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In addition to technological development, the key to the success of personalized production is to increase
customer acceptance by considering them as key strategic factors. However, there is a lack of attempts to
approach smart factory from the end-user’s perspective, particularly with regard to personalized products
that may be more expensive, of lower quality, and have lower customer service levels than existing
products. These practical limitations of personalized products may be perceived as a risk by consumers.
This study examines consumers’ perception of price, quality, and consumer service, as well as their
preference for personalized products and types of customization. The results indicate that consumers’
willingness to pay a premium for personalized products was found, while their tolerance for quality
reduction was extremely low, and their tolerance for service degradation was low. In addition, it was
found that there was a preference for personalized products, and among the three customized types,
option selection customized types were the most preferred. This study provides practical implications by
analyzing realistic factors that companies should consider when supplying personalized products.

Key Words: Smart Factory, Personalized Products, Consumer Perceptions, Preference
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o
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Cronbach’s
Alpha

Composite

R LV

0.84 0.904 0.759

0.9 0.937 0.832

£4 A3t g

0.937 0.946 0.855

Al 919 QA

0.947 0.968 0.939

Au) 22 A} 7k
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reliability) & 28 S| %2 27 0.9 o]FL
2 et A d#ge] de Ao® Yepyith wd
2252 (Average variance extracted, AVE)
0.7 oo et 15 B/l SRl=H.
#HElSd S Fornell and Larcker(Fornell &
Larcker, 1981)¢} 2 SHeF 40 A1y
+ Heterotrait-monotrait ratio of correlation
(HTMT) (Henseler et al., 2015; Trenz et al.,
2020) 9] ¥4 28ste] Aserdtt. (Table 3)¢t
Zol, AVES] AF & 5 71 22 #(0.871)0]
7V 2 248AIS 76(0.53) Bk =4 UERY Fornell

and Larcker® 71&< &3ttt &3 0.85%
=)

O
3,
2
=2
)
r

A g =, FAA gl dqA T gQlo]
b2 2% WEEd gk Mk 50% o]/dS At
o Y W Holrl Ea)eitia 7P e Harman
1967). ¥ A4 g WMFLES Este] 2R
8918 E 3 A3 7P e AvEE AA|ska 9l
E 9l AyEo] 45 4% 2 YE, U A9
de TAVF $le& st (Harman, 1976

Podsakoff et al., 2003).
2 ATedM e A 9 o] e ATE =
Z317] $l8l) W87 o7t SEHAY Bog w3
4

B
to

_0|L

=

2

ot

it

=
PR
2ha

1%

o

>,

>

_<)|L

pae3

O,

QAR sk HTMTy &X2%, BE @l 7l %
# 0.85 o3tz veh} HeldAo] e Aoz £ 2 Ve Aet A3 A A A e
ehgth a8, $Y9UE A (Common Method — 27 EFE 4 e 4919 7ide]7] el W&
Bias) ¥4 V54 S &987] 98] Harmane & 97I7F 252 5 SlolA Aldsta, 7154 At 9
o 291714 (Harmon's single factor test) & 48 g1 A At A 28T At Hla &
a1 tH(Podsakoff et al., 2003). Harman® & Astidth s 719 B8 AEL 7148 AlF
(Table 3) EHEIEA 2AZD}
| 1 ] 2 3 | 4 | 5 | 8
Fornell and Larcker criterion
LEZg A7 AA o = 0.871
2.5498A -0.162 0.912
3. FAA 0.087 0.287 0.925
4. M 29814 -0.039 -0.078 -0.235 0.969
5 A H] =4 sH 0.421 0.035 0.381 -0.064 0.928
6L EHAEMN T 0.538 -0.325 -0.057 0.043 0.273 0.918
HTMT Criterion
LEZg A7 AR o = 1
2. FA9EAA 0.186 1
3. &84 0.117 0.309 1
R LB e 0.077 0.077 0.258 1
SR ke Xdghi 0.470 0.047 0.462 0.080 1
CNALEIAFTATE 0.609 0.353 0.051 0.052 0.289 1
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ol vlg) F2o] FA & A Lok 7T o]
Atk g B V%A Ask ek g At
AWE BF 23 9le 2919 o] wiE
ol W87 r7t 52 5 oA Agleta, Ve
A Aet s A Aet 28 st
of vl EAsklh. 9k T wEE 2 V1A AlE
ol Blaf Fajr o] o A Aot ge 2 A
#7432 Eed BAEY 71EA o mAA R}
w2l Alelet, ‘wg AP = A 28FS
ARste] wla EAs. A REG2 714 Al
Foll vlal slaj i go] ofele ¢ o 7iE o
of stk ek 32 AR ou gl e 3]
A7F WAIE A dot BEslr] wE

