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Abstract: The customisation of mass-produced products according to 
individual customers’ wishes has gained high-level importance in many 
industries during the last decades. Due to highly competitive pressure and 
satisfied markets, the automotive industry is particularly affected by this 
development. Mass customisation should enable companies producing goods to 
meet individual customers’ needs with near mass production efficiency by 
combining the advantages of single-part production and mass production. 
However, for the implementation of mass customisation, an adjustment of all 
processes, such as research and development as well as material and 
information flows in procurement, production and distribution, is necessary. 
Special attention has to be given to inbound supply chain management and 
procurement. This paper presents an analysis of the development and the 
manufacturing of mass-customised goods, the interplay between mass 
production and mass customisation, and the goals of mass customisation to find 
out which procurement objects and which requirements for procurement occur 
in mass customisation. Six specific categories of procurement objects and 17 
requirements for procurement were identified during the analysis. 
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1 Introduction 

Apart from price and quality, the customisation of products according to individual 
customers’ wishes has gained high-level importance in many industries during the last 
decades. Companies have to provide high-quality, low-priced products tailored to the 
individual needs of every single customer (Pine, 1993; Kotler, 1989). The automotive 
industry in particular is affected by this development. Car manufacturers are increasing 
their model range as well as the number of product variants to be able to retain or 
increase their market shares because of the high competitive pressure and increasingly 
satisfied markets (Holweg and Pil, 2004). 

Mass customisation should enable companies to fulfil these requirements by 
combining the advantages of single-part production and mass production. It is the 
manufacturing of customised products and/or services in large numbers: 

• which are based on standardised parts and/or standardised manufacturing processes 

• which have the same price structure and address the same market segments as 
traditional mass products  

• where certain product features within a fixed solution space are adjusted to the 
customers’ wishes in an interaction process and afterwards manufactured or finalised 
(Piller, 2005; Tseng et al., 1996). 

Mass customisation can be found in many industries. Customers can, for example, 
configure individual cars, shoes, personal computers or built-in kitchens out of a range of 
different options. 

It can be stated that mass customisation leads to a higher level of complexity and 
specific requirements for in-house and cross-company activities which go beyond those 
of mass production or single-part production. During the past 20 years, much research in 
the field of mass customisation has been done and much practical experience has been 
gained by companies (Piller, 2005; Huang et al., 2005). Therefore, production and 
information technology for mass customisation is available and constantly increases in 
efficiency and functionalities. However, many enterprises are facing problems during the 
implementation of the concept. One reason is that companies often focus on the 
technology and underestimate the need for a process change (Blecker et al., 2005; 
Holweg and Pil, 2004). As Pine et al. (1995) stated, “Many companies have the 
technology to mass-customize but continue to act like mass marketers and mass 
producers.” In the automotive industry a large variety is offered and manufactured. 
However, this goes along with high costs and long delivery times. Therefore, standard 
models, due to price discounts for given equipment packages and special models, are 
often cheaper than customisable vehicles. 

The outlined situation is one of the reasons for the failure of several mass 
customisation attempts in the past (Piller and Ihl, 2002). For a successful implementation, 
an adjustment of all processes, such as research and development as well as material and 
information flows in procurement, production and distribution, is necessary (Blecker 
and Abdelkafi, 2006b; Khalid and Helander, 2003; MacCarthy and Brabazon, 2003; 
Urbani et al., 2003). Special attention has to be given to inbound supply chain 
management and procurement (Chandra and Grabis, 2004; Feitzinger and Lee, 1997; 
Fredriksson and Gadde, 2005; Swaminathan, 2001). For example, for a car that consists 
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of up to 50 000 individual parts, thousands of suppliers, from first tier to fourth tier, need 
to be merged into the processes of the Original Equipment Manufacturer (OEM). 
Efficient, flexible and fast procurement and cooperation with suppliers are important 
aspects for the success of a mass customisation strategy, because: 

• the costs of supplies are a major cost type constituting up to 60% of the production 
costs of industrial companies and even up to 80% in the automotive industry 

• in order to accomplish the flexibility and low costs demanded by customers, 
companies often relocate manufacturing and even research and development 
to suppliers. The product offered to final customers or parts of it often result 
from procurement activities and the integration of suppliers (Carter and 
Narasimhan, 1996). 

