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Abstract
This research focuses on various factors affecting online search
intention which has been found to be a key predictor of online purchase
intention. Data were collected from a sample consisting of mostly young
adults with familiarity of computer use and online shopping experience.
A structural equation model was employed to test hypotheses.
According to the findings, utilitarian value of Internet information
search, hedonic value of Internet information search, perceived benefits
of Internet shopping, perceived risk of Internet shopping, and Internet
purchase experience predicted online search intention well. The
findings also showed that online search intention positively affects
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online purchase intention. Finally, theoretical and managerial
implications are discussed.
Keywords: Online search, Online purchase, Information search,
Internet marketing

1. Introduction
Due to the rapid growth of the Internet and its use as a channel
for shopping, today’s consumers are able to shop from anywhere
at anytime with just a few clicks of their fingers. A recent study by
Active Media(E-Commerce Times 2001) estimates that as eretailers continue to ramp up their online marketing and order
processing capabilities, Internet sales for B2C marketers will be
pushed above $1.1 trillion by 2010. Moreover, the U.S. Census
Bureau(2003) reports that e-commerce retail sales in the United
States have risen from $34.5 billion in 2001 to $37.6 billion
currently in the third quarter of 2003.
In spite of the tremendous growth in online sales, there is
significant evidence revealing purchase abandonment(i.e.,
consumers’ search on retailer websites not leading to actual
purchase behavior) of a vast number of consumers. A Boston
Consulting Group study(2000) found that 28 percent of
consumers’ purchase efforts “failed” when they could not find
the products they wanted, could not finish their transactions, or
did not complete their purchases to their satisfaction. These
statistics hint the importance of consumers’ online search
experiences prior to their online purchasing behaviors.
One objective of this research is to understand the
relationship between the intention to search online information
and its predictors - utilitarian value of Internet information
search, hedonic value of Internet information search, perceived
benefits of Inter net shopping, perceived risk of Inter net
shopping, and online purchase experience. Another objective is
to confirm whether the intention to search the Internet for
product information is one of the key elements to understand
and predict the consumer’s Internet purchasing intentions.
Three of the seven hypotheses developed in this article (i.e.,
the relationships between previous purchase experience and
online purchase intention, and the relationship between online
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search intention and online purchase intention) reexamine the
prior findings of Shim et al.(2001) within a Korean context. The
other four hypotheses investigate other factors that influence
consumers’ intention to sear ch online for infor mation.
Hypotheses are tested with data obtained from a survey. The
results are presented and followed by a discussion of the
findings. Finally, we provide a general discussion of the findings
as well as limitations of the study and directions for future
research.

