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Nowadays, consumers encounter countless num-
ber of alternatives waiting for the evaluation, and
shopping becomes a difficult task for many con-
sumers in the contemporary market. Thus, con-
sumers should find it very difficult to completely
process all the related information and make a
rational decision out of it. Strictly speaking, all
the information processing every consumer is go-
ing through to make a decision would be “in-
complete”. The purpose of this study is to iden-
tify the types of incomplete information process-
ing in consumer literature and critically review
them.

ABI/INFORM Global database (business/con-
sumer study related periodical database) were
searched with the key words in abstract, “con-
sumer decision” and “information”. Joumal list
was as follows: Journal of Marketing Research,
Journal of Consumer Research, Journal of Con-
sumer Affairs, Academy of Marketing Science,
Journal of Advertising Research, and European
Journal of Marketing. Finally 27 articles were
analyzed. Several major types of incomplete in-
formation processing were identified through liter-
ature review,

Other people dependency was the most fre-
quently found type in incomplete information
processing(9 studies). Motivation to depend on
other people included identification with referent
people, reducing cognitive fatigue, trust, and so-
cial pressure. Salesperson's persuasion, opinion
leaders or reference group influence, and social
pressure influence were three major aspects of
other people dependent information processing.

Five studies were related to information proc-
essing with missing information. It was motivated
by the willingness to make a decision. Consumer
characteristics such as need for inference, knowl-
edge of the domain, involvement, information on
the context, and experience with inference rules
were discussed as anteceding factors of this type
of incomplete information processing.

The most important motivator for the rule
based information processing studies(3 studies)
was reduced cognitive fatigue. Cultural influences
appearing on proverbs of the US and China
showed that how different rules were used by
Western and Chinese consumers.

Three studies showed that consumers often dis-
tort additional information to support their pre-
vious choices. Differentiation- consolidation theo-
ry, cognitive dissonance, desirability bias, halo
effect and primary effect were discussed as un-
derlying theoretical frameworks for information
distortion.

Besides these four types, heuristic constructing,
cognitive inability, mood-driven information proc-
essing, and information processing under time
pressure were also identified as incomplete in-

formation processing in consumer decision making.
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