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Abstract

With the progress of technology and the development of the consumer demand
diversity, customization has gradually become an important way for enterprise to
provide service. Through providing customized services to consumers, the
enterprise not only can better meet the actual needs of customers, help customers
to achieve its value, but also can improve customer satisfaction for enterprise
products or services. Especially in the IT industry, due to the differences in
enterprise architecture, usage purpose and usage environment, the personalized
requirements for IT products are more prominent, and customization becomes the
main service provision means for many IT service providers. But are the customized
services provided by IT enterprises effective? Is the more customization the better?
How do the customized services provided by enterprises influence the decisions of
consumers? This is what businesses care about and what academics want to know.

In previous studies on customization, scholars mainly focused on the
relationship between customization and customer satisfaction, so as to further study
how customization can improve customer loyalty. However, the study also shows
that loyal customers do not necessarily maintain long-term relationships with
enterprises, while disloyal customers sometimes maintain long-term relationships
with enterprises. Therefore, the improvement of loyalty is not the ultimate means
for enterprises to improve performance, and enterprises need to further improve the
retention rate of consumers. Only the retention of old customers can help enterprises
to improve performance and enhance the competitiveness of the industry. During
the interview with the person in charge of the enterprise, the author found that when
the enterprise provides customized services, especially after providing successful
customized services, customers will be more inclined to continue to obtain products
or services from existing suppliers when consuming the same type of products or
services in the future. In other words, customization does have an impact on

customer retention.



Therefore, starting from the relationship between customization strategy and
customer retention, this paper mainly studies four issues: First, the relationship
between degree of customization and customer retention; Second, the logic behind
the degree of customization and customer retention relationship, namely, whether
the three variables of trust, customer satisfaction and switching obstacle will play
an intermediary role in the relationship between the degree of customization and
customer retention. Third, among the three mediating variables of trust, customer
satisfaction and switching obstacle, which variable has a greater final impact on
customer retention? Fourth, in the selected research industry, whether the impact of
the three dimensions of switching barriers (procedural switching costs, financial
switching costs and relational switching costs) on corporate customer retention is
different, so as to provide suggestions for enterprises to better develop
customization strategies.

In the research of this paper, the paper takes the customized service of IT
industry suppliers to organizational customers as the research object. | choose IT
industry because customization has become a common service strategy in IT
industry. The customized service of organizational customers is taken as the
research object because in the IT industry, organizational customers are the main
source of profits for IT service providers, and it is more important for the IT industry
to retain organizational customers.

The research methods of this paper include in-depth interview and
questionnaire survey. This paper first explores the first two questions from a
qualitative perspective, then conducts data verification for the first two questions
from a quantitative perspective, and further data verification for the last two
questions.

The content of the interview shows that most of the organizational customers
believe that customization is very necessary. Customized services can help
customers get more satisfied with their needs, promote the cooperation between the

two sides, provide additional benefits and enhance mutual trust. All these will make
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organizational customers more willing to cooperate with enterprises in the long
term after successful acquisition of customized services.

Through the regression analysis of the questionnaire data, it is found that:

Firstly, in the IT industry, the degree of customized service provided by
suppliers will significantly increase the willingness of customers to maintain long-
term relationship with existing suppliers, namely, the probability of customer
retention.

Secondly, customer satisfaction, trust and switching barriers play a significant
intermediary role between the degree of customization and customer retention. that
Is to say, the degree of customization can affect customer retention, because of the
increase of customization leads to a higher satisfaction, trust and switching barriers;

Thirdly, among the three variables of satisfaction, trust and switching barriers,
trust has the largest impact on customer retention. Therefore, for suppliers, it is
necessary to enhance customers' trust in the enterprise through the design of
customized services.

Fourthly, for IT industry, when only considering the influence of different
latitude of switching barriers on customer retention, procedural switching costs has
no significant influence on customer retention, while relational switching costs and
financial switching cost have a significant impact on customer retention. What’s
more, the influence of relational switching costs on customer retention is
significantly higher than the influence of financial switching cost. Therefore, in the
maintenance of switching barriers, suppliers should devote more resources to the
increase of relational switching costs.

Key words: customization strategy/ customer retention/ key account
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