2. Literature review and Hypothesis development
As the Internet grows to become one of the most abundant
sources for consumer information, consumers’ use of the
Internet for information search and their choice of channel(e.g.,
traditional “offline” store vs. Internet) for the final purchase have
raised potential research questions in the marketing field. In the
present study, we first identify various factors affecting intention
to search online. These factors include utilitarian value of
Inter net infor mation sear ch, hedonic value of Inter net
information search, perceived benefits of Internet shopping,
perceived risk of Inter net shopping, and online purchase
experience.
2.1. Utilitarian value of online information search
The utilitarian value of online information search involves the
external motive of consumers to use the Internet instrumentally
as a source of problem solving. This type of value is usually
linked to speed, efficiency, and ease to problem solving through
the help of net navigation.
Hammond et al.(1998) suggest that novice Web users tend to
appreciate the Web’s infor mational value more than its
entertainment value, compared to more experienced Web users.
Lin(1999) proposes that the motives which drive the use of online
services media such as the Internet are different than those of
the use of traditional media(e.g., TV), the former emphasizing
entertainment, pastime, compilation of information rather than
formation of community and problem-solving.
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Kim and Park(1999)’s study focuses on the utilitarian value of
shopping through the analysis of the advantageous and
disadvantageous factors of online shopping malls. Seo and Kim
(1999) state that consumers with online shopping experience
highly value the inexpensiveness of Internet search costs of
traditional shopping channels.
Furthermore, the research of Yoo and Chung(2002) describes
the motives of consumers who shop via the Internet as either
being utilitarian or hedonic. Of the two, the utilitarian value is
referred in relation to searching for information that leads to
product purchase. This task-related aspect of information
search includes comparing prices and products, consulting with
employees, and final purchase. The utilitarian value also
includes the effort to search for information that enhances the
knowledge of the product the consumer has interest in or is
most likely to purchase in the near future.
2.2. Hedonic value of online information search
It has been acknowledged that consumers use different
strategies while exploring a shopping environment depending
upon the purpose or task of a particular shopping trip
(Hirschman and Holbrook 1982). Hirschman(1980) introduced
the notion that some consumers seek cognitive or informational
stimulation, while others seek sensory stimulation in the
consumption experience. Similarly, Babin, Darden and Griffin
(1994) and Baumgartner and Steenkamp(1996) assert the
importance to evaluate shopping as an experience in addition to
its utilitarian outcomes (i.e. the goods or services acquired).
We further look into these values from an online-based
perspective. If the purpose of a shopping trip is to locate a
particular item, the search process tends to be of a utilitarian or
problem solving nature. If the main purpose of the trip is more
fun oriented, then the search strategy involves more hedonic, or
experiential behavior(Bloch, Ridgway, and Sherrell 1989; Titus
and Everett 1995).
The hedonic value of online information search is associated
with the fun and enjoyment of the online search process per se.
The flow construct in the studies of Novak, Hoffman, and
Duhachek(2003), Hoffman and Novak(1996) and Novak et al.
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(1998) depicts the hedonic dimension of the process to search
online for information. It is during this flow state when online
consumers are highly absorbed in their activities and feel the
most excitement within the interactive environment. In short,
such research can be viewed as a type of research focusing on
the hedonic value of online shopping.
Burke(1997) and Schwartz(1997) suggest that consideration of
the high value Web users place on the hedonic facet of Internet
information search is necessary when building websites.
Meanwhile, Park(2000) states that both the fun and work
aspects of online information search positively affect the overall
utility of web-surfing behavior.
Yoo and Chung(2002) revealed that the hedonic value of
shopping is not driven by the objective to purchase, but by the
consumer’s more personal motives to visit a website for
entertainment and emotional satisfaction(e.g., killing time,
evaluating websites, participating in online promotional
activities).
Although online consumers are mainly motivated either by
desires for utilitarian value or by ones for hedonic value, we can
conclude that Web users are most likely to search online for
information when they perceive to obtain these values via the
Internet. Thus, the following hypotheses are proposed.
H1: Utilitarian Value of Internet information search will
positively affectt intention to use the Internet for product
information search.
H2: Hedonic Value of Inter net infor mation search will
positively affect intention to use the Internet for product
information search.
2.3. Perceived benefits of Internet shopping
The perceived benefits of shopping via the Internet, for the
most part, can be represented by convenience, economical
efficiency, and entertainment. The supply of online product
information, acceptance of online orders, and convenience of
front door delivery have made reduction in time/mobility costs
possible, as well as an offering of a variety of product without
the worry of stock or storage issues, leaving Internet shopping
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with competitive advantage over traditional retail shopping
(Darian 1987; Carson et al. 1996; Burke 1997). Consumers are
not only free to search for product information, but also free to
compare information between competing manufacturers(Alba et
al. 1997).
As more and more consumers directly negotiate with
businesses, the reduction or absence, in some cases, of
inter mediaries lowers distribution costs for many online
companies, which generally results in discounted prices for
consumers(Benjamin & Wigmand 1995; Foley & Sutton 1998).
Companies can also save on communication costs and employee
training/education costs, leading to lower consumer prices
(O’Conner & O’Keefe 1997).
As for the entertainment of Internet shopping, many online
shoppers reportedly enjoy the search for new products or new
product information, and/or find pleasure in participating in
various activities provided by online shopping mall websites.
Much of this benefit of Internet shopping has been discussed
earlier in connection with the hedonic value of Inter net
information searching. In conclusion, the above discussion led
to the development of the following hypothesis.
H3: The perceived benefits of Internet shopping will positively
affect intention to use the Internet for product information search.
2.4. Perceived risk of Internet shopping
Meanwhile, as is the case of any other purchase decisionmaking situation, Internet shopping accompanies a sense of
uncertainty among consumers. The risks consumers perceive
while shopping online include financial risk(i.e., fear of the
economic loss in the result of purchase), social risk(i.e., fear of
social rejection against the online-purchased product),
performance risk(i.e., fear of the performance failure of an
online-purchased product), personal risk(i.e., uncertainty of the
stability of the online shopping process), and privacy risk(i.e.,
fear of the exposure of personal information).
Previous research conducted by Miyazaki and Fernandez
(2001), shows a negative relationship between perceived risk of
Internet shopping and purchase rate. The first prediction in
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consumer behavior literature in regards of perceived risk(Bauer
1960) states that consumers make purchase decisions that
minimize perceived risk in the relevant situation. This brings to
our next hypothesis.
H4: Perceived risk of Internet shopping will negatively affect
intention to use the Internet for product information search.
2.5. Online purchase experience
In line with the work by Klein(1998), Shim and Drake(1990),
Liang and Huang(1998), Eastlick(1996), and Weber and Roehl
(1999), Shim et al.(2001) found that previous experience with
Internet shopping is a good predictor of online search behavior.
It has been also established through past studies that prior
online purchase experience may also have a direct effect on
online purchase intentions(e.g., Shim et al. 2001; Weber & Roehl
1999; Eastlick 1996). That is, prior Internet purchase experience
may both have a direct and indirect(through online information
search intentions) impact on online purchase intentions. Hence,
the two hypotheses are derived from the above discussion.
H5a: Purchase experience via the Internet will positively affect
intention to use the Internet for product information search.
H5b: Purchase experience via the Internet will positively affect
the intention to use the Internet for purchase.
2.6. Online search intention as an antecedent of online purchase intention
Klein(1998) and Shim et al.(2001) suggested that as long as a
Web user intends to perform a given online behavior(e.g.,
intention to search, intention to purchase), he or she will likely
succeed in doing so(i.e., search, purchase) to the extent that the
person is provided with the required opportunities and resources
(e.g., time, money, skills, cooperation of others).
The followings hypothesis proposes that there is a positive
relationship between the intention to use the Internet for
information search and the intention to use the Internet for
product purchase.
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Utilitarian Value of Internet
Information Search

