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Abstract 
This study examines age differences with respect to consumers’ usage of in-store 
information sources, and the underlying antecedents of in-store information search, in the 
context of a book purchase. The information search literature identifies a number of 
personality, situational, and demographic variables that are posited to influence the extent 
of information acquisition. A survey, containing items designed to measure the identified 
antecedent search variables, as well as usage of various in-store information sources, was 
administered to actual consumers when they were in a bookstore. In-store information 
search appears to be composed of three distinct dimensions: general information search, 
specific information search, and sales clerk assistance. Distinct patterns of in-store search 
behaviour, in terms of the three identified search dimensions, were apparent for the four 
age groups (<30, 30–49, 50–59, 60+ years). In addition, the degree to which various 
personality, situational, and demographic variables influenced in-store search behaviours 
sharply varied across the four age groups. Other observed age differences, and directions 
for future research are also discussed. 
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Chapter 1 
 
This chapter helps the reader to be introduced to the background of the study focusing on 
in store information search, the problem discussions, the purpose and specific research 
questions 
 
1. Introduction 
 
1.1 Background 
 
The aim of marketing is to understand customer’s buying behavior. “The most important 
thing is to meet and satisfy target customer’s needs and wants. The field of consumer 
behavior studies how individuals, groups, and organizations select, buy, use and dispose 
of goods, services, ideas, or experiences to satisfying their needs and desires. 
Understanding consumer behavior and “knowing customers” is never simple. Customers 
may say one thing but do other they may not be in touch with their deeper motivations. 
They may respond to influences that change their minds at the last minute. Small 
companies, such as a corner grocery store and huge corporations, such as Whirlpool, 
stand to profit from understanding how and why their customers buy.”(Kotler, 2003, 
p182) .If we don’t understand our customers’ needs, preferences and motivation we will 
be hurt. A very good example is Wal-Mart’s experience in Latin America. Wal-Mart’s 
initial target market was united state. After having successful experience there, they 
decided to open its stores in Latin America like those in United State: narrow aisles 
crowded with merchandise, huge parking lots, many products with white, red, blue 
banners, and so on, but they did something wrong. People in Latin America have 
different preferences in the shape of the store what Wal-Mart didn’t notice. Latin 
American shoppers expect wider aisles since they come with larger families, many don’t 
have a car and need door-to-door bus transportation, and the red, white ,blue brand is not 
important for them. Forgetting to study the customer was the Wal-Mart mistake. (Kotler, 
2003, p183) 
 
There are general models of buying behavior that enable an understanding of the process 
which consumers follow in making a purchasing decision. These models provide 
explanatory and predictive ability which are of critical importance to marketers. 
EKB1 model (Liang & Lai , 2002) , is one of the most important models in buying 
behaviour. This model will be discussed here. What we are going to focus on in this 
research, is the second stage of this model and it is called information search stage. 
Bettman (1979) contends that consumers search for information when faced with a need 
to purchase something: this search may be internal (accessing memory, such as for repeat 
purchase situations), and/or external (such as examining advertisements, product 
packaging, and other formal information sources). Consumers are thought to initially rely 
on internally available information; however if this knowledge is perceived as 
insufficient upon which to make a decision, consumers will then seek information 
externally (Bettman, 1979).This study specifically focuses on the aspects of external 
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search conducted by consumers. The determinants of external information search for a 
product have been fairly well documented (see Beatty & Smith, 1987; Newman, 1977, 
for comprehensive reviews). A variety of personal (or individual-difference), 
psychological, and situational factors have been shown to affect the type and extent of 
information search conducted by consumers. Personal variables include: (1) consumer 
beliefs about the marketplace (Duncan & Olshavsky, 1982); (2) experience and/or 
product class knowledge (Johnson & Russo, 1984; Punj & Stewart, 1983); (3) ability, 
training, approach to problem solving, and approaches to search (Moore & Lehmann, 
1980); (4) personality (e.g., self-confidence) and lifestyle (Newman, 1977, p. 89); and (5) 
demographic differences, such as gender, age, education, income, marital status, 
household size, number of children, occupation, etc. (Moore & Lehmann, 1980). 
Psychological variables include task-specific concerns, such as: (1) high or low 
involvement in the purchase decision (Chaiken, 1982; Engel & Blackwell, 1982); and (2) 
perceptions of performance, financial, and/or social risk (Midgley, 1983). Finally, 
situational variables such as perceived time pressure (Beatty & Smith, 1987), store 
environment, and the availability and complexity of alternatives to choose from (Wilkie, 
1986), strongly influence the extent of external information search. Earlier work on pre-
purchase information search has overwhelmingly shown that some consumers do more 
investigations than others do (Newman, 1977), largely because of differences in the 
aforementioned factors. Since a comprehensive review of each of these variables is 
beyond the scope of this study, Table 1 has been constructed, which summarizes the 
literature on the personality, situational, and demographic variables, which have been 
shown to interact to influence the extent of information search. Table 1 also outlines the 
predicted effects of each antecedent variable on in-store information search. The 
hypothesized relationships were developed a priori, based on a review of the relevant 
literature. For example, individuals characterized as ‘brand-loyal’ shoppers are expected 
to engage in greater information search activities, whereas those experiencing acute time 
pressure are likely to truncate their search activities. No hypothesized directions were 
made for close relationship, income, marital status, and family size, due to conflicting 
literature findings. As will be elaborated upon in a later section of this paper, the current 
study included a series of measures designed to capture some of the variables listed in 
Table 1. Note that the hypothesized relationships listed in this table, are general 
(irrespective of age groups).All the variables related to this research will be discussed in 
chapter 2. 
 
With respect to the study of information acquisition, much of the earlier work conducted 
in psychology has generally operationalized information search with single- item 
measures (see Beatty & Smith, 1987, for a review), such as the number of pieces of 
information acquired, the number of information sources used, and/or the time spent on a 
purchase decision. Later research conducted in marketing has expanded the 
operationalization of search to include multiple measures, generally in the form of search 
indices (e.g., Beatty & Smith, 1987; Duncan & Olshavsky, 1982).  
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Variable or construct Influence on information search: Literature review 
findings 

Hypo. 
Effect 

Personality variables 
Enjoyment of shopping            
Brand loyalty                            
Fashion consciousness             
Leadership/self-esteem            
 
Identity shaper/influencer        
Traditional Christmas lover 

 
Katona and Mueller, 1955 (+); Kiel and Layton, 1981 (+) 
Locander and Hermann, 1979 (+); Horton, 1979 (+)   
Cox and Rich, 1964 (+); Dommermuth and Cundiff, 1967 (+) 
Schaninger and Sciglimpaglia, 1981 (+); Kiel and Layton, 
1981(+) 
Rogers, 1962 (+)   
Laroche, Kim, Saad, and Browne, 2000 (+)      

 
+ 
+ 
+ 
+ 
+ 
+ 

Situational variables 
Motivation/enduring 
involvement    
Time pressure                           
Product knowledge 
/Experience 
Strict budget/financial              
 pressure                                   
Perceived risk                           
Perceived purchase cost           
Situational involvement           
Perceived differences               
Information accessibility          
Shopping list                            
Shopping companion               
Predetermined selection           
Close giver/recipient                
Relationship              
Difficult recipient                
                                                 

 
Hawkins, Best, and Coney, 1986 (+); Howard and Sheth, 
1979    
Moore and Lehmann, 1980 (-); Wilkie and Dickson, 1985 (-)    
Newman and Staelin, 1971 (-); Beatty and Smith, 1987 (-)        
 
Claxton, Fry, and Portis, 1974 (+); Moore and Lehmann,          
 
Beatty and Smith, 1987 (+); Srinivasan, 1986 (+)                       
Kiel and Layton, 1981 (+); Newman and Staelin, 1973 (+)        
Beatty and Smith, 1987 (+)                                                         
Duncan and Olshavsky, 1982 (+)                                                
Russo, 1977 (+)                                                                            
McGrath, 1989 (-)                                                                        
Otnes, Lowrey, and Kim, 1993 (-)                                               
Rigaux-Bricmont, 1993 (-); Banks, 1979 (-)                               
Ryans, 1977 (+); Heeler, Francis, Okechuku, and Reid, 
1979(-)          
 Sprott and Miyazaki, 1995 (+)       

 
+ 
 
- 
- 
 
+ 
 
+ 
+ 
+ 
+ 
+ 
- 
- 
- 
- 
 
+ 

Demographic variables 
Education                                 
 
Income                                      
Marital status (s vs. m)             
Employment                             
(non-emp. vs. emp.) 
Gender (f vs. m)                       
Family size                               
Presence of children                 
 

 
Claxton et al., 1974 (+); Schaninger and Sciglimpaglia, 1981 
(+)                    
Newman and Staelin, 1971 (+); Zeithaml, 1985 (-)                    
Moore and Lehmann, 1980 (+); Zeithaml, 1985 (-)                    
Schaninger and Sciglimpaglia, 1981 (+)                                     
 
Caplow, 1982 (+); Fischer and Arnold, 1990 (+)                        
Zeithaml, 1985 (n.s.); Slama and Tashchian, 1985 (+)               
Swinyard and Sim, 1987 (+)   

 
+ 
 
? 
? 
+ 
 
+ 
? 
+ 

  
(+/)/n.s.): Positively /negatively/ non-significant relation to information search acquisition/effort. 
 

Table 1: Determinants of Information Search 
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The current study conceptualizes information search as multidimensional, and will 
therefore include several items to measure consumers’ usage of in-store sources of 
information. Common in-store information sources can be categorized into two groups: 



(1) personal, and (2) non-personal. Personal sources are usually store sales personnel, but 
can also include advice obtained from a shopping companion (such as an accompanying 
family member or close friend). Non-personal information sources include store 
merchandise displays/layouts, product/category signage, point-of-purchase displays, and 
the products themselves (i.e., selection, presentation, prices, and packaging). 
 
Given the myriad of choices and information available to consumers in most retail 
outlets, selecting the appropriate item can often be a daunting task. Earlier research 
suggests that when the task becomes sufficiently complex, consumers will often utilize 
heuristic strategies that reduce search (Newman, 1977, p. 78; Payne, 1976; Johnson & 
Russo, 1984). One means that consumers often use to reduce information complexity is 
buying by brand or store, which may reflect knowledge acquired from prior experience 
(Newman, 1977, p. 88). Three experiments conducted by Hutchinson and Alba (1991) 
provide strong evidence that situational aspects of previous product-related experiences 
influence an individual’s analytic ability. Often, an individual will decide on a particular 
product or category prior to visiting a retail store (Banks, 1979), thus reducing the need 
for comprehensive in-store search. A consumer might also substitute in-store information 
sources with a shopping list (Otnes et al., 1993) or by shopping with a trusted companion 
(Sherry & McGrath, 1989). Of interest to the present research is whether older consumers 
are more apt to employ the aforementioned shopping aids than younger consumers. 
Relative to younger individuals, older individuals may exhibit substantial differences in 
shopping behavior (particularly information acquisition), for a host of reasons identified 
by psychologists and marketers.  
 
As will be elaborated upon in a later section of this paper, the current study included a 
series of measures designed to capture the variables listed in Table 1. Note that the 
hypothesized relationships listed above are general – that is, irrespective of age groups.  
 
 
1.2 Research Problem 
 
Marketers have long known that consumers vary in the amount and type of effort they 
exert when shopping. The relevance for marketers and retailers is that the amount and 
type of search effort expended by a market segment serves as an important determinant of 
the appropriate marketing strategy for that segment (Slama and Tashchian, 1985). 
Although the personal and situational variables affecting consumer information search 
have been fairly well documented, in Iran less is know about the determinants of 
information search. 
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Understanding the information search behaviour of consumers is of vital importance to 
marketers and retailers – since knowledge of the amount and type of search effort 
conducted by a particular market segment can aid in the development of an appropriate 
marketing strategy for that segment. Market researchers have long suspected that there 
are different factors that affect information search behaviour. One of these factors which 
marketers have focused on more is the consumer’s age. They believe that compared to 
younger people, older people exhibit differences with respect to behavioural 



characteristics, including information acquisition and processing. Yet few studies have 
empirically compared the information search behaviours of individuals in different age 
groups. 
Demographic trends in Iran clearly show that the proportion of the population composed 
of younger age groups is growing much more rapidly than older age groups. 
The aging population of most economies provides a strong justification for empirical 
investigations into age-related differences in consumer behaviour. This thesis responds to 
the call by several researchers (e.g., M. Laroche, 2004; Yoon, 1997; Heroux, Laroche, & 
McGown, 1988; Cole & Houston, 1987; Phillips & Sternthal, 1977) for more research on 
age-related differences in information search and processing. 
 
The scope of the current research is limited to analyzing age differences regarding in-
store information search strategies for buying book (except text book). This study is very 
useful for marketers who want to know more about consumers especially for those who 
want to sell books online. When they have more information about consumers’ way of 
shopping, they can offer the best product to the consumers and as a result of that, they 
will make satisfied and loyal consumers. 
 
1.3 Research Questions 
 
According to what has been said in the previous part, the main objectives of the study are 
twofold: (1) to broaden the understanding of information search activities performed by 
consumers of different age groups in the context of buying books, and (2) to assess how 
various personality, situational, and demographic variables influence both the types and 
extent of information search conducted by individuals across age groups. I defined 
research questions as follows: 
 
1) What are the determinants of information search in buying books in Iran? 
 
2) How do various personality, situational, and demographic variables influence both the 
types and extent of information search conducted by individuals across age groups? 
 
3) Are there any differences in determinants of information search between elderly and 
young consumers?  
 
 
1.4 Thesis Structure 
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This research is represented through five chapters. In Chapter one is an introduction to 
the research. Second chapter consists of two main parts. In the first part of this chapter, 
literature on determinants of information searching is reviewed widely. Variables in table 
1 which were related to this thesis will be discussed completely in chapter two. After 
reading chapter two, a complete understanding of researchers’ work on this issue will be 
achieved. Through the first part of this chapter, readers find out different determinants 
which have different effects on consumer information searching. In the second part of 



this chapter theoretical framework of this research will be presented. Different 
hypotheses are defined in this part. 
 
In chapter three research methodology of the research is presented. In this part, different 
characteristics of the research will be discussed. The sampling design and the instrument 
for collecting the data are also presented in this chapter. At the end of this chapter the 
ways of analyzing data in this research is shown. 
 
In chapter four analyzing of the data is done. This analyzing begins with the presentation 
and description of data and then different regression analysis will be done in order to find 
out the effect of different determinants on information searching. At the end of this 
chapter different hypotheses which have been shaped in chapter two will be tested. 
 
The final chapter is the conclusion. In this part there is a discussion about the results of 
the research and different conclusions will be extracted from the finding which has been 
got from chapter 4. At the end of this chapter, further ideas for those who are interested in 
this issue will be presented. 
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Chapter 2: 
 
The studies related to the problem area and also specific literature reviews related to the 
research questions will be delivered in this chapter. The most important model of 
consumer behavior will be discussed here. Different dimensions of information search 
processes are also mentioned in this part. 
 
 
2. Theoretical Review 
 
In this chapter the findings of different researchers on consumer buying behavior and 
especially their works on consumer information searching, will be presented. After 
reviewing consumer behavior and giving a brief history on its different models, all the 
determinants which were shown in table 1 will be discussed broadly. Reviewing 
researchers’ different findings help me to shape the theoretical framework of this 
research. This theoretical frame work shaped different hypotheses with regard to research 
questions. 
 
 
2.1 Literature Review  
 
2.1.1 Consumer Buying Behavior 
 
There are many models for describing the process of buying behavior. As EKB model is 
the most popular one in marketing, we are going to focus on this model. 

2.1.1.1 EKB Model 

The modeling of consumer decision making enables managers to explain and predict 
consumer behavior, and thereby provides a basis for marketing decisions. The consumer 
progresses firstly from a state of felt deprivation (Problem Recognition) to the Search for 
Information on possible solutions. The information gathered, be it from internal sources 
(e.g. memory) or external sources (e.g. discussions, brochures, sales promotions) 
provides the basis for the next stage — the Evaluation of Alternatives. This stage requires 
the development and comparison of purchasing evaluation criteria. The Choice/Purchase 
stage concerns the action or activity of the purchase, and includes such issues as the place 
and means of purchase as well as the actual decision to buy. Finally, Post-Purchase 
Behavior, as an explicit stage in the process, is critical in the marketing perspective. The 
degree of satisfaction/dissatisfaction with the product/service is a major concern of 
marketers, and provides information for future products and services. This framework is 
useful in enabling the complexities of the external environment and internal information 
processing to be captured. 
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Figure 1: EKB Model 

Here we are going to define all the steps in details. 

 

2.1.1.2. Details of EKB Model 

2.1.1.2.1 Problem Recognition 

The first stage of the consumer decision process triggers all subsequent activity. The 
consumer is compelled to fill the gap between the actual state (deprivation) and the 
desired state (fulfillment) when his or her threshold of problem awareness is reached. A 
number of external or internal factors may elicit problem recognition. For example, an 
increase in a person's financial situation can trigger a consumption decision; running out 
of stock results in a depletion that requires restocking. Actually, with an internal stimulus, 
one if the person’s normal needs-hunger, thirst-rises to threshold level and become a 
drive; need can be aroused by an external stimulus as well. A person passes a bakery and 
sees freshly baked bread that stimulates her hunger; she admires a neighbor’s new car; or 
marketing stimuli, such as a new product announcement or sales promotion campaign, 
may lead the individual to perceive a particular want for the product. 

Consider the external marketing stimuli: In traditional markets, conventional marketing 
communications stimulate demand via conventional media, e.g. an advertisement on 
television. On the Internet, however, the medium is new, and so new kinds of 
communications are required. Traditional mass marketing approaches such as advertising 
reflect one mass marketer communicating a common message to many consumers. Of 
course, much of the audience will not be interested, and there is considerable wastage. 
But new information technologies fundamentally change that. Computer-mediated 
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environments enable identification of individual consumer needs and wants, and the 
subsequent design and delivery of individual, customized communications to the one 
individual by many suppliers. This, then, supersedes the traditional ‘one-to-many' 
practice. 

In terms of consumer problem recognition, the Internet marketer can capture the 
consumer at this early stage in the process. That is, the marketer, by virtue of powerful 
databases of consumer information, is in a better position to know and anticipate the 
consumer's needs and wants. Furthermore, the problem thresholds that will trigger action 
may also be known. Indeed, the marketer may be in a position to manage the consumer's 
purchasing function in a way that has only been known in business-to-business markets 
heretofore. For instance, the benefits of EDI emphasize the effectiveness of automatic re-
order prompts at specific stocks levels, product and service updates, and automatic 
upgrades for valued customers. These all make the decision less complex for the buyer, 
and more manageable and effective. Such relationships are now increasingly possible at 
the consumer level.  

 

2.1.1.2.2 Information search 

After recognizing the problem, the next stage is searching for information. “An aroused 
consumer will be inclined to search for more information. We can distinguish between 
two levels of arousal. The milder search state is called heightened attention. At this level 
a person simply becomes more receptive to information about a product. 

At the next level, the person may enter an active information search: looking for reading 
material, phoning friends, and visiting stores to learn about the product. “Of key interest 
to marketer are the major information sources to which the consumer will turn and the 
relative influence each will have on the subsequent purchase decision.”(Kotler, 2003, 
p204) 

The problem recognition stage motivates the consumer to act, and the information search 
stage is when the consumer takes action to gain knowledge. The sourcing of information 
is at the heart of this stage in the consumer buying decision process. Essentially, the 
consumer seeks information for decision-making, and the marketer must provide the 
necessary information. 
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Through gathering information, the consumer learns about competing brands and their 
features. Fig.2. shows successive sets involved in consumer decision making. The first 
box is the total set of brands available to the consumer. The individual consumer will 
come to know only a subset of these brands, which is called the awareness set (Kotler, 
2003, p205). In consideration set some brands will meet initial buying criteria. As the 
person gathers more information, only a few will remain as strong contenders (choice set) 
the brands in the choice set might all be acceptable. The person makes a final choice from 
this set. 



 

Total set Awareness 
set 

Consideration 
set 

Choice set 

 

Figure 2: Successive Sets in Consumer Decision Making (Kotler, 2003) 
 

Information seeking forms an important and integrated part of problem solving by 
affecting the quality of a given task solution. While many different models of information 
seeking have been proposed , Here just one of the models of information search is 
presented: 

 

Drestke in 1999 identified four elements for communication: a source, a message, a 
medium and a receiver (Janse, 2004). The message is the information flowing from the 
source to the receiver through a channel/medium. This representation of the 
communication process is considered too simple nowadays because besides the given 
information, also the internal context—mainly determined by the addressee's experience, 
knowledge and attitudes—and the external context, which is primarily defined by the 
specific situational and social setting, influence communication. Furthermore, 
communication is a two-way street, and receivers are not passive but actively search for 
information (Innes, 1998). According to Wilson (1997), the circumstances that give rise 
to information seeking behavior are the situation within which a need for information 
arises (a person performing a role in an environment); the barriers that may exist to either 
engaging in information-seeking behavior or in completing a search for information 
successfully; and information-seeking behavior itself.  

Janse, 2004, introduced a model with three main elements (Fig 3). This model describing 
the types of information needed, their sources and the channels through which this 
information is acquired. Janse developed this model for Information searching in forest 
policy decision-making based on information types, channels and sources. He also 
claimed that information searching for all decision making process contains these three 
elements.  

In this model, Janse has classified  the channels used to reach the information sources, 
based on the approach used by Van Woerkum et al .The first distinction made is the one 
between direct and indirect communication. Direct communication then can be split up 
into one-on-one communication and multi-person communication. Simultaneously, direct 
communication can also be divided into oral and written communication. This distinction 
takes the form of a split up between face-to-face or telephone conversations on the one 
hand, and emails or letters on the other hand. Indirect communication can be roughly 
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Decision 



divided into broadcasted (radio and television) and written (publications, newspapers and 
email news lists) communication. 

Jason’s identification of different information sources draws on the work by Hertzum and 
Mark Pejtersen on internal and external sources, and Fidel and Green's study on human 
vs. documentary sources. 