In order to ensure effective and efficient procurement activities in mass customisation, its 
specifics and requirements must be known. However, as Lieberum (1999) stated, the 
characteristics for a type of production, such as mass production, single-part production 
or mass customisation, can hardly be derived. Procurement activities depend as well on 
the production type as on the procurement objects (purchased goods). Specifics can be 
found at the level of procurement objects as well as of the production type. For example, 
in single-part production and in mass production, some procurement objects are rarely 
needed and some are needed frequently. 

Therefore, the goal of this paper is to find out which procurement objects occur in 
mass customisation and which requirements for managing procurement activities are 
important in mass customisation. A deductive research approach with a logically 
determined validity is applied to achieve the goal. A special case, procurement in mass 
customisation, is derived from the combination of the overall topics of mass 
customisation and procurement. The investigation focuses on the analysis of different 
aspects of mass customisation: 

• the development of mass-customised goods (Section 2) 

• the manufacturing of mass-customised goods (Section 3) 

• the interplay between mass customisation and mass production (Section 4) 

• the goals of mass customisation (Section 5). 

The different discovered procurement objects are underlined and numbered with α and a 
serial number. Accordingly, the different requirements are underlined and numbered with 
β and a serial number. The results and a critical reflection of the methodology are 
covered in Section 6. 

The analysis of procurement contains all the procurement objects needed in 
manufacturing. All the goods necessary in administrative areas, such as office equipment, 
are ignored because these are independent of the production type. All materials that are 
not included in the product but are necessary for production, like operating materials, are 
not considered. They are basically dependent on load factors or maintenance intensity, 
not on the production type. To sum up, all procurement objects which are used in the 
manufacturing process and are part of the finished goods are investigated in this paper. 
These are raw materials as well as semi-finished and finished products. 
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2 Requirements according to the development of mass-customised goods 

Although often treated separately in science and practice, there are many 
interdependencies between product development and procurement (Salvador et al., 
2002a–b; Zhang and Huang, 2006). Up to 80% of product life cycle costs are determined 
in development. 

Since mass-customised products have to be designed in a manner that allows 
cost-effective and customised manufacturing in large numbers, the fulfilment of these 
requirements has to be considered in the early stages of product development. In this 
context the term ‘solution space’ is often used, which can be defined as “preexisting 
capability and degrees of freedom built into a given mass customization system” 
(von Hippel, 1998). 

By considering the low ratio of in-house production, especially in the automotive 
industry, procurement has to be involved in product development. Therefore, the 
development of mass-customised goods is put into focus in this chapter. 

As shown in Figure 1, the definition of the product and the determination of its basic 
functionalities is the starting point for the product development process. 

Figure 1 Development of mass-customised goods 

Conceptual design

Determination of the performance 
parameters of the product

Product engineering

Product construction

Definition of the product features
which can be customized

Definition of the number of variants
for each customizable feature

Definition of the product and 
determination of its functionalities

Designed and engineered product

Determination of the
co-operation with suppliers

Outline of the product
(economical, technical, other criteria)

1

2

 

The performance parameters of the product are specified at the beginning of the 
conceptual design (Step 1) based on market surveys. Building on that, it has to be 
determined to what extent customisation is made possible, and thus how many of 
the product components can be varied according to customer wishes. The result is the 
number of customisable product components. For each of these components the number 
of variants needs to be specified. The customisation can take place at the suppliers, 
during production or in distribution. 
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Therefore, it can be stated that procurement objects can be standardised as well as 
customised. Depending on whether standard parts or customised parts are bought, 
different kinds of supplier integration and procurement strategies have to be considered. 
Procurement has to fit its activities to the specific requirements of standardised and 
customised procurement objects [α1]. 

Products usually consist of different modules and parts. The modules themselves 
consist of parts and maybe further modules, depending on the complexity of the product. 
The more product variants that exist, the greater is the number of different modules and 
parts needed during production. Therefore, an expansion of product variety leads to an 
expansion of variety in product parts and modules as well as processes. The company has 
to deal with a higher complexity. In procurement, due to smaller volumes of each variant, 
economies of scale are reduced in relation to the acquisition of large quantities of 
homogeneous procurement objects. Wildemann (1990) states that economies of scale turn 
negative in this case. According to him, a duplication of the number of variants causes an 
increase in unit costs of about 20% to 30%. 

This leads to a conflict between standardisation and customisation. While customers 
want as much customisation as possible, standardisation is important from the cost point 
of view of the manufacturer (Fredriksson and Gadde, 2005; MacCarthy and Brabazon, 
2003). Procurement enables conclusions as to what extent customisation is technically 
(technological procurement market research) and economically (economic procurement 
market research) feasible or reasonable. 