H1:+

Hedonic Value of Internet
Information Search

H2:+

Perceived Benefits of
Internet Shopping

H3:+

Perceived Risk of Internet
Shopping

Intention to Use the Internet
for Information Search

H6:+

Intention to Use the Internet
for Purchase

H4:-

H5a:+
Purchase Experience

H5b:+

Figure 1. The Relationships Among Predictors of Online Search
Intention and Online Purchase Intention.

H6: The intention to use the Internet for product information
search will positively affect the intention to use the Internet for
purchase.
2.7. Conceptual Model
Based on the above discussion, the hypothetical model is
presented(Figure 1).

3. Method
3.1. Sampling and data collection
245 participants who have experience to purchase books
online were surveyed through a self-administered questionnaire
during the period of November 17 and 25, 2002. Prior to the
survey, the questionnaire was pretested, using a convenience
sample size of 50. The purpose of the pretest was to ensure
readability and a logical arrangement of questionnaire items and
to decide on the product categories that consumers perceive to
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be search goods 1 which will be used in the main study.
Excluding those questionnaires with incomplete responses, we
used 222 out of 245 for the final analysis.
3.2. Respondents’ characteristics
Of the eligible respondents, males(58.6%) represented a
slightly larger percentage than females(41.4%). The majority
consisted of those aged between 20 and 29(66.7%), unmarried
(86.9%), undergraduate or graduate students(45.9%), with
monthly incomes ranging from 1,010,000 to 2,000,000 won
(828.89 to 1641.36 dollars, with an exchange rate of KRW
1218.50/USD as of 2002.11.21), and with college education
(33.3%). Since subjects were mainly composed of young
undergraduate or graduate students, they were assumed to be
more familiar with Internet navigation and online shopping.