 

 

 

Figure 3: Information search model for forest policy decision-making based on 
information types, channels and sources. (Janse, 2004) 

2.1.1.2.2.1. Gerben Janse Model : A model of information search 

As mentioned above Janse developed its model for information searching for forest 
policy decision-maker. This model can also be used for different decision making 
processes (Jasen, 2004). In order to better understand Janse’s three elements of 
information searching, elements of information search in the case of buying book can be 
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defined as follow (Fig 4). It should be mentioned that these elements have been driven 
from interviews with buyers which were conducted in the exploratory phase of the 
research. 

 

Channels: 
Direct or indirect  

Buyer communication 
 

 

 

Figure 4: Information search for buying book (based on Janse model) 

 

2.1.1.2.3 Evaluation of alternatives 

The third stage of the consumer buying decision process involves the analysis and 
evaluation of alternative solutions. How does the consumer process competitive brand 
information and make a final value judgment? The consumer has sought and found the 
relevant information, and must now use it to make the purchase decision There is no 
single process used by all consumers or by one consumer in all buying situation. There 
are several decision evaluation processes. Traditional sources of information for the 
evaluative stage include past experience, marketing-sponsored communications, 
consumer groups and research institutions, and word-of-mouth. In Internet markets, 
however, information technologies allow for more and more defined, evaluative criteria 
to be used. In this regard, when consumers experience information overload in the 
evaluation process, or when the ‘psychological price' of evaluation becomes too high, the 
advantage may be to the ‘safe' branded or established competitor.  

 
 

Type of information: 
•Author 
•Publisher 
•Price 
•Subject of the book 
•Cover and design 

 
Direct 1 on 1 or  
multi person 
oral or written 
 
 
Indirect: 
broadcasted or 
written 

Sources: 
Family 
Friends 
Colleges 
Newspaper 
TV 
Internet 
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2.1.1.2.4 Purchase decision 
 
In the evaluating stage, the consumer forms preferences among the brands in the choice 
set. The consumer may also from an intention to buy the most preferred brand. Factors 
can intervene between the purchase intention and the purchase decision. 
 
The first factor is the attitude of others. The extent to which another person’s attitude 
reduces one’s preferred alternative depends on two things: 
 

“(1) The intensity of the other person’s negative attitude toward the consumer’s 
preferred alternative and (2) the consumer’s motivation to comply with the other 
person’s wishes. The most intense the other person’s negativism and the closer the 
other person is to the consumer, the more the consumer will adjust his or her purchase 
intention. The converse is also true: a buyer’s preference for a brand will increase if 
someone he or she respects favors the same brand strongly. The influence of others 
becomes complex with several people close to the buyer hold contradictory opinions 
and the buyer would like to please them all.  Related to the attitudes of others is the 
role played by infomediaries who publish their evaluations. example include 
consumer reports; professional movies, books, and music reviewers; customer 
reviews of books and music in Amazon.com; and the increasing number of chat 
rooms where people discuss products, services, and companies. Consumers are 
undoubtedly influenced by these evaluations.” (Kotler, 2003) 

 
 
The second factor is unanticipated situational factors that may erupt to change the 
purchase intention. A person might lose his job, some other purchase might become more 
urgent, or a store salesperson may turn him off. Preferences and even purchase intentions 
are not completely reliable predictors of purchase behavior.  
  
A consumer’s decision to modify, postpone, or avoid a purchase decision is heavily 
influenced by perceived risk. The amount of perceived risk varies with the amount of 
money at stake, the amount of attribute uncertainty, and the amount of consumer self 
confidence. Consumers develop routines for reducing risk, such as decision avoidance, 
information gathering from friends, and preference for national brand names and 
warranties. Marketers must understand the factors that provoke a feeling of risk in 
consumers and provide information and support to reduce the perceived risk. 
 
In executing a purchase intention, the consumer may make up to five purchase sub 
decisions: a brand decision (e.g. brand A), vender decision (e.g. dealer 2), quantity 
decision (e.g. one computer), and timing decision (e.g. weekend), and payment-method 
decision (e.g. Credit card). Purchase of everyday products involves fewer decisions and 
less deliberation. For example, in buying sugar, a consumer gives little though to the 
vender or payment method.  
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2.1.1.2.5 Post-purchase behavior  
 
After purchasing the product, the consumer will experience some level of satisfaction or 
dissatisfaction. The marketer’s job does not end when the product is bough. Marketers 
must monitor post purchase satisfaction, post-purchase actions, and post purchase product 
users. 
 

2.1.1.2.5.1 Post-purchase satisfaction  
 

What determines whether the buyer will be highly satisfied, somewhat satisfied, or 
dissatisfied with a purchase? The buyer’s satisfaction is a function of the closeness 
between the buyer’s expectations and the product’s perceived performance, if 
performance falls short of expectations, the customer is disappointed. If it meets 
expectations, the customer is satisfied. If it exceeds expectations, the customer is 
delighted. These feeling make a difference in whether the customer buys the product 
again and talks favorably or unfavorably about it to others.  Consumers form their 
expectations on the basis of messages received from sellers, friends, and other 
information sources. The larger the gap between expectations and performance, the 
greater the consumer’s dissatisfaction. Here the consumer’s coping and they are highly 
dissatisfied; others minimize the gap and are less dissatisfied.  The importance of post-
purchase satisfaction suggests that product claims must truthfully represent the product’s 
likely performance. Some sellers might even understate performance levels so that 
consumers experience higher-than-expected satisfaction with the product.  
 
 
 

2.1.1.2.5.2 Post-purchase actions  
 

Satisfaction or dissatisfaction with the product will influence a consumer’s subsequent 
behavior. If the consumer is satisfied, he or she will exhibit a higher probability of 
purchasing the product again. For example, “data on automobile brand choice show a 
high correlation between being highly satisfied with the last brand bought and intention 
to buy the brand again. One survey showed that 75 percent of Toyota buyers were highly 
satisfied and about 75 percent intended to buy Toyota again; 35 percent of Chevrolet 
buyers were highly satisfied and about 35 percent intended to buy a Chevrolet 
again.”(Kotler, 2003) The satisfied customer will also tend to say good things about the 
brand to others. Marketers say. “Our best advertisement is a satisfied customer.”(Barry L. 
Bayus, 1985) 
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Post-purchasing communications to buyers have been shown to result in fewer product 
returns and order cancellations. Computer companies, for example, can send a letter to 
new owners congratulating them on having selected a fine computer. They can place ads 
showing satisfied brand owners. They can solicit customer’s suggestions for 
improvements and list the location of available services. They can write intelligible 
instruction booklets. They can send owners a magazine containing articles describing 



new computer applications. In addition, they can provide good channels for speedy 
redress of customer grievances. 
 
 
2.1.2. External and Internal Information search process  
 
2.1.2.1 Introduction 
 
EBK model was discussed in the previous part. As this research is more related to the 
second part of this model, therefore in this section, factors that influence the information 
search process will be mentioned.  

Virtually all contemporary theories and models of consumer behavior argue that such 
behavior is the results of a dynamic and often complex decision making process (Hansen 
1969). Thus, while consumer behavior is routinely conceptualized and discussed in terms 
of decision process, research methodologies appropriate for investigating dynamic 
processes are not generally utilized. Instead, theoretically dynamic issues are investigated 
via static, cross-sectional methods, usually involving the solicitation of verbal reports 
collected after that fact (Jacoby, 1976). Using such an approach, the decision process is 
obscured and the investigator can only guess as to what actually happened during the 
temporal sequence leading to the purchase decision. Jacoby (1977) developed and 
utilized verbal protocols, eye fixation research and behavioral based manual manipulation 
approach to permit investigators to determine how much (i.e. depth), just which (i.e. 
content) and what order (i.e. sequence) of information acquisition. 

Regarding depth, evidence from investigations employing traditional methodologies 
suggest that consumers actually utilize very few items of information prior to arriving at a 
purchase decision. For example, Hansen (1969) reports that attractiveness scores for 
purchase alternatives in several product categories were predicted just as well when only 
the three most important attributes were used as predictors as when the total number of 
predictors were employed. Olseon and Jacoby (1972) found that consumers used only 4 
to 7 of the total number (n= 12 to 15) of product attributes available for each of five 
different products as a basis on which to arrive at a purchase decision.  
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Regarding content, evidence also exists regarding what type of package information 
consumers are likely to find most important. “Numerous investigations, particularly of 
survey variety suggest that brand name and price are exceedingly important information 
dimensions for consumers.” (Jocoby, 1977) However, little overt behavioral evidence is 
available to document consumer acquisition of price information in vivo prior to making 
a purchase decision. Laboratory generated evidence on how consumers arrive at quality 
judgments suggests that when price and brand name are directly pitted against each other, 
brand name is dominant (Gardner, 1971). One might therefore expect brand name and 
price to be among the first information dimensions selected by consumers, with brand 
name superseding price in terms of frequency and order of selection. 



Finally, Miller (1956) and Simon (1974) have pointed out that individual elements of 
information (i.e., bits) can recoded and integrated into higher order units (i.e. chunks) 
which typically convey considerably more meaning and are easier to store in and retrieve 
from long term memory. Simon has written that chunk is a particular amount of 
information that has specific psychological significance. In introducing the term chunks 
to behavioral science, Miller (1956) wrote “we are dealing here with a process of 
organizing or grouping the input into familiar units or chunks, and a great deal of learning 
has gone into the formation of these familiar units” 

Public policy makers and marketing managers have made important decisions and 
enacted major program to understand what kind of information consumer search when 
they want to buy product. Their problem centers around the distinction between 
information provision (as practiced by the source of communication) and information 
impact (on the receiver of that communication). Jocoby (1977). Considerable evidence 
exists to demonstrate that there is no one-to-one relationship between information 
provided and the impact on this information on the recipient. For any one of a number of 
reasons, there may not be explicit or observable (i.e. the impact may be on covert 
cognitive processes and states, such as attitudes) or the impact might be observable but 
different, perhaps even opposite, from that intended. Evidence has also been adduced to 
suggest that, under various circumstances, the provision of information can actually lead 
to making less satisfying and less correct decisions (Woodruff 1972). 

Jacoby (1974) argued that rather than focus on information provision, information 
disclosure programs must direct attention to the impact that such information has on the 
receiver (or classes of receivers). This involves considering ways of designing the 
consumer’s information environment so that said information has the desired impact. It is 
also necessary to answer such questions as: what does the consumer do with the 
information provided? Does he understand it? Does he use it? 

Day (1976) argued that unfortunately, little is known about consumer information 
processing behavior; he said “overemphasis on the question of information preference 
with littler attention to the consumer’s actual behavior or use of information. For 
example, many researchers assumed that if a consumer says he “wants” a particular type 
of information, he will later use that information in his decision making activities.” 
Marketing managers act on much the same principle when they permit consumer opinion 
(as determines via survey research or focus group interviews) to shape their prediction of 
how consumer will interact with a given product. What kind of information do they use in 
order to buy? The present investigation directs attention to find factors that impact use of 
information. 

 20

As mentioned before, the consumer’s search for information related to choice is a major 
component of most consumer behavior decision models. Newman (1977) has provided a 
comprehensive review of extent and determinants of search activity. Bettman (1979) 
contends that consumers search for information when faced with a need to purchase 
something. Howard (1969) has suggested that pre-purchase behavior can be classified 
into three categories: extensive problem solving, limited problem solving, and reutilized 



response behavior. A person’s current stage depends primarily on familiarity with the 
product class and the available alternatives. Similarly, Bettman (1979) proposes that 
consumers search for information in pursuit of particular goals, and this search may be 
internal (memory) or external (packages, consumer reports, advertisements). 
Furthermore, he suggests that an internal search is usually performed initially and is 
followed by external search if there is insufficient information in memory to make a 
decision. 

Internal and external search are important aspects of the process by which consumers 
make decisions. These two aspects will be discussed below. 

2.1.2.2 Internal Search and Stored Information 

Little is known about internal search; Hansen (1972) attempted to measure a construct 
that is at least related to internal search, using a projective technique by asking “How 
carefully would you think that most people would consider the alternatives?” However, 
the question may be more closely related to processing than to search. No other studies 
have attempted to measure the amount of internal search prior to purchase. However, a 
number of studies suggest the very plausible hypothesis that experience leads to 
knowledge, which gives rise to internal search in the future. For example, William and 
Lehmann (1980) suggested that people who are interested (and probably more 
experienced as well) in a product category have more information stored in memory (or 
at least stored in more complex form) than others.  

Studies using behavioral process methodologies have found that consumers acquire less 
information when brand names are present than when they are not (Jacoby1977). This 
suggests that more internal search (or less total search) is taking place when brand names 
are present, i.e. when the subject’s knowledge is increased. Newman and Staelin (1971) 
have found that external search decreases with satisfactory experience with a product 
class. One might infer from these findings that more internal search is taking place after 
knowledge has been gained through previous experience.  

2.1.2.3 External Search Effort 

External search effort is the degree of attention, and effort directed toward obtaining 
environmental data or information related to specific purchase under consideration. The 
focus is directed toward active rather than passive search due to the ambiguity and 
difficulty of measuring passive search. It is likely, however, that some passive search will 
be captured in these measures, particularly for media search (Hawkins, Best and Coney 
1986).  
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The idea that consumers may undertake external (overt) search for information prior to a 
purchase decision has been widely popularized by conceptual models such as those of 
Howard and Sheth (1969). These models imbue the concept of search with certain 
connotations of systematic approach to decision making, utilizing a variety of 
information sources and with clear evaluative criteria. However, extensive reviews of the 



conceptual and empirical literature such as those by Newman (1977) indicate that at best 
such external search should be characterized as limited rather than extensive. That is, 
many individuals do not visit more than one retail outlet, and many appear to rely on 
small subset of all available information sources (personal, neutral and advertising). 

If the typical consumer is involved in limited external search, an interesting question is 
whether certain patterns of source usage can be identified. This question is of interest not 
only theoretically, but also in terms of designing improved marketing communication 
programs. This identification of such patterns could potentially assist retailers, marketers 
and public agencies. 

The extent of external search for information exhibited by consumers prior to purchase 
typically has been found to be very limited. In some cases little or no external search 
occurs (Dommermuth 1965; Newman 1972). Limited search sometimes occurs even for 
so-called specialty and shopping goods and for first time purchases. Large individual 
differences in the extent of search have also been observed. These findings are of obvious 
significance to private and public policy making and many factors have been proposed to 
explain them. 

Given that it is so difficult to measure external search, it is not surprising that the 
determinants of external search are not well established empirically. The cost-benefit 
concept, drawn from economic theory (Stigler and George 1961), provides that primary 
theoretical basis for most empirical studies (e.g., Goldman and Johansson 1978). This 
concept implies that a person will continue to acquire and process information until the 
costs of additional acquisition and processing outweigh that expected benefits. Thus, 
other things being equal, product importance would imply higher benefits and, hence, 
more search. Similarly, learning and experience (Howard and Sheth 1969) would imply 
smaller expected benefits for additional external search. Newell and Simon’s (1972) 
emphasis on limited processing capacity does not suggest which product classes will be 
searched more extensively, but does suggest limits to the amount and type of information 
processing.    
 
 
 
2.1.2.4 Categorization of External variables 
 
Different categorizations of variables that are related to external search have been 
provided by researchers.  
 
Newman categorization 
Newman (1977) categorized the determinants into six categories: 
 

• Cost 
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• Potential payoff {price, style, perceived difference, perceived risk, knowledge, 
experience, education and income} 



• Buying strategies {brand and store preference. Satisfying versus optimizing, 
strategy of information acquisition.} 

• Situational variables {urgency, financial pressure, special buying 
opportunities, location of residence} 

• Personality variables 
• Other variables {household role, party of major influence, social class, 

occupation, age, stage of life cycle}. 
 

 
Bettman Classification 
A similar breakdown (Bettman, 1979) classified determinants of “choice process 
intensity” (which include processing of information as well as collection) into five 
categories: 

• Properties of choice situation (availability of information, difficulty to choice 
task, and time pressure) 

• Cost versus benefits of information 
• Conflict and conflict response strategies 
• Individual differences (in-store versus prior processing, abilities, concern with 

optimally of choice) 
• Knowledge 
 

 
Moore and Lehmann (1980) categorization 
They offered a third categorization in an attempt to combine Newman and Bettman 
categorizes and eliminated some inconsistencies. This typology differs from Bettman’s in 
two ways. First, their choice situation category has been split into two components, 
market environment and situational variables, because of the difference in the nature of 
these two influences. Second, their costs and benefits category has been split into a 
number of categories, as all of the categories ultimately fall under this heading. Similarly, 
the primary difference from Newman’s list is that their potential payoff category has been 
split into a number of categories (potential payoff, knowledge/ experience, and individual 
differences), as these aspects are usually treated separately. Also their category “buying 
strategies” has been made a part of Moore and Lehmann’s individual differences 
category.   
 
 
Duncan categorization 
Duncan classified these factor into environmental and consumer factors. He defined 
environmental factors as number of alternatives present and information availability and 
consumer factors in his definition, include perceived risk, knowledge, experience, time 
and finance pressure and personality variables. (Duncan, 1982) 
.  
 
 
Kiel and Layton categorization 
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Kiel and Layton (1981) define 12 search variables under 4 factors.  



• Retailer search factor: phone calls to retailers, trip to retailers, and number of 
retailers visited and time spent visiting retailers. 

• Media search factor: number of ads recalled and number of items of written 
information used, other makes seriously considered, and other dealers seriously 
considered.  

• Interpersonal search factor: number of owners known and number of opinion 
leaders used. 

• Time factors: introspection time and search time 
 

  
Laroche categorization 
In the other hand, Laroche (2004) classified these factors into a variety of personal (or 
individual-difference), psychological and situational factors. These factors have been 
shown to affect the type and extent of information search conducted by consumers. 
Personal variables include: (1) consumer beliefs about the marketplace (Duncan, 1982); 
(2) experience and/or product class knowledge (Johnson & Russo, 1984; Punj & Stewart, 
1983); (3) ability, training, approach to problem solving, and approaches to search 
(Moore & Lehmann, 1980); (4) personality (e.g., self-confidence) and lifestyle (Newman, 
1977, p. 89); and (5) demographic differences, such as gender, age, education, income, 
marital status, household size, number of children, occupation, etc. (Moore & Lehmann, 
1980). 
Psychological variables include task-specific concerns, such as: (1) high or low 
involvement in the purchase decision (Chaiken, 1982); and (2) perceptions of 
performance, financial, and/or social risk (Midgley, 1983). Finally, situational variables 
such as perceived time pressure (Beatty & Smith, 1987), store environment, and the 
availability and complexity of alternatives to choose from strongly influence the extent of 
external information search. 
 
 
Other studies on search variables 
Sharone’s (1987) research and findings on external search variables are as follow: 
 
1) Consumers tend to engage in more searches when purchasing higher priced, more 
visible, and more complex products- i.e., products that intrinsically create greater 
perceived risk. 
2) Search is also influenced by individual factors, such as the perceived benefits of search 
(e.g. enjoyment, self confidence, and role), demographic aspects, and product knowledge 
possessed. 
3) Search effort tends to be further influenced by factors in the marketplace such as store 
distribution and by situational factors such as time pressure impinging on the shopper. 
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More external search studies focus on “search style segments.” Westbrook and Fornell, 
(1979) noted two “search style segments” shoppers tended to differ on 1) the extent of 
physical shopping, and 1) the tendency to use either neutral sources or personal sources 
of information. Midgley (1983) continued to refine “search style segments” by clustering 
individuals who utilized sources of information differently in the search process. Four 



dimensions explained patterns of search for men’s suits: life cycle (age, attitude to change 
and risk, gregariousness, income and marital status), status involvement (gregariousness, 
income, social class, and purchase frequency), pro-fashion attitudes (attitudes to change 
and risk, marital status) and store loyalty. Punj and David and Stewart (1983) identified 
six clusters of individuals with verifying patterns search. 
An extended framework on consumer search that distinguishes between pre-purchase 
search and ongoing search was presented by Bloch, Sherrell, Ridgway (1986). They 
suggest that purchase search (search related to a specific purchase) is influenced by 
involvement in the purchase, while ongoing search (search independent of specific 
purchase needs of decisions) is influenced by involvement with the product. 
 
As this study specifically focuses on the aspects of external search conducted by 
consumers, factors which are affected external search effort will be described completely 
below. It should be mentioned that these factors were directly extracted from Laroche’s 
(2004) research. His research was conducted for buying Christmas Gift while this 
research is about buying book. 
 
 
2.1.3 Influencing Factors 
 
2.1.3.1 Personal variables 
 Researchers have looked at the effects of personality traits and/or lifestyle characteristics 
on search behaviour. These variables are discussed below. 

2.1.3.1.1 Lifestyle and Personality 

People from the same subculture, social class, and occupation may lead quiet different 
lifestyles. A lifestyle is a person’s pattern of living in the world as expressed in activities, 
interest, and opinions. Lifestyle portrays the “whole person” interacting with his or her 
environment. Marketers search for relationships between their products and lifestyle 
groups. For example, a computer manufacture might find that most computer buyers are 
achievement-oriented. The marketers may then aim the brand more clearly at the achiever 
lifestyle. 
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Each person has personality characteristics that influence his or her approaches in 
information searching. By personality, we mean a set of distinguishing human 
psychological traits that lead to relatively consistent and enduring responses to 
environmental stimuli. Personality is often described in terms of such traits as self-
confidence, dominance, autonomy, deference, sociability, defensiveness and adaptability. 
Personality can be a useful variable in analyzing consumer’s information search 
approach. For example, there is an idea which says “brands also have personalities”. 
Therefore, consumers who want to choose brands whose personalities match their own, 
search less information. 



As Laroche’s research (2004), I tried to understand the relationship between some 
personality variables (Generous, Bargain Hunter and Mode Conscious) and different 
dimensions of information search (will define later). 

2.1.3.1.2 Self-confidence and risk reduction 

Although risk taking is categorized by Laroche (2004) as situational variable but because 
self- confidence and risk are interrelated, we also discus this issue here. 

