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Abstract 

 

Research show that customer patterns in the textile industry are changing and the 

degree of personalization of products is getting more important to meet personal 

needs and preferences. Mass customization is a strategy named to create higher 

customer value by customizing products through a close interaction during the design 

and production process, high production flexibility and efficient logistics. The lack of 

research on the implementation of mass customization strategies and an identified 

gap between customer expectations and perception (customer value) of these types of 

products, are the incentives to conduct this research. The thesis has the purpose of 

identifying the drivers of customer value of mass customized garments and assess the 

value chain of the company Brohall & Son from a perspective of mass customization 

as a strategy, and from the results draw conclusions of customer value aligned with 

the implementation mass customization strategies. In order to perform the research a 

quantitative approach, doing a customer value analysis through a self-completion 

questionnaire, was conducted. Attributes of price, quality, fit, service and delivery 

capacity were investigated to get an understanding of what drives value for the 

customers. In addition a qualitative method was used, doing interviews with the CEO 

of Brohall & Son to gain a deeper understanding of their operations and value chain. 

The results show that quality, fit, delivery capacity and service are the most important 

attributes of customer value. Price is the least important attribute and also the least 

correlated/dependent variable to the rest of the attributes, showing a high willingness 

to pay for the garments. The analysis of the value chain indicates some areas of 

improvements regarding logistics, design process and production process. Solutions 

are brought up to get the value chain to get more aligned with the strategies of mass 

customization.  

 

Keywords: Mass customization, textile value chain, textile management, customer 

value analysis and customer value management 
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1. Introduction  
 

The first chapter aims to introduce the background and briefly present the company 

Brohall & Son which will serve as a case in this thesis. Later on the problem 

description discusses certain issues which have led to the purpose. Finally the 

research questions will be presented which are then answered in chapter 6. 

 

1.1. Background  

Research show that customer patterns in the textile industry are changing and the 

degree of personalization of products is getting more important to meet personal 

needs and preferences. Due to customers’ positive attitude towards taking part in the 

creation process and the influence of faster deliveries, product availability and price, 

brand loyalty is rising making the competition between companies in the same sector 

harder (Coletti & Aichner 2011). As Gilmore & Pine (1997) states, outstanding 

service is mandatory, but it is likely to be a curse as well as an imperative. In the 

pursuit of satisfying all customers in a market, companies are putting a lot at stake 

when inventing new complex operations and adding extra costs.  

 

In recent years mass customization has become a common term within the textile 

industry and has increased in interest compared to mass production (Bhatia & Asai 

2007). Since mass customization is growing (Senanayake & Little 2010) strategies 

for it are therefore needed because of the close relationship to the customer during the 

design and production process (Coletti & Aichner 2011). Several textile companies 

are adopting this concept but at different stages to deliver a new product, reduce 

waste and minimize costs. The supply chain changes, rearrangement in the 

organization or implementation of new technology may often be necessary (Bhatia & 

Asai 2007). 

 

In fact, Coletti and Aichner (2011) argues that mass customization will soon become 

vital for businesses because of increased competition, customers are facing massive 

selection of choices and the variety of products are bigger than ever before but 

finding the right product is a challenge. Textile management includes management of 

the textile value chain from idea to customer (Larsson 2015) and the recent interest in 

theoretical and managerial aspects of mass customization provides possibilities but 

the success of the practice depends on the ability to effectively handle the extent of 

customization in apparel design, development, production, and delivery (Senanayake 

& Little 2010).   
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The term mass customization is generally stated as a strategy that creates value for 

the customer. The value is created through the interaction between the company and 

the customer during both the design- and production stage of the value chain (Coletti 

& Aichner 2011). The strategy of mass customization enables manufacturing on a 

relatively large scale, reaching a large market and also meeting the customers’ needs 

(Liua, Shah & Schroeder 2012). Compared to merely customization, that is the 

manufacturing of a product meeting customer needs (Gilmore & Pine 1997) and 

made to measure that is a process of making customized garments, differences are 

set. In made to measure standardized patterns are used that are altered depending on 

the customers’ preferences. There are numerous fittings with the customer during the 

process and regarding the design, several options are available for the customer to 

choose from. The process is meant to be rather efficient and therefore some 

limitations in design options, in relation to for example bespoke (Forbes 2013). Made 

to measure is, as mentioned, a process whereas mass customization, in this thesis, is 

said to be a strategy of managing the process of making customized garments.  

 

The traditional way of competing is not working and today there is a wish for both 

economies of scale and economies of scope working in parallel (Pine 1993). Gilmore 

& Pine (1997) states that mass customization makes the shift from seeing the 

customers as homogenous market segments towards an acknowledgement of 

customers’ different needs and expectations. Customers are a part of the purchasing 

process, while consumers merely are referred to as the user of the commodity (Syed, 

Akhtar & Khan 2012). In this thesis the term customer is therefore used instead of 

consumer because of the participation in the production- and design process that is 

occurring during mass customization.  

 

Customer value is defined as “the customers´ perception of what they want to have 

happen (i.e., the consequences) in a specific-use situation, with the help of a product 

of a service offering in order to accomplish a desired purpose or goal” (Stahl et. al. 

1999, p. 53). In terms of customer value it is in literature suggested that 

“customization has the potential to be a powerful marketing strategy” (Franke, Keinz 

& Steger 2009, p. 103) and also suggestions of mass customization as a strategy that 

better meets the expectations and provides a greater satisfaction among customers 

(Liua, Shah & Schroeder 2012).  

 

In controversy Larsson (2010) has identified gaps regarding the implementation of 

mass customization and customers’ expectations. The initial gap is between the 

retailers’ offer and the customers’ need. Furthermore the identified gaps are 

enhancing the problematization of (1) customers’ expectations and how it is 
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translated into the product or service, (2) the difference between specifications of 

products/services and final product or service and lastly (3) the customers’ 

expectations before delivery and perception at delivery of a customized product or 

service.  

1.2. Brohall & Son 

In line with the strategy of mass customization the apparel company Brohall & Son 

will be used as a case. The owner David Brohall describes their textile process similar 

to mass customization. This because of the quantity of garments produced at one 

time, the standardized measures, but at the same time their ability to make the 

garments individual and customized
1
. In 1956 Eklöws Barnkläder was founded and in 

1989 the founder's daughter Carina Brohall took over the business creating Brohall & 

Son which today is run by David Brohall, the founder's grandson (Brohall & Son 

2015 a). The company has the want of expanding to new markets and David Brohall 

mentions the European Union especially Germany and also Norway as potential 

emerging markets possibly within the hotel sector. Brohall & Son is making 

customized garments for choirs, orchestras, priests etcetera with around 1000 to 2000 

active customers. The preferable quantity in one customer order is 20 to 200 and they 

try to have as few intermediaries from material to end-customer as possible. Some 

value drivers identified by David Brohall are quality, service, alterations, price, 

material and fit.
1
 Through the website the customers can choose from a range of 

different styles for choirs, orchestras, church among others (Brohall & Son 2015b), 

qualities such as classic or exclusive (Brohall & Son 2015 c) and a size guide with 

many different options (short, tall etcetera) (Brohall & Son 2015 d).  