To sum up, it is important to specify the number of customised product components 
and the number of different variants during the conceptual design. Procurement, as well 
as other departments, plays a substantial role during this specification. Besides the 
gathering of information, the cost-value ratio of different variants has to be analysed. 
Procurement management has to make the costs and the cost structure of purchased 
variants transparent [β1]. This is the basis for the evaluation of the number of variants 
and the use of methods for optimisation (e.g., the use of common parts, platform 
concepts, modularity) [β2]. 

Building on Step 1, the product is engineered according to economic, technical and 
other criteria (product engineering, Step 2). This includes the concrete product 
development as well as the determination of cooperation with suppliers. Which suppliers 
should be included, to what extent and in what form need to be considered. For 
procurement management it is important to support decisions about in- or outsourcing 
regarding the specific goals of mass customisation [β3]. If an external production of a 
component or module takes place, selected suppliers have to be integrated during product 
development (Caddy et al., 2002). Therefore, procurement management has to compile a 
methodology in order to find appropriate forms of strategic supplier integration in a mass 
customisation environment [β4]. This also includes the development of a methodology 
(and IT systems) to provide suppliers with the necessary data for the development of the 
components [β5]. 

The topic of external supply raises the question of which components can be 
outsourced at what price and with what customisation and quality requirements (Salvador 
et al., 2002a). If the prices of mass-customised products should be similar to 
mass-produced products, procurement objects need to have a similar cost structure. To be 
able to meet the goals of mass customisation, it must be determined at what costs 
procurement objects can be purchased in order to reach the procurement goals [β6]. Due  
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to the large number of different purchased parts, it is important to create transparency 
about the supplier structure in order to point out and reduce the complexity as well as the 
bottlenecks [β7]. 

3 Requirements according to the manufacturing of mass-customised goods 

Section 3 focuses on an analysis of the production of mass-customised goods to identify 
the requirements for procurement as well as different procurement objects. Figure 2 
shows that, in mass customisation, some activities are independent of concrete customer 
orders (make-to-stock preproduction) and some depend on them (make-to-customer 
production/finalising). 

Figure 2  Manufacturing of mass-customised goods 

Product configuration
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customer order related components
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(Non-order related) pre-production
of product components
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(Make-to-order)
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The non-order-related part and the order-related part of the process meet at the order 
penetration point. Synonyms are ‘point of differentiation’, ‘decoupling point’ or 
‘postponement point’ (Feitzinger and Lee, 1997; Blecker and Abdelkafi, 2006a; Lu et al., 
2006). By this separation of the process two types of components of products can be 
derived which are relevant for procurement: 
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1 the procurement objects used before the order penetration point are based on 
sales forecasts 

2 the procurement objects used after the order penetration point are based on concrete 
customer orders. 

Therefore, there is not only one type of procurement in mass customisation, but two 
different types of activities with different goals and with different planning scopes 
(e.g., time period, detailing). Procurement management has to fit its activities to the 
specific requirements of order-related and non-order-related procurement objects [α2]. 

The position of the order penetration point is essential for procurement because the 
ratio of order-related and non-order-related procurement objects depends on this point. If 
there are several repeatedly alternating sections between the two parts of the process, the 
complexity of procurement increases. The activities prior to the order penetration point, 
procurement and inbound logistics (Step 1) and (non-order-related) preproduction of 
product components (Step 2), are independent of concrete customer orders. These 
activities are similar to mass production and are based on sales forecasts. 

All other activities (Steps 3 to 8) take place after the order penetration point. They 
build upon concrete customer orders. In Step 3 (product configuration) the company 
supports customers in articulating their wishes and finding a solution to their needs 
(Logman, 1997; Svensson and Jensen, 2003; Zipkin, 2001). This can be done manually 
(e.g., at the dealers) or automatically (e.g., with configuration software, which most car 
manufacturers provide on their website). During the product configuration, automated 
plausibility checks are necessary for the following reasons: 

• It is important to check whether the favoured product configuration can be 
implemented technically within the preset customisation possibilities. 

• It has to be assessed whether the combination of different components is useful. 

Once defined, plausibility data only need to be changed upon the addition or elimination 
of certain components of the product. The product configuration process also needs data 
about the anticipated prices and expected delivery times. Based on the parts needed to 
manufacture the customised products, the price can be calculated. Delivery times are 
derived from the available capacity and have to be updated continuously or at least in 
regular intervals. If suppliers are involved in the manufacturing of customised product 
components, supplier data have to be taken into account in the configuration. Therefore, 
procurement management has to ensure the involvement of suppliers (concept and 
technical implementation) concerning plausibility, capacity and price checks during 
product configuration by customers [β8]. 

