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AHHOTauums. B cTaTbe paccMaTpmBaOTCS BOMPOChl KACTOMMU3ALMKM U KAaCTOMEpM3aLMKU Kak MHHOBALMOHHbIX Apaii-
BEPOB B YCNOBUAX HECTABUNBHOCTU M HEOAHO3HAYHOCTM SKOHOMMYECKOro pa3BuTus. Miccnenyercs OTHOCUTENBHO
HOBasi MapKeTMHroBas NapaaurMa, onpesensolas U3MeHeHUs B NOTpebUTeNbCKOM NOBeLEHMM, BKYCOB, KeNaHui 1
npeanoYTeEHUIM HA COBPEMEHHbIX pbiHKaxX. Bo BTOpow nonoBmHe XX B. KOHLLENUMS «KMAacCOBOro NMpOM3BOACTBaY» TPaHC-
dhopMMpoBanach B KOHLIEMLMIO «MACCOBOM KacTOMM3aLMmy, KOTopasa npeanonaraet noJroHKy MaccoBoro nNpoayKkra
WK YCIYTU NOL HYXKAbI CYXKatOLLErocs cerMeHTa notpebuteneii BNoTb A0 MHAMBUAYANU3ALMKM NPOAYKTa. Ha cMeHy
MacCOBOM KaCTOMM3aLMK NpULLNIA «KacTOMM3aLMs», B paMKax KOTOpPOW nNoTpebuTesib BOB/IEKAETCS B NPOLLECC NPOuU3-
BOJCTBA M aXKe OCYLLEeCTBASIET NMOKYMNKY A0 MOMEHTa OKOHYATE/IbHOIO M3rOTOBNEHUS M BbiNyCKa NpoaykTa. «Kactome-
pu3aumsa», B 0TIMYME OT KACTOMM3aL MK, BOBIEKAET NOTPeObUTENEeN U CTEMKXOAEPOB HE TONbKO B NPOM3BOACTBEHHbIN
NPOLLECC, HO TaKXe W B OPraHM3aLMI0 U yripaBieHUe MapKeTMHIOBOM LesaTeNlbHOCTbH.

Takasi TpaHchOpMaLMs cMOrna NPOM30MTU TONBKO NULWb 6narogaps 6ypHoMy pacugeTy umndpoBsbix (digital) TexHo-
JIOFUIA, HOBbIX CPEACTB MAaCCOBOW KOMMYHUKaLMU, UHTEPHET-CETEN, KOTOPbIE MPUBESM K HOBOM MOLENM OTHOLIEHUS C
norpebutenamm CRM, uTo 1 NO3BONMIO BOBNEYL B JMANON BCEX 3aUHTEPECOBAHHbIX CTOPOH OTHOCUTENBbHO NPOAYKTa,
€ro Au3aiHa, UCccnepfoBaHuid, BCeX acnekToB MapKETUHIOBOM AeATENbHOCTU M AaXe KOPMOPaTUBHOTO YNpaBieHus.
OTU HOBbIE TEXHONOIMUMU NPAKTUYECKU NEPEKPOUSIM MAPKETUHIOBbIE CTPATErMM U MHCTPYMEHTbI, COXPaHss Npu 3TOM
OCHOBHOM MPUHLMM — OPUEHTALLMIO HA MHTEPECHI U HYX bl KOHKPETHbIX NOTpebuTene.

KnioueBble cnoBa: KacToMM3aLms; KAaCTOMepU3aLms; KOMOLMUTU3ALMS; NepCOHANbHbIA MapKETUHT; MaccoBas KacTo-
MM3aLMS; MHOMBULYANM3UPOBAHHBIN NMPOLYKT; LEHOBAsi KOHKYPEHLMS; CTpATerus win-win; u3MeHeHWe MOLenu no-
TpPebUTeNbCKOro NoBeLeHus.
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Abstract. The article discusses strategies of customization and customerization as an innovative drivers for
economic development in a turbulence economy. The analytic study examines relatively new marketing paradigm
based on changing customer’s behavior on the contemporary markets, their needs and priorities. Within the
20t century the concept of mass production moved to mass customization, then to customization that assume
presenting to customers individualized product and services, forwarded with customerization that basically means
evolving consumers and all stakeholders to the production and marketing process.

The intensive development of the Internet technologies, new mass media tools brought to the new concept
of Customer Relations Management System that involves all interested parties to the dialogue concerning
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product, design, production, research and development and even marketing and corporate governance. Those
new innovation tools redesigned marketing concept and strategies, still remaining the main customers’ oriented

principle.

Keywords: customization; customerization; commoditization; one-to-one marketing; mass customization;
individualized product; price competition; “win-win” strategy; changing customer’s behavior model.