1.3. Problem description  

An understanding of what drives the consumption of mass customized products is 

required to communicate values and meet customer expectations. Making the shift 

from customers as a homogenous market to individuals with different needs and 

expectations, other strategies are needed (Gilmore & Pine 1997; Coletti & Aichner 

2011). There is a lack of research on effective implementations of mass 

customization strategies (Blecker & Abdelkafi 2006) and gaps between what the 

customers expect and how they later on perceive the products/services has been 

identified (Larsson 2010).  

 

The main motivations for this research are the identified gaps in Larsson´s (2010) 

dissertation, of customer expectations at various point along the supply chain, and a 

request from Brohall & Son of an investigation of what the customer values.
1
 In the 

                                                
1
 David Brohall CEO Brohall & Son, interview March 20

th
 2015, Borås  
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case of Brohall & Son, who today experience financial distress (Alla Bolag 2015) and 

the want of expanding to other markets, has a desire of knowing their customers’ 

preferences and values, with additional future strategies for their production.
1
 This 

research would be a contribution and give hints of how Brohall & Son should 

strategically manage their operations of mass customization, from a perspective of 

customer value.  

1.4. Purpose 

The purpose of this thesis is therefore to investigate what the value drivers are for 

customers of mass customized products, in this case products from Brohall & Son, 

and give some indicators for future concepts and strategies. In order to investigate the 

value drivers, a customer value analysis is done to identify the attributes the 

customers prioritize when purchasing these kinds of products. Furthermore to 

complement the customer value analysis, an assessment of the company’s value chain 

is conducted in order to investigate the concept of mass customization to create 

higher customer value.  

1.5. Research questions  
 

How can the value chain of Brohall & Son be improved to enhance the strategy of 

mass customization, to create higher levels of customer value? 

 

What are the drivers of customer value for Brohall & Son when applying mass 

customization to its operation and how can they be managed? 
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2. Literature review  
 

In this chapter the theoretical framework will be presented. It covers the areas and 

elements of mass customization, customer value and the management of the two 

concepts. The aim is to display an overview of relevant literature which will then be 

analyzed further on in the thesis.  

 

2.1. Mass customization  

Mass customization is identified as a way to deliver added value by offering a bigger 

variety of products to the customers. Essentially it is about offering individualized 

products on a large scale (Zipkin 2001). Zipkin (2001) argues that mass 

customization can be a great advantage for an apparel business but at the same time 

an unwanted pitfall if used incorrectly. As Gilmore & Pine (1997) states, executives 

often realize what type of customization customers value too late, therefore the 

strategy has to be examined before put into practice. 

  

Mass customization is somewhat comparable to mass production but there are a few 

major differences. In mass production one product is produced and can vary in 

different ways, mass customization on the other hand relies on unique information 

creating a product which is adjusted to each customer. The production process 

therefore requires flexibility in order to fulfill those needs (Zipkin 2001). Instead of 

grouping customers into brackets in homogenous markets with standardized offerings 

Gilmore & Pine (1997) has identified four approaches for customization, transparent, 

collaborative, adaptive and cosmetic. The idea is that executives should analyze 

which approach will serve their customers the best and the need of a mixture of all 

four of them is common since customers differ in their needs (Gilmore & Pine 1997). 

  

  

Figure 1.  Gilmore & Pine (1997) p. 95 
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The transparent approach provides customers with unique accurate offers but keeps 

them separate from the process. The customer does not necessarily know that they are 

being offered a customized product. This strategy is of value when the customer does 

not articulate what they want at all. Hence, relying on information where their needs 

are predictable or simply mapped out is essential to the process (Gilmore & Pine 

1997). The collaborative approach is appropriate when customers are having a hard 

time articulating or specifying exactly what they want. This approach encourages an 

open dialogue with the customers to help them verbalize their needs, in order to 

suggest a unique accurate offer (Gilmore & Pine 1997). Blecker and Abdelkafi 

(2006) suggest using a configuration system to automate the process by capturing 

customer requirements and transmitting them into production without involving 

unnecessary intermediaries. The adaptive approach offers one standard, but 

customizable product, its’ design allows the customer to modify it after their own 

preferences. This approach is appropriate for businesses whose customers want a 

product to perform differently in various environments and the technology allows 

them to do so (Gilmore & Pine 1997). Consequently customers will also be able to 

help companies co-develop new product concepts (Blecker & Abdelkafi 2006). The 

cosmetic approach offers a standard product but with the option to present it 

differently to different customers, in this case it is more about the packaging and the 

delivery of the product. The customers use the product in a similar way and therefore 

it is only the offering that is altered (Gilmore & Pine 1997). Alternative options such 

as packaging and delivery prove the importance of logistics in the process of mass 

customization (Blecker & Abdelkafi 2006). 

2.2. Elements of mass customization 

Adjusting the product for individual customers is the truest form of customization. 

But companies and their executives have realized that mass customization has much 

more to offer regarding unique customer value than to only focus on customizing the 

actual product (Gilmore & Pine 1997). Once established how to best provide superior 

customer value Zipkin (2001) have identified the three main elements of mass 

customization, elicitation, process flexibility and logistics. 

  

Elicitation is the mechanism acquiring the specific value adding information from the 

customers. This is seen as the most challenging part since customers often find it hard 

to decide what they want and then communicate or act based on their choices (Zipkin 

2001). Coletti & Aichner (2011) argue that the needs for technology and information 

systems are critical and necessary to enable the customers to participate in the 

process. Interaction via Internet and websites is regarded as the best way to gather 

information concerning the customers’ preferences (Coletti & Aichner 2011). 
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Although fill-out forms and similar computerized interaction is good Blecker & 

Abdelkafi (2006) emphasize that every customer is different and the interaction 

process has to be adaptable in order to gather the right information and achieve better 

results. The interaction process must not be limited to one single form (Blecker & 

Abdelkafi 2006).  