The stated wishes of every single customer are the starting point for the construction 
of customised products (Step 4). If the product is based on different modules, this step 
can coincide with the configuration. The consideration of the suppliers may be necessary 
if they are involved in the creation of customised services. 

The design and construction is followed by the procurement of customer order 
related-components (Step 5). These components, which are needed for concrete customer 
orders, can be separated into two different categories. On the one hand, the procurement 
objects after the order penetration point can be standardised; on the other hand, they can 
be customised. Therefore, procurement management has to fit its activities to the specific 
requirements of standardised and customised procurement objects after the order 
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penetration point [α3]. The customised procurement objects can be customised at the 
company or at a supplier; procurement management also needs to consider internally and 
externally customised procurement objects [α4]. Furthermore, customisation can be 
achieved using mandatory and optional variants, described as follows: 

• Mandatory variants differ in at least one characteristic but have to be included in the 
product. Their overall quantities can be planned well. 

• Optional variants differ in at least one characteristic but are not a fundamental 
component of the finished product. Their volume is difficult to predict. 

Therefore, procurement management has to fit its activities to the specific requirements 
of mandatory and optional variants [α5]. 

To recapitulate, there are different categories of procurement objects in mass 
customisation after as well as prior to the order penetration point. Procurement demand is 
difficult to plan because of the large number of different variations and combinations. 
Procurement management has to develop a methodology to plan and control the demand 
of customised products for every category of procurement objects [β9]. 

A short response time to customer needs is an important goal in mass customisation 
(this will be discussed in detail in Section 5). One aspect to achieve a short lead time is 
the involvement of suppliers and the transmission of information to them. In mass 
customisation, the procurement activities after the order penetration point should be done 
on the basis of prearranged contracts because purchasing for each individual case would 
need too much time. Procurement management has to develop a methodology to identify 
which suppliers have to be involved in what way according to the different categories 
of procurement objects [β10]. This also includes the design and implementation of 
information systems which allow the suppliers to access the data they need for the 
manufacturing of the procurement objects [β11]. 

Subsequent to or partially simultaneous with construction and procurement, the 
manufacturing or finalising of the products (Step 6) takes place. If there are suppliers 
involved in the production process, an electronic interchange of order and delivery data 
as well as production data is possible or can be necessary. 

The finalised products have to be delivered to the customers (distribution, Step 7). It 
can be assumed that mass customisation leads to customised distribution processes 
because every customised product has to be delivered to the individual customer. This 
implies a higher temporal flexibility and, if the customer does not pick up the product at a 
dealer or the production facility itself, more local flexibility than in mass production. 
These aspects are relevant for procurement if distribution logistics services are purchased 
externally (e.g., at logistics service providers). 

Part of the customer service (Step 8) is the provision of spare parts for a specified 
period of time. Due to the large number of variants, the prognosis of the future spare parts 
demand is difficult in mass customisation (Suomala et al., 2004). This is relevant for 
procurement if purchased components need to be replaced. Along with this comes the 
requirement that procurement management has to provide methods for the planning of 
spare parts if purchased parts are affected [β12]. 

In addition to the above-mentioned mostly operational activities during the eight 
steps, strategic procurement activities are relevant in mass customisation for facilitating 
the implementation of the operational activities. Short delivery times, low costs, high 
variety and high quality, which are simultaneously requested by customers, are only 
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achievable, if at all, if the necessary strategic framework had been established in advance. 
Therefore, procurement management has to provide instruments and methods for the 
selection of appropriate procurement strategies for the different categories of 
procurement objects [β13]. 

4 Requirements according to the interplay between mass customisation 
and mass production 

Mass customisation is a competitive strategy which does not exclude the use of 
alternative competitive strategies such as mass production (Kotha, 1995). If both 
strategies are applied in the same company, requirements for procurement can  
emerge due to the interplay and interdependencies between mass customisation and 
mass production. 

As Figure 3 shows, the combination of a mass customisation and a mass production 
strategy leads to two different business segments. In the automotive industry, as well as 
in other industries, companies provide products for customers with a preference for 
standard products or choosing out of a range of product variants (segment mass 
production), as well as products for customers who want to customise a product out of a 
range of options (segment mass customisation). Both types of products can be ordered 
and/or configured at the dealers or via web solutions. 

