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Abstract

Infomediary, playing an important role in e-commerce,
provides refined a product information and the price
dispersion of product. This paper use the elaboration
likelihood model to explain how level of involvement with a
product moderates the impact of price dispersion and
product information quality on product attitude. The study
produces three major findings : (1) the quality of product
information produced by infomediary has a positive effect
on consumers’ product attitude, (2) For low-involvement
consumer, price dispersion of product positively affect
consumers’ product attitude. For high-involvement
consumer, negatively affect, (3) low-involvement consumer
are affected by the price dispersion rather than the quality
of product information, but high-involvement consumer are
affect by price dispersion mainly when the quality of
product is low. These finding have implications for on-line
infomediaries in terms of how to manage their users.

Keywords:

Infomediary, Price dispersion, Involvement

Introduction
2wy JdHYY 43S AAYAN Be
Mlzux 2ds @3¢ AT FAd

E-commerced] Ao Z AH|AEL QYL E3
AED 71F0 dFd ARE FE5dA 237}
AYAG. A 2EAS B3I HRE I5FE
H] §(Search Cost) X3 FAd £ ¢A Hxu
AHAELE ARFALY Efex B He
Hlgo=z AFE dig Are AL AFEe F
RA HAdg.  ARF NS olg@  ‘information’ T}
‘intermediary’ & sk fol= A Al
infomediarys A& AFEE Ko} HxdE 5FE
ZAUEs 7tZ8lmAlolEgl e 2819l agento]H
YRS A 7FAF FE ARE EeE] 280
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4t ARE AFst] FHChu et al, 2005). 712
L&l AnES HF FoE §7] Hal o
A £BEL WEsIY AF9 7143 HFRE
FRHEGAAT BRFALY FTHOR LHAEL
ozl A&JEL EBoltd He glo ARFAN
Stoll Al AF AR JHAYE AHE £ QA
HATHChen et al, 2002). AEFAR 5%
olAoj = 2t¢l ANA Anuite HEF H
it 43 B (retailer) ThA, 23 1 Z 7] 4} o]
SAAA &M EY AF AHE Holy $£HsY
ATste ARZFNAE] AZE v HAo
HA3 o]E 53 APEZ oy}l 7o oA AAS
8t A28 channel® 9] A& 14 Ut
%, 2H|zk ZdolA AHFAAM0] AFHFE
dF RBRY AEFY M2 de 259 ARAY
A4 FQo AFE U= 242d Holuh
AT AR FAY oA aujatEo] ofBA AF
HEE FAPseA dg dFe A oFojx7|
&t

Theoretical Background and Hypotheses

Role of infomediary

BRFNEE 71& 22 238 &g 9L
Fagtch AA, g vendorEo]l A TsE RS
FRst AnARER oF B} ¥ search costS
7t #d. 24, 9dd FFEL vasd
BAgo =M AEY FZA U BEA dTE
TRt AR, syl MIEH P oF
HdES 951 AF FEE 2 Aoz
filterdt A4S 33t YA, 4 dFo] Zagxn
e &BEY JHAUE BAFoEN, Hp He
rEog e JMAd AFE Tugd & U=
71818 A g8t FH(Chu et al. 2005).



Effects of product information quality on product
attitude and Involvement

2 dFoA FRFMol ATt FE product
information®] A X  information  characteristics
(relevance, understandability, sufficiency, and objectivity)
SHolA Heojd & Uvh wepA, B AFolA
FEARRE ZASI=  criterias  understandability 2}
sufficiency2 AHE3IR T tE ZZo| FYsiotd,
ArFNEel AFTAFE AF FRY FHo
&5 consumer product attitude”’} FolTin
A4 & . HHFAGo] AFEHE FE
Arol Ao #AFY FELS A7V BEFEH
AFHo7 H2E HA & vgH T2 7HAo]

A A A

H 1. The quality of product information provided by
infomediary positively affects consumer product attitude.

Involvement= 7§Q1 AH| Al &7 FAA AL 71X
ZHE T AFY dAE AYFHA BYEER
A o] g th(Krugman 1966; Zaichkowsky 1985).

