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Consumer-Perceived Information Quality on the Web :
Analysis of Travel-related Information

Namjae Cho* - Hyojae Joun**

Abstract

Increasing affordability of high-speed Internet and convenient access devices has made the Internet a
major source of information search and sharing. As the provision of information has rapidly becomes an
important and viable business model, the objective utility and marketability of information contents have
become a focus of interest among many academicians and managers. Researchers have traditionally focused
on the design of the interface, availability of resources, network accessibility, the format of web sites and
their underlying systems. However, the usefuiness of contents has been left as a littie explored issue.
To correctly diagnose and pursue the viability of contents provision business a shift of perspective is required :
a shift from technology-oriented perspective toward user-oriented perspective, and a shift from form and
design focus toward content focus. This research attempted to analyze consumer-oriented information quality
in a more systematic way by focusing on a limited domain travel-related information contents. We proposed
a relationship among consumers’ behavior, characteristics of information, and the values of information
measured by users. An empirical examination of the model was performed using a survey on Internet users
in Korea. Implications are drawn for managers responsibie for creating marketable contents.

Keywords : Information Quality, Consumer-Oriented, Internet, Contents, Web-based, Content Provision,
Travel Information
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2& HAdd g Fraa At 2047] Fiky
IT boom(Information Technology boom)& A}
2& AAH #eithsd, e-Economy?] FA4&
FoiA7)a, 7t e gAez gFHA
2000 FAA ] AFs o A% F
A e gsloe EFEn, g2 d7AEH
ABAEL FF 108 ¢ ME2L AR - A
Ul 71e oA o] WA (the ev-
olution of new information and communication
technology and its business application)o] 7
Aol 71 & %S vA Aoz Tu gl
o ni[see BusinessWeek.com, March 25, 2002],
ARG ARE o5 g Aolgtn ALsxn
A tHsee BusinessWeek.com, May 12, 2003).
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i Qioh ITE 3 A4Y ABE 7oz
A 283 BE Au, BR7Y Fo] shuE
H7)2 8} Hol nANA MEZL 7HXE AT
T AthE Aolch{Porter, 1985]. UE YIS &4
g 214171 #2% && H2U2E B2B E£E
B2C 7149 A % (marketplace transaction in-
termediary - being it B2C or B2B)3} AKX A=l
=) %< (information content provider)& &
Aok T 2n& FAY FFL 1A &7
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Jaworski, 2002 ; Huizingh, 2000 ; Venkatesh
and Morris, 2000]. =3 1749 £3& wFHA|
4 £ e Agsta, 44 a3 & JEE
FH e A & B9 ol A
274 A9 Fag o7 RAHAR ¥
gyt

TAHoZ #AFLE AAYAHNL} TG 9
&8 998 AR JdHE FRYYY A
(information intensive industry)°]EHUNCTAD,
2000]. X ArE(information good)& EE W
g tF7] $E BRELS opH, ol &
"ol A AFEHG & UEQIE HAA, ),
#of, +% SHAA H8FH 2 59 FARS
7}A 3 1t Varian, 1996 ; Davis, 1989 ; Davis,
Bagozzi and Warshaw, 1989]. oj2{ 3t o] f &
A 71gL AFHE AR(EE HAu2) &
A, 5%, 3, Fol g3 F2¢ 7tel=akde]
RE3 JAolrt

BEH AMHl2 Hld me 17 HAFE
{consumers’ acceptance of innovation), Z&l=
9] 21z+g) H84(perceived usefulness of infor-
mation contents), ©|-§3 X] & 2|AHwillingness
to use and pay) 5°1 A XA]2¥ (information
systems)e] AFFHAAM FP=o] FrHLiao,
2001 ; Aladwani and Palvia, 2002 ; Bettman,
1979 ; Blomquist and Whitehead, 1998]. @] & ¢
AEZ JR3E AAEH SelA Helz vz
U2E #3957 A3lMe 247 44
F45 7k, o] & ¢, AEYrHwilling-
ness to pay)® &4 (preferred methods of
payment) 53 Z& A& ol 28 FoF
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AR FA(information quality)el g |+
= ARA 28" F8&4(information systems ef-
fectiveness)d] ¥&& F& N Q20lth A
o FF £A L& Aadld o Aid A9E
(output) 24 ¥ ofz}, o] &e] 9fgt 71X
(value)l}b 843 (usefulness) 502 S350
stch(http://www.isworldorg). AEA 2" &
e 7lE THY A2y FEAT} BRAA
EFAATE FEE F 03, F A FEL A

g 2H8lE ol &4 T 2n|AdA FFS
o, o] FFL FR V&g AT
223 71 FFS Toh AR FAL 9
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€ 7 d9 & 4 dtHDelLone and
McLean, 1992 ; Pitt, 1997].
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& XFEA g UY, FArA2He] §84S
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Service Quality
Information System
Quality Quality