Figure 3 Interplay between mass production and mass customisation 
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Source: Based on Kotha (1995) 

According to the different segments, different procurement objects result: 

• segment mass production: Customised parts based on sales forecasts are needed to 
fabricate different variants of products. 

• segment mass customisation: Customised parts are needed based on concrete 
customer orders. 

Procurement management needs to fit its activities to the specific requirements of 
customised parts in mass production and mass customisation [α6]. 

Interdependencies between production and procurement or suppliers’ manufacturing 
can occur due to the interplay of procurement objects or of procurement processes in the 
two segments. It can be assumed that the leading business segment has a great influence 
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on the less significant business segment. This could lead to restrictions regarding the 
design of procurement activities and procurement management. Therefore, procurement 
management has to take into consideration the possible interdependencies between mass 
production and mass customisation concerning procurement processes and procurement 
objects [β14].  

In addition to the interaction between mass production and mass customisation, it can 
be stated that different mass customisation strategies are possible (Moser, 2007): 

• sustainable mass customisation: The mass customisation business has to be 
profitable in itself. 

• supporting a non-mass-customised business: The company does not pursue a 
profit-taker strategy but wants to achieve other advantages with mass customisation. 
It is used to gather knowledge about the market and lead users; information for 
future innovations and better data for sales planning can be collected. Another aspect 
of this strategy can be the demonstration of the company’s technological and 
innovation capabilities for marketing purposes. 

Although the different strategies are not discussed in this paper, it has to be taken into 
consideration that these strategies lead to different goals and subsequently to different 
criteria for measuring the performance of mass customisation. This also affects the goals 
of procurement. Procurement management needs to make the goals and the priorities of 
mass customisation transparent, to be able to determine the goals and activities of 
procurement [β15]. 

5 Requirements according to the goals of mass customisation 

The customer requirements that mass-customised products have to satisfy are the basis 
for the analysis of the goals of mass customisation. As stated in Section 1, mass 
customisation should enable companies to provide customers with high-quality, 
low-priced goods tailored to their individual needs. Building on that, Blecker and 
Abdelkafi (2006a) identified three aspects that production systems in mass customisation 
need to achieve:  

1 produce efficiently 

2 satisfy customer requirements 

3 deliver fast. 

It can be assumed that procurement, as a part of the overall production system, also needs 
to fulfil these requirements. 

Producing efficiently covers the issue of costs, which has a significant impact on the 
price of products. Considering the fact that mass customised goods have the same price 
structure as traditional mass products plus a maximum of 15% (Rautenstrauch et al., 
2002), this objective is of great importance. Considering the low ratio of in-house 
production, procurement has a significant impact on the overall costs. 

Fast delivery covers the issue of (lead) time, which is of particular relevance, because 
mass-customised products address the same market segments as mass products. While 
mass products are usually available at the time of purchase, in mass customisation the 
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products have to be manufactured or finalised after the configuration is done. Therefore 
intra- (administration, production) and cross-company (procurement, distribution) lead 
times and the resulting wait times should be as short as possible. For instance, car 
manufacturers such as Renault, VW and BMW aim to achieve an order-to-delivery lead 
time of 15 days or less (Blecker and Abdelkafi, 2006a). 

Satisfying customer requirements in mass customisation focuses on quality as well 
as on variety. The quality of the procurement objects can be seen as a basic prerequisite. 
Even if there is no objective benchmark, it can be assumed that mass-customised 
products have to meet the same quality standards as mass products. Variety is important, 
because customers are offered products that fit their individual needs. This leads to 
many possible variants which have to be available. In some models of car manufacturer 
Audi, the customer can choose out of 2000 different door linings. Alicke (2005) states 
that 1017 different products result from the combination of every possible variant in the 
BMW 7 series. 

The goals for mass customisation are summarised in Figure 4. To achieve an 
optimum, the four goals, which are partly in conflict with each other and not 
simultaneously achievable, must be balanced. This leads to the requirement for 
procurement management to ensure a balance between the goals cost, time, variety and 
quality [β16]. If a given quality is expected, there is a dilemma between high variety, low 
costs and low delivery time: 

• All parts can be stored to be able to make every customised product available in the 
shortest possible time. However, the costs (storage costs) and risks, (e.g., the stock) 
of this strategy are high. 

• Conversely, a reduction of stocks to a minimum leads to the circumstance that the 
requested delivery times cannot be met. 

• A reduction of stocks (and costs) can be achieved by reducing variety. Along with 
this comes the problem that fewer customisation wishes of the customers can be met. 

