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The Effect of Consumer Characteristics on
Exploratory Information Search and Information Use Behavior®

Ah-Reum Kim** - Hyunjeong Kang***

B Abstract &

Advance of the Internet environment is applied not only to information search but also to the area of consumption
behavior. Current research analyzes online use behavior and online information search of consumers in terms of users’
perception. With the result of the research, it is noticed that promotion focus brings broader variation of information
use behavior, and utilitarian value has a beneficial impact on the online exploratory information search. In addition,
it is revealed that the more exploratory the information search is, the wider the range of online shopping information
search is. Finally, people who have utilitarian shopping value showed more exploratory behavior in online search,
especially for the search of informational products, than those who have hedonic shopping value. Present research
is believed to improve practical influence of consumers’ personality on online use behavior when customers purchase
search products online. As a result, it would contribute to consumer research and marketing held online.
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(5)e] Bz Vehdrh TEo| voli= 234 e
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(659), 2741 o]’do] 918%(10™)9] #¥x 2 He 1
ol 236412 et A& AT He| AT
EASHE SAe] B3 Anks <Table 1>3 2.

}l

(Table 1) Descriptive Statistics

Category Frequency Prol(a%l;tlon
Male 44 40.36
Gender
Female 65 59.64
Freshmen 20 1834
Sophomore 21 19.26
Grade Junior 33 30.28
Senior 30 2152
After Graduation 5 46
Less than 23 u 3119
years-old
23 years—old~
Age 26 years—old &% 5963
More than
27 years—old 10 9.18
Total 109 100

52 S¥BHo| EfEy T}
24 Wil

gk AEg #A4E 98 SPSS
180Z =135 o] 83} Cronbach-a#ts Al4FsH

%Atk Cronbach-a#e 488 whsltial 438l
%7} 0.6 o]e]tHNetemeyer, 1990). £ o)
A ARG B RA, T8, AT, el AR
Bl AR o] 889 s _}7L 86, .78, .86, .98,
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2006)¢] ¥ 7]5=(GFI, CFI, NFI & 090 o]
A 7% 9 AGFI 252 0.80 ©]4 $-57 RMSEA
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0.1 ol&t 4 x*¢] p-valuet: E¥
AR ol WTHS AR FS5AI
T3l SHAUSE Oid S4IEEY] BEs)
29158} 2 (standardized Factor loading)& E7 < ¥
How HFE FY3kHa, I g <Table 2>3 T e
ZHt > 6.00). Eg 2 F % (construct reliability) o] AFgkel & 54
o} A EAEFHaverage variance extracted)S T} Zow F e =4
Axtate] 11%EEAd (convergent validity) S 7} ekt 3 4 glthFornell and L
staich 1 A FdEA, F87HA, HEHA], 2 A3} <Table 3> AAE A3
el Au ga Adn o] g9 AlF = 747} 86 el EAWSe] AadA AFHS Axtetd s
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(Table 2 Confirmatory Factor Analysis Result
Constructs Measurement Mean S.D. Stc_l. Cronbach-a AVE’
Ttems Loading
Iteml 480 1.49 70 -
Promotion Item?2 5.25 1.34 81 752 % 7
focus Item3 5.56 1.32 80 7.44 ’ '
Item4 4.86 1.32 79 7.33
Utilitari Hoon Iteml 467 168 30 -
E ‘ta“jgluse opping Ttem2 476 171 71 632 s 60
Item3 5.32 145 72 6.36
Hedonie shonai Iteml 5.27 152 35 -
Omvc alfle‘)ppmg Ttem? 471 1.66 81 9.00 6 70
Item3 448 1.77 82 9.07
Exil Iteml 415 1.70 97 -
_ Exploratory Tter? 404 162 ) 3175 R %
information search
Item6 412 1.57 97 30.31
Information use Item3 4.08 1.75 86 - 7
behavior Item4 4.26 164 33 474 '
"AVE is the average variance shared between the constructs and their measures and should be larger than the
variance shared between the construct and other constructs.
(Table 3) Correlation Table
Mean SD 1 3
512 115 76
1.35 31 60
.20 -15 70
55 .00 .10
19 12
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1. Promotion focus
2. Utilitarian shopping value

3. Hedonic shopping value

4. Exploratory information search

5. Information use behavior
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WAl B8 (structural equation model)& AMOS ] ]

L0& ol g3t EAgIh WA £4A5E 4 o frelg Ave v slom dsisied,
sgla ol ek AGE Aee gyagg) g O HE EES ARATE 4= 206 p <
oalol Ay BAl =AWz o WA g 0.05)Z Yeht FAALE fFostsiem 7hAol

3} oy WA =S AbAskgc) AR ATt AA, 7 3ol ARk 27t
AR} 2 = BREG3AL = &2, p = 000, GFI = T EERL AR WA fofd dns v sle

902 CFI = 994, NFI = 927 AGFI = 857 RMSEA = oo, ool Wk xest d=AT7H
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AR, M 1eAE aulRel @gzde] eoh dlskgon /el AXHIT <Figure 2>

A R gHAlof] fejgk AvE v FoR o TR w2 F2EAN Azlolu}

Promotion
Focus
Utilitarian Exploratory Information
Shopping Information Use
Value Search Behavior
Hedonic
Shopping
Value X *p < .05, **p < .01, **p < .001
<Figure 2) Path Coefficients
<Table 4> Hypotheses Test Result
Path Standadized Path Coefficient t o) Result
Promotion focus -
1 — Exploratory information search 24 48 000 Supported
Utilitarian shopping value
2 — Exploratory information search 14 2.06 039 Supported
Hedonic shopping value B
3 — Exploratory information search 12 298 766 Not: supported
Exploratory information search
4 — Information use behavior 10 321 001 Supported

48, p < 0012) Lheh} 7hde] A=t E,
M 2 aulAel 8717t 2ekel Au B
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