 

Process flexibility is the next step of the mass customization system. The flexible 

process is necessary to interpret information into a physical product and furthermore 

keep the high-volume rates that are required (Zipkin 2001). Flexibility is regarded as 

an enabler for high product variety and mass customization (Blecker & Abdelkafi 

2006). Coletti & Aichner (2011) argue that to achieve full flexibility the process of 

design and production must be centralized. The ability to be flexible allows unused 

capacity in one area of the production to assist and satisfy demand that surpasses the 

capacity of another area. The changeover from static to flexible will bring short-term 

losses but yield significant improvements in overall performance (Blecker & 

Abdelkafi 2006).  

 

The last step of the system is the logistics; the upstream logistics concern additional 

processing, transportation, consolidation and warehousing. Downstream logistics 

included packaging and shipment. Both of which face challenges in mass 

customization, especially the delivery or the distribution, since each product must be 

sent to the right customer (Zipkin 2001; Blecker & Abdelkafi 2006). Coletti and 

Aichner (2011) states that a precondition for a successful mass customization system 

is that the customization time must be kept relatively short in order for the final 

product to be delivered fast. Customers expect delivery without adding extensive or 

any extra delay in time and if deliveries are handled poorly the benefits of mass 

customization would be debatable (Blecker & Abdelkafi 2006; Coletti & Aichner 

2011). Research show a clear correlation between inventories and to which extent the 

logistics are performing well. Increased inventory is an indication that the logistics 

system is underperforming (Blecker & Abdelkafi 2006).       
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Figure 2. Elements of mass customization, developed from Zipkin (2001). 

 

These three elements are not supposed to operate by their own, a condition is that 

they work well together and thus achieve synergy effects. A successful 

implementation can among other things create new products, minimize costs, reduce 

waste and contribute to economies of scale (Zipkin 2001; Bhatia & Asai 2007). The 

advantages of mass customization provide benefits for companies to reduce 

competition, but realizing the opportunity does not mean that the strategy will work 

in all types of businesses (Blecker & Abdelkafi 2006). Since the products are 

produced on demand it has the disadvantage that the customer has to wait causing 

uncertainty for the customer (Zipkin 2001). It is critical that companies understand 

whether customization really creates added value for their existing and potential 

customers (Squire, Readman, Brown & Bessant 2004).  

2.3. Customer value  

Customer value can be seen as the tradeoff of benefits and the sacrifices made by the 

customer, the perception of what is received and what the customer is given (Squire 

et al. 2004). Harrison & van Hoek (2011) also states customer value as the perceived 

benefits for the customer. In order to assess the customer value three aspects are 

mentioned by the authors that has to be considered when performing a customer 

value analysis. These three aspects are; importance to the customer, performance of 

the firm and the price level. From a higher customer value comes customer loyalty, 

which in the long-term is the most beneficial customer for a firm (Harrison & van 

Hoek 2011). Customer loyalty is what the company gets in return from providing 

what gives satisfaction (Kordupleski & Simpson 2003). The key drivers for loyalty 

are service- and product quality and the price. On the other hand, according to 

Harrison and van Hoek (2011), the focus should be on the quality of the service 

provided, since the other two drivers are “relatively easy for competitors to imitate” 

(Harrison & van Hoek 2011, p. 52).  
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Figure 3. Harrison & van Hoek (2011), p. 52  

 

Butz and Goldstein (1996) identify three different levels of customer value. The first 

being the expected value, which is the basic and normal level of what is delivered in 

a particular business or industry. The second one is the desired value, which is 

explained as something extra that is normally not expected. The third, and final level, 

is the unanticipated value. This type of value is created when something is further 

added to the basic product or service. The authors give the examples of additional 

service without charging or solving customer problems to a greater extent as usual 

(Butz & Goldstein 1996).   

 

The approach of measuring customer value is aimed to identify how the potential 

customers evaluate one firm's products or services against their competitors. The 

assessment is about measuring the key-drivers for value in relations to its price 

(Evans 2002) and understanding the customers’ preferences, their prioritization and 

classification of requirements (Jeyaraj, Muralidharan, Senthilvelan & Deshmukh 

2014). After performing a customer value analysis and by understanding the key-

driver for value creation, the firm can use and enhance these in order to gain strategic 

advantages (Evans 2002).  During the process of a customer value analysis some 

questions relevant to ask according to the authors are: 

 

- "What are the key factors that customers value when they choose between 

competing offerings in the market place?" 

 

- "What is the relative importance or weighting assigned by customers to each 

of these components of customer value?"  (Evans 2002, p. 135) 
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2.4. Customer value in mass customization  

Since mass customization is growing new strategies are needed (Senanayake & Little 

2010). This because of the close relationship between the customer and supplier 

during the design- and production process, but also the more diversified and personal 

customer demands (Coletti & Aichner 2001). Companies have to understand what 

satisfy their customers in order to be strategically successful in the market and meet 

customers’ different needs. On the other hand, according to Xue, Yang and Baon 

(2012) many companies lack the ability to understand customer satisfaction. 

Customization is one way of meeting these different needs. A higher customer 

satisfaction means a higher degree of meeting customers’ needs (Xue et al. 2012). 

Larsson (2010) puts attention to the gaps between the customers’ expectations and 

how value is delivered through mass customization. The gaps identified is covering 

the problematization of how customer demands are translated into the customized 

product or service, the difference between product/service specifications and the final 

product/service and also customers’ expectations around the product or service before 

and after delivery (Larsson 2010). Mass customization is meant to reduce the 

customers’ sacrifices and Squire et al. (2004) states the importance of the individual 

customer value, that the values may vary from customer to customer. Because of the 

differences in preferences and values the companies that are delivering mass 

customized products has to understand their customer, what they value and prefer in 

order to offer a valuable product. In order to understand customer value, the 

customers can be asked to prioritize value criteria. Squire et al. (2004) present some 

criteria that can be evaluated by the customers, shown in Figure 3. Measuring 

customer value by the importance and satisfaction of criterion and minimizing the 

gap between these two, mass customization can create strategic benefits.  

 

 
Figure 4. Squire, Readman, Brown & Bessant (2004), p. 461  

 

If there is a higher willingness to pay, the intention of purchase is stronger and the 

attitude towards the products is more positive. Customization is said to have the 

potential of being a successful marketing strategy if some conditions are met. The 

conditions are; a better insight to customers’ own preferences, a better ability for 
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customers to express these preferences and for the customers to have a greater 

involvement of the product (Franke, Keinz & Steger 2009). Customers’ responses 

towards mass customization has been proven by others as well to be positive and 

satisfying because of the combination of product- and service strategies, that creates 

value and a competitive advantage (Ulrich, Andersson-Connell & Wu 2003; Coletti 

& Aicher 2011).  