g 9lel 7hy'el ‘B8 g 7hy 2%
Hl . #A 8kt mpAete 2 HQl sl disl
FHHo AZe e 23 YUY 27
EE BT 29 4 9l 299 Adol7] wi
W& S5l AT & Slo] AYsta, 7|z
SAE 28-S A et v BAEIt
4.3 2HIR}F QIA] AL EAMZADL

2 d7dMe 4, F4, Aulzd] gig A
o 94, A REY AF A3k, ae)a Es)
] AFEE BAE T SPSS 26 T3S AL
£3lo] ttest ¥ ANOVAE AAstgon, A7

4.3.1 714 <12 BXA5}

748 Q1412 Rl BEE Alge] vt e o
go] eA 28 FHH R duks o A5 9
go] SleR9 2 Zeu|g 7HE A B R A}
sttt HQl BEE AlFe dig Zend 744 A
Bolw BMA3E (Table 4)9F 2tk 7IAAER
o e et ‘wrbete Y] Hghe 47t
3.159 2.97% Yehda, o] 59 H#gk 3.06<
2 Uehth AF S HZoA 3 B &y
7] el Zeng 7HA A g ke AAACR B
E 539 Ao gAdr},

SEobe} AFoR S TS Haate A
o5 t-testZ AW Wwd A Fo4F 5%(p=
0.00)°lA frel3t o] 2 BHAY. 71AAERT 1]
AE FolE SB35 2.88, 34E0] 3.422 Y}
wrh, 28 a ks e S8t 2.70, 3
Fo] 3.230.2 Yyttt wehr] AntEdER] 719
SrEg Algel dig zen g 7H AE=e 5
Fol +EstET o =& 0 YEpygtt

B Ao e A3 234 gth(l), 1
A7) ¢rh(2), HEolth(3), 2 TH4), S 2% Th
5)9] B|AE bR SHWSITE o2 SHFklA

%

—

(Table 4) Zz2[0|2} 7H4 X2 =420

o A &3} HE Hakol t-test
- 97 | wEdA | @@ | medd | 9% | ®FEA | dmAel | p
7V A1 E BT
H];}E o) 3.15 1.09 2.88 1.06 3.42 1.04 0.55 0.00
= Al 2.97 1.08 2.70 1.05 3.23 1.03 0.53 0.00
S Ht 3.06 1.03 2.79 0.99 3.33 0.99 0.54 0.00
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Q7% 4 A 7
=2 289 94, 4 99 QA0 h@
A A3he (Table 5)% 22, 7154 As 99
JAe Ag'e BRIE 247 2,199 2.31
Epta, o 29 WEE 2.25% vehgteh, A
g% Aon 2% 234 el d%E7] o

ge AnHoz W Adse Aog

F4 A& 4 A% 93

BN
>

o

TEEet AFFECR SHE Tt
£ ttest® A Wl A3, V)5 At 913

< TEE7E2.16, 3PEECl W 2.22% YERHT
7]
2.