ELMo] wWEW messageS A&  motivation©]
A3 ability7t & AFES  central routeS F3
ARE Agd 7HgAdol At (Macinnis et al. 1991). &
AT A= involvementZ} AH|z2F AR A9
moderating variable ©]™ prior knowledge= control
variableZ  AF2-H Ut Involvement7t 5 7}8FH
MAEL F o AT A H(infomediary’t A &3l
FE ARYE oldsle] dlE motivationo] F7He
Aol1 involvement?} Z4A3H JfAEL peripheral
cues(HA7Hel & o] & & Aol

Low-involvement$! AH|AES BB F 3ol
AFste ABBRUE UE heuristic cuedl oEE
Aoli high-involvementd] AW¥|AEL B WY
product information® R3 AF HZ=E FAHT

Aot} wetA o Ze 7Hdo] AdHUH.

H 2. The quality of product information provided by
infomediary has a stronger positive effect on the product
attitude  of  high-involvement  consumers  than
low-involvement consumers.

Involvement and price dispersion of product in
infomediary

Consumers’  price-perceived risk. AR5 7)ol A
AEHE price setE TYZ price componentS Z
ojFoA Ur. BL dFEo] AFY JHFHo
v riskel FFE FIdE e FHHJH
(Shimp and Bearden 1982; Grewal et al 1994). AH|x}7}
A& BRI =75 risklE  9¥  dimension
(psychological,  social, physical, financial, and
performance)©] E A st=l financial risk 2}

performance’t 4 H| 2} Fujol 7} g&H UE risk
factor2 22 $+th(Shimp and Bearden 1982).
BHFNGNA AMFH= AEFS price dispersione
priceo] 21 &} setd F3 JERDTE. Price
dispersione 1 ALZ A8t 247 YajAds o
BE cognitive efforts Q73}7] wiEo] A
price dispersiong capturedt= HEE  involvementl
et g Aol

Low-involvement! AH|ZAIEL ¢ AF9 A
price dispersiondl= B IFEHEA 2 lowest
priced] FFE 7tsAdol Au. =, lowest price”}
3t+9] heuristic cue® anchoring point®] J&& & &
ATk  Low-involvement ZAH|AEL A B F|A4o]
Asste AE HEY FHYe AFHT  price
setoll A B @2 J1AS 7 Zoln F JHA
price dispersion level®] Z}Z} A FH UL w, 5 price
setd] HHvtZol FEauEgE, © H#HS J1A]
A &5 & high price dispersion condition®] focusE &
Aolt}. e}, low-involvement A H|2HE Al = price
dispersion®] S7H7F @& 7tZo] AAHE A9}
TYY Aol JolA A AF  perceived-financial
riskE 9 F Aol FOJE riskE product attitude S
F7HA A Aol

Bt high-involvement®!  AH|AFEL  AE Y
A A A Q1 price dispersiono] low-involvement A4 &}HE
it & o IAFE JbsAel Atk =, AAE
price setolA] AAle] EAE A F A& Ju#e
AAE F UL AoBE Hyo] FYT price set?
price dispersion W 8}o|=  perceived-financial risk
FddA ¥ s Aot uxt FF 71H]
gk o digk YA olfel dE mlstAl
Ha gdd 4F HEd7E AEe did dIEE
ol ALk ZAAA Aolzt AAHY ol FFY
perceive-performance riskE S5 7FA1Z Q907 {3
RAolt}, wetA, high-involvement AH|AE A=
price  dispersion©] 577 AF 121kl
perceived-performance riskE S 7HAZ4 Roly F7id
risk product attitudeS #4A]Z A o|t},

ol A& involvemento]l W} price dispersion®] product
attitudeol] " X= Qo] T EE Adse teH
Ze JHdo] AAdEY.

X,

H 3-a. For low-involvement consumers, price dispersion of
product positively affect consumer product attitude.

H 3-b. For high-involvement consumers, price dispersion of
product negatively affect consumer product attitude.