2.5. Customer value management 

Customer value management is about measuring and managing what is perceived 

from the customers as values that satisfy them (Kordupleski & Simpson 2003; 

Customer Value, Inc. 2013). One definition of customer value management is that it 

is an “integrated approach managing the customer relationship by modelling the 

value provided by that customer, by adopting a multidimensional approach to 

decision making. This is achieved by adopting a true risk and reward balance with a 

real measure of the anticipated value of the applicant” (Stirling 2000, p. 176). 

Customer value management and customer satisfaction is also discussed by Gale 

(1994) in the form of being the assessment of what the customers need and what they 

expect, in order to strategically stay strong on the market. The goal is to have 

satisfied customers, both at the company-level, independent of competitors, but also 

in relation to the rest of the market where competing. The key is to understand how 

the product or service quality is perceived by the customers, in relation to 

competitors. A way of measuring this is to ask customers about the attributes they 

consider when making a purchase and the importance of the relevant attributes. The 

perceived quality is put in relation to the price, and if the quality overcomes the price, 

value is created. When the attributes of importance are identified, these can be 

managed and communicated to the target market (Gale 1994).  

 

The process of managing customer value, shown in Figure 5, is firstly by choosing 

the values that is supposed to be offered to the market. Secondly to deliver those 

values and the whole process within the firm has to be aligned with these values to 

make them visible to the end-customer. Third and final, is the communication to the 

customers of the chosen values (Kordupleski & Simpson 2003). 
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Figure 5. Kordupleski & Simpson (2003), p. 21 

 

Customers today have more power, a new environment makes it possible for the 

customers to gain more information from multiple sources, which creates possibilities 

for them to make a well informed decision before doing a purchase. Because of the 

intensified competition, the customers expect more value communicated and 

delivered by the companies (Esse 2003). In order to manage the changes in the 

competing environment the companies has to get the focus right. Firstly by making 

the shift from financial/shareholder value towards the customer values. Secondly 

narrow down the number of attributes that the customers prioritize when making 

decisions (Kordupleski & Simpson 2003).  

 

Doing an analysis of customer needs and satisfaction, in other words customer value, 

helps managers address the issues and possibilities for a company to deliver the 

quality that satisfy the customers, and managing marketing strategies and also 

providing a strong profile in a competing market (Gocek & Beceren 2012). This is 

also brought up by Jeyaraj et al. (2014), in a case study of customer value within the 

textile industry. Where quality attributes were examined through a customer needs 

analysis in order to understand the key drivers and their relative weights for customer 

value and be able to manage the business, by choosing and offer the preferred 

attributes of a product.  
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3. Method 

  

In the following chapter the methodology of the thesis will be presented. The research 

approach as well as research design and sampling process will be outlined with an 

additional discussion of the research quality. 

  

3.1. Research method 

A concept is the building block of a theory which the research will be conducted 

around. The investigated concepts during this research are mass customization and 

customer value, with Brohall & Son as a case. By using a case study as research 

design, a qualitative strategy using Brohall & Son as the case and doing interviews 

with the owner David Brohall is performed to be able to gain important knowledge 

about that certain situation (Bryman 2012). Furthermore, in order to perform the 

research around the two concepts of mass customization and customer value, a 

quantitative research strategy is also used, doing a self-completion questionnaire to 

collect the primary data. The reason for choosing this research design was the 

possibility to measure the importance of different attributes around mass customized 

garments and doing a customer value analysis around this (He & Chi 2010; Jeyaraj et 

al. 2014) in order to see differences or similarities between customers’ preferences of 

value adding attributes and possible relationships between the variables (Bryman 

2012). 

  

The indicators used in the questionnaire to measure the sought attributes of mass 

customization are price, delivery capacity, quality, service, fit of the garments and the 

importance of being part of the design process. These indicators/attributes have been 

developed through a discussion with David Brohall
2
 with support from literature. The 

main source from literature of the attributes includes in this research is the model of 

Squire et al. (2004) and the concept of co-creation as a part of the strategy of mass 

customization (Coletti & Aichner 2001). Seven questions were asked in the 

questionnaire (Appendix 1; Appendix 2) in order to be able to answer the research 

questions without providing the respondents with an excessive and time consuming 

amount of questions (Bryman 2012). The additional questions regarding 

communication, target customers and location of production, were asked in order to 

gain information to make strategic decisions for the case (Aaker & McLoughlin 

2010), Brohall & Son, and were created through a collaborative discussion with the 

owner David Brohall.
2
 

                                                
2
 David Brohall CEO Brohall & Son, interview March 20

th
 2015, Borås  
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The self-completion questionnaire for this study was created with and, the data from 

it was collected, through SurveyMonkey (SurveyMonkey 2015).
 
In order to collect 

the data, a record of all of Brohall & Son´s customers was provided. The records did 

not contain the customer's’ email addresses so these had to be found, in order to send 

out the questionnaire the most efficient way (Bryman 2012). By going through the 

record and finding the customers’ web sites, their e-mail addresses were collected. 

From a population of 976, the questionnaire was sent to 827 respondents in two 

different sequences. 

  

The data used to develop the theoretical framework, the research questions and the 

questions for the questionnaire for the thesis was collected through scientific articles, 

dissertations and other reliable literature. It was found at several databases provided 

at the University of Borås, the library at the University of Borås and Google Scholar. 

Key search words: mass customization, customer, customer value, customer 

satisfaction, customer value analysis, marketing strategy. 

3.2. Method of analysis data 

The primary data gathered from the self-completion questionnaires was analyzed 

through a univariate method, analyzing one variable at the time in order to present 

frequencies of customer groups and preferences of the different attributes (price, 

delivery capacity, quality, service, fit of the garments and importance of being part of 

the design process). Descriptive statistics presenting central tendencies of mean 

values and dispersion in form of standard deviation and variance of the measurements 

were calculated. A bivariate analysis was also done, to analyze several interval/ratio 

variables at the time by measuring relations, conducting a correlation analysis and a 

regression analysis (Bryman 2012; Dahmström 2011). By conducting a correlation 

analysis possible linear relationships between variables can be found and how close 

the sample is to a linear relationship. In the case of this research a correlation analysis 

was made to see possible relationships between the attributes asked in the self-

completion questionnaire. By further conducting a regression analysis the actual 

relationships between the variables, in other words, how one variable is dependent of 

another. From the regression analysis, the determination coefficient is also provided 

and gives the information of how much the variation of one variable is dependent of  

another, in other word how much of the changes in one variable can be explained by 

the other. This was made in order to see to what extent the perception of one attribute 

investigated affects the perception of the others, and which ones (Lind, Marchal & 

Wathen 2012). Excel was used to analyze the data. 
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3.3. Sampling 

The data was collected using convenience sampling from the list of customers 

provided by Brohall & Son. Members of the population were chosen based on their 

relative ease of access (Lucas 2014). Since there was a loss of respondents in the 

sample due to older customer records, convenience sampling is the most suitable 

method because of the availability for the researcher (Bryman 2012). The lack of time 

when searching for new email addresses makes the samples slanted simply because 

some of the respondents are approached and others are avoided (Lucas 2014). From a 

population of 976, the questionnaire was sent to 827 respondents and out of that 

sample 86 answers were obtained, with a response rate of 10.4 percent.  