4. Preliminary data analysis
Reliability and validity of the constructs were analyzed based
on the scale refinement process of Gerbing and Anderson(1988).
Exploratory factor analysis and Cronbach’s α were used to
confirm the reliability of each multi-item construct(i.e. utilitarian
value of Internet information search, hedonic value of Internet
information search, perceived benefits of Internet shopping,
perceived risk of Internet shopping, previous Internet purchase
experience, online information search intention, online purchase
intention). Confirmatory factor analysis, descriptive statistical
analysis, and correlation analysis were used to evaluate validity.
4.1. Reliability analysis
Based on Nunnally’s suggestion(1978), the r eliability
1

Search goods are defined as products that are dominated by product
attributes for which full information can be acquired prior to purchase,
whereas experience goods are those dominated by attributes that cannot be
known until purchase and use of the product or for which information
search is more costly and/or difficult than direct product experience(Nelson
1970, 1974, 1976, 1981; Klein 1998).

Selected Questions

Perceived Risk of The quality of products sold online is questionable. (r5)
It is risky to purchase products by the mere sight of
Internet Shopping
ads and images. (r6)
It is difficult to get a refund or obtain customer service
with online-purchased products. (r7)

Benefits of Internet Internet shopping malls provide a variety of products.
(b1)
Shopping
It is time-efficient to buy products online. (b2)
Internet shopping malls provide convenience. (b4)

Hedonic Value of Searching for information on the Internet is a good way
Internet Information to spend time. (fv3)
Information searching on the Internet is fun rather
search
than tedious. (fv4)
Searching for information on the Internet is not
obligatory but enjoyable. (fv6)

Utilitarian Value of The Internet provides inter-comparable information. (pv2)
Internet Information It is convenient to gather information through the
Internet. (pv3)
Search
It saves time to gather information through the Internet. (pv5)

Table 1. Reliability Analysis

.881
.818

.834

.880
.848

.687

.840

.849

.800

2.141

1.965

2.066

2.209

.862
.903
.807

Eigen-value

Loadings

Factor Analysis

71.353

65.491

68.877

73.638

% of Variance
Explained

.7967

.7926

.9685

.8159

α
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I will likely use the Internet to collect a wider range of
information. (s2)
I will use the Internet to compare similar, competitve
products. (s5)

I will likely repurchase products at those Internet
shopping malls I have visited. (p2)
I like shopping at Internet shopping malls. (p3)
Online shopping malls are a fit means to buy products.
(p5)

Intention to Use the
Internet for
Information Search

Intention to Use the
Internet for
Purchase

.901
.888

.888

.897

.897

.916

2.389

1.608

2.561

.908

I was satisfied with my Internet purchase
experience(s). (ex1)
I was pleased with my Internet purchase experience(s).
(ex2)
I was happy with my Internet purchase experience(s).
(ex3)

Purchase
Experience
.947

Eigen-value

Loadings

Factor Analysis
Selected Questions

Table 1. Continued

79.634

80.412

85.359

% of Variance
Explained

.8935

.8228

.9138

α
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coefficient of 0.7 was used as the main criterion. Those items
deteriorating the overall reliability of the relevant construct were
identified in the preliminary data analysis. As a result, 2 items
in the utilitarian value of Internet information search construct,
3 items in the hedonic value construct, 3 items in the perceived
benefits of Information shopping construct, 2 items in the online
purchase experience construct, 2 items in the intention to use
the Internet for information search, and 2 items in the intention
to use the Internet for purchase were dropped out of further
analysis.
Factor loading of 0.3 and above calculated through exploratory
factor analysis(Varimax), and variance extracted indices of 0.5
and above were also used as criteria to draw out unreliable
items (Bagozzi and Yi 1991). As a result, one additional item in
each of the constructs -utilitarian value, hedonic value, risk of
Internet shopping, intention of using the Internet for information
search - were eliminated from further analysis. Results of
exploratory factor analysis and Cronbach’s α reliability analysis
with the remaining items are shown in Table 1.
4.2. Validity analysis
Confirmatory factor analysis, maximum likelihood estimation
in AMOS 4.0, was employed to verify discriminant validity and
convergent validity of research constructs.
To test the fitness of the model, measures of (1) chi-square, (2)
GFI(Goodness of Fit Index: ≥ .90), (3) AGFI(Adjusted Goodness of
Fit Index: ≥ .90), (4) RMSR(Root Mean Square Residual: ≤ .50),
and (5) NFI(Normed Fit Index: ≥ .90) were taken. Following the
first factor analysis, a secondary confirmatory factor analysis
was conducted only to reveal no additional items subject to
deletion. Table 2 indicates the results of the confirmatory factor
analysis.
Discriminant validity was examined through the correlation
matrix of constructs. The constructs, consisting of multi-items,
were respectively represented by a single standardized value of
those items that revealed internal consistency in the reliability
analysis for descriptive statistical analysis and correlation
analysis.
As is shown in Table 4, the confidence interval of the

