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This paper addresses how consumers use Internet with specific emphasis on information search

SUMMARY

and decision making processes. Findings based on the survey are as follows:

1.

Time constraint can be observed with respect to information search, including search via
Internet.

The higher a consumer’s involvement with a brand choice, the longer hours he/she spends
time on information search.

However, it is paradoxical that information obtained via Internet becomes less important in

decision-making processes, as the involvement gets higher.

These findings imply the following.

1.
2.

The spread of Internet has a limited effect in improving the market efficiency.

Consumers are likely to spend more time on high-involvement items as more information
floods in, resulting in a decrease in information search on low-involvement items.

The conditions for Internet information to be utilized in decision-making processes depend

heavily on the extent of the consumers’ average involvement with the item.
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