3.4. Research quality 

Reliability, in terms of getting the same results again if the study is replicated 

(Bryman 2012), is in this case relatively low because of the specific case of Brohall & 

Son. If replicated the results could vary over time because of changes within the 

organization asked, changes in the relationship to the object of research (Brohall & 

Son) or simply changes dependent of the answers in the first testing (Squire et al. 

2004). The measure validity of this study is higher, since the indicators used were 

developed together with David Brohall in a way that the measures are reflecting the 

context of the concepts customer value and mass customization (Bryman 2012). One 

limitation of the measure validity is the degree of understanding of the investigated 

attributes. Clear definitions and explanations could have been presented to the 

respondents during the research in order to secure a higher level of validity because 

of a strengthened comprehension by the respondents (Forza 2002). 

  

Due to the specific sample in this study and specific object of research the results 

cannot be generalized (Forza 2002). Convenience sampling gives interesting 

information and understanding of the specific object and concepts, but the results are 

not generalizable to a population (Bryman 2012) in this case all the customers of 

Brohall & Son, but also on a general level meaning other companies working with 

mass customization. Since the purpose of this research is to investigate customer 

value and give indicators of future strategies/concepts for Brohall & Son, using this 

kind of sampling strategy is suitable for gathering the information needed. Therefore 

the generalizability is not the key issue of discussion regarding the quality of this 

research, but worth mentioning. 

  

The response rate of 10,4 percent is low but will be considered satisfactory in this 

research (Forza 2002), mainly because of the difficulties regarding finding and 
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reaching out to the customers from the list provided and used as the sample for the 

research, but also due to the fact that the results from this study cannot be 

generalized. 

  

Regarding ethical considerations it has been acknowledged by anonymity of the 

respondents in the questionnaire and informed participants of what the research has as 

its aim. This gives the content of the results from the questionnaire reliability. Also a 

discussion of anonymity with Brohall & Son has been done with proofreading 

conducted by CEO David Brohall, to ensure the correct information is given 

throughout the thesis (Bryman 2012). The amount and depth of information provided 

by the interviews can probably be affected by the company not being anonymous. On 

the other hand, the overall information is not on a level of strict secrecy, providing 

the results from this the research moderate reliability regarding the ethical aspects. 
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4. Results   
 

The following chapter is a presentation of the results collected from interviews with 

the owner of Brohall & Son, David Brohall, and the questionnaire of customer value 

performed during the research. The first part of the chapter is a presentation of 

Brohall & Son’s value chain. The second part is the results from the questionnaire. 

 

4.1. Brohall & Son 

A description of how the design process, the production, logistics and inventory 

holding is described. Examples from the company’s website and an overview of the 

value chain is presented in pictures and figures.  

4.1.1. Design process 

At Brohall & Son’s website there are several categories of clothing (choirs, 

orchestras, church etcetera). Additionally there are a variety of sub-categories and 

styles, different qualities, colors and the customers are offered different size guides 

(one of them shown in Picture 1) depending on gender and age. A price indication is 

presented at the website (Picture 2) and gives the customer a hint of what quality they 

can afford at their desired quantity
3
.  

 

 
Picture 1. Brohall & Son (2015 d) 
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Picture 2. Brohall & Son (2015e) 

 

At this stage of the process the customers have used the design tool at the website as 

inspiration but the final order is made through direct contact with the customer- and 

sales staff at Brohall & Son. There is a discussion with the customer about design, 

details, quality of the fabric, deadline for delivery and the customer gets an offer of 

the order and then an agreement is signed. Further discussions of design are done and 

samples of fabrics are sent to the customer and sometimes even prototypes of the 

requested garment. The designs are based on standardized pattern and Brohall & Son 

offer customized garments. Everything from fit of the garments to small details such 

as stripes and badges are adjustable to the customers’ preference
4
. 

4.1.2. Production process 

From the order made by the customer a standardized description of model, 

measurements, quantity, color and details is handed to the seamstress and put into 

production. The design and production of the garments is today mainly made under 

one roof as they try to centralize, and they try plan as much of the production process 

as possible. Brohall & Son tries to be as flexible as possible in the production 
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capacity, but what is not able to be produced in-house is outsourced to closest 

seamstress (one of them around 200 meters away from their facility in Borås)
4
. 

4.1.3. Logistics 

When it comes to delivery to the end-customer, ordinary postal package service by 

truck is used. At occasion, if necessary, the delivery is done by Brohall & Son 

themselves. The normal delivery time, from final product to end-customer, is around 

one week.
 
Their goal is to have a minimum of three months delivery time from when 

the raw material is delivered to them, to the delivery of final garment at the end-

customer
5
. 

 

Regarding inventory levels Brohall & Son hold it to a minimum except to raw 

material and prototypes. Finished garments are sent to end customer immediately to 

shorten the lead times. The lead times are dependent of the customer and the time it 

takes for them to decide upon design (often large groups that has to agree), deliveries 

of raw material and production capacity in-house, that otherwise are outsourced. The 

whole value chain from the design stage to delivery of final product is presented in 

Figure 6, and according to David Brohall the standard total lead time is often set to 

three to four months, even if some orders are made and delivered in one week and 

some orders can take up to two years to deliver (depending on the time for discussion 

of design)
5
.  

 
Figure 6. Value chain.  
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4.2. Questionnaire  

The second part of the results is the data collected from the questionnaire performed, 

which is the foundation of the customer value analysis. Diagrams and tables of 

various appearances, with written explanations, showing descriptive statistics of 

frequencies, mean values, standard deviations and variances, with an additional 

correlation analysis and regression analysis at the end of the chapter.  

 

Diagram 1 illustrates how customers get in touch with Brohall & Son, and vice versa, 

how Brohall & Son reach out to their clientele. The question answered in the 

questionnaire was “How did you get in contact with Brohall & Son?”. The total 

number of answers at each alternative is presented. The customers were given four 

alternatives to choose from: Add in newspaper/Internet, Internet search, 

Recommendation and Other. 

