Business and Globalization F\43R{k, 2016, 4(3), 74-80 Hans X
Published Online July 2016 in Hans. http://www.hanspub.org/journal/bglo
http://dx.doi.org/10.12677/bglo.2016.43010

Virtual Result

—An Important Point in the Research of Perceived Value of Online Customization

Zhiyong Chen
Renmin University of China, Beijing
Email: chenzhiyong@rbs.org.cn

Received: Jul. Sth, 2016; accepted: Jul. 25th, 2016; published: Jul. 28”‘, 2016

Copyright © 2016 by author and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY).
http://creativecommons.org/licenses/by/4.0/

Abstract

Based on the previous research of perceived value, combined with the concrete scene of online
customization, this paper suggests taking the virtual result as an important point.
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Figure 1. A overall framework for consumer perceived value of online customization
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Figure 2. A normal framework for consumer perceived value
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Figure 3. A framework for normal relation of perceived value and overall evaluation of traditional consumer purchase

[E 3. —RMLHEEEBMNES BTN RERITN X RE R

@



il

4RV

SE IR A

Figure 4. A framework for consumer perceived value and result evaluation in traditional
customization
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Figure 5. Framework 1 of consumer perceived value in online customization
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Figure 6. Framework 2 of consumer perceived value in online customization
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