Moderating role of involvement with product
information quality and price dispersion

oA AAE vk} Zo] involvemento] wal price
dispersion®] product attitudeol] ©|XE Fdo| ©=F
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Aoltk. ELME AH&Z3 HYH, low-involvement
AHAES AR F Aol AFsE  product
information qualitydl= B XL FOE  qualityd
Halole  wzsA @& Aoy 23 price
dispersion®] F7I2 UEUE  lowest price(heuristic
cue)©ll ‘ﬂ%@“ Aoltk,  WHH,  high-involvement
AHAE L ARFIG0 A &8 product
mformatlon quality= A|¥ Blx Aol central route=
A}go] PO 2 product information quality®] % X0
w2} price dispersion®] VA& FEFHol E A&
dargdt 4 gltl. &, high product information
conditionoll 4| &= price dispersion®] product attitudeol]
vxle o] AHE 4 Uon, low product
information condition®ll A1 = price dispersion®] product
atituded] WA= FFYHol ¥ EF & UL Holnh
w2}4, product information qualityo] w2} price
dispersion®] A7} tt2de 7ol g #ol
A A,

H 4. For low-involvement consumers, the effect of price
dispersion of product is not different for high or low quality
product information.

H 5. For high-involvement consumers, the effect of price
dispersion of product is greater when low quality product
information given than when high quality product
information given.

Research Design and Method

Design, Subjects, and Experimental System

E A3 2X2X2 factorial designoi TFAHA
A 7}A 9] independent variable 7Z}Z} Involvement
(high vs. low), Product-attribute information quality (high
vs. low), Price dispersion (high vs. low)©] T},

%“- 48L& 25839 gigNEE o=

AAEHAG. HFvole 244 =i, o F
52 3%7F FAAt. ZE subjectES 49l giftE
ksl 2zt celloll randomdt Al assign® Lo}

Agd 20 AFLS gAY FHHR ol AT
ol v Zrh AA, 28 AFEAA AF
THED oy, 4, Az AFS dix 5FHE}
REol AHRAES BRFAEH 2 AE F&
BEE 7 s Aol 7] wWEelH.

Independent Variables

The quality of product-attribute information. 72 |
AREFNGANA ATHe AT HFERE ugom
AEF AR FrR2M AFEY AF FER)E
FRsAT. ZA2te] 280 infomediary sited] ) E
A B product-attribute informations B3 YA
AE AR F ot 1084 128 A=
ArFHNGANA AFHE AF FES qua ltyb
objectiveness, sufficiencyE & 4&-& sttt

The price dispersion of product. 27 % BF 7]/¢o A
g dE] tia] AT price dispersiond] FET
o ohdastoh. AA A A4 B($255.56)% 7+
set®] KAH10/N)= ZAHAIZL A, price dispersion®]]
ek levele A 39U W2 price dispersion BT}
& price dispersiono] X THAIF 93987} Apol
UEE stlch. SubjectEollAl #FH price range:
small price dispersion®d @7} ($250.00~8261.11)0]
large price dispersiond W7} ($200.28~311.11)0] ¥
2z 10709 price setd AL S A

ke

Involvement. High-involvement$] subJect A4l o]
AFE & Hddd 2 dHE § X}"]t‘% 2141 2
ofleAl MER ‘:]7‘]%1 7]'“313}% A7l
AERTAZE T3 BF ARE Ron UE
Feietn AaetA et YAg JivEtet #E 9
AR & ¢ AFE 7 U «?J.fﬂ:% R v a=
Low-involvement$! subjectE role-playing
instructionsol] A1 goal directednessﬂ daog A, 24l
THEHES AgA HAY dEHE T Fjud
Holnl AAMEolR AHRFAEA EY HES
T8t S’\lt BHE AAEHA s o9k B
manipulation® 2 3] high-involvement?] subjectS &
low-involvement! subjectEs BT} & o AF AR

