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Abstract
The purpose of the study is to show the ability of high closure in converting negative consequences of mass customization confusion (MCC) in to positive. Results of the study emphasize a positive relationship between MCC and product satisfaction and fun when closure is facilitated and weaker negative relationship between MCC and trust. Further, when closure is restricted, there is a strong negative relationship between MCC and its’ consequences. The reason behind the results is the moderating effect of closure in the relationship between MCC and its’ consequences; product satisfaction, online fun, and trust.
Key words:  Mass Customization, Closure, Product Satisfaction, Online Fun, Trust

1. INTRODUCTION 
The concept of mass customization is gaining increasing attention in practice. Mass customization is defined as a “process in which consumers can choose levels from a set of predefined product modules to compose their own most preferred alternative” (Dellaert and Dabholkar, 2009). Mass customization should not be confused with the concept of customization. In customization, customers design exactly what they want but in mass customization, customer select features of the products that already exist and match according to his or her requirements to get nearly what he/she wants. Mass customizers have identified that market segmentation which focus on homogeneous markets providing average offering to each market is not suitable for customers since, it creates a  sacrifice gap; the difference between the offered product and what each customer truly requires (Gilmore and Pine 1997). Serving individual customers is more effective than serving larger segments, unless the additional cost is higher than the additional benefits (Simonson, 2005). Hence, customers, scholars and practitioners alike have high expectations regarding the attractiveness and expansion of mass customization (Franke et al. 2009). Mass customization approach is not a new concept but developments in information and manufacturing technologies facilitated the wide spread of this approach. The advanced information technologies provide companies an opportunity to interact with consumers and involve them in product design in more efficient and effective manner. Today, customers are given a set of features of products online and customers design their own products by choosing the items that are most appropriate to their needs (Liechty et al 2001). Today, online mass customization has become popular since, the customer can get products that matches with their requirements to their door steps at a low cost and from the marketers point of view, “companies can now reach millions of people at a small cost” (Pine (1993), cited by Thilmany (2009)) with compared to traditional offline mass customization. Though internet shopping　as well as online mass customization is becoming more popular with the customers and there are many advantages in online mass customization to both customers and marketers, the major problem in online mass customization is mass customization confusion (MCC) (i.e. “consumer failure to develop a correct interpretation of various facets of a product/service information processing procedure” (Turnbull et al. 2000) during the mass customization process). Hence, studying the major problem that hinder the popularity and benefits of online mass customization in order to overcome the problems is timely needed. Many scholars have identified that complexity of an on-line mass customization process will be a deterrent and have a negative effect on intentions to use the process (e.g. Dellaert and Dabholkar, 2009). There are several studies which has been conducted related to mass customization confusion (e.g. Matzler et al. 2011, Dellaert and Dabholkar, 2009) and has discussed the antecedents and consequences of MCC.  But none of the studies have discussed how to convert negative experience of confusion in online mass customization in to positive.

2. LITERATURE REVIEW
2.1. Mass Customization Confusion (MCC)

Mass customization confusion is defined “as the cost associated with the mass customization process and the consumer’s perception of how complicated it is to use on-line mass customization” (Dellaert and Dabholkar, 2009). Matzler et al. (2011) defined mass customization confusion as the “dysfunctional state of customer’s mind, when he/she is overloaded and overwhelmed during the configuration activities” and identified three aspects of MCC; Information overload, Product unclarity, Process unclarity In addition to the definitions given, Turnbull et al. (2000), defined consumer confusion as “consumer failure to develop a correct interpretation of various facets of a product/service information processing procedure”. The definition given by Turnbull et al. (2000) was selected to define consumer confusion in this study, since it gives a clear meaning about confusion from the information processing aspect. Hence, MCC is defined for the study as the “consumer failure to develop a correct interpretation of various facets of a product/service information processing procedure” (Turnbull et al. 2000) during the mass customization process.

