91

89

177-206

13

89 11
91 4 30 )

(Rokeach, 1968)

20
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Hirschman & Holbrook (1982)
(hedonic consumption)

Babin et al. (1994)

(Beatty & Smith,
1987; Schmidt & Spreng, 1996: pp.247)
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Babin et al. (1994) Jacoby et d. (1994) Moorthy et al. (1997) Park et a.
(1994) Rosemary (1996) Schmidt & Spreng (1996) Urbany et a. (1996) Wright
& Lynch (1995) Yae& Gilly (1995)...

Geogre Stigler 1961 (Avery, 1996;
Sriniviasan, 1990)

( Ratchford, 1982; Moorthy et a., 1997)
(Ratchford, 1982)

- (Srinivasan, 1991)
Maute & Forrester (1991)

(Srinivasan, 1990)
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Avery (1996)

(pre-store)
Schmidt &
Spreng (1996)
Rokeach (1968) (values)
( )
( ) (enduring)
Hoyer & Macinnis (1997, pp. 407)
(outcome) (good)
Holbrook (1986)
(subject) (object)

(multifaceted nature)

(conceptualization) (Babin et a.,
1994)
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Bloch et a. (1986) (ongoing
search) (fun and pleasure)
Babin et a. (1994)

(hedonic consumption)
Hirschman & Holbrook (1982)
Hirschman & Holbrook
Batra& Ahtola

(1991)

Crowley et al. (1992) Batra & Ahtola (1991)

Batra & Ahtola (1991) Spangenberg et al. (1997)

Batra & Ahtola (1991)

Hirchman & Holbrook (1982)
Bloch et al. (1986)

(attribute) (Crowley et
al.,1992; pp. 239)

Babin et al. (1994)
(dark side of shopping)
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(Ratchford, 1982)

/
Geogre Stigler 1961 (Avery, 1996; Sriniviasan,
1990)
(Babin et al., 1994)

( ) (

Newman & Staelin (1972) Kiel & Layton
(1981) Duncan & Olshavsky (1982) Beatty & Smith (1987) Urbany et al.
(1989) Chaudhuri (1997)...

(Ratchford, 1982; Moorthy et al., 1997)
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(Schmidt & Spreng,
1996)

( Beatty & Smith, 1987; Brucks & Schurr, 1990)
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H1

\
-

H2

(Crowley et al., 1992;
pp. 239; Batra& Ahtola, 1991)

(Hawkins, 1995: pp.447)
(Bahin et al., 1994)

(Bloch, et
al., 1986)

(Crowley et a., 1992: pp. 239; Batra & Ahtola, 1991)
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(retrospective
guestionnaire) Kiel & Layton (1981) Beatty & Smith (1987) Urbany et
al. (1989) Babin et a. (1994)...

Beatty & Smith (1987) Schmidt & Spreng (1996)

Likert type
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1.

2. bbs

3. bbs

4. bbs

5. WWW
¢ )

Rokeach (1968, 1973) Kahle (1985,
1986) Zeithaml (1988: pp.13) Babin et al. (1994: p.645) Hoyer & Maclnnis
(1997: pp. 407)

(concept)
(hedonic)
(utilitarian) Babin et a. (1994)  Bloch et a. (1986)
Babin et al. (1994)
Personal Shopping Vaue Scale
Bloch et al. (1986)

Bloch et a. (1986)
Likert type

Babin et a. (1994)

Block et al. (1986) Babin et
a. (1994) (shopping
mall)
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10.

11

12.

13.

14.

Babin et a. (1994)
Likert type
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(1997)
(BBS)

Journal of Consumer Research

Hair et a. (1992: pp. 444)
(maximum likelihood estimation) LISREL
400-500
200
200
1000

1996

100
(too sensitive)
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variables) (
Lists
bbs
bbs
bbs
finger
bbs
BBS
17.8% bbs 28.3%

55.9%

(latent
)
(path analysis)
LISREL 8.10
BBS
bbs bbs
1259
224
10.0%
44.1%
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88.6% 11.4% bbs
3.0%
6-10
27.6% 21 26.0%
11-15 19.7% 5 16-20
13.9% 12.6%
(reliability) (validity)
(Cooper & Emory,
1997)
Cronbach a
(content validity)
(criterion-related validity) (Cooper & Emory, 1997)
(face
validity)

(factoral validity)
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)
1
2 5
bbs bbs
bbs WWwWW
Likert type
0.733
Cronbach @
1

2 5 Likert type

Likert

0.811

Cronbach «
bbs
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1 2,345
0.502 0.404 0.177 0388 P 0.05
()
Likert type
10
4 14
10 Cronbach @ 10
Cronbach @ 0.894 Cronbach «
Cronbach «
10 10
1.084
1.0 5.218
10
10 ( )
4 Cronbach « 4
Cronbach @ 0.850 Cronbach «
Cronbach «
4 4
0.5696 1.0 4
( )
Spangenberg et al. (1997) Babin et al. (1994)
Babin et al. (1994)
6.3939 1.7527 1.0442