7t el AAsHA AHEA HA

Control Variables

A A infomediary experiementt TWY¥E subjectE 9
characteristics(e.g., prior infomediary using experience) ¥
stimulus(e.g., brand name and design)ol]l <} H3FS&
we 4 gh. 979 W B4 Folsl Ast

tho¥et W o] B4 7158 confounding WHES

control3t3ith. A4, AAA ey, AAHA ¢
AE5E EgF  AEAHA  oldEe Z
experimental  condition®]  randomly  assign® WA
control ¥ 1 T},

ARFAG S 4FY H7hd P 98
tAE oe %-’Faol EAE oy ol Y,
brand effect, attitude toward the infomediary, prior
knowledge about product, general reference price?t 8 4
Atk B A7 A = Brand effectE A A8t A4
brand name¥ brand A B.7} vel}R] A FAA
brand effect® controldt . EF, HAE IS
Bt A" sidlEle] Wigt prior knowledge2}
general attitude toward infomediary (i.e., perceived
usefulness and trust in infomediary)& A 38}A 3t}

Dependent Variables

Customer Product Attitude. Product attitudet™ three
seven-point numeric scaleZ =3 AT}, Scale item
information technology9} marketing F & oA | &5}

A&ttt
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Research Design and Method

Manipulation and Control Checks

SubjectE-2 3709 item& 3| product information
qualityo] ©jg zAE9  perceptions SHIEF
&t3ith. ANOVAE T8 E4dA FrF NGl
A F3HE=  product information quality]l ©™E main
effect’} 98 & % %1‘21q“[F(l,256)‘63.126,p<0.001,
M Low quality=2.10, M High quality=3.22]. %, Product
information quality’} 482 22 manipulated® ZH&
¢ & k. T3}, price dispersiond FHZo gk
manipulation check2 93] Shrivastava and Lurie (2001)
Aol Al AL&H perceived price dispersion itemS 5 3l
subjectE9] price dispersion®] ¥ perceptionS
A Z&HA It ANOVAE B3 BAoA F
F@3te] price dispersion condition®] AFHOR
manipulated g g 5
A A THF(1,256)=204.97,p<0.001, M Low=321, M
quality=5.42]. v}X| 22 & Involvement manipulation
checko] AAIHAT. £ dAFNAE  involvement
check2 93] recall score®} Self-reported cognitive
effortE A8 31 th(Shavitt et al. 1994; Petty et al. 1980).
High involvement condition®  subject52  low
involvement condition®] subject® Rt © A3
recall¥} & Self-reported cognitive effort scoreE
71 289 THF(1,256)=45.553,p<0.001, M Low=3.72, M
quality=4.30].  SubjectEN A ARF A td
general attitude® 3 H3HAl I3 factor analysisol
o8] 319 factor2 FHX 2 (Cronbach’ s a=0.81)
prior knowledge®} &7 covariate variableZ hypotheses
testing®l] AF&-5 AT}

Hypothesis Testing

Customer Product Attitude= 37§9] itemo] <j3|
EAH AL factor analysisoll 3 single factorE
EHAHCronbach’ s a=0.84). ¥4& & o5
3709 item9] meangt& AMEEAY. [E1]& 7
condition V}t} dependent variable®] mean¥} standard
deviation& YER I Ut}

JE 1 Descriptive Statistics of Product Attitude

Low-Involvemen
t

Involvement High-Involvement

Price Dispersion Low High Low High

Product  High 3.75 4.46 4.68 4.58

Informa (0.73) (062) (0.83)  (0.50)

tion n=31 n=31 n=35 n=30

Quality | W 359 410 412 298
082 (073) (0.56)  (0.64)

n=38 n=31 n=31 n=31
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Hypothesesi ANCOVAE T3t testd At A=
[¥2]9} ZY}. Covariate variableS & §-9l8tx] %A
Uitk 23E F3A] Product information quality?)
main effect7} 3% -
A THF(1,248)=56.238,p<0.001]. w&}A], Hypothesis 1-&
A A=A}, Product information quality X involvement
interaction{F(1,248)=21.295,p<0.001]-2 product
information quality7} product attitude©l]) #)
low-involvement®d W B.t} high-involvementd W ti