it 7

e 1.62% YEhgth AE % HoA 12 ¢
%A gyl g el 4 Ask 7 <
—t— Ao 2w g e 3¢ oz sjdn
Foe s ECR SHS TSt Hghel A
o5 t-testZ AW Wwd A Fo4F 5%(p=
0.04) A folet ztel & BTt 7] A8k 2
E FFE 5%(p=0.05)914 2ol B o o
A8 Azt AW 'E BAF SR {3 Aol & HelA|
&tk Vs Ask e et 1.72, 3%
#ol 1.54, A At A= s} 1.66,
AEo| 1.49% eyt
o2 5 BAE AR FHAAE o}, B
5, 1E0R Agste] AA4ske 23, (Figure 4)
oA ek o] F4 At AP A4ell A +Eshe

agja AL e #EIUt 2.23, SPFE 10%E, SEES 12.3%E W WA veiia, #
o) .38 ek, Bkl HIF| AL B A A 5 A=) A £AE 3652 A3
T EARCRE FOF o] S HolA & 4% FE 3% v 9 et webd Eshy 84
£ A3} 2] 4+°ﬂ Be BAABE (Table 6 E 0 sviEdEg 928 A% E40) 454
swu} 7154 Ask sk g Ask e W AFeAL S v, wep E4o] A #2932 1%
TR 42 1.63% 1.58% UL, o] &9 B3 & EE 7T Jee vf vrn & 5 Ao
(Table 5) & I3 ¢Ix| =AZn}
2w A +&3 HgE Haato] t-test
- A7 | medd | 9w | wEud | 9% | medd g3l | o
]%é A8t 91 2.19 0.96 2.16 0.92 2.22 0.99 -0.06 0.54
8 At A3 2.31 1.03 2.23 1.02 2.38 1.04 -0.15 0.18
%‘% B 2.25 0.93 2.20 0.91 2.30 0.95 -0.11 0.29
(Table 6) & AMat 2l 2|z ZA4ZLt
. A 53 HEE BHEA) ttest
N 97 | wzud | Ww | wzed | @ | ®E94 | g@Ael | »p
7154 A8k 7 1.63 0.88 1.72 0.92 1.54 0.83 0.18 0.05
P Ast A 1.58 0.81 1.66 0.78 1.49 0.82 0.16 0.06
SHET 1.62 0.79 1.71 0.78 1.53 0.80 0.17 0.04
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BT Mo oIy ey EY Mot 28 oE

mOiL|C} mEE mICH

mofL|Ct mEE mIC}

sYE

(Figure 4) &2 x5} ¢

433 V12 A LA LANL AT PR A= oE Ctest I Mt 2
0.04)0H F2I3 Fol g 1
% BHL36) 996l H9F 29

£(4.03) APET E=A Hebst

Aul2 918 Q1A Y@ E4 23 (Table )%
2o wg 98 e AP g 47 4.22

9 4.200% YelEa, o] &9 BAge 4.21% v A2~ Ash o= A ZIE (Table 8)9F
Beith 4% $F AxdA 4% ag0d dEEy] 2ok n@ A9 e 82 49 'Y Baw
wEe] Mulz AF A w2 FEoR fET & 747t 9 459} 2 39 Ve, o] E9| FEFe

FEAS FYFOD LR PR B A

24

(Table 7) Mu|A 29I 2IX| 2421

" A &3 P BaAtel t-test
T 9% | mzaq | @ | Ezad | @ | Ezed | 9wl | b
w3 99 4.22 0.96 4.38 0.92 4.07 0.98 0.31 0.00
32 9 4.20 0.99 4.36 0.92 4.03 1.02 0.32 0.00
S Hit 4.21 0.95 4.37 0.89 4.05 0.98 0.32 0.04

" A 53 P HaAtol t-test
B 97 | EZ9% | ®@ | EFex | %@ | #5294 | 9@l | o
w98 2.45 1.22 2.39 1.20 2.52 1.24 -0.13 0.32
S 98 2.39 1.20 2.31 1.16 2.47 1.25 -0.15 0.23
<8 BT 2.42 1.19 2.35 1.16 2.50 1.22 -0.14 0.26
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chere] sl el A2 AS Rsel A 4%l QoK e ek, et s &

