Journal of Psychological Research | Volume 01 | Issue 03 | October 2019

BILINGUAL
PUBLISHING CO.

of Global Academics Si

([

A1)

ARTICLE

http://0js.bilpublishing.com/index.php/jpr :

Journal of Psychological Research

Differences on Information Commitments in Consumption Domain

Hung-Ming Lin

Minghsin University of Science and Technology, Taiwan

ARTICLE INFO

ABSTRACT

Article history

Received: 25 April 2019

Accepted: 17 September 12019
Published Online: 30 October 2019

Keywords:
Information commitments
Confirmatory factor analysis

Online shopping information

1. Introduction

he development of the Internet has increased the

popularity of online shopping. Online shopping

is quickly becoming a preferred way to shop for
consumers "', Today the vast majority of consumers spend
a significant amount of their time online during online
purchase decision-making process. In the online purchase
decision-making process, consumers gather and evaluate
consumption information after need recognition stage *
*I_ Although the Internet empowers consumers, there is a
paucity of systematic conceptual or empirical research in-
dicating how consumers search the information, and eval-
uate the information they gathered '*. Because the manner
in which consumers search for, process, and use infor-
mation is a complex phenomenon that is not completely
understood, this study attempts to provide a portfolio of
standards in evaluating and searching consumption infor-
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Information commitments are a profile of evaluative standards and infor-
mation searching strategies on the Internet. The purpose of this study is
to examine the reliability and validity of the information commitments
instrument in consumption domain, and differences among scales under-
lying the instrument. A total of 258 university students participated in
the survey who have experiences in online shopping. Using confirmatory
factor analysis technical, this study has identified valid measures for each
construct underlying information commitments in consumptions domain.
The results indicate that participants preferred to utilize “content” to
judge the usefulness of the information, and use “multiple sources” to
evaluate the correctness of information, that they oriented to use search
strategy “elaboration” in verifying online consumption information. Gen-
der differences are also revealed on standard of the “multiple sources”
and the “content”.

mation.

Tsai ! proposed the idea of information commitments
(ICs) which is a set of evaluative standards in which Web
users utilize in order to assess the accuracy and usefulness
of Web-based materials, and these commitments are also
relevant to searching strategies. The ICs consist of three
aspects, including standards for accuracy, standards for
usefulness, and searching strategies. Each of them has two
possible differing orientations. The detailed definition for
each standard is presented below:

(1) Standards for accuracy of online information: The
‘multiple sources’ is to assess whether students judge
the correctness of information by referring to other web-
sites, peers, or printed texts. The ‘authority’ is to measure
whether students examine the correctness of information
by the reputation of the websites or sources.

(2) Standards for usefulness of online information:
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The ‘content’ is to assess whether students evaluate the
usefulness of information according to the relevancy of its
content. The ‘technical’ is to explore students evaluate the
usefulness of information in terms of the ease of retriev-
ing, searching, and obtaining information.

(3) Online information searching strategy: The ‘elab-
oration’ is to investigate whether students use purposeful
thinking or integrate relevant information from several
websites to find the best fit that fulfills their purpose. The
‘match’ is to measure whether students intend to find the
most fruitful and relevant information from a few web-
sites to fit their purposes.

In Cheng, Liang, and Tsai study ', ICs can be alter-
natively examined from two aspects: criteria (internal
aspect) and strategies (external aspect). Furthermore, this
study assumed that ‘multiple sources’ and ‘content’ could
be classified into ‘advanced criteria,” while ‘authority’ and
‘technical’ could be categorized into ‘naive criteria.’

Information commitment is a domain dependent. Rele-
vant studies have showed that individuals showed various
tendencies on the six scales. For example, in learning
environment, Tsai © indicated the experts expressed ICs
more oriented to “multiple sources”, “content”, while
many of the college students stated ICs more oriented to
“authority”, and they prefer to utilize a “match” searching
strategy in Web-based environments. Take more details
about information commitment toward online medical
information and financial information. Liang and Tsai "
revealed that medical students with more Internet usage

ER I3

experience preferred to use the “multiple sources”, “au-
thority”, “content” and “technical” standards to assess on-
line information, and utilize the “elaboration” strategy to
find the best fit of all searching. The results also found that
medical students held less advanced information commit-
ments than general university students. In Lin, Tsai, and
Hoang’s study ', they revealed that gender differences
on the financial information commitments were occurred.
The female participants show higher preference in using
the “multiple sources” standard for judging accuracy of
financial information, and higher tendency in using “clab-
oration” searching strategy than male participants. More-
over, participants with more Internet usage experiences
preferred to employ the “authority” standard for assessing
the correctness of inancial information on the Web.