        

 
Diagram 1. 

 

Diagram 2 shows from which category the customers bought products from and for 

what purpose they intend to use them. The question answered in the questionnaire 

was “For what purpose did you buy products from Brohall & Son?”. The total 

number of answers at each alternative is presented. The customers where given five 

alternatives to choose from based on what products Brohall & Son sell the most of: 

Quire, Orchestra, Drill, Church and Other. 
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Diagram 2. 

 

Diagram 3 shows to which extent customers of Brohall & Son value where their 

garments are produced and if they prefer Swedish made garments. The question 

answered in the questionnaire was “How important is it to buy domestically produced 

garments?”. The total number of answers at each alternative is presented. The five-

point ratings used were: 1 = Not important at all, 2 = Less important, 3 = Quite 

important, 4 = important, 5 = Very important.  The weighted average of the answers 

for this question was 3,45. 

 

 
Diagram 3. 
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Table 1 shows the customers’ attitude towards the studied attributes of customer 

value and the importance of them. The question answered in the questionnaire was 

“How important are the following attributes when buying?”. The number of answers 

at each attribute and the ratings, total number of respondents and the weighted 

average on each attribute is presented. The five-point ratings used were: 1 = Not 

important at all, 2 = Less important, 3 = Quite important, 4 = Important and 5 = Very 

important.  

 

 
Table 1.  

 

Table 2 represents the experience from the requested customers’ perspective of the 

same attributes as above, in how they believe Brohall & Son live up to their 

expectations. The question to answer here was “How do you think Brohall & Son live 

up to your expectations regarding these attributes?”. As well as in Table 1 the 

number of respondent at each attribute, the total number of respondents and the 

weighted average is presented. The five-point ratings used were: 1 = Not at all, 2 = 

Less good, 3 = Quite good, 4 = Good and 5 = Very good.  

 

 
Table 2.  

 

A summary of the results from Table 1 and Table 2 is presented in Table 3. Weighted 

averages at each attribute as well as total values for the importance and the 

experience of the attributes. With presentation of descriptive statistics in form of 

mean values, standard deviations and variances of the two different approaches 

investigated. In other words, the importance of the five attributes and the experience 

of Brohall & Son’s delivery of these attributes.  
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Table 3.  

 

Diagram 4 is an overview, in form of a linear diagram, of the weighted averages of 

the approaches of measuring attitude towards the investigated attributes (importance 

and experience). 

 

 
Diagram 4. 

 

Table 4, 5 and 6 is a presentation of the correlation analysis. The correlation 

coefficient, Pearson’s r, is on a scale of negative 1 and positive 1, where both 

indicates perfect correlation and a number of 0 would indicate no correlation at all 

(Lind, Marchal & Wathen 2012). At each row the attributes are presented and in the 

right column of each table the correlation coefficient is presented. Table 4 shows the 
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correlation between the importance of being part of the design process and the 

importance of the five other attributes investigated during the research. Table 5 is the 

correlation analysis of the experience of being part of the design process and the 

experience of the five attributes, in relation to Brohall & Son. Table 6 presents the 

correlation analysis of the experience of the price in relation to the experience of the 

five other attributes investigated. 

 
Table 4, Table 5 and Table 6.  

 

A regression analysis was conducted to see the relationships between the experience 

of the participation of the design process (x) and the experience of the five other 

attributes (y). Table 7 shows the function, regression coefficient and the 

determination coefficient of the five attributes in relation to the participation of the 

design process. The determination coefficient indicates how much of the variation of 

the dependent variable, y, (the attributes) can be explained by the independent 

variable, x (in this case participation of the design process). The regression coefficient 

(b) shown in the function (𝑦 = 𝑦𝑦+ 𝑦) indicates how the experience of the 

attributes (y) changes when the experience of the design process (x) changes 

(Dahmström 2011). The reason for conducting a correlation and regression analysis 

with participation of the design process as a base is the importance of it as a strategy 

of mass customization (Coletti & Aichner 2001). 

 

 
Table 7.   
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5. Analysis 

In this chapter the results of the study will be analyzed. Starting with Brohall & Son, 

followed by the questionnaire, then the customer value analysis and finally a 

correlation- and regression analysis.     
 

5.1. Brohall & Son 

The design process at Brohall & Son is often initiated at the website where the 

customers can browse, acquire useful information regarding their purchase and do 

minor design adjustments. This approach corresponds to the elicitation which Zipkin 

(2001) refers to as the most challenging element of mass customization. As Coletti & 

Aichner (2011) argued, the fact that technology and information systems are used, 

which is the best way of gathering information customers can partake in the process. 

To further understand and finish the order the direct contact with the customer- and 

sales staff shows the ability mentioned by Blecker and Abdelkafi (2006) that the 

interaction process is adaptable and is not only limited to computerized interaction. 

Furthermore Brohall & Son manages successfully to apply the collaborative approach 

to their business which encourages an open dialogue with the customers to help them 

verbalize their needs, in order to suggest a unique accurate offer (Gilmore & Pine 

1997).    

By looking at the customers’ rated importance of being part of the design process, as 

a part of mass customization strategy (Zipkin 2001; Coletti & Aichner 2011; Franke, 

Keinz & Steger 2009), and the experience of it, it is shown in Table 4 that the 

experienced weighted average exceeds the importance. The difference of 0, 15 (4, 08-

3, 93) indicates a positive attitude towards the participation of mass customization 

and the degree of mass customization creates value for the customer (Ulrich, 

Andersson-Connell & Wu 2003; Coletti & Aicher 2011). Moreover, since their 

designs are based upon standardized patterns but allows the customer to modify it 

after their own preferences even after the design process Brohall & Son is also 

applying the adaptive approach (Gilmore & Pine 1997).  

 

As soon as the order is made by the customer the production process starts. Brohall & 

Son tries to be as flexible as possible in the production and as Zipkin (2001) claims 

process flexibility is necessary to interpret information into a physical product and 

maintain the required high-volume rates. Since Blecker and Abdelkafi (2006) 

consider flexibility as an enabler for high product variety and mass customization the 

fact that Brohall & Son is not able to be producing everything in-house limits their 

capacity. Coletti & Aichner (2011) argue that to achieve full flexibility the process of 
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design and production must be centralized which Brohall & Son are aware of and are 

working towards as a goal to achieve.  