 Researchers always try to find relationship between self-confidence and risk taking. 
Taylor, 1974, outlines a theoretical structure for risk taking in consumer behavior. In his 
literature review, Taylor states that very little is known about three individual differences 
variables (generalized self-confidence, specific self-confidence, and anxiety) and their 
effect on risk-reduction strategies. Figure 5 shows the relationships between these two 
concepts in the consumer research literature (Taylor 1974). Basically, the consumer is 
confronted with a choice situation and as a result experiences uncertainty or perceived 
risk. As a result of uncertainty, risk-reduction strategies are developed by consumers and 
as William and Locander (1979) point out, these strategies can operate on either of the 
two risk components: 1) uncertainty and 2) importance or danger. For the most part, 
consumers tend to reduce the uncertainty component by seeking information about 
purchase decision. 

Choice 

Uncertainty 
Perceived Risk  

Generalized  Specific Anxiety 
Self- Confidence Self- Confidence

 

Figure 5: Relationship between Self-confidence and Anxiety 
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Developing of 
Risk Reduction 
Strategy 



The following operational definitions help to better understand figure 5. 

• Uncertainty/Perceived risk: 

The work of Lutz and Reilly (1973) based on Bettman’s (1972) previous efforts, was 
used to construct the purchase situations. Consumers were asked to project themselves 
into five different purchases. Situations and rate their information-seeking behavior. The 
following paragraph, Lutz (1973) was used for the hypothetical purchase situation. 

“You need to buy a product for your own personal use, but when you go shopping you 
discover that all the brands that you are familiar with are unavailable. The only brands 
available in the entire town are brands A, B, C, D, and E, brands which you know nothing 
about. Nevertheless, you need the product and therefore must make a choice among the 
five brands. However, for you to select a brand without any information about the brands 
would be virtually the same as selecting at random.” 

• Generalized self-confidence: 

This term is defined as the extent to which an individual believes himself to be capable, 
significant, successful, and worthy (William and Locander (1979)).  

• Specific self-confidence: 

This term refers to the subject’s confidence with respect to the discussion at hand. Much 
of the work with specific self-confidence has been conducted in a persuasibility context. 
Bell (1976) studied self-confidence and persuasion in automobile buying. William (1979) 
developed a seven-point specific self-confidence measure. Respondent were asked to 
complete a rating scale with bipolar scales “I would”, “I would not” 

“Be confident of my ability to pick the best buy from the five available brands” 

The brands refer to unfamiliar ones set up as part of the role-playing situation. 

• Risk-reducing strategies: 

Consumers do seek information from different sources when faced with risk or 
uncertainty, William and Locander (1979) outlined five type of information sources from 
which consumer can seek information to satisfy a particular need. The five sources and 
the operational definitions of each are: 

1) Impersonal Advocate: mass media advertising including reading magazine ads, 
listening to radio commercials, reading newspaper ads, viewing TV commercials or 
looking at point-of-purchase displays. 
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2) Impersonal Independent: checking with consumer reports or finding a technical report 
on the product. 



3) Personal Advocate: asking sales clerk’s or store manager’s opinion. 

4) Personal Independent: trying to remember what brand a friend or neighbor uses, asking 
opinions of family members or close friends, asking the opinion of a neighbor or 
coworker. 

5) Direct Observation/Experience: asking for a product demonstration, relying on past 
personal experience, trying the product before buying, or reading the information on the 
package. 

6) Pick a brand: a behavior to go ahead and pick a brand. 

The rational for number six was that it allowed the subject to respond without being 
forced to select an outside information source.  

 The uncertainty or risk variable in figure 5 generally has been viewed as varying along 
two dimensions: 1) performance and 2) social risk (Brody and Cunningham 1968). The 
choice and resulting perceived risk bring about and anxiety-producing situation. That is, 
the individual’s realization that something must be accomplished or possessed in turn 
causes feeling about competence to handle the situation (Taylor 1974). William and 
Locander (1979) noted that to understand the anxiety variable, one must distinguish 
between state and trait level of the construct. State anxiety is related closely to the 
stimulus conditions initiating a behavioral sequence designed to reduce the feeling of 
anxiousness. However, individual differences in trait anxiety, along with past experience, 
determine which stimuli are cognitively appraised as discomforting. Taylor’s theory 
focuses on state anxiety to exclusion of trait variable. 

Because general self-confidence is essentially a personality variable, it cannot be 
expected to relate to unique situations (Hisrich, 1972). As Taylor (1974) shows in figure 
5, general self-confidence is not related directly to any other variable expect specific 
confidence. The two variables combined effects are seen to be related to anxiety. William 
and Locander (1979) believed that individuals high in trait anxiety adopt self-
depreciating attitudes from their failure and thereby undermine their own self-confidence. 
However, the appraisal of any particular situation is influenced by person’s abilities and 
past experience. Thus, one would expect a negative relationship between anxiety and 
general self-confidence. Conversely, the general/specific confidence relationship is 
viewed as interactive: situational fluctuations tend to be qualified or magnified by general 
self-confidence  
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Specific self-confidence is viewed as being related to anxiety and risk-reducing 
strategies. Its relation to anxiety is as a moderating influence. That is, consumers with 
higher specific confidence (perceived ability) will come to view the situation as less 
anxiety producing. At the very last, specific confidence reduces the tendency of highly 
anxious individuals to experience strong situational discomfort. This point is 
substantiated by Hisrich (1972) who state that specific self-confidence is a very important 
variable for handling risk. 



William’s research in 1979 showed that specific self-confidence has a significant impact 
on information seeking. The general trait variables confidence and anxiety were of no or 
little importance in explaining risk reduction. There does appear to be some evidence that 
the specific by general confidence interaction is significant for low performance products. 
With respect to information sources, as the total risk of purchase situation increases, a 
person’s observation and experience becomes the favored information source. 

William also claimed that self-confidence affects the tendency to accept influences as the 
complexity of the situation increases. According to their researches, the high specific 
self-confidence consumers showed a greater tendency to seek out more information 
sources. Additionally, it is likely that the ability of the high specific self-confidence 
group to “handle” the purchase situation was manifested by a stronger tendency to 
employ the buy strategy. 

William revealed that in processing information and making decision, consumers attempt 
to economize on the cognitive effort required to reduce uncertainty. Hansen (1972) 
believes that the likelihood of information being useful to consumers is a very important 
factor in most choice situations. If the sources provide information perceived to be of 
value, consumers will use those modes of risk reduction. William found that when 
consumers were faced with the higher performance risk decisions, the high specific self-
confidence group chose to rely on their own observation/experience and the consumer 
reports type of publications, two sources which are independent and credible. 

In this research I have also measured self-confidence of the individuals and explained the 
relationship between this personality variable and dimensions of information search. 

2.1.3.1.3 Brand Loyalty 

Jacoby has suggested that consumers select only limited amount of information from 
available package information arrays and tend to place substantial behavioral importance 
on price and particularly brand name information. When brand name information is 
available and used, consumers are more satisfied with their purchase decision and tend to 
select fewer information dimensions.  
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Researchers also believe that brand name does indeed serve at least some information 
chunking function (perhaps in terms of facilitating information retrieval from long term 
memory) in consumer decision- making. However, at least three other possible 
explanations exist for the decreased amount of information acquisition under the brand 
name available condition. First, because most of the brand names were generally highly 
familiar to the subjects, they might have believed they knew more about these brands 
than they actually did, and thereby been lulled into a sense of security which resulted in 
their acquiring less information. Second, the brand name unavailable condition may have 
been perceived as being somewhat novel, thereby inducing greater desire for and 
attention to information. This possibility is consonant with recent findings adduced by 
Buck (1974). Third, the brand name unavailable condition may have been perceived as 
being less realistic and might have introduced a game- like quality to decision task such 



that the subjects assumed a much more rational, problem solving cognitive set than might 
be the case in real world consumer choice decision tasks. Regardless of the reason, 
knowing brand name does seem to affect information acquisition behavior. This suggests 
that greater attention needs to be devoted to the nature and impact of familiarity and 
information residing in long- term memory.  

 

2.1.3.2 Demographic Variables  

In 1977, demographic and lifestyle changes in American females were the subjects of 
many journals ( Zeithaml, 1985). Demographic changes revealed the increasing rate of 
working women.  Other demographic changes, including the growth of single parent 
households, non-family households, and the elderly outdistance past estimates. Social 
trends, such as longer life spans, later marriage, and frequent divorce, indicate greater 
changes to come. These demographic shifts may require alterations in the way firms view 
their target markets, for many traditional markets are being replaced by these new groups 
of consumers. 

Here, some important demographic variables will be discussed more. 

 

2.1.3.2.1 Age-related differences 
 

The literature on age-related differences yielded a number of explanations as to why 
older individuals’ information search patterns exhibit variations from those of younger 
individuals. These explanations can be grouped into two bodies: (1) differences 
attributable to changes that occur in the external environment as a person grows older, as 
well as the (perhaps resulting) psychological changes that accompany aging; and (2) 
differences attributable to changes in the processing abilities, memory, and learning 
abilities of older people. 
 
Differences attributable to the environment and psychological characteristics: 
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Observed behavioral differences between younger and older individuals may be partially 
attributable to sociocultural changes (Phillips & Sternthal, 1977), in the sense that people 
from different generations may experience differences in environmental stimuli. 
Accompanying an advancing age is a reduction of the number and variety of roles an 
individual assumes, and some of the remaining roles are performed with less intensity. 
Physical energy also generally declines as a person ages (Blitstein, 1971). As noted by 
Phillips and Sternthal (1977), the elderly undergo a ‘‘constriction of life-space’’ or a 
reduction of the variety of interpersonal sources, and therefore develop an increased 
reliance on mass media, the extended family, and nearby friends. Similarly, Birren (1974) 
posited that on the whole, the elderly are less able than younger adults to adapt to the 



dispersed shopping locations common to urban areas, and to undertake extensive search 
activities, due to the reduced mobility that accompanies aging. 
 
Other reasons for behavioural age differences have been documented in the literature. 
A study by Javalgi, Thomas, and Rao (1992) determined that, in general, the non-elderly 
are currently a better-educated group than the elderly, and are more likely to engage in a 
detailed search process before making a purchase decision. The results of an earlier study 
by Deshpande and Krishnan (1982) suggest that both social isolation and low self-esteem 
contribute to elderly consumers’ relative inability to access product information 
necessary to optimizing purchase choice. 
 
. Differences attributable to processing abilities, memory, and learning 
 
   Aging researchers have identified a variety of changes in the visual system and 
cognitive functions of older people (see Rousseau, Lamson, & Rogers, 1998). Of 
particular interest to the current research are age-related studies conducted in psychology, 
in the context of memory, processing abilities, and learning. An individual can be thought 
of as a limited information processing system (in terms of having a finite cognitive 
capacity), which places limits on the number of product attributes considered, as well as 
limiting awareness of the environment and thus knowledge of alternatives (Heroux et al., 
1988, Roedder-John & Cole, 1986). In reviewing the relevant literature, Cole and Gaeth 
(1990) state that due to declining cognitive and perceptual skills, older individuals are 
faced with additional problems in terms of finding and using the necessary relevant 
information, and this weakness is exacerbated when information presentation is complex 
and/or unorganized. 
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Many researchers claim that the memory difficulties in the elderly stem largely from their 
failure to encode the meaning of new information as thoroughly as younger people 
(Zeithaml & Fuerst, 1983). Several studies have demonstrated that the elderly, when 
compared to younger adults, incur greater learning deficits as the speed of stimulus 
pacing increases (Phillips & Sternthal, 1977; Cole & Gaeth, 1990). Birren (1974) 
attributes these learning deficits to situations where the rate of information presentation 
exceeds the processing capabilities of elder individuals. However, Rabbitt (1965) posited 
that these learning deficits are also in part due to the inability of the elderly, relative to 
younger people, to ignore irrelevant stimuli and not to their inability to process pertinent 
information. In fact, Wakefield and Inman (1993) found that, counter to expectations; 
older consumers are as likely to recall price information as younger consumers are. 
Assuming that an individual’s processing abilities diminish with age, it is likely that 
he/she would tend to rely on less effortful processing strategies. While younger people 
are thought to undertake a relatively detailed analysis of available information, the 
elderly are posited to employ heuristic or schema-based forms of processing (Yoon, 
1997). Yoon states that, ‘‘schema-based processing is generally considered to be easier to 
engage in than detailed processing, because it involves assessing information at a theme 
or schema-level rather than at the level of specific details’’ (p. 330). The latter strategy 
requires searching memory contents and making exact matches, which may exceed the 
processing capacity of older individuals. 



 
Age differences in shopping behaviour and information search/sources 
 
Although the elderly may exhibit declines in processing abilities relative to younger 
people, older individuals may compensate for this weakness by relying on their lifelong 
experience in processing diverse types of information (Phillips & Sternthal, 1977). This 
view is consistent with Schiffman’s (1971) findings that the elderly rely heavily on 
experience in terms of making product choices. This heavy reliance on past experiences 
may also partially explain why older adults are generally laggards in adopting new 
products or services (Phillips & Sternthal, 1977). Graney and Graney’s (1974) study 
determined that age differences exist in terms of mass media exposure patterns, as well as 
patterns of personal and informal information sources. Lumpkin and Festervand (1988) 
found that the elderly were more likely to rely on sales people and independent sources of 
information when compared to their younger counterparts. Martin (1975) found that 
elderly consumers were more likely to utilize both newspapers and salespersons when 
purchasing clothing, and to rely on mass media to a greater extent as an information 
source. While Lumpkin and Greenberg (1982) did not find evidence to support the notion 
that the elderly are greater users of mass media, they did determine that interpersonal 
sources (such as friends, spouse, and to a lesser degree, salespersons) are influential 
information sources for the elderly. Phillips and Sternthal (1977) concluded that for 
elderly individuals, very substantial portions of interpersonal contacts are with members 
of the extended family. 
 
For the elderly, convenience appears to be a significant factor when choosing a method of 
purchase, as found by Barnes and Peters (1982). Lambert (1979) found that as a group, 
the elderly expressed a greater desire for help from store personnel in locating products. 
Lumpkin and Greenberg’s (1982) study found evidence to suggest that a wide variety of 
merchandise may confuse the elderly with too many choices. Additionally, they 
determined that store reputation was a strong drawing card for the elderly. It has been 
suggested that as a group, the elderly are more likely to be price sensitive than other 
population segments (Phillips & Sternthal, 1977). As hypothesized, Bellizzi and Hite 
(1986) found that compared to younger shoppers, older shoppers were more likely to 
engage in bargain-hunting (thus supporting Phillips and Sternthal’s contention), as well 
as using a less convenient style of shopping. 

To recap, the purpose of this study is to examine the information search patterns of 
individuals within different age groups in the context of buying books.  

 

2.1.3.2.2 Gender Differences 
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Because men and women often occupy different social roles, they are subjected to 
different social pressures (Darely and Smith, 1995). It has been suggested that, compared 
to males, females are more likely to conform and are more influence-able. It has been 
also mentioned that these differences in conformity rates may be attributable to gender 



socialization processes: while men are taught to be independent thinkers and to assert 
themselves, women generally are not similarly encouraged. (Laroche and Saad, 2000) 

Males and females have been postulated to employ significantly different information 
processing strategies. Studies have shown that men and women differ in aspects of their 
consumer behaviour, from the products they tend to buy to their responses to advertising 
and product positioning (Buttle, 1992). For example, “ Krugman’s (1966) study 
determined that women elaborated ads to a larger degree than men, regardless of whether 
the ads focussed on male or female content. Similarly, Meyers-Levy (1991) reported 
that, in comparison with men, women appeared to have a lower threshold for elaborating 
on message cues, and thus made greater use of such cues when judging products” ( 
Laroche and Saad, 2000). Finally, Zeithmal (1985) found that even for the same 
products, men and women often shop differently (in terms of the amount of pre-search 
activity and time spent in stores. 

Various biological, sociological, and trait-based explanations have been put forward for 
these gender differences (Fisher and Arnold, 1994). One partial explanation offered by 
Moschis (1985) is that females generally receive more purposive consumer training from 
parents than males. 

 “ Meyers- Levy’s (1994) analysis of research conducted on gender differences in 
cortical organization identified three propositions that suggest how hemispheric activity 
may contribute to gender differences: 

• Males tend to be right-hemisphere dependent, excelling at tasks associated with 
right hemisphere functioning ( such as non-verbal production, visual spatial 
processing); 

• Females tend to be left-hemisphere dependent, excelling at tasks associated with 
left-hemisphere functioning ( such as verbal processing); and 

• Males’ hemispheres are more specialized than females’ hemispheres. She 
theorized that because males rely on right hemisphere processing, they would be 
expected to rely on “global ruled or categorical concepts” when processing 
information, whereas females are expected to analyze “the specificities and 
intricacies represented or implied” in the presence if stimulus information” 
(Laroche and Saad, 2000) 
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In her analysis on the influence of sex role on judgment, Meyer-Levy (1988) determined 
that in general, males are characterized as being relatively self-focussed, whereas 
females are more sensitive to the needs of both self and others. Synthesizing the results 
of earlier studies, she states that while males are guided by agentic goals (encompassing 
self-assertion, self-efficacy, and mastery), females are guided by communal concerns 
(including interpersonal affiliation, a desire to be at one with others, and harmonizing 
relations between themselves and disparate parties). This theory offers a partial 
explanation for gender differences in processing strategies. Meyers-levy (1988) 
concludes that “males” adherence to a single-focussed agentic orientation may represent 
their more general propensity to base responses on a rather selective consideration of 



available cues; whereas females adherence to a communal orientation may be indicative 
of a broader tendency to consider a variety of cues as a basis of response”. 

 

2.1.3.2.3 Education and Working status  

There are many studies that clearly established a relationship between socioeconomic 
factors and information processing. Although not dealing directly with information 
acquisition or utilization, Engel, Kollat, and Blackwell (1973) state that extended 
decision making is more likely for individuals of higher education, middle income , and 
white collar occupations. Although contradictory evidence exists (Fry and Siller 1970), 
Engel, Blackwell, and Kollat (1978) concluded that highest social class consumers 
engage in less search than average, suggesting a curvilinear relationship. Other research 
(Claxton, Fry and Portis 1974; Newman and Staelin 1972) found information search to 
be greatest among household with higher education and higher income. Engel, Blackwell 
(1978) also concluded that lower-social-class consumers shop less and tend to depend 
more on word-of-mouth communications. These findings suggest that lower status 
households engage in less search for information. Although conflicting results have been 
reported on middle and upper-status households, information search appears to increase 
with social class, education, and income. 

The emerging literature on working wives (Douglas 1976) suggests that, compared to 
their nonworking counterparts, working wives may engage in less information search, 
spend less time shopping, and visit fewer stores. Lower-status working wives also tend 
to use more instant products. 

Schaninger and Sciglimpaglia (1981) found that number of cues and number of 
alternatives examined is consistently and significantly related to individual differences in 
demographics characteristics. Their research revealed that housewives who are younger, 
earlier in family lift cycle, more educated, of higher social class, and non-homeowners 
examined more cues and alternatives in information searching processes. 
 
 

2.1.3.2.4 Female Working Status 
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Females who combine work outside the home with household responsibilities are likely 
to experience greater time constraints than nonworking women (Zeithaml, V 1985, 
Douglas 1976, McCall 1977). When faced with multiple roles and numerous demands 
from these roles, the working women must spend less time performing some tasks. 
Evidence from past research suggests that working wives spend less time in the 
supermarket (Hacklander 1978), make fewer shipping trips (Anderson 1972), and spend 
fewer hours per day on housework (Zeithaml, V. 1985) than their nonworking 
counterparts. Douglas and McCall emphasize that appropriate behaviour in performing 
the role of homemaker may be altered in working females. Working women may not 
expect themselves to be as efficient in supermarket shopping as nonworking women and, 



indeed, may not need to be as efficient because family income is increased as a result of 
their employment. As a consequence, price may be a less important consideration than 
other factors, such as convenience and time savings (Lazer and Smallwood 1977). 
Research evidence documents that working wives are less likely to report checking prices 
and using price-off coupons (Strober and Weinberg 1980). It seems that role overload in 
working females results in less time and effort devoted to information searching behavior 
( Schaninger and Sciglimpaglia, 1981). 

2.1.3.2.5 Marital Status: Multiple Roles for the Singles 

Single individuals must perform all tasks and activities usually divided between a 
husband and wife. When the single individual has children, he/she must perform the 
husband-father and housewife-mother roles simultaneously-working outside the home as 
well as performing household duties. In that situation, role overload may be experienced, 
leading to diminished time and energy to devote to household responsibilities and 
shopping.  

When the single individual has no children, the housewife-mother role may be irrelevant, 
leading to low expectations regarding cooking and supermarket shopping. Either may, 
single people are hypothesized to plan and economize less, to spend less time and money 
in the supermarket, and process less positive attitudes toward supermarket shopping than 
married individuals. ( Schaninger and Sciglimpaglia, 1981) 

 

2.1.3.2.6 Income  

Different researchers found different results for the relationship between income and 
information search behaviour. For example, Speh (1977) found that Individuals with 
higher incomes may be less inclined to be economical shoppers, partly because they 
have less need to conserve money than those with lower incomes. In the other hand, 
Results from Zeithaml (1985) research revealed that while income is related to time 
spent shopping, shoppers with higher income spent more time than those with lower 
income. A possible explanation for this finding is that high income respondents shop less 
frequently and spend more per trip. 

 Zeithaml (1985) also revealed that high income shoppers don’t view supermarket 
shopping as less important and do not differ in the amount of economizing or 
information use. High income, however, does plan significantly less than low income 
shoppers. 
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“Role theory may also partially explain the effect of income on supermarket shopping. 
The higher the income, the lower the need to perform the “good shopper” role.” 
(Zeithaml 1985) 



 Income affected the time spent shopping, number of supermarket visited weekly, extent 
of planning, amount of purchase, weekly expenditures on groceries, and one of the 
attitudinal variables, “shopping is fun.”( Zeithaml, V. 1985)  

 In the other hand, Sharir, 1974, has indicated that as income increases, the demand for 
leisure time increases. Activities associated with food shopping may be views as 
unnecessarily time-consuming and may be de-emphasized as income increased. 