2.2. Consumer MCC and Product Satisfaction 
Matzler et al. (2011) pointed out that there is a negative relationship between information overload confusion and product satisfaction. Walsh and Mitchell (2010) revealed that both similarity (“a lack of understanding and potential alteration of a consumer's choice or an incorrect brand evaluation caused by the perceived physical similarity of products or services”) and overload confusion have a negative impact on consumer satisfaction. Due to the perceived similarity confusion consumers need to invest time and energy into processing more brand related information and it is likely to negatively influence consumer satisfaction, regardless of whether the consumer buys the wrong brand or not.
2.3. Consumer MCC and Online Fun
Perceived enjoyment in mass customization process is defined as the “consumer’s perception of the pleasure associated with the experience of using online mass customization” (Dellaert & Dabholkar, 2009). Business to consumer online shopping provides an excellent opportunity in creating a cognitively and esthetically rich shopping environment which cannot be imitated in the non-electronic shopping world (Childers, 2001). Attractive technology-based experience arise the enjoyment and pleasure in the process of mass customization (Dabholkar, 1996). But on the other hand, confusion negatively affects the fun with the configuration process in online mass customization (Matzler et al. 2011, Dellaert & Dabholkar, 2009). Information overload diminishes enjoyment while buying in an online context (Lee and Lee, 2004). Due to process complexity, consumers can neither design a required product nor are they satisfied by the configuration process (Matzler et al. 2011). 
2.4. Consumer MCC and Trust in the Website 

 Trust has been defined as “consumers’ willingness to rely upon their expectations about a firm’s future behavior” (Morgan and Hunt, 1994). Rousseau et al. (1998) state that trust is a psychological state of a person which relies the other person in a positive manner. In an online transaction, there is no physical interaction between the buyer and the seller increasing the probability of using credit card information incorrectly (Ling et al. 2011). Hence online trust in the vendor and web site is one of the important factors should be considered in online mass customization. As well as consumer confusion negatively affects the trust in the vendor and its’ web site (Walsh & Mitchell (2010), Walsh (2007,)). Matzler et al. (2011) revealed that there is a significant negative relationship between product unclarity confusion and trust in the vendor. 

2.5. Providing High Closure as a MCC Reducing Strategy
According to the prior studies, the outcome of high confusion is always negative. But in keeping with some other researchers, confused or uncertain consumers collect more information without giving up the online purchasing process (Beckett et al. (2000), Mitchell et al. (2005)). Mitchell et al. (2005) discussed the information searching behavior of confused consumers in detailed and mentioned that consumers search information by the customer itself and share/ or delegate the purchase with others as a coping strategy of confusion. Further, they discussed the ability of information in changing the negative results of confusion into positive (not tested empirically). Moreover, vendor recommendations also play a unique role in providing information to the customer and to reduce the MCC (Dellaert and Dabholkar (2009), Huffman and Kahn (1998)). Online recommendation agent is defined as an “electronic agent that helps identify a product most suited to consumers needs based on information regarding preferences” (Swaminathan, 2003). 
In addition to that, Wahyuningsih & Tanamal (2008) explored that  Rational- active consumers and relational dependent consumers perceived higher levels of satisfaction compared to passive consumers (i.e. who does not search out information for alternative products or, in other words, s/he has a low level of information search).

In line with these findings, many other researchers also supported that greater confusion most probably should lead to more extensive search for information (Lanzetta 1963 cited by Urbany et al. 1989, Bennett and Mandell 1969; Bucklin 1966; Moore and Lehmann 1980; Reilly and Conover 1983). 

Hence, if a confused consumer searches more information and assistance by themselves or from others without giving up the purchasing process, by providing more information, marketer will be able to change the negative outcomes of the mass customization process into positive or reduce the negative impact.

