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Abstract

Recognizing the great potential of the Internet for reaching and understanding customers,
businesses are increasingly using Internet technology as a primary channel of information
exchange with their customers. The concept of Internet-mediated Market Orientation
addresses the use of Internet technology as an enabling and facilitating element of a firm’s
market-oriented activities, which typically involve production, processing, and
dissemination of massive amount of information. In an attempt to empirically test this
concept, this study surveyed Internet users and investigated, from consumers’ point of view,
the relationships between IMO , e-customization , and customer satisfaction. The result
indicated positive relationships between the three variables. The structural equation
modeling analysis further validated the model regarding the relationships between these
three variables. Research implications as well as suggestions for future research are
presented.
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