 

2.1.3.3 Situational variables 

2.1.3.3.1 Strict Budget, Financial pressure and search behavior 

Claxton, Fry and Portis (1974) found that situational factors such as economic constrains 
influence the duration and extent of the search process. His research revealed that the 
time considering the purchase is likely to be shorter when financial considerations are not 
a major concern and also when an immediate need is felt for the new product.  

More and Lehmann, continued Claxton’s study in 1980. Their research was in the bread 
marketing. In contrast to Claxton they found that financial pressure was unrelated to 
external search. 

 2.1.3.3.2 Time availability and search effort    

Time availability (or its converse, time pressure) has consistently been found to be related 
to external search (Katona and Mueller, 1955, Claxton, Fry and Portis 1974). If one has 
more available time, one will be motivated to search more, all other thing being equal. 

Beatty and Smith (1987) defined time availability as the perceived amount of time 
available when making the particular purchase decision under consideration. They also 
proposed that time availability is positively associated with total search effort across 
product categories and their claim was supported statistically. 

Time Interval and search behavior 

Another dimension of search process is the time interval during which search occurs. 
Two consumers may visit the same number of retailers; have resources to the same 
number of opinion leaders but be different in aggregate search behavior if one consumer 
undertakes this search activity in a short period of time (e.g., a week) and the other takes 
a much longer period of time (e.g., a year). Studies by Newman and Staelin (1971) show 
that consumers differ considerably in decision and search time and that the time intervals 
differ according to the product under study. 
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2.1.3.3.3 Risk and search behavior 

Consumers’ perception of risk has also shown to affect information search behavior. An 
empirical analysis of female household heads by Hugstad (1987) found consumers 
engaged in different search behaviors across situations involving varying levels of 
perceived risk. In understanding consumer search behavior, it is important for functional 
products (such as motor oil), and psychological risk, which is likely to be felt for 
symbolic products, such as Christmas gift (Midgley 1983). Aside from social risk, 
financial risk is incurred when purchasing a product. The greater the cost of the product, 
the higher the degree of financial risk.” Bauer (1960) identified a number of strategies 
that consumers are thought to use in order to reduce risk ( and that may also limit search), 
including brand loyalty, favoring advertised brands, always buying the cheapest brand, 
and following opinion leader ( As cited in Newman, 1977)” (Claxton J and Fry and Portis 
1974). Additionally, some individuals may rely on the advice of shopping companion as 
a means of reducing the social risk of a bad purchase.  

• Social class and perceived risk 

Social class is a complex, slippery, hard to measure concept. It is simply a difficult idea. 
It should not be surprising to find that various researchers have produced conflicting 
results and these results present a real problem for managers. It seems almost inevitable 
that various researchers would end up producing conflicting findings about the effects of 
social class on consumer behavior (Hugstad, 1987). 

“Devin (1972) found that the social class had a definite effect on the type of information 
sought by consumers and that middle-class consumers were more likely to rely on 
sources such as media while lower class consumers were more likely to rely on personal 
sources such as salespeople. At the same time, Ward, 1977, concluded from their studies 
that the type of information sought by consumers of different social classes didn’t differ 
at all. What varied, they said, was the number of sources of information. He found that 
upper social class women use more sources of information than did lower class women 
when it came to making consumer purchasing decision. Beida, 1970, concluded that 
widespread exposure to mass media has leveled differences between social classes so 
much that it doesn’t make any differences.” (Hugstad, 1987) 

Taylor (1974) found that consumers perceive certain risks in purchasing products, new 
and existing, and that one of those risks is a social risk. As mentioned before, the 
researchers have discovered that consumers use different method of information 
searching to deal with different type of perceived risk. The use of personal and 
impersonal sources of information, in particular, varied substantially in terms of the type 
of risks perceived in purchasing a particular type of product or service. Finally, the 
amount of social risk was seen to vary according to product category. 
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“It appears that the resolution of the conflict may lie in understanding “joint effects”. If 
choice of communication type can be affected by the level of perceived risk and if the 
amount of social risk can vary from product category to product category, then it seems 



possible that social class might intervene to moderate the perception of social risk in any 
product category and the sources of information most appropriate to reduce the 
perception of risk” (Hugstad, 1987) 

Hugstad (1987) found 3 important results in his research. First of all, he found that 
consumers do, in fact, use different information search behaviors across situations that 
have different levels of perceived risk. For one thing, high- risk purchasing situations 
they simply use more sources of information than they use in mid-level or lower level 
situations. Second, He found that perception of risk in a purchasing situation clearly 
affect consumer’s information search behavior. The role of personal sources of 
information (relatives, friends, and salespeople) appears to be much more important in 
high risk situations than in low risk situations. Salespeople, in particular, are important 
source of information in high-risk situations compared with their importance in mid-level 
or low-risk situations. His third finding is that social class is only a minor intervening 
variable and only in very selected situations. In his research upper class women used 
consumer guides significantly more often than lower- class women in high risk situations. 
At the other hand, lower-class women did not search out any particular source of 
information in either high-risk or low-risk situations. At the mid-level situation, lower-
class women relied much more on friends and relatives as an information source than did 
upper-class women. 

2.1.3.3.4 Perceived purchase cost 

Kiel and Layton (1981), found that there is a positive relationship between price and 
search behavior. The product market that he had chose for the study was the Australian 
family car market. His research indicated that the greater the net price paid the longer the 
search time period plus the greater the score on the aggregate search index. When net 
price is adjusted for the consumer’s income, those consumers to whom the purchase 
represents a high proportion of income are likely to undertake greater retailer search as 
well. These conclusions qualify those of other researchers who have found a general 
positive relationship between increasing product price and search behavior (Newman and 
Staelin, 1972). When the expectation of obtaining a better price through search is 
correlated with search activity, those consumers who perceive the opportunity to obtain a 
better trade- in by undertaking search undertake greater search over all the indices of 
search expect search time. Keil also found from the findings on consumers’ financing 
arrangements that purchasing financing from a dealer as a package with the purchase 
does not lead to any decrease in the amount of search undertaken. 

2.1.3.3.5 Influencer as a Helpful Companion and Search Behavior 
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The other issue, related to information search is influencer in buying roles in the problem 
recognition. It means that sometimes the problem is recognized by someone but the 
product is bought by some one else. For example, a child wants a toy and forces his 
parent to buy. It is actually easy to identify the buyer for many products but we should 
find who recognizes the problem. “In United State men normally choose their shaving 



equipment and women choose their pantyhose; but even here marketers must be careful 
in making their targeting decisions, because buying roles change.” (Kotler, 2000)  

We can distinguish five roles people play in buying decision: 

1) Initiator: The person who first suggests the idea of buying the product or service. 

2) Influencer: The person whose view or advice influences the decision 

3) Decider: The person who decides on any component of a buying decision: whether to 
buy, what to buy, how to buyer, where to buy. 

4) Buyer: The person who makes the actual purchase 

5) User: The person who consumes or uses the product or service 

Among the above roles, influencer has important role in buyer information search. It 
means that some people rely on their friends or relatives when they want to buy particular 
product. Rogers (1962) found that these people intend to search less and more depend on 
the other’s information and use their help. In the other hand influencer people intend to 
search more and try to find information by themselves. 

Laroche, 2004, has measured three other situational variables and found their relationship 
with external search effort. These variables are strict budget, familiarity and pre-
determined selection. By strict budget he means that consumers who has defined specific 
amount of money in their mind before shopping, behave differently than people who 
don’t care about the amount of money they spend. In Laroche’s study (2004), familiarity 
refers to the degree of information buyers have about the product, before buying. Finally 
by pre-determined selection he means that if consumers know what they exactly want 
their information search behavior will be changed. 

In this research I tried to find out the relationship between all the above situational 
variables and consumers’ information searching. 

 
2.2 Theoretical Framework 
 
Theoretical framework in this research is divided into parts. In the first part of this 
framework I tried to understand how different characteristics of the individuals in 
different age groups affect their information searching in buying books. In addition to the 
first part, in the second part of this research, different hypotheses will be proposed based 
on review of the relevant literature on age differences in consumer behavior. These 
hypotheses will be analyzed in chapter 4. 
 
 

 39

 



2.2.1 Relationship between individual’s characteristics and information search  
 
The aim of this research is to find out the determinants that affect information searching 
in buying books in Iran. These determinants were fairly discussed in part 2.1.2.3. As 
shown in this part, researchers found that, these determinants had different affect in 
different situations. In the other hand, Laroche (2004) defined in store search with three 
dominant dimensions. These dimensions are general information search, specific 
information search and salesclerks help. Laroche, 2004, supported the postulation that in-
store search is multidimensional. The first factor, which was labelled general information 
search, consists of comparing available alternatives and prices, as well as examining 
product/category signage and displays. The second factor, specific information search, 
consists of scrutinizing product-specific information (such as the packaging, 
manufacturer’s label, etc.). Finally, salesclerk help consists of seeking/receiving store 
sales personnel assistance and/or advice.  
All of the above helped me to shape a theoretical framework for this research. Figure 6 
shows this framework.  
 
As this figure shows, in this research I want to understand the effect of different 
determinates on different dimensions of in store searching across different age groups. 
According to this figure, determinants which are affected information search are divided 
into three main groups; personality variables, situational variables and demographic 
variables.  
 
 I defined information search dimensions for bookstore searching after exploring 
consumer’s information searching in bookstore. In order to assess general information 
searching, importance of price and authors were evaluated. It should be mentioned that 
all the items in questionnaires were designed with regards to the Laroche’s (2004) 
questionnaires. Importance of price was evaluated with three questions. These questions 
were as follow: 
 

• When I am searching for book I see its price when I am sure about the book. 
• Money is important issue in buying book. 
• I don’t check prices carefully. 
 

Four questions measured the importance of author: 
 

• I feel there is a risk in choosing an author other than the one I am familiar with 
(Known)  

• I usually end up buying the same Authors over and over  
• I do not buy the books which I have never heard the author’s name.   
• Subject of the book is the main issue for me when I am searching.(reverse) 
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Second dimension in in-store searching is specific information searching which was 
calculated by the degree of individuals’ attentions to the details and specific information. 
These information were the Importance of publisher and importance of cover and design 



of the book. It means that each of these variables show that how much individuals notice 
details when they want to buy book.  
 
Importance of publisher and design were calculated via these questions: 
 

• I very carefully read the publisher’s label 
• I very carefully observe the cover design. 
 

Third part in in-store information searching is salesclerk help. In this part I want to 
understand how much people rely on salesclerks help when they are in bookstore and 
searching for book. This dimension was measured by these questions: 
 

• The salesclerks in the store is readily available if I need any help 
• I receive a lot of help from the salesclerk 

 
 
For measuring different variables in personality, situational and demographic 
characteristics: (Fig 6) different questions were designed (According to Laroche, 2004).  
First of demographic characteristics was measured with seven variables. These variables 
were age, gender, income, education, family size and marital status of the individuals. 
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Demographic 
Characteristics: 

Personality  Situational  
•Characteristics •Characteristics 

•Age •:Self-confidence •:Time Pressure 
•Gender •Bargain Hunter •Costly Book 
•Income •Author Loyal •Strict Budget 
•Education •Generous •Pre-determined 

Selection •Family Size •Mode Conscious 
•Familiarity •Marital Status 

Dimensions of In-store Information Search 

Specific information 
search: 

General information 
search: 

• Cover & Design •Price 
• Publisher •Author 

 

Salesclerks Help 

 
 

 
 
 
Figure 6: Theoretical Framework to understand relationship between individual’s 

characteristics and information search 
 
 
 

Personality characteristics were defined via five variables. These variables revealed how 
much individuals were Bargain hunter, Author loyal, Generous, Mode conscious and 
have Confidence. Bargain hunter was measured via three questions: 
 

• In general, I shop for ‘‘specials’’ or discounts. 
• I am willing to spend more time shopping in order to find bargains. 
• A person can save a lot of money by shopping around for bargains 
 

These four questions measured how much consumers are loyal to specific author: 
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•Helpful Companion 



• I feel there is a risk in choosing an author other than the one I am familiar with 
(Known)  

• I usually end up buying the same Authors over and over  
• I do not buy the books which I have never heard the author’s name.   
• Subject of the book is the main issue for me when I am searching.(reverse) 

 
Mode conscious was calculated as follow: 
 

• I usually read the latest (popular) book. 
• Most of the times, I am looking for the book which is the best seller.  
 

Bargain hunter was defined through these questions: 
 

• In general, I shop for ‘‘specials’’ or discounts. 
• I am willing to spend more time shopping in order to find bargains. 
• A person can save a lot of money by shopping around for bargains 

 
Confidence of the individuals was measured with these questions: 
 

• I think I have more self-confidence than most people. 
• I am more independent than most people. 
• I like to be considered a leader. 
 

Situational characteristics were measured via five variables. These variables were how 
much individuals were under pressure at the time of buying (Time pressure), if books 
were costly product in their point of view (Costly book), if they had know exactly what to 
buy (pre-determined selection), if they have defined specific amount of money in their 
mind (Strict budget), how much they know about the book they want to purchase 
(Familiarity) and if they had any helpful companion in buying book or not (Helpful 
companion). Questions to measures these variables are as follow: 
Time pressure was measured with these two questions: 
 

• When I am shopping, I am always pressed for time. 
• I always feel rushed while shopping. 
 

Two questions calculated costly book: 
 

• The budgets for most of the books are higher than what I usually expect  
• Usually the cost of my purchasing (books) exceeded my budget for it 

 
To understand if consumer had pre-determined selection before shopping these questions 
were asked: 
 

• I had everything decided about the expected book before I got to the bookstore 
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• I knew exactly what to buy  



 
Three questions were asked in order to understand if consumer were strict budget or not. 
 

• I definite budget in mind before shopping for myself.  
• I reluctant to exceed my budget for myself.   
• I always stick to my budget when buying for myself.   

 
Degree of familiarity measured with these questions: 
 

• I will buy a book which I have read already.   
• I will buy a book which I am familiar with.  
 

To understand the power of influencer on buyer these questions were asked (Helpful 
Companion). 
 

• I was shopping with someone else who helped me in choosing a book.  
• While I was shopping in the bookstore, I consulted with a friend. 

 
 
This research tried to understand which determinants have more effect on which 
dimension of in store search for each age group of individuals. It should be mentioned 
that in this research individuals are divided into four distinct groups; under 30 years old, 
between 30 and 50, between 50 and 60 and finally individuals more than 60. 

 
 
 

2.2.2 Research Hypotheses  
 
As mentioned before, the central purpose of this study is to expose the underlying 
determinants of different age individuals’ in-store information search for buying book 
(Figure 6). In addition to the framework which was shown in figure 6, based on the 
review of the relevant literature on age differences in consumer behavior, three research 
hypotheses were also proposed: 
 
According to Phillips and Sternthal (1977), older consumers are likely to process less 
information than younger consumers, because: (1) the elderly are less capable of 
processing large amounts of information; and (2) due to greater market experience, older 
individuals are more capable of distinguishing between relevant and irrelevant 
information for familiar products. Schaninger and Sciglimpaglia (1981) found general 
support for the hypothesis that elderly (or later life-cycle) consumers will process less 
information and examine fewer alternatives and attributes, than younger consumers. 
 
Hypothesis 1: Relative to younger individuals, older individuals are expected to exhibit a 
simpler information search process in terms of lower usage of available in-store 
information sources. 
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Although the elderly may exhibit declines in processing abilities relative to younger 
people, older individuals may compensate for this weakness by relying on their lifelong 
experience in processing diverse types of information (Phillips & Sternthal, 1977). This 
view is consistent with Schiffman’s (1971) findings that the elderly rely heavily on 
experience in terms of making product choices. This heavy reliance on past experiences 
may also partially explain why older adults are generally laggards in adopting new 
products or services (Phillips & Sternthal, 1977). 
 
 
Hypothesis 2: Relative to younger individuals, older individuals are expected to exhibit 
greater usage of their experiences in buying book (i.e. buy book with known author and 
publishers which they have already experienced.) 
 
For the elderly, convenience appears to be a significant factor when choosing a method of 
purchase, as found by Barnes and Peters (1982). Lambert (1979) found that as a group, 
the elderly expressed a greater desire for help from store personnel in locating products. 
Lumpkin and Greenberg’s (1982) study found evidence to suggest that a wide variety of 
merchandise may confuse the elderly with too many choices and therefore they tend to 
use salesclerk help. Studies have suggested that in general the elderly rely on salesclerk 
assistance to a greater degree than younger individuals (Lumpkin & Greenberg, 1982). 
 
Hypothesis 3: Older individuals are likely to rely on sales clerk assistance to a greater 
extent compared to younger consumers. 
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Chapter 3: 
 
This chapter describes the methods used in this thesis which best fit this study. This 
chapter will provide us with a guideline on how to collect process and analyze data. 
There is a presentation of the research design with data collecting methods and process. 
 
3. Research Methodology 
 
The research methodology that will be used for collecting the data necessary to answer 
the research questions is a series of steps followed in this study. According to Foster 
(1998), the following figure says the research paradigm and at the same time we will use 
certain quality criteria (reliability, validity, etc) in this study to satisfy certain standards. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Foster (1998) 
 

Figure 7: Research paradigm presentation for methodology 
 
 

3.1 Research Purpose  
 
Research can be done in many ways and most types of research can be classified 
according to how much the researcher knows about the problem before starting the 
investigation. According to Yin (1994), there are three ways of research available when 
dealing with a research problem exploratory, descriptive, or explanatory (Casual study). 
 
Exploratory studies tend toward loose structures with the objective of discovering future 
research tasks. The immediate purpose of exploration is usually to develop hypotheses or 
questions for further research. The essential between descriptive and explanatory lies in 
their objective. If the research is concerned with finding out who, what, where or how 
much, then the study is descriptive. If it is concerned with learning why-that is, how one 
variable produces change in another, it is casual. In an explanatory study, we try to 
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explain relationships among variables. As this research try to find out relationship 
between age and ways of information search therefore it is an explanatory study. 
 
3.2 Research Approach 
 
The choice of research approach is not only dependent on researcher’s epistemological 
position and pre knowledge, but should also be influenced by the research questions we 
set out to illuminate (Yin, 1994). Two choices of research approaches are available, either 
the qualitative or the quantitative approach. A qualitative research approach provides a 
deeper understanding of the phenomenon under investigation. Moreover, qualitative data 
are characterized by the richness and fullness based on your opportunity to explore a 
subject. “The nature of qualitative data has implications for both its collection and its 
analysis (Denscombe, 1998). Denscombe (1998) differentiates between qualitative and 
quantitative research by describing their distinctive features. More specifically he 
explains that qualitative research implies an emphasis on processes and meanings that are 
not measured in terms of quantity amount, intensity or frequency. Quantitative 
researchers measures and analyze casual relationships, methods are used within natural 
science, the meaning are often derived from predictions about the future.” (Asim and 
Hashmi , 2005) 
 
As this research try to capture characteristics of book buyers by making inferences from a 
sample’s characteristics and hypotheses will be tested quantitatively therefore this 
research is a statistical study and its research approach is quantitative. 
 
3.3 Research Strategy 
 
There are three major research strategies: experiments, survey, and case studies. This is 
agreed upon by Yin (1994), but he also complements these strategies with archival 
analysis and history. What strategy to use in the research according to Yin (1994), will be 
determined by looking at three different conditions. The three conditions are: the type of 
research question posed the extent of control an investigator has over actual behavioral 
events and the degree of focus on contemporary as opposed to historical events. Figure 8 
shows how Yin (1994) related each condition to the five research strategies.  
 
As mentioned before, in this research I tried to answer the relationship between age and 
in-store searching. This relationship formulated the research question as follow: “what is 
the relationship between age and information searching.” 
 
In terms of the researcher’s ability to manipulate variables, Mc Graw (2003) 
differentiates between experimental and ex post facto designs. In an experiment, the 
researcher attempts to control and/or manipulate the variables in the study. It is enough 
that we can cause variables to be changed or held constant in keeping with our research 
objectives. Experimental design is appropriate when one wishes to discover whether 
certain variables produce effects in other variables. Experimentation provides the most 
powerful support possible for a hypothesis of causation. 
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Strategy Form of Research Question Requires control over 
behavioral event? 

Focuses on 
Contemporary 

events? 
Experiment How, Why Yes Yes 

Survey Who, What, Where, How 
many, How much 

No Yes 

History Who, What, Where, How 
many, How much 

No Yes/No 

Archive Analysis How, Why No No 
Case study How, Why No Yes 

 
Figure 8: Related each condition to the five research strategies.  

 
With an ex post facto design, investigators have no control over the variables in the sense 
of being able to manipulate them. They can only report what has happened or what is 
happening. It is important that the researchers using this design not influence the 
variables; to do so introduce bias. The researcher is limited to holding factors constant by 
judicious selection of subject according to strict sampling procedures and by statistical 
manipulation of findings. 
As I don’t have any control over the variables, this research has an ex post facto design.   
This study focused on contemporary event as I went to the bookstore and tried to collect 
data from customers.  
As a result of above discussion, it reveals that this study is a survey   
 
 
3.4 Method of Data Collection  
 
This classification distinguishes between monitoring and interrogation/communication 
processes. The former includes studies in which the researchers inspect the activities of a 
subject or the nature of some material without attempting to elicit responses from anyone. 
In each case the researcher notes and records the information available from 
observations. In the interrogation/communication study, the researcher questions the 
subjects and collects their responses by personal or impersonal means. The collected data 
may results from 1) interview or telephone conversations, 2) self-administered or self-
reported instruments sent through email, left in convenient locations, or transmitted 
electronically or by other means. Or 3) instruments presented before and/or after a 
treatment or stimulus condition in an experiment.  
My research is an interrogation study which I use questionnaires in order to collect 
information. These questionnaires are given to consumers by myself exactly at the 
moment when they are in store and looking for book. 
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3.4.1 The Time Dimension 
 
Cross-sectional are carried out once and represent a snapshot of one point in time. 
Longitudinal studies are repeated over an extended period.  
This research is conducted once therefore it is cross-sectional study. 
 
 
3.4.2The Research Environment 
 
Designs also differ as to whether they occur under actual environmental conditions (field 
conditions) or under staged or manipulated conditions (Laboratory conditions). 
This research is conducted in an actual environmental condition (bookstore). 
 