1.0
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14
(factoral validity)
1 2 3
0.152 0.179 0.316
4 10 7 11
14 4
11 LISREL
11
(GFI) 091 0.9 (
0.9 Bagozzi & Yi, 1988)

11

11

Babin et a. (1994)
Personal Shopping Vaue Scale
Babin et al. (1994)

LISREL
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LISREL Goodmess of Fit

Index (GFI) 0.84 Comparative Fit Index (CFI) 0.88
0.9 0.9 Bagozzi & Yi (1988)

09 (rule-of-thumb) 0.9

0.9 (

Tamimi, 1998; Grandzol & Gershon, 1998) 0.9

CFl NFI GFI

0.30(t=3.30*)

1V Search
1-3
2. Goodness of Fit Index (GFI) =0.84
t * P<0.05

(latent variables)

LISREL

Searchb
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0.30 (P<0.05)
0.26 (P<0.05)
LISREL
(Ay)
( )
2 3 4 5
0.89 (14.56%) | 0.86 (13.99*) | 0.39 (5.54%) | 0.74 (11.58%)
(A
( )
4 5 6 7 8 9 10
0.77 0.78 0.74 0.91 0.75 0.59 -0.50
(12.65%) | (13.03%) | (11.98%) | (16.47*) | (12.32%) | (9.03*) | (-7.29%)
( )
11 12 13 14
0.77 (12.55*) | 0.68 (10.66*) | 0.79 (12.96%) | 0.90 (15.82%)
)
0.21 (2.52%) 0.16 (1.85%)
(%)
0.55 (9.66%)

(Chi-Square For Independence Model) = 1839.95
(Degrees Of Freedom) = 105; / =17.52
(Root Mean Square Residual, RMR) = 0.087
(Goodness Of Fit Index, GFI) = 0.84
(Adjusted Goodness Of Fit Index, AGFI) = 0.78
Normed Fit Index (NFI)=0.84 Non-Normed Fit Index (NNFI)=0.85
Comparative Fit Index (CFI)=0.88 Incremental Fit Index (IF1)=0.88

A B C D t * P<0.05
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bbs

LISREL

Goodness of Fit Index (GFI) =0.85

LISREL

bbs

bbs bbs WWW
bbs

bbs

Batra & Ahtola (1991)
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LISREL

(Ay)
( )
2 3 5

0.90 (15.55%) 0.85 (14.52%) 0.73 (11.96%)

(Ao
( )
4 5 6 7 8 9 10

0.77 0.78 0.73 0.90 0.75 0.60 | -0.50
(13.48%) | (13.73%) | (12.46%) | (17.16%) | (12.97%) | (9.59%) | (-7.81%)

( )

11 12 13 14

0.76 (13.07%) | 0.68 (11.13%) | 0.79 (13.63%) | 0.91 (16.99*)

7)

1 0.30 (3.59%) 0.25 (2.96%)

2 0.57 (6.33%) -0.32 (-3.85%)

(9)

0.55 (10.17%)

(Chi-Square For Independence Model) = 2169.38
(Degrees Of Freedom) = 105; / =20.66
(Root Mean Square Residual, RMR) = 0.083
(Goodness Of Fit Index, GFI) = 0.85
(Adjusted Goodness Of Fit Index, AGFI) = 0.79

Normed Fit Index (NFI) =0.79 Non-Normed Fit Index (NNFI) =0.79
Comparative Fit Index (CFIl) =0.82 Incremental Fit Index (IFIl) =0.83
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LISREL

1 bbs
bbs

2 bbs
bbs
bbs

2: bbs

(bbs
) (bbs
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(hedonic consumption)
(1982)

bbs

bbs
bbs

bbs

Hirschman & Holbrook

bbs

WWW

bbs
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( )
bbs
bbs
WWW
bbs
bbs
«C )

bbs

bbs

bbs

bbs
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( )
bbs
bbs
(Ogan, 1993)
( )

Batra& Ahtola(1991)  Crowley et a. (1992)

bbs
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The Relationship between the Amount of
Information Search and Values

CHiH-CHiEN WANG

Graduate I nstitute of Information Management, National Taipei University

ABSTRACT

On our daily life, enjoying the mall environment is one of the major parts in the activities of consumption
as we know. So is the Internet shopping environment. There are at least two dimensions in values of
information search: utilitarian and hedonic value. The hedonic consumption is defined as those facets of
consumer behavior that relate to the multi-sensory, fantasy and emotive aspects of experience. It's a quiet
different respective from tradition viewpoint, utilitarian consumption. Few study focus sight on it still now
although this concept, hedonic values, is important to consumers’ behavior of information search. It’s very
important especially some users regard browsing on Internet is a leisure activity. This is study discusses the
influence of hedonic and utilitarian values of information search to the amount of information search on
Internet. Base on the results of empirical study, it's obviously that the values of information search could
divided into two dimensions, hedonic and utilitarian. Also from the results of empirical study conducted by this
study, it was found that both hedonic and utilitarian values would influence the amount of information search.
But the different directions of influence of utilitarian and hedonic values for different information search
behavior on Internet may exist. These research findings would be useful for further study on behavior of
information search.

Keywords: information search, values, hedonic, utilitarian, internet