39

Factors Affecting Online Search Intention and Online Purchase Intention

Table 2. Confirmatory Factor Analysis

χ2

ρ

GFI

AGFI

RSMR

NFI

Utilitarian Value of Internet
Information Search

8.019 0.018

0.978

0.935

0.109

0.969

Hedonic Value of Internet
Information Search

1.380 0.502

0.996

0.987

0.068

0.992

Benefits of Internet
Shopping

3.250 0.071

0.990

0.941

0.071

0.981

Perceived Risk of Internet
Shopping

2.524 0.283

0.993

0.978

0.059

0.988

Purchase Experience

5.084 0.079

0.986

0.957

0.074

0.989

Intention to Use the Internet
7.749 0.021
for Information Search

0.979

0.936

0.139

0.969

Intention to Use the Internet
12.684 0.002
for Purchase

0.961

0.884

0.190

0.962

Overall Goodness of Fit

0.933

0.900

0.078

0.930

156.676 0.085

Table 3. Descriptives

Utilitarian Value(ξ1)
Hedonic Value(ξ2)
Perceived Benefits(ξ3)
Perceived Risk(ξ4)
Purchase Experience(ξ5)
Intention to Search(η1)
Intention to Purchase(η2)

Mean

S.D.

5.56
4.83
4.65
5.33
4.33
5.30
4.14

1.05
1.15
1.13
1.02
1.12
1.17
1.29

coefficient φ(i.e., φ±2 s.e.) does not include 1.0, implying that the
research constructs are not identical, and therefore, concluding
that discriminant validity exists among the variables(Bagozzi
and Yi 1991). The standardized loadings (λ) also proved to be
statistically significant, confirming convergent validity of the
variables.
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Table 4. Correlation matrix

ξ1
Utilitarian Value(ξ1)
Hedonic Value(ξ2)
Perceived Benefits(ξ3)
Perceived Risk(ξ4)
Purchase Experience
(ξ5)
Intention to Search(η1)
Intention to Purchase
(η2)

1.000
.570**
(.085)
.273**
(.086)
.293**
(.067)
.260**
(.072)
.530**
(.095)
.220**
(.087)

ξ2

ξ3

ξ4

ξÓ5

η1

η2

1.000
.384**
(.097)
.180**
(.064)
.396**
(.084)
.624**
(.114)
.445**
(.107)

1.000
-.187*
(.087)
.549**
(.115)
.322**
(.112)
.662**
(.151)

1.000
-.162*
(.073)
.126
(.081)
.287**
(.094)

1.000
.340** 1.000
(.097)
.624** .434** 1.000
(.127) (.121)