3.4.3 Participant’s Perceptions  
 
The usefulness of a design may be reduced when people in a disguised study perceive 
that research is being conducted. Participant’s perceptions influence the outcomes of the 
research. When participants believe that something out of the ordinary is happening, they 
may behave less naturally. There are three levels of perception: 
 
1) Participants perceive no deviations from levels of perception 
2) Participants perceive deviations, but as unrelated to the researcher. 
3) Participants perceive deviations as researcher-induced. 
When I went to bookstore and gave questionnaires to customer, they perceived that 
something out of the ordinary was happening but this fact didn’t affect their responses to 
the questionnaires. 
 
 
 
3.5 Sampling Design 
 
3.5.1 Steps in Sampling Design 
 
There are several decisions to be made in securing a sample. Each requires unique 
information. 
 

• Relevant Population 
 

In this research our population is all the individuals who buy books. 
 

• Parameters of Interest 
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Population parameters are summary descriptions (e.g., incidence proportion, mean, and 
variance) of variables of interest in the population. Sample statistics are descriptors of the 
relevant variables computed from sample data. Sample statistics are used as estimators of 
population parameters. The sample statistics are the basis of our references about the 



population. Depending on how measurement questions are phrased, each may collect a 
different type of data.  
In this research most of the variables of interest are measured on ordinal scales except 2 
variables (gender and marital status) which are measured on nominal scales. For variables 
which are measured on nominal scales, I use the sample proportion of incidence to 
estimate the population proportion. For ordinal variables, I use five Likert Scale. Likert 
scale consists of statements that express either a favorable or unfavorable attitude toward 
the object of interest. The respondent is asked to agree or disagree with each statement. 
Each response is given a numerical score to reflect its degree of attitude favorableness, 
and the scores are totaled to measure the respondent’s attitude.  
 

• Sampling Frame  
 

The sampling frame is closely related to the population. It is the list of elements from 
which the sample is actually drawn. Ideally, it is a complete and correct list of population 
members only. 
As mentioned in the relevant population, our population is all the individuals who buy 
book. It is obvious that list of these individuals is unfeasible to get. 
 

• Size of Sample 
 

In reality, how large a sample should be is a function of the variation in the population 
parameters under study and the estimating precision needed by the researcher.  
253 questionnaires were collected for this research. 
  

• Type of Sample 
 

Probability sampling is based on the concept of random selection- a controlled procedure 
that assures that each population element is given a known nonzero chance of selection. 
In contrast, non-probability sampling is nonrandom and subjective. Each member does 
not have a known nonzero chance of being included.  
 
In this research I used non-probability sampling for several reasons.  
First of all I use non-probability sampling because it is the only feasible alternative. The 
total population is obviously not available for the study and it is infeasible to attempt to 
construct the list of population in-order to make a probability sample.   
Second, those who were included in this sample select themselves. It means that those 
who have responded don’t represent a true cross section of those who receive the 
questionnaire. For example one day, I gave 25 questionnaires while I received 21 
questionnaires. There was some of this self-selection in this study because every 
respondent chose whether or not answer the questionnaires.   
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Third I had to use non-probability sampling because I was looking only for the 
individuals who were in the book store and doing in-store search. It is actually what 
researchers call as a restricted sampling.  



Sampling in this research is purposive sampling. As mentioned by researchers, purposive 
sampling is a non-probability sample that conforms to certain criteria. Purposive 
sampling has two major type- judgment sampling and quota sampling. 
Sampling in this research is a quota sampling. Quota sampling is used to improve 
representativeness. The logic behind quota sampling is that certain relevant 
characteristics describe the dimensions of the population. If a sample has the same 
distribution on these characteristics, then it is likely to be representative of the population 
regarding other variables on which we have no control.  
In this research I want to test the hypothesis that responses to a question vary, depending 
on the age of the respondent. Therefore, I sought proportional responses from different 
age groups. It means that, first of all I found the age proportion of Iran population from 
Iran Statistical Center (Figure 9) and then I tried to choose a sample which had the 
nearest distribution to the population distribution on this characteristic. It should be 
mentioned that I didn’t consider individuals under 10 years old in my population because 
I couldn’t believe their responses they say something but they do something else. 
Collecting data from this age group is dramatically different from others, which is not 
related to this research. This research looked at the individuals upper than 10 years old. 
Table 2 presents the distribution on age group in population and Table3 shows the 
number of each age group in the sample which almost has the population distribution.  
 
 
 

Age Proportion in Population

10%

10-30 17.5% 47% 30-50 
50-60 

25.5%

 

Figure 9: Age Proportion of Iran population (upper than 10 years old) 
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Age Number in Population Percentage 
10-30 20,460053 47% 
30-50 11,100,667 25.5% 
50-60 7,618,104 17.5% 
60+ 4,353,202 10% 

Total 43,532,028 100% 
Reference: Iran Statistical Center 

Table 2: The distribution on age group in population 

 

Age Number in 
Sample 

Percentage

<30 116 45.8% 
30-50 60 23.7% 
50-60 46 18.2% 
60+ 31 12.3% 

Total 253 100% 

 Table 3: The number of each age group in the sample 

 

It should be mentioned that in-order to collect data I went to 5 big bookstores in five 
different regions in Tehran. 

 

3.5 Data Analysis 
 
Data analysis consists of examining, categorizing, tabulating or otherwise recombining 
the evidence to address the initial propositions of a study (Yin 1994). The ultimate goal 
of analyzing data is to treat the evidence fairly, to produce compelling analytical 
conclusions and to rule out alternative interpretations. According to Yin there are two 
general analytical strategies: relying on theoretical propositions or developing a case 
description  
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Data analysis in this research consists of three parts. First part of data analysis is data 
presentation; in this part descriptive statistical analysis has been used. The objective of 
descriptive statistical analysis is to develop sufficient knowledge to describe a body of 
data. This is accomplished by understanding the data levels for the measurements we 
choose, their distributions, and characteristics of location, spread, and shape. The 
discovery of miscoded values, missing data, and other problems in the dataset is 
enhanced with descriptive statistics. Techniques of exploratory data analysis were used 
for descriptive statistical analysis. A major contribution of the exploratory approach lies 



in the emphasis on visual representation and graphical techniques over summary 
statistics. In this research frequency tables were used in order to better show distribution 
of different variables.   
 
In the second part of data analysis, relationships between the three groups of independent 
variables (personality, situational, and demographic) and the dependent factors, many 
separate stepwise regression analyses were conducted (i.e., four for each dependent 
variable to account for the four age groups). All of the independent factors described in 
the preceding section were entered into each regression analysis, with the mean of the 
items appearing in each factor serving as the construct measure. 
 
In the third part of data analysis hypotheses were tested. There are two approaches to 
hypothesis testing. The more established is the classical or sampling theory approach; the 
second is known as the Bayesian approach. Classical statistics are found in all of the 
major statistics books and are widely used in research applications. This approach 
represents an objective view of probability in which the decision making rests totally on 
an analysis of available sampling data. A hypothesis is established; it is rejected or fails 
to be rejected, based on the sample data collected. 
Bayesian statistics are an extension of the classical approach. They also use sampling 
data for making decisions, but they go beyond them to consider all other available 
information. This additional information consists of subjective probability estimates 
stated in terms of degrees of belief. These subjective estimated are based on general 
experience rather than on specific collected data.  
In this research testing hypotheses is based on the classical statistics. 
 
 
3.6 Instrument of Data Collection, Validity & Reliability 
 
3.7.1 Items in Questionnaire 
 
Research design can be classified by the approach used to gather primary data. We can 
observe conditions, behavior, events, people, or processes. Or we can communicate with 
people about various topics, including participants’ attitudes, motivations, intension, and 
expectations. As mentioned in part 3-3, this research is a survey and its instrument for 
collecting data is questionnaire (communication approach). It should be mentioned that 
questionnaire was designed based on the work of Laroche (2004). These questionnaires 
were given to respondents when they were in bookstore and searching for books. Each 
questionnaire took approximately 15 min to complete and was divided into four parts.  
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Part one consisted of total 7 questions that considered the respondent’s demographic 
variables. Gender, working and marital status were measured with nominal scales, 
(Female=1 & Male=0, Working=1 & Not-Working=0, Married=1 & Single=0) Income 
and family size expressed with ratio scales and educational highest level is measured with 
interval scales. It should be mentioned that, respondents indicated their age by checking 
one of these four age groups (less than 30, 30–49, 50–59, and 60 or more years old). This 
part of the questionnaire is shown in figure 10. 



 
Age:  
Under 30 
Between 30-49 
Between 50-59 
Upper than 60 
 

Marital status: 
Single  
Married or equivalent  
 

Individual’s income per month: (Toman)  
<200,000  
200,000–500000 
500,000–1,000,000 
>1,000,000 
 

Employment status: 
Work  
Does not work  
 

Gender  
Male  
Female  
 
 

Family size: 
One  
Two  
Three  
Four  
Five or more 

Education-highest level: 
High school or less  
College/vocational diploma 
Undergraduate university degree 
Graduate university degree 
 

Figure 10: First part of the questionnaire; Demographic variables 
 
 
In the second part of the questionnaire, personal characteristics of respondents were 
assessment by 13 questions under 5 variables. All the variables in this part were 
expressed using 5 point Likert Scales (anchored by “1= highly disagree”, “5= highly 
agree”). These variables are self-confidence, bargain hunter, author loyal, generous giver, 
and mode conscious. It means that by measuring these variables I want to find out the 
effect of personal characteristics on the individuals’ information searching in the 
bookstore for different age groups. Items in this part of the questionnaires were 
mentioned in part 2-2-1. 

In the third part of the questionnaire 13 questions were posed in order to measure 
different situational variables. These variables are also evaluated by five point Likert 
Scales. Time pressure, costly book, strict budget, pre-determined selection, helpful 
companion and familiarity are the variables in this part. All these variables have been 
discussed in the literature and specific questions to measure these variables were shown 
in part 2-2-1. 
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The fourth part of the questionnaire assessed different dimensions (General Information 
Search, Specific Information Search, and Salesclerk Help) in in-store searching (Defined 



in section 2.2.1). I defined these dimensions for bookstore searching with eleven 
variables. In order to assess the first dimensions in information searching (general 
information searching), the importance of price, authors and book subject were evaluated 
via 7 questions which were measured by 5 point Likert Scale. It should be mentioned that 
importance of authors and degree of author loyalty (personal variable) were assessed by 
similar items. 
 
The second dimension in in-store searching is specific information searching which was 
calculated by 2 questions which show the degree of individuals’ attentions to the details 
and specific information. These 2 questions were related to the Importance of publisher 
and importance of cover and design of the book. It means that each of these variables 
show that how much individuals notice details when they want to buy book.  
 
The third part in in-store information searching is salesclerk help. In this part I want to 
understand how much people rely on salesclerks help when they are in the bookstore and 
searching for book. This dimension was measured with 2 questions with five Likert 
Scales and average of these questions shows the degree of salesclerk help in buying book.  
 
 
3.6.2 Pilot Testing in order to Refine Questionnaire 
 
After all the items of questionnaire were designed (Based on Laroche’s work), these 
questionnaires were given to experts (My both supervisors ,Professor Naude and 
Professor Zegordi, and also Co-supervisor, Doctor Keramati) in order to get their points 
of view about the questionnaire. After questionnaire was refined by experts’ suggestions, 
a pilot test was conducted to detect weakness in design and instruction of questionnaire. 
In order to do pilot test, I went to bookstore and gave my questionnaire to 45 people and 
try to understand if questions have conveyed the exact concept which I had in my mind. 
For example in this exploration there were three questions which were not answered by 
many individuals (13 individuals didn’t answer these three questions) when I asked them 
I understood that the structure of the questions was confusing and didn’t express my 
meaning. 
 
Validity and reliability of these 45 questionnaires were checked. During testing 
reliability, some unrelated items were found and omitted from questionnaires and caused 
the reliability to be increased. For example mode conscious variable had been measured 
with three questions but its reliability was too low (%43) therefore an unrelated item was 
found and omitted and caused the reliability to be increased for these 45 questionnaires 
(80%).In the other hand, 4 questions had measured time pressure variable before pilot 
testing and reliability of this variable was 34%. After excluding 2 unrelated items, 
reliability of this variable for 45 questionnaires was increased into 68%. Items in two 
other variables have been changed after pilot testing. In costly book variable one item 
was recognized as an unrelated variable. By excluding this item reliability was increased 
from 41% to 73%. In the other variable (Helpful Companion) omitting an unrelated item 
caused reliability to be increased (From 33% to 82% for these 45 questionnaires). 
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After these unrelated items were removed from the questionnaire factor analysis was 
done and 14 factors extracted from questionnaire which exactly equal with the number of 
all the scaled variables in the questionnaires. (It is obvious that on item variables was not 
considered in factor analysis) 
 
 
3.6.3 Validity of Questionnaire 
 
Validity is refers to the extent to which a test measures what we actually wish to measure. 
In this part, I tried to show the validity of questionnaire after collecting data was 
completed. In order to do that I used KMO and Bartlett’s test. As table 4 shows, 
“Bartlett's Test of Sphericity” is significant and “Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy” is 0.642  
 
 
 
 
 

 
Table 4: KMO and Bartlett's Test 

 
 

All scaled items from the first and second parts of the questionnaire were factor analyzed 
using the “Principle Component Analysis” as extraction method and “Varimax with 
Kaiser Normalization” as rotation method. It should be mentioned that one item variables 
were not included in this analysis. As it is shown in Appendix 1 there are 13 variables 
which have at least 2 items in it.  
Table 5 comes from Rotated Factor Analysis table. It means that all the number in each 
rows of Rotated Factor Analysis table have been omitted and the highest number of each 
rows is left and it reveals that all the items under each variables were loaded under one 
factor. For example items 3, 4 and 5 are all related to leader variable and table 5 shows 
that the highest numbers of these rows were loaded under one factor. (Factor 9) 

 
 
 
 
 
 
 
 
 
 

 56

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. .642 

Approx. Chi-Square 3217.948 
df 435 

Bartlett's Test of 
Sphericity 

Sig. .000 
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Component 
Variables Items 

1 2 3 4 5 6 7 8 9 10 11 12 13 
1 .050 -.122 -.118 -.089 -.018 -.067 -.028 .158 .838 .126 .077 .102 -.086 
2 .281 -.002 .016 -.134 .137 .029 .002 -.305 .599 .087 .163 -.136 .186 

Self 
confidence 

3 -.199 .109 .030 -.105 -.056 .013 -.069 -.116 .735 .282 .092 -.045 .006 
1 .043 .071 -.063 .225 .821 .072 .070 -.067 .111 .143 .000 .021 .047 
2 .066 .047 .300 -.010 .767 .034 -.019 .005 .109 -.289 .025 -.062 -.023 

Bargain 
hunter 

3 -.077 -.027 .156 .012 .655 -.014 .057 .114 -.420 .104 .071 .122 .184 
1 .820 .040 .120 .144 -.017 .050 .203 .077 .088 .052 .102 .019 .016 
2 .879 -.073 -.006 .071 .113 .058 .117 .182 -.011 -.017 -.026 -.041 .060 

Author 
Loyalty 

3 .653 -.058 .019 -.119 -.092 .211 -.102 -.157 .240 -.155 .266 -.012 -.212 
1 -.009 -.061 .016 .153 .094 .100 -.021 .012 -.072 -.043 -.147 -.004 .861 Generous 
2 -.012 .140 .425 .010 .068 -.213 -.088 -.102 .171 -.323 .107 -.189 .581 
1 .200 .465 .123 .156 .066 .033 .071 .239 -.109 .588 -.102 .003 -.290 Mode 

Conscious 2 .193 .546 .186 -.018 .091 .088 .037 .157 -.033 .569 -.093 .080 -.214 
1 .207 .045 -.093 .131 .111 .015 .855 .064 -.043 .032 .053 -.013 -.080 Time 

Pressure 2 .036 .130 .045 -.052 -.021 .125 .883 -.011 -.001 -.044 -.053 .008 .023 
1 .055 -.006 .169 .844 .061 .037 .069 .069 -.081 -.054 -.013 .131 .195 Costly 

book 2 .053 .110 .103 .889 .112 .112 .005 .057 -.071 .023 -.024 -.050 -.004 
1 .046 -.119 .706 .261 .110 .203 -.037 .241 .015 .150 .061 -.001 .091 
2 .143 -.022 .610 .439 .151 .202 .022 .127 -.1 -.117 -.028 .077 -.092 

Strict 
Budget 

3 .022 .030 .823 .010 .089 .062 -.020 -.008 -.1 .098 .188 .171 .085 
1 .038 -.010 .089 -.001 .110 -.095 .066 -.059 .00 .052 .901 -.016 -.094 Pre-

selection 2 .239 -.050 .160 -.046 -.086 .294 -.112 .023 .22 -.064 .684 .061 -.009 
1 .192 .194 .196 .102 .112 .826 .097 .127 -.0 -.014 -.014 .049 .119 Helpful 

companion 2 .049 .224 .123 .127 -.002 .763 .111 .301 -.0 .090 .106 -.056 -.081 
1 .015 .162 .318 .004 -.018 .190 .200 .747 .17 -.116 -.083 -.020 -.102 Familiarity 
2 .226 .041 -.002 .181 .021 .294 -.112 .750 -.1 .142 .007 -.061 .069 
1 -.081 .834 -.152 .037 .076 .169 .020 .164 -.0 .107 .023 .074 -.029 Salesclerk 

Help 2 -.067 .886 .033 .049 -.014 .136 .160 -.078 .00 .073 -.032 .111 .085 

1 .218 .657 -.251 -.156 .364 -.242 .095 .223 -.1 .254 .157 .791 .004 

2 .128 .729 .110 .320 .276 -.144 .024 -.227 .15 -.240 -.214 .755 .114 

Price 

importance 

3 .587 .185 -.094 .086 -.202 -.069 -.305 -.039 .23 .210 .059 .558 .235 

Extraction Method: Principle Component Analysis  
Table 5: Rotated Component Matrix 
08 
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3.6.4 Reliability of Questionnaire 
 
Reliability has to do with the accuracy and precision of a measurement procedure. 
Reliability means many things to many people, but in most contexts the notion of 
consistency emerges. A measure is reliable to the degree that it supplies consistence 
results. Reliability is a necessary contributor to validity but it is not a sufficient condition 
for validity. There is a very good example to understand the relationship between these 
two concepts. Consider a bathroom scale; if the scale measures your weight correctly, 
then it is both reliable and valid. If it consistently overweighs you by six pounds, then the 
scale is reliable but not valid. If the scale measures erratically from time to time, then it is 
not reliable therefore it can’t be valid. 
As mentioned in the previous part, all scaled items from the first and second parts of the 
questionnaire were factor analyzed using the principal components method and Varmix 
rotation. Items loading under each factor where then subjected to a series of reliability 
analyses (i.e., separate reliability analyses were conducted on each factor for each age 
group). Unsatisfactory items were removed, and the factor analysis was repeated with the  
remaining items. The aforementioned procedure was repeated 5 times, after which items 
in the questionnaire were loaded under 14 factors. 
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Descriptions/Items Reliability 
(Cronbach  Alpha) 

Self Confidence 
  1) I think I have more self-confidence than most people. 
  2) I am more independent than most people. 
  3) I like to be considered a leader. 

0.50 

Bargain Hunter 
   1) In general, I shop for ‘‘specials’’ or discounts. 

 2) I am willing to spend more time shopping in ……… 
   3) A person can save a lot of money by shopping around 

0.67 

  Author loyal: 
  1) I feel there is a risk in choosing an author other ….. 
  2) I usually end up buying the same Authors over ……. 
  3) I do not buy the books which I have never heard …. 
 

0.78 

 Generous Giver: 
 1) Price is the last thing that I consider when I am ……. 
 2) Money is no object for this particular book for me. 
 

0.55 

Mode Conscious: 
1) I usually read the latest (popular) book. 
2) Most of the times, I am looking for the book …… 
 

0.90 

Time Pressure: 
1) When I am shopping, I am always pressed for time. 
2) I always feel rushed while shopping.  

0.75 



 
Costly book: 
1) The budgets for most of the books are higher ………. 
2) Usually the cost of my purchasing (books) exceeded.. 
 

0.80 

Strict Budget: 
1) I definite budget in mind before shopping for myself.  
2) I reluctant to exceed my budget for myself…… 
3) I always stick to my budget when buying for myself.   

 

0.76 

Pre-determined selection: 
1) I had everything decided about the expected book …. 
2) I knew exactly what to buy  

 

0.65 

Helpful companion: 
1) I was shopping with someone else who helped …… 
2) While I was shopping in the bookstore, I consulted … 
 

0.80 

 Familiarity:  
1) I will buy a book which I have read already.   
2) I will buy a book which I am familiar with.  
 

0.65 

Price 
1)  When I am searching for book I see its price when …. 
2) Money is important issue in buying book. 
3)  I don’t check prices carefully. 
 

0.50 

Salesclerk help  
1) The salesclerks in the store is readily available if ….. 
2) I receive a lot of help from the salesclerk 
 

0.82 

 
Table 6: Degree of Cronbach Alpha for questionnaires’ factor (for 253 

questionnaires) 
 

Table 6 shows the degree of Cronbach Alpha for these 14 factors. All items under each 
factor were tested for reliability separately. As table 6 shows, most of the factors have the 
Cronbach Alpha more than 0.6. It reveals that reliability of questionnaires’ items are 
reasonable. 
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Chapter 4 
 
Data gathered from the questionnaires will be analysed in this part. The similarities and 
differences between theory and collected data will be presented here. 
 
4. Data Analysis 
Data analysis in this research has two main parts; Data description and Data analysis. In 
the first part, gathered data will be present with different techniques of exploratory data 
analysis. And in the second part different multivariate regressions and hypotheses testing 
will be used in order to analysis data in the data presentation part.  
 
4.1 Data Description 
In this section I will present the collected data I gathered from questionnaires. As 
mentioned in part 3.6 descriptive statistical analyses was used in order to describe 
gathered data. The objective of descriptive statistical analysis is to develop sufficient 
knowledge to describe a body of data.  
 