Introduction and theoretical issues
Customization is a relatively new business instrument
that means adaptation of mass products, goods or
services to the specific narrowing customers’ needs.
At the present stage of economic development the
companies need to demonstrate quite a high level of
adjustments to new trends and market requirements.
The major market characteristic feature is the custom-
ers’ behavior, their wants, needs and priorities. It is a
main marketing concept, but it needs a new glimpse
and adaptation in a turbulence economy.

The customization programs are specified for each
company and organization and could be considered as
the next step from mass customization that means,
according to Stan Davis “producing goods and services
to meet individual customer’s needs with near mass
production efficiency” [1, pp. 49-58].

Mass customization as defined by Yoram Wind
(2009) is “using flexible processes and organizational
structures to produce varied and often individual cus-
tomized products and services at the price of stan-
dardized mass-produced alternatives” [2, pp. 151-154].

The customers’ requirements are a market attri-
bute that changes rapidly and success of business a
lot depends on abilities of companies to adjust and
follow those trends. Mass customization is a trend
that appeared at the end of the 20t century and refers
most of all to international marketing, focusing on
differences in people’s purchasing behavior towards
the same global brands. It’s most of all big brand mana-
gers’ work to adapt the product or goods specifically
for the needs of the country and people priorities,
tastes or religion.

The customers are no longer interested in standar-
dized products and services and are looking for person-
alized products that will fit their own needs and wishes.
The market segmentation as itself goes deeper and
almost reaches individual client, considering one-to-
one marketing, when a customer requires an individual
approach. The customers are looking for individualized
product, that will fit their needs and create competitive
advantage — it means production, research, marketing
and all supportive resources have to be changed.

One of the trends that becomes more and more
popular at the new stage of economic development is
customization and even customerization.

Customerization is the next step from customiza-
tion, goes deeper along the line of satisfying customer’s
needs and increasing loyalty programs. According to
James Gilmore & Joseph Pine in their book “Authentic-
ity” [3, pp. 170-172], it involves redesigning of mar-
keting concepts and tools according to customer’s
perspectives. It means customer’s involvement to the
production process, empowering customers to fulfill
research, design, communication and even pricing,
based on the latest technological achievements.

Customerization doesn’t replace customization or
mass customization, but offers additional competitive
advantages, increasing company’s brand loyalty and
customer’s satisfaction (win-win strategy).

Most companies are facing the problem — how to
satisfy all their customer’s requirements and not go
bankrupt? In other words — how to reduce expanses
on production line of products and services with dif-
ferent characteristic features?

A new economy requires companies to produce
customized products as well as standardized product
and have a strict control over all kinds of expenses
(including marketing expenses) in order to set com-
petitive prices and manage the market. In other words
it means that more sophisticated marketing paradigm
has to be implemented where customers could have
their role influencing on almost every marketing ele-
ment and tools.

Companies, involved into customerization, are not
only adapting and delivering custom-made product,
but they are transforming the practice of marketing,
encouraging customers to fulfill these jobs. It empowers
customers to fulfill research, design and even influence
or participate in the production process.

Some companies customize the price determination
process; they let customers specify their own prices
through blogs and other SMM means. Dell, for instance,
as a well-known multinational computer technology
company has established custom website for their busi-
ness customers, whose employers can order computer
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configuration, that have been already approved by the
company and let them specify their own prices and
initiate blogs (www.priceline.com).

Another trend that needs to be discussed in this
paper is commoditization.

Commoditization is the process when product or
service is losing overtime its competitive advantage in
customer’s eyes, become similar with their competitor
and buyers in such a situation tend to purchase the
cheapest.

In other word, it’s a direction, opposite to customiza-
tion and customerization, when companies are losing
brand loyalty, its value and uniqueness from market
perspectives.

In business literature, commoditization is defined as
the process, by which goods that have economic value
and are distinguishable in terms of attributes (unique-
ness, competitive advantages or brand loyalty), end up
becoming simple commodities with no characteristic
features that defines them in the eyes of consumers
and all stakeholders [4].

In other words, commoditization is a process of lo-
sing brand recognition and brand loyalty. From the other
point of view the process of commoditization attracts
new comers to the market that low down all the prices
(price competition). In case when too many equal (ac-
cording to their characteristic features) products come
to the market, there must be new ways to market it and
reach targeted customers.

For example, if we consider graphics industry, the
specialized large format printing product was presented
as extremely unique and far from commoditization. A lot
of efforts, skills and expertise were needed to produce
high quality images. This industry for a long time con-
sidered to be protected from competitors because of
the high entry barriers (according to M. Porter Matrix
of competitive advantages) [5, pp. 118—126].

Over time, new technology appeared that provided
good quality images and lower prices, lower in indus-
try’s entry barriers that resulted in the appearance of
new comers and competitors. Anyone who could afford
buying this equipment could enter the market.

As soon as wide-format printing equipment has be-
come more common and cheap, the product line became
more commoditized: banners, certain types of textile
printing, certain types of graphics used in retail sales
and POP-charts [6].