0]l 0. O
AT =E

FFgol  AoE JEHWY. F, ARFINAo]
A F3E  product-attribute  information  quality’™
high-involvement  conditiond W&  #9l35lA 4,
low-involvement conditionoll A & 98t

FATHZH 1 FX). o] 27+ ELMQ prediction?}
5 g3ttt welA, Hypothesis 2= A& Ao},

JE 2 ANCOVA Results

Effect F-value Sig.
Prior Knowledge 0.003 0.955
General attitude toward | 1.018 0.314
Infomediay

General reference price of | 1.825 0.178
digital camera

Involvement 1191 0.276
Price Dispersion 0.035 0.852
Product Information Quality 56.238"" | 0.001
Involvement * Price Dispersion | 48.067"" 0.001
Involvement  *  Product | 21.295™ | 0.001
Information Quality

Price Dispersion * Product | 12.080™" | 0.001
Information Quality

Involvement * Price Dispersion | 5.691" 0.018
* Product Information Quality

28 I Two-way Interaction (Involvement X Product
information quality and Price dispersion X Involvement)
Jor Product Attitude

5 5

% ¥

45 4
< S
R T 4
T s T s
5 g
£ o3 rgh Qualty £ 3 - High-lnvo.verment
- Low Qualty - Lon-Invoivement

i85 o5

won Hgh tow High
volvement Price Dispersion



Customer Product Attitude
-

A#}=  price  dispersion®}  product  information
quality ] effect’} low-involvement 2}
high-involvement®] 7 -$-of wel T 24 dojd&
AdE 4 Qd. ol= price dispersionX product
information quality X involvement®] three-way interaction
effect7} Fode %3l o T Atk
[F(1,248)=5.691,p<0.01}.

Low-involvement{!  subjectol Al 23&  price
dispersion2] effect Tt ¢ st A U

Ao

Ak olE

[F(1,127)=22.370,p<0.001].
ageAd & 7

[2¥2]9] 9%
ELMY] ZAfE

ARZEAY 87 oA replicatedA Tt E F AT}

Z low-involvement?] subjectS -2 product information

qualityel A glo] price dispersion®  product
attiudezte] 4o A@BAI Jvde AL & F

At mEbA, hypothesis 4= Aol HAT. 2,
low-involvement$!  subject&<  price  dispersion©]
AAEAN Jeve 7B @& 7F4 el anchoring® W
3o JMAYSFE E0UE simple decision ruleo] &3]
product attitude’} ZAo] & & 5 AU “More
Cheaper, the better.” ).

High-involvement?! subjectoll Al = product information
quality effect {F(1,123)=86.002,p<0.001}, price dispersion
effect [F(1,123)=28.334,p<0.001], interaction of product
information quality and price dispersion
[F(1,123)=20.042,p<0.001], 2F7} #olstgich. A&
[292]9] 2&8% IOYdA ¢ £ Ut F,
high-involvement$! subject= o= product information
quality”}  3¥& w product attitude’} 5 7}3} =
AR price dispersion®]  AHAAH  product
attitude’t Z4TL ¢ 5 Aok sHAT high product
information quality condition® W, price dispersionol
W& product attitude® W FstA @x
[F(1,630=0.318,p>0.5], low product information quality

condition® W, price dispersiono]l W& product
attitude®] W= KL ¥ o+ UH
[F(1,60)=55.771,p<0.001]. wt&bA], hypothesis 5t
AEEA}. Z,  high-involvement  subjectE -2
ARFNGo]l & FA9 ARE AFH FAE
e 3 AEF 71E EAY Az wREsEHA

AARE e EHo ARE AFVAL "W AFEY
7}3 EAbol AAol uwhgl product attitude’t T4 9]
wdolA& & < Utk Price dispersiond FXE7t
high-involvement  subjectE ol Al= 3t  riskE
#adeE A& ¢+ Aok

2§ 2 Three-way Interaction (Price Dispersion X
Product Information Quality X Involvement)