Frequency tables were used in this part as a technique of exploratory data analysis. 
In this part, demographic variables are analyzed in order to better understand sample 
characteristics. 
 
 
4.1.1 Frequency Tables  
 
In order to have more information about the sample, frequency tables are presented here. 
As mentioned in the sample design, sampling in this research is quota sampling. In quota 
sampling we have sample which has the population distribution on the variable which is 
important for us. As age differences are important in this research, therefore in sampling I 
tried to have the same population distribution on age variable. Table 7 shows the 
frequency, percent and cumulative percent of different age groups.  
 
  
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
<30 116 45.8 45.8 45.8 
30-50 60 23.7 23.7 69.6 
50-60 46 18.2 18.2 87.7 
60+ 31 12.3 12.3 100.0 

Valid 

Total 253 100.0 100.0   
 

Table 7: Distribution of age in sample 
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Table 8 shows the frequency of marital status. 127 individuals are single and 126 
individuals are married. 
 
 
 
  
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
single 127 50.2 50.2 50.2 
married 126 49.8 49.8 100.0 

Valid 

Total 253 100.0 100.0   
 

Table 8: Frequency of marital status 
 
 
Table 9 shows working status of people. 32 percent of people are not working while 68 
percent of them are working.  
  
 

  Frequency Percent Valid Percent Cumulative Percent 
Valid not working 81 32.0 32.0 32.0
  Working 172 68.0 68.0 100.0
  Total 253 100.0 100.0  

 
Table 9: Frequency of working status 

 
  
 
 

GENDER   
  
  
  Male Female 

Total 
  

Count 23 58 81 Not 
working 
  % within GENDER 16.3% 51.8% 32.0% 

Count 118 54 172 

Working 
Status 
  
  
  

Working 
  % within GENDER 83.7% 48.2% 68.0% 

Count 141 112 253 Total 
  % within GENDER 100.0% 100.0% 100.0% 

  
 

Table 10: Working status within gender 
 

Table10 shows that most of these 32 percent of people who are not working are female. 
According to this table, around 52 percent of female in this sample are not working while 
just 16 percent of male are not working.  
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In this sample 55.7 percent of individuals are men and 44.3 percent are women (Table 
11).  
 
  
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
Male 141 55.7 55.7 55.7 
Female 112 44.3 44.3 100.0 

Valid 

Total 253 100.0 100.0   
 

Table 11: Frequency of gender 
  
 
 

AGE   
  
  
  <30 30-50 50-60 60+ 

Total 
  

Count 64 28 28 21 141Male 
  % within AGE 55.2% 46.7% 60.9% 67.7% 55.7%

Count 52 32 18 10 112

GENDER 
  
  
  Female 

  % within AGE 44.8% 53.3% 39.1% 32.3% 44.3%
Count 116 60 46 31 253Total 

  % within AGE 100.0% 100.0% 100.0% 100.0% 100.0%
 
 

Table 12: Gender within age 
Table 12 shows that most of the individuals who are above 50 years old are men. As this 
table shows 61 percent of individuals in group 3 are men and also in group four we see 
that 67 percent of people are male. In the other hand, in group one 55.2 percent of 
individuals are men while in group two around 53 percent are women. 
 
 
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
<200,000 60 23.7 23.7 23.7 
200,000-500,000 86 34.0 34.0 57.7 
500,000-1,000,000 72 28.5 28.5 86.2 
1,000,000+ 35 13.8 13.8 100.0 

Valid 
  
  
  
  

Total 253 100.0 100.0   
 

Table 13: Frequency of income 
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AGE   
  
  
  <30 30-50 50-60 60+ 

Total 
  

Count 48 6 2 4 60<200,000 
  % within AGE 41.4% 10.0% 4.3% 12.9% 23.7%

Count 40 26 10 10 86200,000-500,000 
  % within AGE 34.5% 43.3% 21.7% 32.3% 34.0%

Count 16 16 28 12 72500,000-
1,000,000 
  % within AGE 13.8% 26.7% 60.9% 38.7% 28.5%

Count 12 12 6 5 35

INCOME 
 (per month) 
  
  
  
  
  
  

1,000,000+ 
  % within AGE 10.3% 20.0% 13.0% 16.1% 13.8%

Count 116 60 46 31 253Total 
  % within AGE 100.0% 100.0% 100.0% 100.0% 100.0%

 
Table 14: Income within age 

 
 
 
 
Table 13 shows the income of individuals. Around 23 percent of these people have the 
income under 200,000 Toman (per month) which is the lowest income of Iranian 
Population. In the other hand 14 percent of people have the income higher than 1,000,000 
Toman which is a good income. Table 14 shows that most of the youth under 30 years 
old have income less than 200,000 Toman while more than 60 percent of individuals in 
group 3 have income more than 500,000 Toman. This table help us to better understand 
distribution of income regards to the age of individuals.  
 
As mentioned in the literature, some researchers (Laroche, 2004) found that there is 
relationship between individuals’ information searching behaviour and their family size. 
Therefore I considered this variable as a demographic variable in order to see if there is 
any relationship between consumer information search and size of their family. Table 15 
shows family size distribution of individuals in the sample. 
 
 

Family Size 
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
1 24 9.5 9.5 9.5 
2 45 17.8 17.8 27.3 
3 56 22.1 22.1 49.4 
4 76 30.0 30.0 79.4 
5 52 20.6 20.6 100.0 

Valid 

Total 253 100.0 100.0   
 

Table 15: Frequency of family size 
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In the last frequency table, educational levels of individuals were represented. According 
to this table, almost 25 percent of people have educational level upper undergraduate 
university degree.  
 
  
 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
1 37 14.6 14.6 14.6 
2 21 8.3 8.3 22.9 
3 134 53.0 53.0 75.9 
4 57 22.5 22.5 98.4 
5 4 1.6 1.6 100.0 

Valid 

Total 253 100.0 100.0   
 

Table 16: Frequency of educational level 
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4.1.2 Demographic Variables under Age Differences 
  
 

Variables                                         <30                           30-49                    50-60                  60+ 
                                                        Years (%)                 Years (%)             Years (%)        Years (%) 
                                                         n =116                        n= 60                      n=46                n=31     
Marital Statues 
(χ2

1 = 0.159, p= 0.69)  
Single/separated/divorced          77.6%                    23.3%                  30.4%              29% 
Married or equivalent                 22.4%                   76.7%                  69.6%              71% 
 
Employment status  
(χ2

1 = 55.538, p= 0.000)  
Work full-/part-time                  74.1%                     66.7%                   82.6%            29% 
Does not work                             25.9%                     33.3%                   17.4%            71% 
 
Gender  
(χ2

1 = 2.889, p= 0.89)  
Male                                             55.2%                     46.7%                   60.9%            67.7% 
Female                                         44.8%                      53.3%                   39.1%           32.3% 
           
Individual’s income  
(χ2

3 = 17.282, p= 0.01)  
<200,000 Toman                          41.4%                     10.0%                    4.3%            12.9% 
200,000–500,000 Toman             34.5%                     43.3%                    21.7%          32.3% 
500,000–1,000,000 Toman          13.8%                     26.7%                    60.9%          38.7% 
>1,000,000 Toman                       10.3%                     20.0%                    13%             16.1% 
 
Family size  
(χ2

4 = 25.744, p= 0.00)  
One                                                8.6%                       13.3%                     8.7%           6.5% 
Two                                               19.0%                      23.3%                     4.3%           22.6% 
Three                                            15.5%                      30.0%                     34.8%         12.9% 
Four                                              27.6%                      26.7%                     39.1%          32.3% 
Five or more                                29.3%                       6.7%                      13.0%          25.8% 
 
Education-highest level  
(χ2

4 = 107.675, p= 0.00) 
Diploma or less                           19.0%                       10.0%                     17.4%         3.2% 
Undergraduate university           8.6%                       10.0%                      8.7%           3.3% 
degree 
Graduate university degree        60.3%                      60.0%                     34.8%         38.7% 
MSE or upper                              12.1%                      20.0%                      39.1%         54.8% 
 

 
Table 17: Demographic variables regard to different age group 
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Table 17 shows demographic variables regard to different age group. As shown in this 
table, educational level in this sample is high for different age group for example around 
72 percent of people in group one and 80 percent of individuals in group two had 
educational levels upper than graduate university degree. In group four 54 percent of 
individuals had MSE or upper degree. High educational level in this sample may be for 
the reason that this research is related to the book and the ways of buying that. 
 
 
4.2. Regression Analysis  
 
According to the research question, I want to find out the effect of age on the consumer 
information search in buying books. As mentioned in the literature Laroche (2004) 
categorized variables, affect information searching, into three groups; demographic 
variables, situational variables and personality variables. In the other hand, in-store 
information search has three dimensions. According to Laroche (2004) these dimensions 
are general information search, specific information search and salesclerks help. In order 
to answer research question I tried to find out the effect of the personality, demographic 
and situational variables on in-store information dimensions according to the individuals’ 
age group.  
 
By analyzing and synchronizing consumers in bookstore and talking to salespersons and 
experts, price and author were listed as factors for assessing general information search, 
publishers and cover were found for specific information search and salesclerk help 
evaluated directly. 
In order to assess the relationships between the three groups of independent variables 
(personality, situational, and demographic) and the dependent factors, 20 separate 
stepwise regression analyses were conducted (i.e., four for each dependent variable to 
account for the four age groups). 
 
In this section, in different tables, results of theses regression analyses are summarized. In 
order to facilitate comparisons among the four age groups, the regression values are 
expressed as standardized beta coefficients, and for each search type the variables have 
been grouped into three sets: personality, situational, and demographic. 
Concerning the underlying determinants of in-store information search, Michel Laroche 
(2004) found that in buying Christmas gifts (cloth), the four age groups exhibit striking 
differences with respect to the actual number of significant determinants. In Laroche’s 
(2004) research variables were significant when their p-values were under than 0.1. In 
this research I also do the same. In buying books the four age groups showed different 
numbers of significant determinants. As illustrated in Fig. 10, youngest age group was 
found to have a total of 24 determinants, the 30–49 group had a total of 37; the 50–60 
group had 45 and .finally, the older group had only 10 determinants. 
 
The ensuing sections describe the effects of the significant antecedent variables on in-
store information search types, with a focus on comparing the four age groups. 
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Overall, the regression findings imply that for each age group, the type and extent of in-
store information obtained is a function of different combinations of antecedent variables. 



As illustrated in Fig. 11, a greater number of antecedent variables significantly influenced 
information search for the 50–59 years (44 variables) and the 30–49 years (36) groups, 
than for the youngest (24) and oldest (10) groups. The relative paucity of significant 
variables for the oldest group may in part reflect a decline in environmental stimuli – as a 
result of the reduction of the number, variety, and intensity of roles that older people 
assume, as postulated by several researchers (e.g., Phillips & Sternthal, 1977; Cummings 
& Henry, 1961) 
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Figure 11: Number of determinants for each age group       
 
 

4.2.1 General Information Search; Comparing the four age groups. 
 
According to the literature general information search, consists of comparing available 
alternatives and prices, as well as examining product/category signage and displays. Here 
2 factors were defined to evaluate the general information search behavior of buyer.  
 
4.2.1.1 Importance of Author 
 
Degree of loyalty to the particular author is a first dimension in general information 
search. Some individuals in the sample believe that authors play an important role in 
choosing books. They said that purchasing known author decreases the risk of buying. In 
the other hand there are people who search bookstores to find books which have an 
attractive subject rather than having familiar author. They believe that there are many 
good books without famous authors. 
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In table 18, results of regression analysis have been presented. In different age group 
different determinates had significant relationship on this search index (importance of 



author). Most of these significant variables are age-group specific. For the first variable, 
gender, in group three regression coefficient is negative (-.47) and its p-value is .05 
therefore it is significant. As mentioned in 3.7.1, in questionnaires female was shown and 
measured with 1 and male was shown by 0. Therefore this negative relationship revealed 
that Females in third group don’t notice author while searching. They just want to find 
their favorite subject and therefore they usually spend more time in bookstore to look and 
compare all the books with different issue. Despite of these groups, mode conscious 
people (forth variable) in third group rate author as an important factor in choosing book. 
This fact is shown in table 18. Regression coefficient between this variable and 
importance of author is positive and its p-value is under 0.1 (0.05).  For the elderly, 
convenience appears to be a significant factor when choosing a method of purchase and 
they don’t intend to have high risk in buying, as found by Barnes and Peters 
(1982).Therefore they want to buy book with well-known author in order to buy more 
easily and simultaneously  be sure about what they purchase. According to the literature 
(Laroche , 2004) for bargain hunter, information search is likely to be more effortful and 
comprehensive and they usually notice all the features and attributes of product this fact 
is shown in third group as well. As shown in the third row (Bargain hunter), positive 
coefficient exists between bargain hunter and importance of author for people who are 
between 50-60 years old (third group). This positive relationship is also significant at 
0.03.  The other significant relationship (p-value under 0.1) in this table is for people in 
group 2 (between 30-49 years old) who judge book as an expensive product (sixth 
variable, costly book). In this case regression coefficient is negative (-0.41) and 
significant at 0.02. It means that author is not a big issue in searching for these people. 
They spend more time comparing price and they believe they can find good and cheaper 
book by searching more. Youth in group 1 (under 30 years old) who exactly know what 
they want (pre-determined –selection, seventh variable), consider author as an important 
factor they don’t notice unknown author and they usually come to bookstore with having 
particular book in their mind. This fact is found by positive regression coefficient (0.42) 
which is significant at 0.0.  
 
Two variables differentially affected the degree of author importance. The first on is eight 
variable (helpful companion). In third group (50-60) people who intend to have helpful 
companion (eighth variable) during search don’t report high score on this feature. It 
seems that this group rely more on their friend or companion rather than caring about 
book attributes (regression coefficient for this case is negative, -.059, and it is significant 
at 0.0). Despite of this group, in group 2, people between 30-50 years old, although 
individuals like to have helpful companion during search to get their idea about different 
book, they give high score for knowing author. For these people regression coefficient is 
0.34. This positive coefficient shows positive relationship between people who rely on 
companion and importance of author. 
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The second variable which has affected the degree of author importance differentially is 
working status (second variable in the table). As mentioned in 3.7.1 working people were 
measured with 1 and non working people were measured with 0. As regression 
coefficient between this variable and importance of author is negative (-0.79) in group 2 
(between 30-40 years old), it reveals that relationship between working status and 



importance of author is negative for these people (people in group 2) therefore it can be 
concluded that working individuals pay less attention to the author than their non 
working counterparts.  
 
 
  
 Search type:                          Group 1(Age<30)     Group 2(Age 30-50) Group 3(Age 50-60)   Group 4(Age>60) 

         Importance of author   
                                                 Coef.d, T   p-Value   Coef.d, T    p-Value    Coef.d, T  p-Value     Coef.d, T  p-Value 
 
 Variables: 
 
 1- Gender                                                                                                     (-.47, -2.04)  .05b   
                                            
 2- Working-not Working                                               (-.79, -2.21)   .03b                        
                                   
 3- Bargain Hunter                                                                                          (.46, 2.23)    .03b         
               
 4- Mode Conscious                                                                                       (.55, 2.18)    .03b        
                     
 5- Time Pressure                                                          (.69, 2.37)    .02b      (.41, 2.12)    .04b        
                                                                                                                                                
 6- Costly Book                                                              (-.41,-2.28)   .02b                                     
          
 7- Predetermined Selection     (.42, 4.03)  .00a                                                                          
     
 8- Helpful Companion                                                  (.34, 1.86)      .06c    (-.59, -2.81)   .00a  
                                             
                                            
  F-Value                                    2.912         .01a            4.00              .00a     2.54               .14     1.00        .04b        
  Adj.R2                                                         .210                             .449                           .35                          .005
 
a: Significant at p < 0.01 (one-way). 
b: Significant at p < 0.05 (one-way). 
c: Significant at p < 0.10 (one-way). 

              d: a Standardized Regression Coefficients (significant). 
 

 
Table 18: Antecedent variable effects on the importance of Author among age 

groups 
 

 
There is just one similarity among these groups on this feature. In the fifth variable (time 
pressure) two groups show significant positive regression coefficients. In group two 
(people between 30-5- years old) regression coefficient for this variable (time pressure) is 
0.69 and significant at 0.02. In the other hand in the third group (people between 50-60 
years old) this regression coefficient is 0.41 and significant at 0.04 for this variable. It 
reveals that positive relationship exists between fifth variable (time pressure) and 
importance of author for people in these groups (group 2 and 3). It means that hurried 
people (people who were under time pressure, fifth variable) in middle groups (people 
between 30-50 and 50-60 years old) choose book base on author. It seems that by 
searching among famous author they buy more quickly and also more trustworthily. 
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Under 30 years old  30-50 years old 50-60 years old 

 
Figure 12: Relationship between different variables and importance of author in 

different age groups 
 

In order to better understand the importance of author for different age groups of people 
under different variables, figure 12 is presented. In this figure all the numbers in tables 18 
were represented in the other way. In this figure positive and negative relationships 
between importance of author and different variables are shown. As shown here blue 
lines refer to the positive relationships while red lines refer to the negative relationships. 
All these information come from regression coefficients which were mentioned in table 
18. 
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4.2.1.2 Importance of Price 
 
 
Search type: 
Importance of Price 

Group 1(Age: <30)  
Coef.d, T    p-Value 

Group 2(Age: 30-50) 
Coef.d, T    p-Value 

Group 3(Age: 50-60) 
 Coef.d, T    p-Value 

Group 4(Age: 60+)
Coef.d, T    p-Value

 
Variables: 
 
[1] Gender  
                                        
[2] Marital Status  
                                        
[3] Working Status    
                                        
[4] Income          
                                        
[5] Family Size    
                                        
[6] Educational Highest 
Level                                                      
[7] Self-confidence          
                                        
[8] Bargain Hunter  
                                        
[9] Generous     
                                        
[10] Author Loyalty  
                                        
[11] Mode Conscious  
                                        
[12] Time Pressure      
                                        
[13] Costly Book         
                                        
[14] Strict Budget       
                                        
[15] Predetermined   
Selection        
                                        
[16] Familiarly    
                                        (.084, 1.85)    .06

 

  

 
  (.07, 2.08)    .04b 

 

 (-.86, -22.6)   .00a 

  
 (-.07, 1.66)     .09c   

 
 (.236, 5.0)     .00a 

 
c 

 
 

(-.13, -1.74)    .08c   
 

 
 

(-.09, -2.02)    .04a 

(-.153, -3.7)    .01a 

(-.15, -4.02)    .00a 

 

 (.09, 1.94)     .059c 

 (-.91, -19.9)    .00a 

 
 
 

 (.11, 2.60)    .013b 

 (.19, 2.21)     .03b 

 
 

 (.23, 3.73)      .00a 

 (-.084, -1.9)    .06c 

                
 (-.13,  -2.4)    .01a  

 
 
 
(.10, 2.43)     .02a 

 
(.10, 2.00)     .05b 

 
(-.08, -2.17)  .03b 

 
(-.21, -3.35)  .00a 

 
 
 
 
 
 
(-.17, -4.39)  .00a 

 
(.20, 5.22)     .00a 

 
 
 
(-.69, -14.2)  .00a 

 
(-.11, -3.3)    .00a 

 
(-.30, -6.2)    .00a   
 
(.21, 5.79)     .00a 

 
 
 

(.24, 5.36)     .00a   

 

 
 
 
 

 (-.30, -1.88)   .08c 

 

 

 (-1.03, -7.7) .00a  

 
 
 
 
 
(.18, 1.98)     .06c 

 
F-Value 
Adj.R2

 
53.15              .00a 

.885 

 
79.61                .00a 

.958 

 
129.54            .00a 

.98 

 
15.17            .00a 

.889 
a: Significant at p < .01 (one-way). 
b: Significant at p < .05 (one-way). 
c: Significant at p < .10 (one-way). 

              d: a Standardized Regression Coefficients (significant). 
 
Table 19: Antecedent variable effects on the importance of Price among age groups 

 
The second factor to discuss in this section is Price and its importance in buying books. 
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With respect to the presence and sign direction of significant predictor variables, there 
were few similarities among the four age groups. As expected, for bargain hunters (eighth 
variable), especially in group 2 (30-49 years old) and group 3 (50-60 years old), 
regression coefficients are positive (0.9 in group 2 and 0.2 in group three). It shows that 



there is a positive relationship between the degree of being bargain hunter and the 
importance of price for these two groups. Therefore bargain hunter in these groups check 
for the prices and tend to shop at cheaper price. The other significant variable in table 19 
is strict budget (14th variable). As mentioned before strict budget refers to the individuals 
who set a budget for their shopping. As shown in this table, for individuals (in group 2 
and 3) who had strict budget, regression coefficients are positive. It means that there is a 
positive relationship between importance of price and this variable (strict budget) and 
price is really important for these people. 
 
 In group 3, people who are between 30 -50 years old, regression coefficient for the 
seventh variable is negative (-.17). It means that relationship between importance of price 
and self confidence is negative. In the other word, as the confidence degree is increased, 
importance of price is decreasing for people in group 3.  
 
In literature time pressure has a negative effect on the extension of gathering information 
(Laroche, 2004) but here this variable act differently. As table 19 shows, in group 2 and 3 
(people who are between 30-60 years old) relationship between time pressure (12th 
variable) and importance of price is positive (regression coefficients are positive). It 
means that in these groups when individuals don’t have time, price is a big factor for 
them. It seems that they choose book rapidly by comparing price. 
 
The other significant variable in table 19 is author loyalty (10th variable). This variable is 
significant in group three. In this group (50-60 years old) regression coefficient is 
negative (-0.11). This negative number reveals that people who care about the authors 
spend less time comparing the prices. It seems that they rather to read their favorite books 
than looking and wasting their time on comparing the prices.  
 