A8 stuAgE A BEE AFS g Fo] Wolklg dE o & F & AY i 7heAd
«15% S Fedl AR MY & +EE 18.4% %, 3PdE0l 21.6% WerEtt
TEoe SFFOR S st ke A
olF t-test® [T vl A7 AR 53t 4.4 72 HEH MHE M FAZT
7b 9B LA AR 0 BE {3 2lo] & HolA]
okt ‘w3 98 e #5871 2.39, sEol 2 AN dsee B5d St w59 5
2.52% veiyth, 28xn g8 4 Al e 83k AEFA tal &nAY Z1dr dephv 24 ti g
7} 2.31, 3PgEC] 2,472 YT 71z 2 drp S AR o e ST R 24
T 54 B71E Awe] $HEHE oft, B Siglth. i 95 AlFel i Aa= BAAS
5. 2E0E AHelste] Alzstet 43} (Flgure 5) + (Table 99 20}, 717y} ‘a='e] i3k
A9} ol Au|a At A48 Ao gl Eshe & 747 3,667 3.902.2 el o] £ Higk
75.4%%, AFFE T1%2 Mulx $F At 7k 2 3,782 veigth? 4% o5 215 14 3 HE
MHIA X3 218 ey MHA XSt £8 o £
motL|Ct mEE mIFCt mOL|CH mEE mIECH
(Table 9) 712l &Y HE M3 EMZn}
. BE] $E3 B B ttest
- B | BEAA | W | BEUA | @ | BEUR | BTA D
ik 3.66 1.03 3.54 0.96 3.78 1.07 -0.24 0.03
i 3.90 0.89 3.87 0.80 3.93 0.98 -0.57 0.55
<H B 3.78 0.91 3.70 0.81 3.85 0.99 -1.48 0.13

2) AT FAER 243 A 95D A AEAA Fte] 3=
20 95k Lokt Aol S Al SR et B9 AE D R AT 8% 2
A48 Best olrkn &
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| 3.94% eyttt

Az $HARE oyt
BE, 23vz Aatd Azse 23, (Figure

AT
2%=Z A3E7 e o=
b A 4

oA gE 4

A

el

RS

B AqlA] BhEel WAl Bhas) dpg A o
A7F BAB3E 21 FrateAd W 71y F

R G0 A R, A FE R
Faae. 29n 7 Pe e 4EEg 34
9t BEe WA ASEE 8 SR 2

. {Table 10)2} Zo] HA HFE 3.988 &
WA Aawrt £ Aoz Yeigh. S8

= REg ‘ﬂo‘é‘ < oA

283} el A3 A depleh, £33 3
roz os :FL%S]_Oq uﬂ-ﬁ‘%kJ 2ol & t-test
|23 Az e Ae w2l o) Vo] Fx gk

ghellA gl %«h—? 5/(p 0.036, p=0.001)

o3t rx of mo o 38 Ob HE |l —lN

n:ﬂ{H—@ni‘ir_\E_\O‘.J_ﬂ
2
()
N
rO
N
N HT
N
2
-{N

gzl Arhid] A B8 srEs) WAl AE
HE Esl] dux] BAHEA (One-way ANOVA)
< At B84 = (Figure )3 2. 2

(Table 10) St&3} Al MEE: Ma| Al HZEY H|D
A &3 sPE o]
k=3l HRA 3 F=lo
*E VN 9w [seen | 9w | ssen | ww [Eema | o0 | sods
S 4.09 0.815 4.00 0.771 4.18 0.849 0.18 0.036
NAF= 4.00 0.888 3.91 0.883 4.09 0.887 0.18 0.063
NNETE 3.86 0.987 3.69 1.025 4.02 0.919 0.34 0.001
SH 3.98 0.720 3.87 0.682 4.10 0.740 0.23 0.002
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