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A wide range of relevant literature was surveyed on corporate product differentiation strategies.
First, the existing research on the differences between product differentiation and product
diversification was organized. Product differentiation is a strategy in which each company avoids
competition or gains a competitive advantage by selling products with different attributes. Product
diversification means that the same company simultaneously or differently sells products with
different attributes. The product diversification has various purposes depending on not only the
competitive relationship with other companies but also the production conditions within the
company, the development capacity, and the degree of synergy effect.

In addition, the factors that determine the degree of product differentiation or product diversification
should be noted. Regarding the degree of product diversification, in order to avoid competition with
other companies, firms tend to divide product attributes into smaller ones and release as many
products as possible. However, in order to avoid cannibalization within the own company, it is
better to broaden the product attributes. The degree of product diversification is determined by the
cost of implementing product diversification, that is, the size of R & D expenses and the cost of
expanding product lines. It is also important to compare the opportunity cost with losing economies
of scale with economies of scope by product diversification.

As a result, the product differentiation or product diversification strategy is not a choice between Do
or Not- do, but the matter of degree of the differentiation. Wrong planning may lead that small
model changes fall into the same category with disruptive innovations.

Therefore, in order to solve such a problem, it is worthwhile to try to analyze various factors from
among the consumer behaviors. In particular, what is important in product differentiation and
product diversification is the timing of the strategy, for example, when a new product is released.
To analyze the timing of differentiation, the consumer behavior that seems to be useful is
"purchasing history".
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Analysis of the relationship between purchasing history and product differentiation

1. HIREBRFROBE

TEOHBENCEBICONWTEEXHRERBAY — ALz, FTHBENLERBSHFCOEERISOVTRFEHAREEEL
o HMEA LI ERENRLGLIBRER DEGERFT IS LICL - THEFLEBLIEYEF EOBMEZSHYTHHEBLENR
X, HESHFIEIR—DEEIFLALEEDOREERFEZERICRTT HETHS. HRBSHFLDOBHMITONTIE—HIZIE
EAT . MMEREDBFEROALGLT EHNTOEESHE. AREND. VT —DROBEICL>THRAGEMNERD,
SHIZEHREILDOREHIVE. HGAEHELOEEEZREIHIERITOVTLIEITNETH D, HRSHKLOBEIMERE
DHEFEBTIEOICEHMBEEZLIVEND T THEINKEREOHGERTEL TV LAL.BEEROHXEN
(Cannibalization) Z Bl $ 57T D SN DR FBIEIFLELLIIFOINV N, REZHRILEEET H-ODERM. THhH5, R
FARECRGESIDERICHIADIBERADK/NISSTHASHIEDEEITROONS, ELT. RESHIEITIOTIHONSE
BEORENRICHLT. RONSREORFNROBEERDNELE TSI LLEETHS,

UENSIFEONDAMEELT, HAEMEFEIEGSHEBIEE. RETIAEIDIIRTIEIGL, TOERETTHE, BamEK
DEVDEEZRDDIEOCEZOHTENRUZHRBILTINDEETHHEEAS, LAL. ERR EDEEDOHMBELEZALSE. M
MVETILF IV OMNOEFMGHIRMA /R—2aVETI RN TRLERICE>TLEIBRNLH S,

WO TCEDEILGMEERRT DO HEEFTHOIIOHRALGEREEZERIELTAMERASMEAELD, FFIC, HAEH
EERRBHFIEITEVWTKELGOAZDBHBDOERIIIVT  HIZAIE. HRLBOETRKATHS. HAEIMEDEZIIVITENTT
BEDITAMERONSHEETHIIIBEREITHS.

2. MERRAEEOME R

A wide range of relevant literature was surveyed on corporate product differentiation strategies. First, the existing research on the
differences between product differentiation and product diversification was organized. Product differentiation is a strategy in which
each company avoids competition or gains a competitive advantage by selling products with different attributes. Product
diversification means that the same company simultaneously or differently sells products with different attributes. The product
diversification has various purposes depending on not only the competitive relationship with other companies but also the production
conditions within the company, the development capacity, and the degree of synergy effect.

In addition, the factors that determine the degree of product differentiation or product diversification should be noted. Regarding the
degree of product diversification, in order to avoid competition with other companies, firms tend to divide product attributes into
smaller ones and release as many products as possible. However, in order to avoid cannibalization within the own company, it is better
to broaden the product attributes. The degree of product diversification is determined by the cost of implementing product
diversification, that is, the size of R & D expenses and the cost of expanding product lines. It is also important to compare the
opportunity cost with losing economies of scale with economies of scope by product diversification.

As a result, the product differentiation or product diversification strategy is not a choice between Do or Not— do, but the matter of
degree of the differentiation. Wrong planning may lead that small model changes fall into the same category with disruptive
innovations.

Therefore, in order to solve such a problem, it is worthwhile to try to analyze various factors from among the consumer behaviors. In
particular, what is important in product differentiation and product diversification is the timing of the strategy, for example, when a
new product is released. To analyze the timing of differentiation, the consumer behavior that seems to be useful is “purchasing
history”.
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