11th variable in table 19 is Mode Conscious (individuals looking for the best sellers 
book). This variable is significant in three groups. In groups one and three regression 
coefficient are negative (-.07 in group one and -0.30 in group three) while in group two 
this number is positive (0.11). It reveals that in groups1 and 3, there is negative 
relationship between the degree of being mode conscious and the importance of price 
while in group 2 this relationship is positive. In the other word, we can say that in groups 
1 and 3  price is not acting strong for mode conscious people while their counterparts in 
group 2 act reversely. Results of groups 1 and 3 ( negative relationship) are actually 
despite expectations, in literature; individuals self-characterized as Fashion Conscious 
were apt to engage in extensive general information search. But I think this contrast 
comes from the different consumer behavior in buying different product with different 
nature.  
 
The other significant variable is the individual’s generosity (9th variable). This variable is 
significant in groups 1 and 2 and 4. In these groups regression coefficients are negative. 
These negative numbers reveal the negative relationship between the degree of generosity 
and the importance of price. As expected and mentioned in the literature, generous people 
less apt to engage in extensive general information and they don’t care about the price. 

 72

 



Familiarity is the other variable in this table. This variable is significant under group 1 
and 4 and 2. Regression coefficients are positive in group one and four (0.084 in group 
one and 0.18 in group four) and negative in group two. It means that people in groups one 
and four who are familiar with what they want to buy pay less attention to the price while 
their counterparts in group two do reversely.  
 
Six demographic variables are significant in table 19. First variable in table 19 is gender. 
This variable is significant in groups two and three. Regression coefficient is positive 
(0.10) in group three and negative in group two (-0.13). It means that females in group 
three care about the price while females in group two do reversely. The other significant 
variable is 2nd variable which is marital status. Regression coefficient of this variable is 
positive for third group (people who are between 50-60). As mentioned before married 
people are shown by 1 and unmarried by zero. Therefore it can be concluded that married 
people in group three pay more attention to the price than unmarried individuals. 
One of the reasons for this result maybe comes from the salary differences between 
female and male. Table 20 shows the higher salaries for men than women.  
 
 

Male Female 
 % % 
<200,000   16.0%
200,000-500,000 18.2% 52.0%
500,000-1,000,000 58.2% 24.0%
1,000,000+ 23.6% 8.0%

 
Table 20: Income within gender 

 
The other significant demographic variable is educational highest level. This variable 
(sixth variable in table 19) is significant in group two. Its negative regression coefficient 
(-0.15) shows the negative relationship between price importance and the degree of 
educational level. It means that people who have higher education pay less attention to 
the price. Regression coefficients in group two and four are negative for family size (fifth 
variable) and it shows the negative relationship between family size and importance of 
price.  
 
The last demographic variable is income. As shown in table 19 this variable has positive 
regression coefficient in group one while this number is negative in groups two and three. 
This means that negative relationship exists between importance of price and level of 
income in group two and three while this relationship is positive in group one. 
 
As regression coefficient in group two is negative for 15th variable (-0.084) therefore it 
can be said that there is a negative relationship between this variable and price 
importance. It means that individuals having a predetermined selection in mind don’t care 
about the price 
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Under 30 years old  30-50 years old 50-60 years old 

 
Figure 13: Relationship between different variables and importance of price in 

different age groups 
 

Figure 13 shows the relationship between different variables and importance of price for 
different age groups. This figure helps to better understand table 19. all the relationships 
come from regression coefficients in table 19. 
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age Mean N Std. Deviation 
<30 2.9 116 .68325
30-50 2.68 60 .71272
50-60 2.89 46 .69875
60+ 3.0000 31 .79815
Total 2.86 253 .71111

 
Table 21: Score of importance of the book price in each age group 

 
 

4-2-2 Specific Information Search-Comparing the four age group 
 
The other dimension of search process is discussed here. Specific information search 
consists of scrutinizing product-specific information (such as the packaging, 
manufacturer’s label, etc.).In buying book this dimension is analyzed under two factors 
which are importance of publisher and importance of cover and design. These factors are 
extracted from salespersons in bookstore and approved by 2 specialists. 
 
4-2-2-1 Importance of publisher 
 
First factor to be discussed here is the importance of publisher for buyer. Table 21 shows 
the mean score for publisher importance among both genders. The total mean is about 
2.75 and it shows that publisher is not actually an important factor in information search 
process and most of the buyers don’t notice and even read the name of publisher. This 
table also shows that in general male compare to female; present higher score for the 
publisher (2.86 vs. 2.63). Regression analysis also supports this table. According to table 
22 first variable, which is gender, is significant under group 1 and 2 and 3. Regression 
coefficients are positive in group three (0.38) and negative in group one and two (-0.23 
for group 1 and -0.55 for group 2). It means that there is negative relationship between 
importance of publisher and gender for those who are under 50 years old and this 
relationship is positive for people in group three. In the other word, young female 
(group1 and 2) don’t care about publisher but as they become older (group 3) we can see 
that publisher turn into be an important issue. This group believes that some particular 
publishers always publish very good book therefore they prefer to buy from known 
publishers. 
 
 

GENDER Mean N Std. Deviation 
Male 2.86 141 1.150 
Female 2.63 112 1.058 
Total 2.75 253 1.114 

 
Table 21: Importance Score of Publisher 
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Second variable in table 22 is marital status. This variable is significant under three age 
groups. Regression coefficients for this variable are negative in group 2 and positive in  



 
 
Search type: 
Importance of 
Publisher 

Group 1(Age: <30)  
Coef.d, T    p-Value 

Group 2(Age: 30-50) 
Coef.d, T    p-Value 

Group 3(Age: 50-60) 
 Coef.d, T    p-Value 

Group 4(Age: 60+)
Coef.d, T    p-Value

 
Variables: 
 
[1] Gender           
                                        
[2] Marital Status         
                                        
[3] Working-not 
Working                 
                                        
[4] Income               
                                        
[5] Family Size            
                                        
[6] Self confidence          
                                        
[7] Bargain Hunter        
                                        
[8] Author Loyalty        
                                        
[9] Generous Buyer     
                                        
[10] Mode Conscious     
                                        
[11] Time Pressure        
                                        
[12] Costly Book         
                                        
[13] Strict Budget          
                                        
[14] Predetermined 
Selection   
                                      
[15] Helpful 
Companion 
            

(-.23, -2.03)       .04b 

 
(.27, 2.62)        .01a 

 (.19, 1.90)      .059c 

 (-.26, -2.16)      .03b

(-.55, -2.60)      .013b 

(-.81, -3.31)       .00a 

 
(-.73, -2.45)      .018b 

(.75, 5.79)          .00a 

 
(.20, 1.77)          .08c 

 (.21, 2.06)         .04b 

(-.23, -1.72)        .09c 

 (-.22, -1.71)       .09c 

 ( .34, 2.92)         .00a

 (.83, 3.41)          .00a

 (-.27, -1.79)        .08c

 (.43, 0.45)        .018b

 
 
 
(.38, 2.28)       .03b 

 
(.41, 2.12)       .04
 
 
 
 
 
 
(-.30, -1.72)      .09c 

 
 
 
 
 
(.47, 3.76)          .00a 

 
(.34, 1.83)          .07c  
 
 
 
( -.44, -3.09)      .00a 

 
 
 
(-.43, -3.31)       .00a 

 
(-.29, -1.79)       .08c 

 
 
 
(.48, 3.11)         .00a

 
 
 
 
 
(.93, 1.94)     .07c 

 
 
 
 
(-.87, -2.2)    .04b 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(.77, 2.48)    .02b

 
F-Value 
Adj.R2

 
1.65              .00a 

.88 

 
7.78                .00a 

.66 

 
 7.18           .00a 

.7 

 
2.78            .03b 

.502 
a: Significant at p < .01 (one-way). 
b: Significant at p < .05 (one-way). 
c: Significant at p < .10 (one-way). 

              d: a Standardized Regression Coefficients (significant). 
 

Table 22: Antecedent variable effects on the importance of Publisher among age 
groups 
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groups 3 and 4. As married people were shown with 1 and unmarried people were shown 
by 0 (3.7.1) therefore we can say that there is a positive relationship between marital 
status and importance of publisher in groups 3 and 4 and this relationship is negative in 
group 2. In the other word, married elderly (individuals upper than 50) reported acquiring 
more about publishers than their counterparts in the other groups. 



 
 The other demographic variable in table 22 is fourth variable (Income). This variable has 
positive regression coefficient under group 2 (0.75) while this number is negative under 
group 4. It means that while higher income people in group 3 tend to get information 
about publishers similar people in group 4 don’t do the same. 
 
Time pressure (11th variable) is the other significant variable which has positive 
regression coefficient in groups 1 and 2 and negative coefficient in group 3. These 
numbers show that there is a positive relationship between importance of publisher and 
the degree of being under time pressure for those in groups 1 and 2 while this relationship 
is negative for people in group three.  
 
For those set budget before shopping (13th variable), especially individuals in the second 
group acquire more of this type of information, whereas those in the third group acquired 
less. This fact comes from the positive regression coefficient (0.43) under group 2 and 
negative one (-0.43) under group three.  
 
The other significant variable in table 22 is 14th variable. As mentioned before, this 
variable refers to the degree of having predetermined selection in individuals’ mind. 
Regression coefficients are negative for this variable under age groups 1 and 3 while this 
number is positive for people in group 4. Positive numbers in group 1 and 3 reveal that 
there is a positive relationship between the importance of publisher and the degree of 
having predetermined selection in mind and this relationship is negative for individuals 
upper than 60 years old (group 4). 
 
Bargain hunters (7th variable) is the other significant variable which its regression 
coefficient is positive for those under 30 years old (group 1) and negative for individuals 
in group two. These regression coefficients reveal that bargain hunters in group 1 are 
more likely to extensively acquire publisher specific information while people with this 
characteristic in group 2 acts reversely.  
 
Generosity is significant under group two and three. Regression coefficient for this 
variable is negative (-0.22) under group two and positive (0.34) under group three. These 
numbers show that there is a positive relationship between the importance of publisher 
and the degree of generosity for those in group three and this relationship is negative for 
people in group two. Therefore we can say that generous individuals in group 3 are more 
apt to scrutinize product-specific information than those in group 2. 
 
In group 2 and 3 fifth variable (Family size) is significant. Regression coefficient of this 
variable is positive (0.20) for people in group two and negative (-0.30) for those in group 
three. From these numbers following conclusion can be driven: individuals being a 
member of a large family more attention on the publisher rather than their counterpart in 
group2.  
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The remaining significant variables were age-group specific. Among those aged 30–49 
years, individuals tend to buy best seller book (Mode conscious) and/or characterized 
themselves as having confidence (Self confidence) are more likely to undertake extensive 



information about publisher. This result is driven from the positive regression coefficients 
for these variables (6th and 10th variables) under age group 2. 
 
Working status and costly book are the other variables which have negative regression 
coefficients under group 2. These negative numbers reveal that working individuals 
or/and those considering book as a costly purchase are less apt to undertake information 
about the publisher.  
 
The remaining significant predictor variables are author loyalty and helpful companion.  
Individuals tend to have help during search and those considering author as an important 
factor in buying book located in group 3 are likely to get more information about 
publisher (Their regression coefficients are positive under age group 3). 
 
 
 
                                                  

Age Mean N Std. Deviation 
<30 2.57 116 .916
30-50 2.67 60 1.084
50-60 3.09 46 1.189
60+ 3.13 31 1.522
Total 2.75 253 1.114

 
Table 23: Importance Score of Publisher 

 
Table 23 presents the mean score of publisher for different age groups. As shown in this 
table as individuals become older, the importance of publisher is increased among them.  
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In order to summarizing all the above relationship, figure 14 is presented below. In this 
figure all the above regression coefficients convert to the blue and red lines which show 
the positive or negative relationship between importance of publisher and different 
variables for different age groups.  



Under 30 years old  30-50 years old 50-60 years old 

 
Figure 14: Relationship between different variables and importance of Publisher in 

different age groups 
 
 
 

4-2-2-2 Importance of Cover & Design 
 
The other dimension for specific information search is scrutinizing cover and design or 
packaging of the book. Different demographic, situational and personality variables are 
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extracted from regression analyses (Table 24). These significant determinants are 
discussed below.  
 
As expected, educated people don’t care about the design and cover of the book. This 
variable is uniquely common across two middle groups.  Regression coefficients for this 
variable (4th variable) are negative under age groups 2 and 4. Similarly, for 3 groups 
(<30, 50–60, 60+ years), 9th variable (Costly book) has negative regression coefficients. 
These numbers reveal a negative relationship between importance of cover and design 
and this variable. It means that individuals considering book as a costly purchase reported 
lower scores for cover and design and actually this is consistent with expectations which 
were mentioned in literature before.  
 
Contrary to expectations, regression coefficients for 10th variable are positive for the two 
groups (30-50, 60+). These positive numbers reveal that individuals setting budget before 
shopping are more apt to notice and scrutinize cover and design.  
 
As expected elderly in group 4 who think author as an important subject don’t pay 
attention to the appearance of the book. This fact is driven from the negative regression 
coefficient of 8th variable under forth group and it shows the negative relationship 
between the publisher importance and the degree of being loyal to the specific author. 
 
Three variables differentially affected this search index. In the 13th variable we can see 
that regression coefficient is negative (-0.28) for people in group one and this number is 
positive (0.48) for individuals in third group. These numbers reveal that youth individuals 
(group 1) that are quite familiar with book (13th variable), it means that they exactly 
know what they want and they have got information from newspaper or broadcast, don’t 
reported high weigh for cover and design while older people in group 3 don’t do the 
same. 
 
Customers that usually want to read popular and bestseller book (7th variable) tend to 
scrutinize cover and design. This variable is uniquely common across all groups except in 
group 3. As shown in table 24, regression coefficients are positive for this variable under 
three age groups (groups 1, 2, 4). This positive number reveals a positive relationship 
between the degree of being mode conscious and the importance of publisher. This 
relationship is negative for people in group three. 
 
Bargain hunters (fifth variable) in two first groups have different behaviors in searching 
due to this dimension. For younger people cover and design play an important role 
(positive regression coefficient) in buying book whereas in elderly this manner is 
completely reversed (negative regression coefficient). 
 
Significant predictor variables for the group 50–60 are as follow:  
Generous buyers (sixth variable) and/or those who are working (second variable) pay 
more attention to cover and design (positive regression coefficients) whereas individuals 
desire to have helpful companion (12th variable) pay less (negative regression 
coefficient). 
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Search type: 
Importance of Cover & 
Design 
 

Group 1(Age: <30)  
Coef.d, T    p-Value 

Group 2(Age: 30-50) 
Coef.d, T    p-Value 

Group 3(Age: 50-60) 
 Coef.d, T    p-Value 

Group 4(Age: 60+)
Coef.d, T    p-Value

 
Variables: 
[1] Gender             
                                        
[2] Working-not 
Working            
                                        
[3] Income     
                                        
[4] Educational Highest 
Level                       
                                        
[5] Bargain Hunter     
                                        
[6] Generous Buyer      
                                        
[7] Mode Conscious     
                                        
[8] Author Loyalty        
                                        
[9] Costly Book     
                                        
[10] Strict Budget   
                                        
[11] Predetermined  
Selection               
                                        
[12]Helpful Companion   
                                        
[13]Familiarity        

(.17, 1.71)        .08c 

 
 
 
(.46, 3.75)        .00a 

 
 
 
(-.22, -2.12)     .03b 

 
 
 
 
 
 
 
 
(-.25, -2.01)      .04b

 

 (.31, 2.37)          .02b

 
(-.23, -2.18)       .03b 

 
 
(-.73, -5.30)       .00a 

 
 
 
(.37, 3.12)         .00a 

 
 
 
 
 
(.53, 2.94)          .00a

 
(-.24, -1.95)       .05b

 

 

 

 

(.55, 3.63)        .00a 

 
 
 
 
(-.64, -4.60)      .00a 

 
 
 
 
 (.65, 3.37)       .00a 

 
 (-.37, -1.93)     .06c 

 
 
 
 (-.34, -1.70)      .09c 

 
 
 
 
 
 
(-.54, -3.22)       .00a 

 
(.48, 3.04)         .00a

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
(.82, 2.52)     .02b 

 
(-.32, -1.78)   .09c 

 
(-.97, -2.61)  .02b 

 
(.57, 2.02)     .06b

 
F-Value 
Adj.R2

 
2.144              .01b 

.145 

 
7.75                .00a 

.654 

 
 6.68           .00a 

.68 

 
3.124            .02b 

.547 
a: Significant at p < .01 (one-way). 
b: Significant at p < .05 (one-way). 
c: Significant at p < .10 (one-way). 

              d: a Standardized Regression Coefficients (significant). 
 

Table 24: Antecedent variable effects on the importance of Cover & Design among 
age groups 
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2 significant variables are found in group 2. Consistent with expectations, for higher 
income (third variable) individuals in this group cover and design is acting strong 
(positive regression coefficient) while for people who decided about their purchasing 
before coming to the store (predetermined selection) this issue is not an important factor 
(negative regression coefficient). 



Under 30 years old  30-50 years old 50-60 years old 

 
Figure 15: Relationship between different variables and importance of cover and 

design in different age groups 
 
 
 
To better understand the relationships between importance of cover and design and 
different variables figure 15 is presented. 
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age Mean N Std. Deviation 
<30 3.33 116 1.078
30-50 3.30 60 .908
50-60 3.09 46 .939
60+ 2.52 31 .851
Total 3.18 253 1.018

 
Table 25: Importance Score of Cover & Design in different age group 

 
  
 
 

GENDER Mean N Std. Deviation 
Male 3.13 141 1.043
Female 3.23 112 .986
Total 3.18 253 1.018

 
                                                     0=Male 
                                                     1=Female 

Table 26: Importance Score of Cover & Design in different gender 
 
Table 25 shows score of cover and design for different age groups. According to this 
table this importance is decreases as age of the individuals is increased. In the other hand 
in table 26 we can see that females compare to males pay more attention on cover and 
design of the book.  
 
 
 
 
4-2-3 Salesclerk Help 
 
The third dimension of information search process is salesclerk help. Salesclerk help 
consists of seeking/receiving store sales personnel assistance and/or advice. Regression 
results are shown in table 27. 
 
Two personality and two situational variables were found to have a common impact on 
this search index for two age groups. 14th variable (pre-determined selection) and 8th 
variable (Author loyal) are significant under two age groups (group 1 and 3). Regression 
coefficient for these variables are negative under these groups (group1 and 3). These 
negative numbers reveal that consistent with expectations, individuals in groups 1 and 3 
that have predetermined selection in their mind (14th variable) tend to avoid seeking 
salesclerk assistance, because they exactly know what they want this fact also happen for 
people who described themselves as author loyal (8th variable). These people don’t 
consult with salesclerk and just searching among known authors.  
 
The others significant variables under these age groups (group 1 and 3) are mode 
conscious and time pressure. As shown in table 27 these variables have positive 
regression coefficients under these age groups. These positive numbers show the positive  
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Search type: 
Salesclerk Help 

Group 1(Age: <30)  
Coef.d, T    p-Value 

Group 2(Age: 30-50) 
Coef.d, T    p-Value 

Group 3(Age: 50-60) 
 Coef.d, T    p-Value 

Group 4(Age: 60+)
Coef.d, T    p-Value

 
Variables: 
 
[1] Gender     
                                        
[2] Marital Status   
                                        
[3] Working-not 
Working                                     
[4] Family Size  
                                        
[5] Educational Highest 
Level            
                                      
[6] Self Confidence     
                                        
[7] Bargain Hunter    
                                        
[8] Author Loyalty    
                                        
[9] Generous Buyer   
                                        
[10] Mode Conscious  
                                        
[11] Time Pressure     
                                        
[12] Costly Book      
                                        
[13] Strict Budget     
                                        
[14 ]Predetermined  
Selection       
                                     
[15]Helpful Companion 
                                        
[16]Familiarly     

  
 
 
(-.16, -1.88)      .06b 

 
(.06, 0.61)        .054b

 
(-.19, -2.12)      .03b 

 
 
 
 
(-.26, -2.82)       .00a 

 
 
(.16, 0.86)         .06b 

 
(.24, 2.91)         .00a 

 
(-.16, -1.96)       .05b 

 
 
 
(.40, 4.13)        .00a 

 
(.25, 0.21)        .00a 

 
 
 
 
 
(-.20, -2.11)      .03b 

 
 
 
 
(.20, 2.04)        .04b 

    

 

 

 

 

 

 

 

 

 

 

(.26, 1.82)          .07c

 
(-.43, -3.20)       .00a  
 
 
(-.23, -1.75)       .08c

 

 

 

 

 

(.17, 1.98)      .05b 

 
 
 
 
(-.823, -10)      .00a 

 
 
 
 
(.17, 2.54)        .01a 

 
(-.18, -2.72)      .01a 

 
(-.16, -2.90)      .00a 

 
(-.76, -8.89)     .00a 

 
(.50, 5.94)        .00a 

 
(.11, 1.74)        .09c 

 
(-.59, -6.67)      .00a 

 
(.35, 4.43)        .00a 

 
(-.46, -7.89)      .00a 

 
 
(.59, 8.07)        .00a

 

 
F-Value 
Adj.R2

 
6.48             .00a 

.44 

 
3.89                .00a 

.45 

 
 41.17           .00a 

.93 

 
1.66            .01b 

.273 
a: Significant at p < .01 (one-way). 
b: Significant at p < .05 (one-way). 
c: Significant at p < .10 (one-way). 

              d: a Standardized Regression Coefficients (significant). 
 

Table 27: Antecedent variable effects on the importance of Salesclerk Help among 
age groups 
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relationship between these variables (degree of being under time pressure and the degree 
of being mode conscious) and the degree of getting help from salesclerk for these two age 
groups. In the other word these positive relationships mean that those faced with time 
pressure and/or looking for bestsellers are more likely to consult with store personnel.  



Hurried people believe that they don’t have time to search all the books in all shelves 
therefore by asking sales people they are able to find their favorite book quickly.  
 
Last similarity among groups refers to one demographic variable. High educated youth 
(group 1, 2) rely more on themselves rather than using store salespersons. This fact is 
supported in table 27 by the negative regression coefficient of this variable (fifth 
variable) for individuals under 50 years old. 