But, enormous effort made by the customers to make a choice with excessive information, can confuse and irritate customers (Maccarthy and Brabazon 2003; Wind and Rangaswamy 2001; Zipkin 2001). Information overload (e.g. providing too much information in a marketing message) requires high amount of cognitive processing and exceeds the limits of the human IPS (Information Processing System) (Nagasundaram and Dennis 1993; Pennington and Turtle 2007).  Optimal level of available stimuli exists, and exceeding this level may decrease the effectiveness and accuracy of the customer information integration process (Kanaan 1993). This implies that too much of information also not suitable in mass customization.
 In addition to that, positive outcomes of high closure (firm answer to a question and an aversion toward ambiguity) have been emphasized in the information processing literature. When closure is facilitated the outcome is positive while the negative results can be obtained when the closure is restricted (Kruglanski and Webster, 1996).
Summarizing the previous research findings, some confused consumers search more information without giving up the mass customization process and high closure provides positive outcomes. Hence, by providing high closure to the confused consumer, it should be able to convert negative consequences of MCC. But none of the studies have focused on the ability of high closure (in other words, providing necessary information and assistance) in changing negative outcomes in online mass customization confusion so far and have shown all the negative consequences of mass customization confusion.  Hence the following research question and hypotheses were developed in this study;
How the relationship between perceived MCC and its’ consequences (product knowledge/fun and trust) differ according to the different levels of closure?

H-1: There is a strong negative relationship between perceived MCC and (a) consumer satisfaction (b) fun and (c) trust when closure is restricted to the consumer. 

H-2: The negative effect of perceived MCC on (a) consumer satisfaction (b) fun and (c) trust is weaker when the closure is facilitated to the consumer. 

3. METHODOLOGY
3.1. Sample  
The experiment was conducted in a computer laboratory setting at the University of Sri Jayewardenepura, Sri Lanka. The reason to conduct the study in Sri Lanka is the accessibility of facilities and the ability to get students’ corporation and participation for the experiment in the Sri Lankan university.  The students of Diploma in Marketing (2011/2012 batch), which is offered by University of Sri Jayewardenepura, Sri Lanka was considered as the sample of this study. Proper responses were received from 215 (100%) respondents. The respondents were in different age groups (mean age =40 years and standard deviation =13.5), most of the respondents were employed and professions were varied from managers to sales representatives (mean income = Rs. 32,250 and standard deviation = 13,008) and the respondents were from different parts of the country. According to the Department of Senses & Statistics, Sri Lanka, in year 2009/10, the average monthly income receiver’s income is Rs. 20,427 and the majority of the population (except children) is in the age group of 20-40 (32%) and in the age group of 41-60 (22%). Therefore, according to the statistics of Sri Lanka, sample represents the population of the study.

3.2. Experimental Design

Complete factorial experiment was conducted in this study since one of the experiment design possibilities is a complete factorial experiment, when k >1 independent variables are to be examined (Collins et al.　2009). Though, complete factorial design can be done with factors having any number of levels, two levels were considered for each factor in the study (high and low) since two-level factors allow the most straightforward interpretation and largest statistical power, especially for interactions (Collins et al.　2009).

In order to test the moderating impact in the relationship between MCC and its consequences (i.e. product satisfaction, online fun and trust), the respondents in the sample should have conducted an online mass customization exercise before the experiment and there should be both confused and unconfused consumers during the process. Hence, at the beginning, the respondents were given a mass customization exercise and measured their level of mass customization confusion, product satisfaction, online fun and trust. According to the results, they were divided into two groups; high MCC and low MCC respondents. Then, half of the respondents were taken from each group and created two equal groups with the purpose of manipulation each group with different level of closure.
3.2.1. Manipulation of closure 

In order to achieve the purpose of the study, there should be two groups of respondents; one group should be facilitated with high closure while the other group should be restricted the closure. Hence, half of the respondents who had high online mass customization confusion and half of the respondents who had   low online mass customization confusion were given a chance to get product information from one of the executives in one of the leading furniture company in Sri Lanka and to get solved any online problems from the computer instructors in the computer laboratory and further, they were allowed to collect information online and through vendor recommendations since it was found that product knowledge and online expertise are important factors affecting MCC according to other research studies. The rest of the sample was not allowed to get information and assistance from the executive of the furniture company, computer instructors and they were advice not to use vendor recommendations but online information was not controlled.  Then, students were asked to design their own preferred bed from any of the furniture web sites in the internet. At the end they were given a questionnaire to measure the level of satisfaction, fun and trust.