  

When the final product is finished ordinary postal package services is used, if 

necessary, Brohall & Son’s own logistics department organizes the delivery. At 

Brohall & Son the downstream logistics including packaging and shipment is the part 

facing most challenges, which is in line with Zipkin (2001) and Blecker and 

Abdelkafi’s (2006) reasoning. Their goal is to have a minimum of three months 

delivery time from raw material to the end-customer
6
 and Coletti and Aichner (2011) 

argued that a precondition for successful mass customization systems is that lead-

times must be kept relatively short. Moreover as Blecker and Abdelkafi (2006), and 

Coletti and Aichner (2011) argues, customers expect delivery without adding 

extensive time and if deliveries are handled poorly the benefits of mass customization 

could be debatable. Essentially there is room for Brohall & Son to improve in the 

particular area, since the weighted average of the importance of delivery capacity at 

4, 41 is exceeding the experienced level at 4, 13 (Table 3). Gilmore and Pine (1997) 

stressed the importance of what type of customization customers value, therefore 

Brohall & Son could focus on the cosmetic approach even more, in this case 

packaging and the delivery of the product. Regarding inventory levels Brohall & Son 

tries to keep them low which Blecker and Abdelkafi (2006) claims to be a good sign 

of a performing logistics system.   
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5.2. The questionnaire 

The information gained from question one and two in the questionnaire, presented in 

Diagram 1 and Diagram 2, is helpful for identifying what channels to communicate 

through and what customer segments to focus on (Kordupleski & Simpson 2003). 

From the data in Diagram 1, the communication channels of ads in 

newspaper/Internet and through recommendations are the most frequent used to get in 

contact with the company. Brohall & Son therefore needs to focus on a more active 

communication, since independently initiated Internet searches by the customer 

themselves, does not seem to be the most frequent way to get in touch with the 

company. Diagram 3 shows that the Swedish market is still relevant because of the 

expressed importance of domestically produced garments, even though David Brohall 

has expressed their wishes of expanding to a more global market
7
, and within the 

Swedish market garments for queries and churches is, as shown in Diagram 2, the 

largest segment.  

5.3. Customer value analysis 

Through the customer value analysis the importance and satisfaction (experience of 

the delivery of attributes) (Squire et al. 2004; Larsson 2010; Xue et al. 2012) is 

identified and can give hints of how the needs may be met and satisfied (Xue et al. 

2012). The survey performed gives the customer the opportunity to express their 

preferences and for the company to get a better insight of these (Franke, Keinz & 

Steger 2009). By looking at Table 3 and Diagram 4 the differences between 

importance of the attributes and how they are experienced can be said to be on the 

edge of insignificant. In other words, customers are satisfied with what is delivered in 

comparison to how important the customers think the attributes are, even though the 

experienced level is somewhat lower than the importance (mean value of 4,13 

compared to the mean value of 4,18). In the same diagram and table (Table 3 and 

Diagram 4), by looking at what weight the price level gets in the survey (weight of 

importance and weight of experienced value) it shows that the experience of price 

level exceeds the importance of it. This can be interpreted to be a key of higher 

willingness to pay for the products (Franke, Keinz & Steger 2009), hence a strategic 

advantage. Even though price is an attribute that is easy for competitors to copy it 

should still be considered as strategically beneficial, since higher willingness to pay 

leads to loyal customers (Harrison & van Hoek 2011). Furthermore, other attributes 

such as quality is from the customers’ perspective an important attribute. The 

experienced value of quality is slightly lower than what is expected and of 

importance. On the other hand, the experience of the service attribute is exceeding the 
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importance. Regarding customer loyalty, price and product quality is easily copied 

for competitors, compared to the service quality (Harrison & van Hoek 2011). By 

exceeding customers’ expectations of service quality (Table 3 and Diagram 4) this 

leads to a higher perceived customer value and thereby customer loyalty (Harrison & 

van Hoek 2011).  

 

The three different levels of customer value (Butz & Goldstein 1996), the expected, 

the desired and the unanticipated value can be discussed through the customer value 

analysis made. Firstly the expected value is clearly shown by the rated importance of 

all the attributes investigated (Table 1). The desired value which is something extra 

added would then be the attributes where the customers experience a higher value of 

the attributes, such as price and service (Table 3). Any unanticipated values are not in 

this analysis present, because the absence of significantly higher values experienced 

than the importance of them. 

5.4. Correlation analysis and regression analysis 

Table 4 show what the correlation is between the importance of the five attributes and 

how important the participation of the design process is. In other words the numbers 

show if the importance of the attributes is correlated to the importance of 

participation of the design process. Overall the correlation coefficients of all the 

attributes are relatively high, which indicates a strong relationship (Lind, Marchal & 

Wathen 2012). The strong relationship can be interpreted as the importance of being 

part of the design process, hence importance of mass customization as a strategy, 

since all of the attributes are proven in this correlation analysis to be highly correlated 

to it. Quality seems to a have a weaker relationship to the design process compared 

to, for instance, the delivery capacity and service. Regarding the delivery capacity 

and service, it can be interpreted as these two attributes are closely correlated to the 

importance of being part of the design process since it is a big part of the whole 

process of interaction, compared to the quality which perhaps mostly is dependent of 

the company and the seamstresses’ skills and the quality of raw material purchased.  

 

Table 5 shows the experience of the design process in relation to the experience of 

the five investigated attributes. Worth to point out in this analysis is the lower 

correlation to price compared to the analysis of importance (Table 4). The reason for 

the lower correlation coefficient may be the low weighted average of importance of 

the price and the exceeding weighted average of the experience of price (Table 3). It 

may be a result of satisfied customers of an attribute that is not of the largest 

importance in this research.  
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In Table 6 the correlations analysis was made between the key-drivers, in other words 

the attributes, of customer value investigated in this research and the price (Evans 

2002). The analysis show an overall lower correlation compared to the other 

correlation analysis made, which indicates a lower importance of the experienced 

price level to the experience of the other attributes. The reason for this may be the 

higher willingness to pay identified earlier on in the analysis of this research (Table 3; 

Diagram 4; Franke, Keinz & Steger 2009). The high regression coefficient of price 

from the regression analysis show (Table 7) that a higher experience of the 

participation of the design process creates a higher experience (higher customer 

value) of the attribute, hence a higher willingness to pay. 

 

From the regression analysis (Table 7) it shows that changes in the experience of the 

participation of the design process affects the experience of delivery capacity (the 

regression coefficient) to a higher degree than most of the other attributes and can 

also be explained by the dependent variable (participation of the design process) to a 

higher degree than the others, because of the determination coefficient of 0, 8408. 