5. Results
Results of covariance structural modeling obtained for the
theoretical model revealed a χ2 of 156.676, GFI of 0.933, AGFI of
0.900, RSMR of 0.078, and NFI of 0.930. All relationships
proposed by the theoretical model were significant except for the
path(γ14) from perceived risk of Internet shopping to intention to
use the Internet to search for information.
Hypothesis 6, predicting a positive relationship between the
intention to use the Internet for information search and the
intention to use the Internet for purchase, was supported by
results showing that the path between these two constructs was
positive (β11 = 0.480) and significant(t = 3.536, ρ < 0.01). This
result is consistent with previous research conducted by Shim et
al.(2001).
The proposed positive relationships between the utilitarian
value of Internet information search and the intention to use the
Internet for information search(H1), and between the hedonic
value of Internet information search and intention to use the
Internet for information search(H2) were also both supported
(H1: γ11 = 0.296; t = 2.068, ρ < 0.05, H2: γ12 = 0.720, t = 2.803, ρ
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Table 5. Results of Confirmatory Factor Analysis
Construct

Selected
λ(Std.
Path
Questions
Loadings)

S.E.

t value

p value

pv2
pv3
pv5

λ11
λ21
λ31

0.648
0.770

.102

12.355 .000***

0.918

.101

9.660 .000***

Hedonic Value(ξ2)

fv3
fv4
fv6

λ12
λ22
λ32

0.683
0.748
0.767

.123
.128

9.014 .000***
8.732 .000***

Perceived Benefits(ξ3)

b1
b2
b3

λ13
λ23
λ34

0.662
0.797
0.815

.305
.298

6.427 .000***
6.482 .000***

Perceived Risk(ξ4)

r5
r6
r7

λ14
λ24
λ34

0.722
0.849
0.695

.118
.110

9.689 .000***
9.214 .000***

ex1
ex2
ex3

λ15
λ25
λ35

0.841
0.949
0.854

.064
.063

17.673 .000***
15.787 .000***

s2
s5

λ16
λ26

0.711
0.643

.107

7.209 .000***

p2
p3
p5

λ17
λ27
λ37

0.809
0.846
0.833

.077
.060

13.822 .000***
14.271 .000***

Utilitarian Value(ξ1)

Purchase Experience(ξ5)
Intention to Search(η1)

Intention to Purchase(η2)

< 0.01). However, the relatively larger path coefficient for the
latter relationship implies that the hedonic value of Internet
navigation has a larger influence on online search intentions
than the utilitarian value. Contrary to the conclusions of Park
(2000)’s study, this result may have occurred due to the fact
that the majority of subjects in our study were undergraduate or
graduate students who had a high tendency to search the
Internet for information just for “enjoyment.”
Hypothesis 3, the positive effect of the perceived benefits of
Internet shopping on Internet search intention, was only
marginally supported(γ13 = 0.149; t = 1.669, ρ < 0.1). While the
study of Verhoef et al.(2001) proposed that the relative
advantages of Internet shopping over traditional shopping have a
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Utilitarian Value of Internet
Information Search

Hedonic Value of Internet
Information Search

Perceived Benefits of
Internet Shopping

Perceived Risk of Internet
Shopping

γ11 = 0.296
(2.068)**

χ2 = 156.676, r = 0.085,
GFI = 0.933, AGFI = 0.900,
RSMR = 0.078, NFI = 0.930

γ12 = 0.720
(2.803)***

γ13 = 0.149
(1.609)* Intention to Use the Internet
for Information Search

β11 = 0.480
(3.536)***

Intention to Use the Internet
for Purchase

γ14 = -0.074
(-0.759)

γ15 = 0.283
(3.111)***
Purchase Experience

γ25 = 0.712
(6.911)***

represents significant paths
represents insignificant paths
*: ρ < 0.1, **: ρ < 0.05, ***: ρ < 0.01
( ) represents the t value
Figure 2. Structural Equation Model.

positive effect on consumer’s choice of the Internet as an
alter native purchase channel, the benefits of electronic
commerce(e.g. time efficiency and convenience) may not be
highly perceived by our sample. The result may have to be tested
further by using another sample.
The hypothesis that the risk of Internet shopping has a
negative relationship with the intention to use the Internet for
information search(H4) was not supported( γ 14 = -0.784; t =
-0.759). This contradicts the findings of Miyazaki et al.(2001)
who proposed that perceived risk of Internet shopping has a
negative influence on purchase. The difference in results
between this study and previous studies may be due to the fact
that most of the antecedent studies on perceived risk of Internet
shopping focus on its negative influence on purchase intention,
while our study focuses on the negative relationship between the
perceived risk of Internet shopping and the intention to use the
Internet for information search, namely, using search intention
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as a dependent variable.
As previously suggested by the research of Shim et al.(2001),
the positive relationships between Internet purchase experience
and intention to use the Internet for information search(H5a),
and between Internet purchase experience and intention to use
the Inter net for purchase(H5b) were both found to be
statistically significant(H5a: γ15 = 0.283; t = 3.111, ρ < 0.01,
H5b: γ25 = 0.712; t = 6.911, ρ < 0.01). Therefore, it can be
concluded that Internet purchase experience has both a direct
and indirect influence on intention to purchase online.