In order to extend the application domain of informa-
tion commitments, and understand consumers of evaluat-
ing consumption information, the purpose of this study is
to examine the reliability and validity of information com-
mitments instrument in consumption domain. Moreover,
the differences among scales underlying the information
commitments, and gender differences in the scales are
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also examined.

2. Methodology
2.1 Sample

The participants of this study included 300 volunteer uni-
versity students with online shopping experiences (includ-
ing 250 college students and 50 graduate students), com-
ing from four universities. A total of 258 effective samples
included in this study (150 females, mean age 20.2).

2.2 Instrument

Information commitment measurement scale was adapted
from Wu and Tsai’s " Information Commitment Sur-
vey (ICs) measurement, 24 items were used to measure
respondents’ ICs under six dimensions which included
multiple sources, authority, content, technical, elaboration,
and match. Each dimension had 3 to five items. Examples
of items are “If these consumption information appears
in the famous information page or site, I think these con-
sumption information should be correct.”, “I will look
for books or magazines related content, come again to
judge these consumption information is incorrect.”, and
“I used to search for many consumption information from
different websites or web pages from the Internet.” Re-
spondents are asked to respond to each questionnaire item
using 7-point Likert scale, with 1 representing “strongly
disagree” and 7 representing “strongly agree.” Cronbach’
o for the dimensions were 0.899, 0.789, 0.853, and 0.886,
respectively (Table 1).

3. Results

3.1 Reliability and Validity

In order to test the construct validity and reliability of ICs
measurement in consumption domain, the confirmation
factor analysis (CFA) is used with LISRELS8.8 software
in conducting data. In general, a sample size of at least
200 observations would be an appropriate minimum for
CFA analyses """, Therefore, the sample size of 259 was
sufficient for the CFA of ICs in this study.

The results showed, the measurement model had ac-
ceptable fitness to the data (x2 =337.12, 2 /d.f. =0.976
< 2, RMSEA=0.068<0.08, GFI=0.921>0.90) "> ', Table
1 presented that each item loadings are higher than 0.7
threshold value 0.7 as proposed by Chin '"*), the values of
the Composite Reliability (CR) for each construct above
0.7 standard 0.7 as proposed by Henseler, Ringle, and
Sinkovics 'Y, and the values of the Average Variance Ex-
tracted (AVE) for each construct is greater than standard
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51 therefore con-

0.5 as proposed by Fornell and Larcker
vergent validity of the ICs was verified through acceptable
factor loadings, CR, and AVE. The assessment of discrim-
inant validity was based on the Fornell and Lacker "* cri-
terion which refers to the square root of each construct’s
AVE should have a greater value than the correlations
with other constructs. To examine the discriminant va-
lidity, as shown in Table 2, all the diagonal value in bold
is greater than the values in its row and column, thus the
discriminant validity was also achieved "'

Table 1. Convergent validity of the ICs measurement

same construct of information commitment. As Table 3
shown, for the accuracy construct, the results exposed a
significant mean difference for two measurement items
at p <.01. Respondents preferred using “multiple sourc-
es” (M=5.012) to evaluate the accuracy of shopping in-
formation than using “authority” (M=4.800). Under the
usefulness construct, it was observed that two standards
were significantly different at p<05. Respondents agreed
that “content” (M=5.281) of website were more useful
than “technical” (M=4.711). For the searching strategy
construct, there was a significantly differences between
two standards. Respondents tended to use “elaboration”
strategy (M=>5.265) more than “match” strategy (M=4.640)