3.3. Measurements

MCC was measured using the four items developed by Dellaert and Dabholkar (2009) and Product related satisfaction was measured using the three items developed by Matzler et al. (2011). Five items were developed to measure online fun by combining the measurements used by Dellaert and Dabholkar (2009) and Matzler et al. (2011). By considering both items used by Ling et al. (2011) and Matzler et al. (2011) trust was measured using five items. All the items were measured in a five -point likert scale ranging from strongly disagree (1) to strongly agree (5). Construct validity, convergent validity, was ensured by conducting exploratory factor analysis and using prior studies in developing the items to measure the variables. Reliability was tested using cronbach’s alpha in this study.
4. RESULTS
The impact of perceived MCC, according to the level of closure on three dependent variables; product satisfaction, fun, and trust were tested during the experiment. In order to test the hypotheses H-1 and H-2, MANOVA test was conducted. According to the test, for all three effects, the observed significance levels for the four multivariate tests (Pillai’s, Wilks’, Hotelling’s, and Roy’s) are small (p <0.05). In other words, the multivariate tests for perceived MCC (multivariate Pillai F (3,209) =37.516, p< .05) is statistically significant indicating that the outcome of high level of MCC, when compared to low level of MCC differed significantly. As well as the multivariate tests for closure (multivariate Pillai F (3,209) = 56.199, p< .05) is statistically significant, indicating that the outcome of high closure differed significantly compared to the low closure. In addition to that, the main effect of consumer perceived MCC is significant for all the three dependent variables; product satisfaction (F (1,211) =5.571, p = .019), fun (F(1,211) =3.906, p = .049) and trust  (F(1,211) =110.264, p = 0.000  and the main effect of closure is also significant for all the three dependent variables; product satisfaction (F (1,211) =96.449, p =0.000), fun (F(1,211) =68.347, p = 0.000) and trust  (F(1,211) =119.052, p = 0.000.  Further, an interaction effect between perceived MCC and closure for the three outcomes also identified according to the results. The results show significant interaction effect of perceived MCC× closure for the three dependent variables; product satisfaction (F (1,211) =40.942, p =0.000), fun (F (1,211) =37.993, p = 0.000) and trust (F (1,211) =23.019, p = 0.000.  Thus, the existing relationship between perceived MCC and   the subjects’ product satisfaction, online fun and trust will be changed depending on the level of closure received by the consumer. 
Moreover, when the perceived MCC is low, there is a significant difference between two closure levels on satisfaction (F (1,211) =4.169, p < .05) and trust (F (1,211) =13.303, p < .05). But, when the perceived MCC is low, there is no significant difference between two closure levels on fun (F (1,211) =1.575, p > .05). In addition to that, when the perceived MCC is high, there is a significant difference between two closure levels on satisfaction (F (1,211) =220.931, p < .05), fun (F (1,211) =174.897, p < .05) and trust (F (1,211) =207.243, p < .05). As well as, when the closure is restricted to the respondents, there is a significant difference between two perceived MCC levels on the satisfaction (F (1,211) =38.284, p < .05), fun (F (1,211) =33.065, p < .05), and trust (F (1,211) =116.792, p < .05). When the closure is facilitated to the respondents, there is also a significant difference between two perceived MCC levels on the satisfaction (F (1,211) =8.170, p < .05), fun (F (1,211) =8.785, p < .05), and trust (F (1,211) =16.293, p < .05). 

