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Personalization
~ A Case Study of Betty Smith Inc. ~

Seiji ENDO

Abstract

Companies are shifting from mass production to small-lot production, and they are offering
more personalized products to an individual customer. For that purpose, the coordination
with customization is playing an important role. However, the relationship between
customization and personalization has not been adequately elucidated so far. Therefore,
the relationship is explored to provide a personalized product that meets an individual’s

needs, and consider future research directions from the case of Betty Smith Inc.
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