Constructs Items Fact.or load- AVE CR Cronbach® . . .
ings a when they search consumption information.
Multiple Sourc- MSI1 0.77
;lss MS2 0.70 0.559 | 0.791 | 0.789 Table 3. Paired t-tests for consumption information com-
MS) MS3 0.77 mitments
AUl 0.70
Authority AU2 083 0508 - 0553 Constructs - lSt‘allldards sz;n (IS.D;)‘ t-values
(AU) AU3 0.84 ’ ’ ’ Accuracy U./:IPE S(_)urces 451‘(8)00 (1 (1):8) 7.107"
AU4 070 uthority . (1.118)
Content 5.281 (0.996
COl 0.82 Usefulness T 0}:1 e.n " It (1 250) 2.447
co2 0.82 eehmea 711 (1:250)
Elaboration 5.265 (1.052 »
Seoyt | co3 0.74 0629 | 0.871 | 0886 Searching strategy o s (0 987) 2976
co4 0.79 ate 640 (0.987)
Cos 0.73 Note: "p<.05; "p<.01
TE1 0.71 Gender difference in consumption information com-
Technical TE2 0.70 mitment was also examined in this study. In Table 4, the
0.519 0.812 0.792 .. .
(TE) TE3 0.75 results indicated that there were gender differences only
TE4 0.72 on “multiple sources” (t=2.181, p<.05) and “content”
ELI 0.76 standard (t=2.744, p<.01). Female respondents (M=5.091)
EL2 0.90 tended to use “multiple sources” to judge accuracy of
Elaborati .. .
2?23 " EL3 0.82 0.617 | 0.889 | 0.899 shopping information than male respondents (M=4.746).
EL4 0.73 In addition, females (M=5.373) agreed that “content” of
ELS 0.70 website more useful than males (M=4.973).
MA1 0.85
D&K;‘ MA2 0.81 0.668 | 0.858 | 0.854 Table 4. Gender differences in consumption information
MA3 0.79 commitments
Gender
Table 2. Discriminant validity of the ICs measurement Standards Dimensions Female Male t-values
(S.D.) (S.D.)
Construct MS AU co TE EL MA .
oneiraes Multiple sources (iggé) (ngg) 2.181
e 0.748 Aceuracy 4814 | 4754
AU 0.307 0.770 Authority (1:148) (1:017) 0.360
co 0213 | 0216 | 0.793 Content ((5)-3;3;) (‘1‘-?2) 2.744"
TE 0.188 | 0.509 | 0.184 | 0.720 Usefulness - -
Technical 4.701 4.746 0.810
EL 0.298 | 0.198 | 0348 | 0.203 | 0.785 echmica (1201 | (.1 |
MA 0.113 | 0.440 | 0271 | 0391 | 0420 | 0.817 Elaborati 5.332 5.041 1874
Searching strate- aboration (0.997) (1.202)
gy 4.632 4.667
3.2 Differences in information commitments Match ©964) | (1.069) | 0240

A paired t-test is used to compare two standards under
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Note: p<.05; “p<.01
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4. Discussion and Conclusion

Information commitments are a set of evaluative standards
which Web users utilize in order to assess the accuracy
and usefulness of Web-based materials, and searching
strategy to achieve their assessment task . This study
extends application and measurement of information com-
mitments into online consumption context. The results
showed that good convergent validity and good reliability
for online consumption ICs measurement were estab-
lished.

The findings also indicated, compare to “authority”
standard, respondents tended to use comparing consump-
tion information from different websites to evaluate the
accuracy of the information. Respondents may perceive
low credibility of consumption information from popular
websites, office websites, even though that information
provide by exporters because sponsor posts and network
rumors about consumption information spread out the
websites ', This would lead them to use multiple infor-
mation sources, such as magazine, or friends, to evaluate
the accuracy of online consumption information. In addi-
tion, gender difference was observed in using “multiple
sources” standard. The results are consistent with the gen-
der difference arguments from previous research regarding
how females and males process information in different
ways. For example, females added higher values to both
online and offline information sources while choosing
travel destinations """ '\,

Based on the results of current study, future research
can focus on exploration of the antecedents and conse-
quences of information commitments in consumption
domain. For example, shopping orientation refers to a
consumer's general attitudes about shopping '”. Several
researchers have documented that consumers' shopping
orientation has an impact on their patronage behaviour,
including also their store choice *”*". If consumers are
economic shoppers, they may prefer to use the authority
standard to evaluate accuracy of consumption information
for saving their time. This line of research will be helpful
for understanding consumers’ cognitive process in evalu-
ating online consumption information, and for designing
the website contents.
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