Figure 4 Goals in mass customisation 
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The mentioned balance has to be ensured on the product level. However, as demonstrated 
in Sections 2 to 4, there are different procurement objects in mass customisation. It is 
likely that the named goals differ between them. Some procurement objects need to be 
focused on costs, while for others a high number of variants is the substantial 
characteristic. Therefore, procurement management needs to develop a methodology for 
the prioritisation of the goals in accordance to the requirements of different procurement 
objects [β17]. 

6 A summary of the requirements and a critical assessment of the results 

In this paper the development of mass-customised goods, the manufacturing of such 
goods, the interplay between mass production and mass customisation, and the goals 
of mass customisation were put into focus. As mentioned in Section 1, a comparison 
of the procurement between different types of production is restricted because it is 
difficult to determine what is specific in mass customisation and does not appear in the 
same, or similar, form in mass production or single-part production. The decision on 
which aspects are specific or particular is always based on the judgement of the 
researcher. Therefore, it has to be noted that the determination of requirements and 
procurement objects can be influenced by subjective assessments. To take care of this 
issue, the analysis was documented in detail in this paper. This should enable an easier 
critical assessment of the results. 

Table 1 summarises the different procurement objects in mass customisation, which 
were derived in Sections 2 to 5. As mentioned in the analysis in the paper, most of the 
activities (see β1–β17 in Table 2) as well as the goals of mass customisation need to be 
fitted to the specific demands of these procurement objects. 

Table 1 Procurement objects in mass customisation 

Procurement has to… 

α1 …fit its activities to the specific requirements of standardised and customised 
procurement objects. 

α2 …fit its activities to the specific requirements of order-related and non-order-related 
procurement objects. 

α3 …fit its activities to the specific requirements of standardised and customised 
procurement objects after the order penetration point. 

α4 …fit its activities to the specific requirements of internally and externally customised 
procurement objects. 

α5 …fit its activities to the specific requirements of mandatory and optional variants. 

α6 …fit its activities to the specific requirements of customised parts in mass production 
and mass customisation. 

The procurement objects discovered in this analysis provide the basis for an empirical 
investigation. It has to be investigated if the logically derived procurement objects are 
exhaustive, or if there are further objects occurring in practice. 
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Table 2 Requirements for procurement in mass customisation 

Procurement has to… 

β1 …make the costs and the cost structure of purchased variants transparent. 

β2 …evaluate the number of variants and the use of methods for optimisation (e.g., use of 
common parts, platform concepts, modularity). 

β3 …support decisions about in- or outsourcing regarding the specific goals of 
mass customisation. 

β4 …compile a methodology in order to find appropriate forms of strategic supplier 
integration in a mass customisation environment. 

β5 …develop a methodology (and IT systems) to provide suppliers with the necessary data for 
the development of the components. 

β6 …determine at what costs procurement objects can be purchased in order to reach the 
procurement goals. 

β7 …create transparency about the supplier structure in order to point out and reduce 
complexity as well as bottlenecks. 

β8 …ensure the involvement of suppliers (concept and technical implementation) concerning 
plausibility, capacity and price checks during product configuration by the customers. 

β9 …develop a methodology to plan and control the demand of customised products for every 
category of procurement objects. 

β10 …develop a methodology to identify which suppliers have to be involved in what way 
according to the different categories of procurement objects. 

β11 …design and implement information systems which allow the suppliers to access the data 
they need for manufacturing the procurement objects. 

β12 …provide methods for the planning of spare parts if the purchased parts are affected. 

β13 …provide instruments and methods for the selection of appropriate procurement strategies 
for the different categories of procurement objects. 

β14 …take into consideration the possible interdependencies between mass production and 
mass customisation concerning the procurement process and purchased parts. 

β15 …make the goals and the priorities of mass customisation transparent, to be able to 
determine the goals and activities of procurement accordingly. 

β16 …ensure a balance between the goals cost, time, variety and quality. 

β17 …develop a methodology for the prioritisation of the goals in accordance with the 
requirements of different procurement objects. 

Table 2 summarises the requirements for procurement management in mass 
customisation, which were also derived in Sections 2 to 5. If a company wants to 
implement mass customisation or does an assessment of existing mass customisation 
activities, these requirements should be taken into account. They can provide the basis for 
recommendations on how to design procurement activities in a mass customisation 
environment.  

However, an empirical foundation of these requirements is missing. This could be 
established, for example, with a comparison of the mass customisation segment and mass 
production segment of companies which apply both strategies. 
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