 
One demographic and two personality variables differentially affected salesclerk usage. 
Family size is a demographic variable (forth variable) which has positive regression 
coefficient under group three and negative regression coefficient under group four. These 
numbers reveal the positive relationship between family size and the degree of getting 
help from salesclerk for people in group three while this relationship is negative for 
people in group four. Therefore we can say that among those come from a big family, 
those in the oldest group are less apt to seek assistance than those in the youngest group.  
 
In group 1 and 3, there is a positive relationship (positive regression coefficient) between 
salesclerk usage and the degree of having confidence (sixth variable) but in group 2 this 
relation is negative.  
 
The other significant variable is bargain hunter (7th variable). This variable has positive 
regression coefficient for people in group one while this number is negative for people in 
group three. These relationships can be said in the other way; Young (group one) bargain 
hunter oppose to their older counterpart (group three) tend to get help from salesclerk. 
(Perhaps to avoid the risk of being pressured into a more expensive purchase) 
  
All remaining significant antecedent variables are age group specific. Concerning the 
third group generous buyer (9th variable) avoided salesclerks (negative regression 
coefficient) this is also happen for people who consider book as a costly purchase (12th 
variable).   
 
Three variables have positive regression coefficients under group three. These variables 
are helpful companion (15th variable), strict budget (13th variable) and marital status 
(second variable). These positive numbers reveal the positive relationship between these 
variables and the degree of getting help from salesclerk. It means that among the third 
group, individuals who tend to have helpful companion and/or set a budget before 
shopping particularly if they are married, also used store sales personnel; as a quick 
source of ideas and advice.  
 
Under the first age group (people under 30 years old), regression coefficient is negative 
for the first and third variables and positive for the 16th varible. It means that among 
young subject, female and /or working individuals avoid seeking assistance while people 
that are already quite familiar with what they want to buy, tend to ask salesclerk .Perhaps 
they want to ask them about the book availability or they want to know where that book 
is located. 
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Figure 16: Relationship between different variables and importance of salesclerk 
help in different age groups 

 
 
Figure 16 is presented to better understand the relationship between different variables 
and importance of salesclerk help for different age group. 
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          Positive Relationship 
          Negative Relationship 
 
          Situational, Personal and Demographic Variables 



age Mean N Std. Deviation 
<30 2.9181 116 1.04246
30-50 2.5167 60 .87801
50-60 2.6522 46 .89981
60+ 2.4194 31 .96693
Total 2.7134 253 .98596

 
  

Table 28: Importance score for salesclerk help 
 
Importance scores of the salesclerk help are presented in table 28. According to this table 
youth apt to get more help from salesclerk than elderly (group four) 
 
 
 
4-3- Information Search Scores 
 
To assess the mean scores for each age group on the dependent variables, several 
ANOVAs were conducted (Table 29). 
 
Figure 17 illustrates the main effect of age on reported information search behaviors. As 
shown in both Table 29 and Fig. 17, significant differences (P-value< 0.1) emerged with 
respect to the mean average scores for both items in specific information search 
(publisher, cover and design) as well as for salesclerk help and also for the importance of 
author in general information search. 
 
Analyzing scores in specific information search revealed that, youth (group 1, 2) compare 
to the elderly (group 3, 4) reported the lowest scores for publisher. Group 4 shows the 
highest score on this dimension. As I mentioned in the previous section these people 
believe that some particular publisher always have better book than unknown one. This 
result is consistent with Schiffman’s (1971) findings that the elderly rely heavily on 
experience in terms of making product choices. This heavy reliance on past experiences 
may also partially explain why older adults are generally laggards in adopting new 
products or services (Phillips & Sternthal, 1977). Elderly decrease the risk of buying by 
choosing known publishers which they have already experienced them. 
 
In the other significant (p-value< 0.1) dimension of specific information search 
(importance of cover and design), this manner is completely reversed. It means that, as 
expected, here youth pay more attention on cover and design than elderly. This manner is 
obviously shown in fig 17. 
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Michel Laroche (2003) claims that older individuals attempted to compensate for their 
alleged difficulties in integrating large amounts of information from multiple sources 
(i.e., different products), by intensely scrutinizing product- specific information. Contrary 
to this claim, total information search in specific information search (i.e. combination of 
publisher and cover and design) revealed that there is no significant difference between 
these four groups in this search index. This contrast can be answered as follow; in buying 



book different age groups weight publisher and cover (2 dimensions in this search index) 
differently. As mentioned before, youth see cover & design as an important issue while 
they don’t care about publisher. This manner is completely reversed in elderly. Therefore 
ANOVA doesn’t show any differences between age groups in this combination. (It 
should be mentioned that in table 29 Specific information search comes from the 
combination of publisher and cover & design.) 
 
In the other index of in-store information search we have general information search. 
Figure 17 shows that elderly pay more attention on both dimensions in this field (price 
and author).while price differences is not supported statistically (P-value>0.1) but 
ANOVA showed and supported differences in author importance and total general 
information search. (P-value<0.1) 
 
Unexpectedly, contrary to Lambert (1979); Lumpkin & Festervand (1988) that claimed: 
“compared to their counterparts in the other three groups, subjects in the oldest group 
were the most apt to seek the assistance of store salesclerks”. In buying book in Iran older 
individuals don’t tend to use salespersons it seems that Iranian elderly most rely on their 
experiences as Schiffman’s (1971) claimed, rather than ask the other. In figure 17 
 we can see that young group gave the highest score for this search index compare to the 
other group and group 4 gave least. 
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Figure 17: Mean scores of different dimensions of in-store search among different 
age group 
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Factor:                                                 Age groups: 
                                                        
                                                                <30                      30-49                    50-60               60+ 
                                                            Years (%)           Years (%)             Years (%)     Years (%)       P-Value 
                                                               n =11                  n= 60                      n=46              n=31                                         
 In-store Search Type:                     
General Information Search: 

• Price                                          2.90                     2.68                        2.89                3.0                0.151 
• Author                                       3.16                     3.38                        3.32                3.63              0.035b 

• Total General information       3.03                     3.03                        3.11                3.31              0.065c 

               search (price+ Author)  
 
Specific Information Search: 

• Publisher                                 2.57                     2.67                       3.09                3.13               0.010a 

• Cover & design                       3.33                     3.30                       3.09                2.52               0.001a 

• Total Specific information      3.04                      3.0                        3.08                2.66              0.120 
Search (Publisher +Cover  
and Design) 

 
Salesclerk help                                     2.84                      2.48                       2.65                2.41              0.015b 

 
 
 
Total information search                     2.97                     2.83                       2.94               2.77                0.116       
 
a: Significant at p < .01 (one-way). 
b: Significant at p < .05 (one-way). 
c: Significant at p < .10 (one-way). 

 
Table 29: ANOVA findings: variations among all age groups 

 
 
 
 
4-4-Hypothesis considering 
 
In order to decide about accepting or rejecting hypotheses, differences in different 
dimensions in in-store information search (general information search, specific 
information search, and salesclerk help) were further tested using the one way ANOVA 
(Post Hoc Multiple Comparisons).  
 
“Once you have determined that differences exist among the means, post hoc range tests 
and pair wise multiple comparisons can determine which means differ. Comparisons are 
made on unadjusted values. These tests are used for fixed between-subjects factors only. 
One of the post hoc methods is Scheffe test. The significance level of the Scheffe test is 
designed to allow all possible linear combinations of group means to be tested; hence this 
method is more conservative than other tests (in the sense that larger differences between 
the means is required for significance)” (Spss help) 
 
Hypothesis 1: Relative to younger individuals, older individuals are expected to exhibit a 
simpler information search process in terms of lower usage of available in-store 
information sources. 
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According to Phillips and Sternthal (1977), older consumers are likely to process less 
information than younger consumers, because: (1) the elderly are less capable of 
processing large amounts of information; and (2) due to greater market experience, older 
individuals are more capable of distinguishing between relevant and irrelevant 
information for familiar products. Schaninger and Sciglimpaglia (1981) found general 
support for the hypothesis that elderly (or later life-cycle) consumers will process less 
information and examine fewer alternatives and attributes, than younger consumers. 
Although the lowest score on total information search belongs to group 4(table 29) 
significant differences were not obtained for this search index statistically. Therefore this 
hypothesis should be rejected. It should be mentioned that this hypothesis was also 
rejected in 2004 by Laroche, he found that individuals in the oldest age group 
surprisingly reported substantially higher scores than individuals in the other three age 
groups (the under 30’ group in particular). 
 
Hypothesis2: Relative to younger individuals, older individuals are expected to exhibit 
greater usage of their experiences in buying book (i.e. buy book with known author and 
publishers which they have already experienced.) 
 
Although the elderly may exhibit declines in processing abilities relative to younger 
people, older individuals may compensate for this weakness by relying on their lifelong 
experience in processing diverse types of information (Phillips & Sternthal, 1977). This 
view is consistent with Schiffman’s (1971) findings that the elderly rely heavily on 
experience in terms of making product choices. This heavy reliance on past experiences 
may also partially explain why older adults are generally laggards in adopting new 
products or services (Phillips & Sternthal, 1977). 
 
In buying book many people use their experiences on different authors and publishers in 
order to find better book. These stimuli have been found by deeply investigating 
consumer buying behaviors in bookstore and also talking with salespersons about 
consumer’s ways of buying. These issues are related to the exploratory study and will be 
mentioned in the third chapter of thesis. 
 
According to Fig 17, youth have lower scores on author and publishers while elderly 
especially in group four, show higher scores on these indexes. These differences are also 
supported statistically in table 30 and a series of Scheffe tests (table 30) which have been 
performed on theses two factors showed that in the case of author importance differences 
exist between group 1 and 4. In the other hand, scheffe method showed that publisher 
importance is different between group 1and 4 and also between group1 and 3. Therefore 
we can conclude that subjects less than 30 years of age were significantly pay less 
attention on author or publisher than those in group 4 so the second hypothesis should be 
accepted.  
 
 
Hypothesis 3: Older individuals are likely to rely on sales clerk assistance to a greater 
extent compared to younger consumers. 
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For the elderly, convenience appears to be a significant factor when choosing a method of 
purchase, as found by Barnes and Peters (1982). Lambert (1979) found that as a group, 
the elderly expressed a greater desire for help from store personnel in locating products. 
Lumpkin and Greenberg’s (1982) study found evidence to suggest that a wide variety of 
merchandise may confuse the elderly with too many choices and therefore they tend to 
use salesclerk help. Studies have suggested that in general the elderly rely on salesclerk 
assistance to a greater degree than younger individuals (Lumpkin & Greenberg, 1982; 
Martin, 1975). 
 
According to table 29, youth (group 1) tend to use salesclerk help more than the other 
groups. This table shows that differences exist between groups and these differences are 
supported statistically. Scheffe test in table 30 shows that these differences are between 
group 1 and 4. It means that according to the findings of this test, people in group 1 are 
likely to apply salesclerk help more than the other group especially than elderly in group 
4. Such as inadequate support was obtained for this hypothesis, and further statistical 
analysis was not pursued for this search variable, therefore this hypothesis should be 
rejected. 
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Post-hoc Contrasts (Scheffe method) 
 
                                                               Comparison             Mean diff.            Standard            p-value  
                                                                                                                                 error 
 
 
General information search:                 

• Author Loyalty                           1, 2                     -0.00071               0.08537           1.000       
                                                                   1, 3         -0.07308               0.09354            0.894 
                                                                   1, 4                     -0.28067               0.10855            0.085 
              2, 3                     -0.07237               0.10521            0.925 
                                                                   2, 4                     -0.27996               0.11875            0.138 
                                                                   3, 4                      -0.20760               0.12475            0.430 
 
Specific information search: 

• Publisher                                    1, 2                          -0.098                0.174             0.957 
                                                                   1, 3                         -0.518                0.191             0.064 
                                                                   1, 4                         -0.560                0.222             0.097 
                                                                   2, 3                         -0.420                0.215             0.283 
                                                                   2, 4                         -0.140                0.242             0.305 
                                                                   3, 4                         -0.042                0.255             0.999 
  
 
 
 

• Cover & Design                         1, 2              0.028                 0.157              0.999        
                                       1, 3                           0.241                 0.172              0.584 

                                                                   1, 4                          0.811                 0.200              0.001 
                                                                   2, 3                          0.213                 0.194              0.751 
                                                                   2, 4                          0.784                        0.219              0.006 
                                                                   3, 4                          0.571                 0.230              0.107 
 
 
Salesclerk help                                        1, 2             0.401             0.154               0.083 
                                                                   1, 3                         0.265                    0.169                      0.482                                    
                                                                   1, 4                         0.498             0.196               0.095      
                                                                   2, 3                        -0.135             0.190               0.917                     
                                                                   2, 4                         0.097             0.214               0.977   
                                                                   3, 4                         0.232                    0.225                      0.702 
 
 
   
 
                                                                   
 

Table 30 
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Chapter 5: 
 
This last chapter is about the findings and conclusions comparing the theory and 
empirical data those analyzed in chapter six. I have presented the summary of data 
analysis found in this study. This followed by recommendation for theory, management 
and further research. 
 
5. Discussion & Further Research 
 
5.1 In-store Information Search Model 
 
In section 4.2 relationships between individuals’ determinants and information search 
dimensions for different age group has been analyzed by different regression analyses. 
Extracted from literature, individuals’ determinants divided into three distinct group; 
personality variables, situational variables and demographic variables. Different factors 
found for each of these dimensions. In the other hand, researchers categorized in-store 
searching into three dimensions; general information search, specific information search 
and salesclerk help. 
As mentioned before, aim of this research is to find relationship between these two 
concepts. All the analyses which have been conducted in section 4.2 are summarized and 
lead to find different models for different age groups. ( Model 1, Model 2, Model 3, 
Model 4). These models help marketers to understand positive or negative influences of 
individuals’ determinants on information search for different age groups. 
 
 
5.2 How these Models Help Marketers 
 
These models can be used by marketers and help them widely. As mentioned before, 
“aim of marketing is to find out how their customer’s buying behavior is. The most 
important thing is to meet and satisfy target customer’s needs and wants.” (Kotler, 2003, 
P183) 
These models actually help marketers who want to sell book. Through these models 
marketers understand the main issues which are important for customers in buying book. 
By understanding these important factors, marketers can satisfy customers by offering the 
exact product which they were looking for. 
 
Understanding consumer behavior and “knowing customers” is never simple. Different 
customers have different attitudes toward shopping. Especially in buying book, people 
weight attributes in different ways. For example, author is important for some of them 
while the other just look for attractive subjects.  
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As mentioned in the literature, many researches on age-related differences yielded a 
number of theories as older individuals’ information search patterns exhibit variations 
from those of younger individuals. According to these findings and with regard to the 



research questions, these models are shaped for each age group separately. In-order to 
effectively use these models, first of all marketers should know customers’ determinants. 
For example if they know on of the consumer’s situational characteristics, they will find 
out the most important information which he/she is looking for. For example according to 
model one, men under 30 years old, intend to use salesclerk help more than female in this 
group. Therefore salespeople should help men in this group more than female. 
 
These models have been actually driven from the combination of figures in section 4.2. 
For example model one is a combination of the first columns (age <30) of the figures 12, 
13, 14, 15 and 16. In these models relationships between different variables (situational, 
personal and demographic) and different dimensions of information search are shown 
with different line. Blue lines in these models refer to the positive relationship and red 
lines refer to the negative relationship. GIS in these models refers to the general 
information search and SIS refers to the specific information search.  
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Model 1: 
Relationship between individuals’ determinants & in-store dimensions for people under 30 
(Summarized from 4.2) 
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Model 2: 
Relationship between individuals’ determinants & in-store dimensions for people between 
30-50 (Summarized from 4.2) 
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Model 3: 
Relationship between individuals’ determinants & in-store dimensions for people between 
50-60(Summarized from 4.2) 
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Model 4: 
Relationship between individuals’ determinants & in-store dimensions for people more 
than 60 years old (Summarized from 4.2) 
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5.3 Conclusions 
In this study, I attempted to compare in-store information acquisition between consumers 
of different ages. Contrary to expectations, for the most part, the information search 
processes of elderly did not appear to be less complex than those for younger and middle 
age consumers. The results from Yoon’s (1997) study on age-related differences in 
processing strategies provide some evidence to suggest that, given the appropriate task 
conditions, elderly are able to engage in a level of detailed processing, similar to those of 
younger adults. Brunner (1955, cited in Phillips & Sternthal, 1977) found that when 
information search is self-paced by the individual (as opposed to being externally paced 
in experimental conditions), age differences in learning tend to disappear. 
Leader among these observations was the role that different variables played in 
influencing the search behaviors among individuals of different age groups. First, the 
number of significant antecedent variables was much greater for the middle two groups 
(in particular, the 59-60 years group), than for the youngest and oldest groups. This 
finding may in part reflect the myriad social roles (e.g., those associated with marriage, 
parenthood, employment, etc.) typically fulfilled by individuals in these age brackets. 
The number of roles and intensity to which these roles are played may start to decline as 
individuals approach their 60s (Phillips & Sternthal, 1977). Secondly, and similar to the 
results obtained by Laroche et al. (2000), I found evidence to suggest that in-store search 
is multidimensional (composed of general information search, specific information search 
and salesclerk help). Significant differences between the age groups were obtained 
regarding the extent to which each type of in-store information was acquired. Subjects’ 
tendency for accessing one information type over another appears to narrow, as one 
moves from the youngest to the oldest age groups. In particular, compared to their 
younger counterparts, older consumers were more likely to use dimensions in general and 
specific information search such as author and publisher. Subjects in the youngest group 
reported more consulting with store personnel for advice, rather than inspecting product 
information. 
 
5.4 Limitations and Future Research 
The scope of this study was limited to buying books. Future research should extend the 
current study to include other product categories (e.g., consumer durables, convenience 
products, or hedonic products), different types of gift purchases (e.g., one-sided gift 
occasions, such as birthdays or weddings), and other non-gift purchases (e.g., purchases 
for self and/or for family). 
 
The fewer number of significant effects obtained for the oldest group may, in part, be 
attributable to the small sample size obtained for this group. This can be seen as a 
weakness for this research and future research should overcome this weakness.  
 
The number of variables measured in the study was rather large. A suggestion for future 
research would be to consider a smaller subset of variables, to allow for more thorough 
measurement and more precise tests of relationships (e.g., a more comprehensive and 
focused analysis of how personality characteristics affect in-store search). 
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If the elderly are to constitute a distinct market segment, their shopping behaviour, 
desires, needs, or consumer problems must be unique (Lambert, 1979). It should be noted 
however, that while age differences represent a convenient segmentation tool upon which 
to base product communication efforts, care must be taken in attempting to generalize 
age-related differences, particularly for older people (Davis & French, 1989). In fact, 
Oyer (1976) states that the elderly are the most heterogeneous segment of the population, 
arguing that they differ more from one another than any other corresponding age group. 
Although this study on age related differences was investigative in nature, the findings 
suggest many interesting directions for future research on this increasingly important 
demographic segmentation variable. Since information is more ubiquitous and cluttered 
than ever before, it is increasingly important that consumers be given quality information, 
in the proper format, and at the right time. A greater understanding of which factors 
differentially influence the information acquisition and purchasing strategies of younger 
and older adults will assist marketers in designing the most effective method of 
presenting information to each age group. 
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Appendix A 
Items in questionnaire 
 
Factor for demographic characteristics  
 
Age: 
 
Marital status: 
Single  
Married or equivalent  
 
Individual  income per month: (Toman)  
<200,000  
200,000–500000 
500,000–1,000,000 
>1,000,000 
 
Employment status: 
Work  
Does not work  
 
Gender  
Male  
Female  
 
Family size: 
One  
Two  
Three  
Four  
Five or more  
 
Education-highest level: 
High school or less  
College/vocational diploma 
Undergraduate university degree 
Graduate university degree 
 
 
 
 
Factors for personal characteristics: 
 
 
Self-confidence 
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1) I think I have more self-confidence than most people. 
2) I am more independent than most people. 
3) I like to be considered a leader. 
 
Bargain hunter: 
 
4) In general, I shop for ‘‘specials’’ or discounts. 
5) I am willing to spend more time shopping in order to find bargains. 
6) A person can save a lot of money by shopping around for bargains 
 
Author loyal: 
 
7) I feel there is a risk in choosing an author other than the one I am familiar with 
(Known)  
8) I usually end up buying the same Authors over and over  
9) I do not buy the books which I have never heard the author’s name.   
 
Generous giver: 
 
10) Price is the last thing that I consider when I am shopping for myself.  
11) Money is no object for this particular book for me. 
   
Mode conscious: 
 
12) I usually read the latest (popular) book. 
13) Most of the times, I am looking for the book which is the best seller.  
 
Factors for situational characteristics: 
 
 
Time pressure: 
 
14) When I am shopping, I am always pressed for time. 
15) I always feel rushed while shopping.  
 
Costly book: 
 
16) The budgets for most of the books are higher than what I usually expect  
17) Usually the cost of my purchasing (books) exceeded my budget for it 
 
Strict budget: 
 
18) I definite budget in mind before shopping for myself.  
19) I reluctant to exceed my budget for myself.   
20) I always stick to my budget when buying for myself.   
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Pre-determined selection: 
 
21) I had everything decided about the expected book before I got to the bookstore 
22) I knew exactly what to buy  
 
 
Helpful companion: 
 
23) I was shopping with someone else who helped me in choosing a book.  
24) While I was shopping in the bookstore, I consulted with a friend. 
 
Familiarity:  
 
25) I will buy a book which I have read already.   
26) I will buy a book which I am familiar with.  
 
Factors for in-store information search: 
 
General information search 

• Price 
27)  When I am searching for book I see its price when I am sure about the book. 
28) Money is important issue in buying book. 
29) I don’t check prices carefully. 
 

• Importance of Author 
30) I feel there is a risk in choosing an author other than the one I am familiar with 
(Known)  
31) I usually end up buying the same Authors over and over  
32) I do not buy the books which I have never heard the author’s name.   
33) Subject of the book is the main issue for me when I am searching 
 
 
 
Specific information search: 
 

• Publisher Importance 
34) I very carefully read the publisher of the book 
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• Importance of Cover Design 
35) I very carefully observe the cover design. 
 
 
Salesclerk help  
36) The salesclerks in the store is readily available if I need any help 
37) I receive a lot of help from the salesclerk 
 
 


