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Abstract

With the rise of social media and the development of information technology, the application of
co-creation such as marketing, management, and production will bring opportunities and chal-
lenges, and it has become more and more customized production enterprise’s future development
direction. This article firstly analyzes the inevitability of the “mass personalization driven by
co-creation” pattern from the limitations of MC and personalization, the new paradigm of enter-
prise competitiveness and so on. Then, this article puts forward the “mass personalization driven
by co-creation model”. Under the dynamic customer demand circumstance, it can exploit the
co-creation knowledge, and promote the customer, manufacturers, suppliers and other parties to
realize two-way push-pull combination of “co-creation” using the mode, so it can realize product
innovation, marketing innovation and service innovation. Finally, the application of online custo-
mization Nina shoes case proves the operation process of the proposed mode.
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Figure 1. Customized manufacturing mode evolution chart [8]
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Figure 2. The process of mass personalization driven by co-creation
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