4735
i

Copyright by & #i223)