This supports the discussion of delivery capacity as highly correlated to the strategy 

of mass customization, because of the interaction during the design process. As 

mentioned earlier, the quality has the lowest correlation coefficient and it also has the 

lowest regression- and determination coefficient identified from the regression 

analysis. The findings from the regression analysis supports the conclusions made 

from the correlation analysis of the weaker relationship between participation of the 

design process (strategy of mass customization) and the experience of the quality of 

the garments.  
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6. Conclusion  
 

In this chapter, based on the analysis, the research questions will be answered in 

order to fulfill the purpose of the thesis. Furthermore the contributions will be 

presented.   

 

 

Throughout this research the concepts of mass customization and customer value has 

been investigated. The purpose has been to identify the drivers of customer value 

with an additional evaluation of Brohall & Son's value chain, in order to give hints for 

improvements and ways of managing the strategy of mass customization to create 

higher customer value. The following chapter answers the research questions and 

outlines the authors’ final conclusions in line with the purpose.  

 

How can the value chain of Brohall & Son be improved to enhance the strategy of 

mass customization, to create higher levels of customer value? 

 

In order for Brohall & Son to maintain their current position, but also to expand into 

new markets, a few improvements of their value chain have been identified. The 

design choices are made by the customers when browsing Brohall & Son’s website 

with all the options, and after that contacting the staff making the final decisions and 

placing the order. Even though the design process is positively experienced by the 

customers, it is not perfectly aligned with the strategy of mass customization. One 

improvement could then be to shorten the process of designing and decision making 

by creating the possibility for the customers to place the order directly on the website, 

in order for Brohall & Son to plan their production process as much as possible, as 

they are wishing to do. Discussions about details in the design can still be made 

during the process to give the customers truly what they ask for.  

   

Regarding their production process it requires full process flexibility. The process of 

design and production must be centralized which is not the case today. Some of their 

workload is currently outsourced which makes the customer suffer via extended the 

lead-times and prevents Brohall & Son to monitor the process but also to keep high 

volume rates. David Brohall is fortunately aware of the fact and he realizes that there 

are opportunities to capitalize on when changing from static to flexible. The optimum 

choice would be to hire another seamstress. As stated before, this will bring short-

term losses but yield significant improvements in overall performance.  
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Concerning their operations focusing on logistics further improvements can be 

applied. As the research shows the customers are most disappointed with how the 

deliveries are managed. If Brohall & Son were more consistent and decided on one 

way to manage their logistics the customers would benefit from it in the end. 

Arguably this is not Brohall & Son’s area of expertise and it would be more logical if 

they were to outsource this part of the value chain. Sticking to their core business 

enables them to focus on what they are good at. If they signed a contract with a third 

hand party specialized on logistics customers would favor from faster and securer 

deliveries. In addition they could also benefit from the cosmetic approach.      

 

What are the drivers of customer value for Brohall & Son when applying mass 

customization to its operation and how can they be managed? 

 

In this research, values have been chosen, investigated and rated. The results should 

be able to give Brohall & Son indicators of what to focus on and what to improve, 

that later on is delivered and communicated to their current and new possible 

customers. In the beginning focus should be on active communication through the 

channels of ads in newspapers and Internet since it seems to be the most frequent way 

of reaching out to customers.  

 

In the case of Brohall & Son quality is the utmost important driver/attribute of 

customer value followed by fit, delivery capacity and service from the attributes 

investigated in this research. Price does not seem to be an important driver for the 

customers of Brohall & Son’s mass customization operation. Price is both the least 

rated attribute of customer value and the least correlated to the answers of the other 

attributes and experiences, but show a higher willingness to pay from a customer 

perspective. By looking at the weighted averages of the investigated attributes it is 

evident that improvements are needed in order to deliver the desired level of 

customer value, or even higher. Especially the attributes of quality, fit and delivery 

capacity are needed to be focused on in order to achieve an experience for the 

customers at a level which is expected. The service provided by Brohall & Son is 

positively experienced in comparison to its importance and could therefore be one 

key-driver that is communicated to potential customers, both at the Swedish market 

and internationally. Since service quality is harder for competitors to copy, this is one 

competitive advantage that creates loyal customers and should therefore be well 

communicated.  

 

From the results generated from the regression analysis an improvement of the 

participation of the design process and management of it would result in higher levels 
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of customer value because of the positive regression coefficients and perception of 

the attributes explained by changes of the participation of the design process 

(determination coefficients).  

 

Through improvements within the value chain, aligned with the strategy of mass 

customization, the attributes creating customer value should in the future be 

experienced at a higher rate creating strategic advantages and a stronger competitive 

position at the market for Brohall & Son.  

6.1. Contribution 
 

These suggestions will help Brohall & Son towards achieving a more stable economic 

growth including expansion to new markets. More specifically through the new 

improved mass customization strategy customers could express their needs better via 

the website generating a higher customer value creating the feel of uniqueness. 

Generally customers view customized garments as better since they provide a better 

fit to their needs. This has the importance for Brohall & Son because if they manage 

successfully to provide that it will allow them strong marketing advantages in relation 

to their competitors supporting higher price points, since their customers show a 

willingness to pay a higher price. In addition the ability to view what the customized 

garment would look like online before ordering will help reduce returns and the 

unnecessary logistic problem sending samples back and forth to the customer will 

reduce the costs. Further the improved mass customization strategy could contribute 

to a more sustainable textile production from an environmental and economical 

perspective reducing total production, shortening the excessive transport routes and 

ensuring no excess inventory.   
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7. Further research  
 

In this final chapter recommendations and further research will be presented. 

 

In order to assess what, or if any, competitive advantages a company as in relation to 

its competitors, a customer value analysis with a comparison with competitors 

customers should be outlined. Comparing the weighted averages of the investigated 

attributes, suggestively the once made in this research, to be able to see differences in 

customer value and what areas that might need to be improved, to stay strong 

strategically on the market. A larger number of attributes may also be investigated in 

order to assess a larger range of the supply chain. The focus could be on attributes 

closely connected to mass customization in order to find areas of improvement in line 

with the strategy. Another way of increasing the scope of investigation is to conduct a 

qualitative research, in form of interviews with customers, to get a deeper 

understanding of their preferences. By further investigating the concepts of mass 

customization and customer value it could contribute, not only to Brohall & Son, but 

other companies applying the strategy to a more effective implementation of mass 

customization and hopefully a more sustainable way of making business.  
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Appendix 1  

 

Questionnaire in Swedish. 
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Appendix 2 
 

English translation of the questionnaire (Appendix 1). 

 

 
 

 



41 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



42 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
  

Visiting address: Skaraborgsvägen 3 · Postal address: 501 90 Borås · Tfn: 033-435 40 00 · E-mail: registrator@hb.se · Webb: 

www.hb.se 