6. Discussion and conclusions
Despite the continuous prosperity of the Internet and its
impact on the growth of Inter net shopping websites, the
remaining gap between Internet information search and actual
purchase and the significant loss of profit that businesses
encounter resulting from this gap led us to begin this study. In
addition to the relationships tested by Shim et al.(2001), the
present study further investigates the relationships among
utilitarian value of Internet information search, hedonic value of
Internet information search, perceived benefits of Internet
shopping, and perceived risk of Internet shopping with the
intention to use the Internet for information search and the
intention to use the Internet for purchase within a Korean
context.
From the reexamination of the relationship between the
intention to use the Internet for information search and the
intention to use the Internet for purchase, we found that the
former could be used as a main predictor of the latter. This
finding supports previous theories which verify consumers’ use
of complex shopping strategies consisting of both search and
behavior(Darden & Dorsch 1990; Klein 1998). Thus, it implies
that it would be beneficial for companies to maintain a website
with useful product information accessible to online consumers,
which may increase the probability of actual purchase.
The findings that both utilitarian value and hedonic value
perceived by consumers in Internet information searching have
a positive influence on intention to search the Internet for
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information and intention to use the Internet for purchase have
implications for the construction of Internet shopping malls and
the communications processes of online businesses. Specifically,
the hedonic value of Internet information search being slightly
more relevant than the utilitarian value in terms of the intention
to use the Internet for information search implies that Internet
shopping malls might be better of f by focusing on the
experiential elements of shopping for consumer appeal. The
finding that online purchase experience has a positive effect on
both search intention and purchase intention also implies that
experiential marketing is important for e-retailers in building
their marketing plans.
Finally, the greater the benefits of Internet shopping perceived
by consumers are, the greater is the intention to use the
Internet for information search. Thus, online marketers should
stress the advantages of Internet shopping(e.g. time efficiency,
accessibility, relatively lower prices, information comparability)
directly or indirectly within the marketing communications
process.
According to the findings, the hedonic value of online search
affected online search intention most, followed by utilitarian
value, purchase experience, and perceived benefits of Internet
shopping. As was discussed above, this result has to be
confirmed by subsequent studies using more diverse samples.
However, we may argue that online consumers highly value
hedonic value in searching information through the Internet.

7. Limitations and implications
The present study implies that those consumers with online
shopping experience have greater intention to search online
information, which positively affects intention to purchase
online. Further study should research situations where search
behavior and the subsequent purchase behavior are performed
through different channels(i.e. information search performed in
a traditional retail store followed by actual purchase performed
online, and vice versa.). The comparison of the various
combinations of situations might produce more fruitful results.
Future studies also need to include such stages as problem
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identification, alternative evaluation, and post-purchase in the
purchase decision-making pr ocesses in addition to the
information search and purchase intention stages, which is the
main focus of the present study. Another possible research area
is to investigate the effect of other variables such as media
attributes, consumer characteristics, product attributes(i.e.,
search, experience, credence goods), and search conditions as
well as the five independent variables(i.e., utilitarian value of
information search, hedonic value of information search,
perceived benefits of Internet shopping, perceived risk of
Internet shopping, purchase experience) employed in our
research.
The present study also has a limitation in terms of the sample.
Subjects were mainly either students or relatively young whitecollar office workers residing in the metropolitan area of Seoul
with prior online shopping experience. Further research should
employ a more representative sample by including older
consumers with substantial purchasing power.
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