Graphical illustrations of the results are given in figure-4.1, figure- 4.2 and figure-4.3.
Figure 4.1
MCC and Satisfaction at Different Levels of Closure
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Figure-4.2 

MCC and Fun at Different Levels of Closure
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Figure-4.3 

MCC and Trust at Different Levels of Closure
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5. DISCUSSION
5.1. Theoretical Implications 

According to the results of the study, marketer can always increase satisfaction, online fun and trust by facilitating high closure to the customer. The reason behind achieving positive outcomes or less negative outcomes by providing necessary information and assistance is cognitive closure help to achieve person’s goal (Pervin, 1989). The results of the study have also revealed that the satisfaction and fun is higher for the customers who perceived higher level of MCC than customer who perceived lower level of MCC, though high closure is provided to both groups. This finding has really changed the existing findings of the field that show the negative relationship between perceived MCC and the satisfaction and fun. The underline reason for getting higher level of satisfaction and fun by customers who perceived high MCC than who perceived low MCC may be the new experience they received and the new perception they arrived about convenience of online mass customization than they expected. 

According to Kotler and Keller (2009), if the performance matches expectation, the customer is satisfied with the offering and when the consumer received more than expected, they will be delighted. Corresponding to Kotler and Keller (2009), the customers who perceived low level of MCC are satisfied because they received what they expected and in addition to that  highly confused consumers would have been delighted by recognizing the benefits of online mass customization from the assistance and information they received (by receiving more than what they expected). Hence, the level of satisfaction is higher for the delighted customers. But even with the assistance, consumers who perceived low MCC are not delighted because they didn’t expect high confusion before the experiment and, they didn’t received high confusion during the experiment. Therefore they received what they expected and become satisfied but not delighted.

Considering the ‘trust’, there is no positive relationship between perceived MCC and trust, though high closure is provided to the customer. But, by providing high closure, trust can be increased in both groups who perceived high and low MCC. The reason behind this would be the difficulty in developing trust between two parties and trust is deemed to develop over time by repeated interactions (Rempel et al. 1985; Mayer et al. 1995; Sillence et al. 2006). Therefore, positive relationship cannot be seen between perceived MCC and trust even by providing high closure to the customers

5.2. Managerial Implications
In order to provide high closure to the customers in the mass customization process, there should be a proper configuration toolkit which is able to segment consumers and provide high closure accordingly. In mass customization, unique needs and wants are elicited through configuration toolkit. Salvador and Forza (2004) described a configuration as a “set of pre- defined components which fit together and constitute the individual product”. To build a valid product configuration, toolkits for a user co-design guide the customer through the configuration process (Franke and Piller 2004). Hence, successful online mass customization requires understanding different consumer segments in order to understand and provide amount and type of information according to the needs of information in different online customer segments since it is required to provide different information according to different types of consumers as the information processing varies across individuals (Xia and Sudharshan, 2002).

Blake et al. (2005) emphasized the importance of segmentation and targeting in online markets and explored the types of website features according to the innovativeness and experience of the users. Rohm and Swaminathan (2004) also tried to develop an online shopping typology or classification schemes that provides the basis for understanding and targeting different groups of consumers in online markets. But without doing a mere analysis of online consumers, the objective of  this research is to provide a base for segmentation of online consumers for mass customization by addressing one of the major problems in mass customization (i.e. mass customization confusion). Online mass customization is more complex than mere internet selling. Thus, there should be proper criteria to segment the customers in online mass customization in order to provide high closure through the configuration toolkit. Since, the level of product knowledge and online expertise can be used to provide high closure in order to convert negative consequences into positive or to reduce the negative consequences, according to the results of the study.

5.3. Limitations and Future Research

High closure was considered in this study as necessary product information and online assistance. But, participants with different goals might have behaved differently in terms of the direction of information search and latitude of information acceptance (Svenson, 1992). Hence, Consumers with abstract goals may require not only product information since consumers with abstract goals are more likely to examine the online interruptions and spend more time on it than consumers with concrete goals (Xia and Sudharshan, 2002). Therefore, the type of information search by consumers according to the type of their goals should be further studied.
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