Commoditization is an inevitable consequence of the
printing technology. Nowadays graphic companies com-
pete on price basis that leads to deeper commoditization.

The same is taking place on real estate markets. There
are so many proposals in Moscow and Moscow region
that developers have to manage prices, providing dis-
counts, bonuses, unique selling propositions (USP) etc.

The process of commoditization is broadening rapidly
on the contemporary market, it has become more and
more difficult to keep competitive advantage when rivals
pick and implement all new ideas so quickly. Even such
industries as online sales, computes, music production,
consulting etc. are influenced by commoditization. In
other words, almost all services and goods within con-
temporary market, globalization process and speed of
information dissemination overtime will be captured
by price competition which will lead to minimizing of
profit margin.

Taking it to consideration all the companies which
want to survive, have to implement necessary tools and
instruments in the field of customization and custom-
erization, avoiding commoditization.

Strategic decisions for avoiding
commoditization and boosting
customerization

There are some strategies that could be recommended in
order to avoid commoditization and boost customization
and customerization. Some of them are discussed below:

o Strengthening relations, coordination and con-
trol over production, research on the one hand and
sales, marketing, management teams and corporate
governance, who are responsible for developing cus-
tomized requirements, on the other hand.

In other words it is necessary to encourage good
relations with your customers and all stakeholders, to
initiate a dialogue between all interested parties, to
follow time management concept for customers, to give
them more than they expect and to make them happy
working with you and your product.

A successful business is always built on relation-
ships. That is why CRM programs (Customer-relation
management) have become so popular for last decades.
It means personal interactions between the company
and a customer or customers’ groups. The company
can customize the product only in a case when it has a
dialogue with a customer or small groups of customers
can learn their needs and wishes, have capacities and
skills, and be able to adapt or change the proposal. In
other words it is a move along the deepening of buyer-
oriented concept towards one-to-one marketing.

The Internet through different blogs allows the inter-
active communications with different groups of custo-
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mers and individuals, who express their wishes and ideas

and almost give instructions concerning production,
product design, pricing, optimizing distribution channels.
In this the way the customization changes one of the

4Ps component — promotion or communication, focu-
sing on digital communication and lowering companies’
expenses for advertising, sales promotion, PR and others.

The Urban group company, one of the leading de-
veloper’s companies in Moscow and Moscow region is
changing the attitude towards the customer from “What
can we do for you” to “What can you do with us?” The
company proposes up to 70 different formats of apart-
ments in the nearest Moscow region that is positioning
as “cities for living”. The Company considers wishes
and priorities of potential customers and customize it
for narrowing segments, satisfying wishes and wants.
More over the Company encourages customers to add
value to the product and initiate creations of places for
interests. It is an appeal to develop healthy life, full of
interests and joy;

e Offering additional products / services during
life-long product cycle. This strategy adds value to the
customer during its life cycle.

In case with graphic design, for instance, large for-
mat printing often involves additional finishing. The
company could gain competitive advantage if offers a
full range of finishing options, plus graphic design, that
could lead to bigger customer’s satisfaction.

Urban group while selling apartments give their cus-
tomers a 3D picture of the house and specific apartment
and individualize it for customer’s wants. It means that
a company can provide with a vision of a product even
before it was produced. Implemented trade-in system,
that means that customers have a right to exchange
their apartment for the other within the same company,
increases customer’s loyalty. Nowadays apartments are
sold through auctions in order to avoid misunderstan-
ding in pricing strategies;

* “Golden handcuffs” strategy means creating loyal
customers, deepening relations with them, keeping
their templates and database, providing them with “so
called” long-life values, and turn them into interme-
diaries.

The term “golden handcuffs” has appeared in finance
and presents a collection of financial incentives that is
implied to encourage employees to remain in a company,
in other words — to increase employee retention. That
is another vehicle in customerization, where customers
are involved into the marketing process and add values
to the producer.

Conclusion and further research

It’s important to mention that any strategy could be
successful for exact period of time. Sony’s Walkman, for
instance, was successful when it changed the approaches
to listening music from portable devices. Now Sony is
not the first name that comes to mind when you think
of portable music players [7].

Customization and customerization, in convergence
with other major trends, such as the growing influence
of the internet, green economy, changing customer’s
behavior as well as globalization and inter relations
between countries, have huge implications for marke-
ting and business strategies. These trends lead to the
new paradigm of economic development, where new
technologies like digital marketing, customer relation
management, individualized product and customization
influence the customer’s behavior and involve customers
in the process of production and marketing.

Customization and customerization require a deep
integrations of R&D, operations, marketing, finance,
CRM system, MIS (management information systems).
They also require changes in organizational structure
in order to support all mentioned integration.

It could be presented as a win-win strategy that leads
to sustainable development in the turbulent economy.
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