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The Effects of Information Search Effort of Consumer Satisfaction
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This study examines the effects of information search behavior on consumer
satisfaction with purchase outcome. Because of recent improvements in information technology, this study
focuses on situations in which consumers search and acquire a huge amount of information about a product
just prior to purchasing it (i.e., “ cramming for purchase” ). To reveal how this situation influences
consumers’ decision making and its outcome, a survey of consumers considering ﬁurchasing a coat was
conducted. The results indicated that, in consumers who are not involved with the product category,

“ cramming for purchase” results in information overload and decreases satisfaction with the purchase
outcome. The insights obtained in this research enrich our understanding of three research areas:
information search, information overload, and marketing communication.
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