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Abstract

Evidences from real world revea that most buyers extensively search information
online after recognizing their need and tend to select channel at the last moment before
purchase. Under the internet-enabled evolution, this study attempts to clarify the
consumer decision process that affected by online information disclosure, and
consequently to contribute valuable managerial implications to practitioners and
academics engaged in marketing and e-commerce fields.

Based on indication from our focus groups, results of this exploratory study
support the consumers’ increasing tendency to perform search online before purchase.
Also, we show a two-phased information search and evaluation model to characterize
the behavior in up-to-date consumers’ decision process, each phase has its focus and
concerns on corresponding marketing mix elements. While channel decision was
frequently postponed to the last moment before purchase action by our respondents,
both traditional and electronic aternatives tends to be jointly evaluated. In addition, we
examine the effect of several marketing concerns in this new era including price
sensitivity, level of involvement, loyalty to brand and channel, information asymmetry,
and marketing mix strategies. Suggestions from this article should be contribute to
comprehension about consumers and retailing markets nowadays.

Keywords: Internet, Electronic Commerce, Consumer Decision Process, Information
Search
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