Low (nvolvement Figh Fvotveret
3 ———
£
<
T 4
3
2
FEEL
2
dpone 13195 Cusality - bt 5 Quaity
0 lowaualty ¥ ~ B Low Quaity
25
Low High Low Hgh
Price Dispersion: Price Despeyuon

[T O g Py

olo] thd MWL price-perceived risk measure?!
perceived performance risk®} perceived financial risk7}
involvement®] 3o wel ¥ A product attitudeol]
43S nx=x dolB = additional analysisol] 23
2" £ Ut B dFoAME price dispersion
product information quality”} involvement & =¢f whe}
perceived financial risk®} perceived performance riskol
ojm gL v]Xx oA risk7t product attitudeol]
ol ool glEA dotHiiz Frh. Regression
analysiso] 2ld) &z Aute (93] o Jehd
At

ZZ@ 3 The Underlying Mechanism of Price dispersion
and Product information quality on product attitude

* Low Involvement ansuners

Perceved Financiad Rusk

faz

Pareved Financial Rusk

il Peccewved Performance Rusk

FHHoz, TN AFAFE FEFY price
dispersion  AH] X} 9involvemento] 23 o-&
WO 2 product attitudeo FEFE vlA 4 o
AL BAF3 vl Low-involvement AW A&
HAEFAR] AT Fe BT Ao vy
AA BURE A 5 UEAE price set®] lowest
price?tS Fal Vel price dispersiono] % 7bahd
o & JMAE A FSE retailer’t ok Ao
product attitude’t “F538HTH. ©]&  low-involvement

AHlRRQl AS ARFAZ AFHFE 94T F
A4 vl er fHFedan % 4 Qo
High-involvement 2B ZHES BB F ol

AFgsTe R F27 AFH price dispersions
B4l 312138t product attitudeE Z A A Ao

48 price dispersion?] F7te A Fo) diF
perceived performance riskE& F7FAlFH  product
attitudeol] A A AEgS wAv], o] product

information quality®l 2J3} averaged + UFE & F

Atk o]E  high-involvement  AM] xSl AH$
ARFNEo] AFAFe dgAd AF HRY

FAY 714 vug 2% agdda B 5 dth
A3 AY A9 involvementol] Wl F B F A
dge] adrt d24 dojd ¢ Y A& L F
A

Conclusion and Discussion
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B d3e 3A 371A findingg AASFR o
AR, ARFNFol AMF3| F+ product information
quality”} consumer product attitudeol] 3 FFE
nHgE Zolt. A4, FRFALY 92 IAT
T+ Ae AFE price dispersion©] product attitudeol]
v 2= &3 o] involvemento] wel t2dE AL
Fol ot A, AHEFAY oA product
information quality®} price dispersion®] involvementol]
e} product attitudeo] HlXE= FFEo dtd &
2+ three-way interactionS Ztolu] it}

2 d7e 2 /A 284 d9gE /A o B
A7 AnE FEFNEY A FastA 2
Aeg  JidEd. & 47 A¥:s g
BEFAZET ol & AFol oid Tud
NAWNE BAFE U contextol] HE F Y&
Aolt}. High-involvement AHIAELS dutd oz
e 8t Al Eol thal] price dispersiono] A E Bl Xol
34 B U} A g low-involvement
A2 8]AEL price dispersion®] HSFE AEF HIE
TRAL FFES e FE F 8 F US

Rolt},
Limitations and Future Research

E d7e 2 /1A @dAAE A Ao RA,
BEFNGAA & AFA dH AFEe
£33 EE59 reputatione LA FUo. IS
£2PES] FHoz xuAI EE AFEE
8 reputation® AT W ¥n &JE
reputation® 2 AFoA T FER) gL HEo] ojy7l
AT FF AFA FA nAY Fod AFY
Aolth, BA, BRFNYNA AFTEHE price set
ATE 10712 AP ARFANA
AsHE £2FEED price?d seto] BoW BESFH
o] AFol @A JElAA 7] UATkE signalE
#4gd £ o FF AFE AERTALANA
AFHe vz F9 o dExE AT
Ag=ojof & Aot
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