Information
Use

User
Satisfaction

Individual Impact

Organizational Impact
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Information Systems Effectiveness

) http//www.isworld.org.
(2! 1) IS Effectiveness S47HA

AR EZAN XA EA(system quality) 2 o]
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€ UXE g4t 222 A ATHE
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o] F4& A o] & A 7] £ (technology)
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A 2GR AR QA AR S AYse F
% 928 ¥ 4 Qo
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o TAZE FAAAY 23 ANFEg F
8% Aot} w3 AFAYPL T Y =&
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Soitet AHFH SEAAE 23 sy
o 37HA] g e 2ol ARz £ (]
5, s, 54, 1F, A9 §), 3R A

%éﬂ‘lh Ao HE AA %)E T8 € 4 9
th XA EFE dHo dHE &5 B
ol#ist= ¥} HHE g HHuang, Lee and Wang,
1999].

I Behavior Flow l

[Psychological Flow

Content Choice Evaluation Ability/Value
Know-what Know-how Know-why
Content needs Expected benefits
» Destination Usefulness * Phychological
" « Believability e

« Loding « Up-to-date stabilization
« Food . C?eation « Time saving
« Transportation  Reality, etc « Cost saving
« Region, etc. T » Safety, etc.

T Content Quality | ‘ Value Quality T

Information Quality Flow

Q! 2> FRME, TL 7] 2] B

dE& Eof, #YZ "Wyl A AYzte A
z9] &799 547, &3, 34, 1E, Y
HE F& BAg7) AAsty, HMe EHe
Agd o g FE3tn /XU R EE A
H2xE dgddn A9 £ Qv o’ &
A 282 Huang, et al[1999]9) ARER =
Ao 2+& F1 U

FAH oz AHEH A AEEAL know-

what'olgte #3dM ARE A AF, &&
3= AA1e o) 8l (understanding)et L A A8t
At A2 wele PR I, F3F
A (attraction) & A&, 59+ L(hotels)S
Z1, Z2HR A HE Rlfoods)s 23, )5S
A8l ¥ 4Hairline, cruise, train, bus, rent,
etc.)& ZAAsM, A QAR (visa/passport, cul-
ture, currency, weather, etc.)o] thsj do} &
o 22l JPAE B8 Travelocity.com
< “know-what"# #¥E P22 guide/ad-
vice, flights, lodging, car/rail, vacations, cruises,
and other customer services applications &<
AFst2 gtk Travelocity.comZH-E A{u] 2
g 7] YA e P9 ofojtiofit oAl
& (where you like to go, when you are plan-
ning to travel, how long your trip will be,
who are the people you are traveling with,
and your zip code and estimated budget) &
Aestes fEsta ot

T A, ARFFAI #HE “Know-how”&
AREFAS FHAT7] 9 284 SHE 3
£317] A% 715 (skilE & 4 Uk ArAY
o] F23% 7S AE AuA e o] A A
A (trust) & A Fste Aol ez wu e
ARAE AAMAA S A FEE HRE stu
U Aot} o]l EE ANAHE oA A
THE F¥d N4 & vgoz AFHE AW
2Z Y719tk “know-how”E QEHlo] Fj<l
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2 R z+e &84 (perceived usefulness)® |zt
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25289 F83% FFoE2 AAIA Y Davis,
1989 ; Davis, Bagozzi and Warshaw, 1989]. ©]
2e 7|esE9 dHe TIAFTH, A
g3, 58, A3, ATEAY 5 9%
& Aol wat Ped 7ot D st
[e1=4, olA ¥, 2003]. ¢ Adxo] g H
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2)-o]&3 EZ3&[Vroom, 1964 ; DeSanctic, 1983],
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L Fi F2 F3 F4 |&/A
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OR 45 79
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LF 5% 833
OF 589 778
NL 860 840
NR 831 823
NT 781 773
NA 668 6%
PL 778 877
PR 758 1 866
PA 1% | 776
ofolaligk | 4074 | 3622 | 348 | 2983
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" Tthe new and recent news and events from the
homepage or portal site related to lodging (UL),
transport(UT), attractions(UA), foods(UF), region
(UR),

Travel information seeker would like to find the
opinion and information from the experienced on
region(OR), lodging(OL), transport (OT), foods
(OPF),

There are differentiations from others sources
as for lodging(NL), region(NR), transport(NT),
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The level of photo, video, and real time services
on lodging available (PL), region(PR), attractions
(PA), foods(PF)
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