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Abstract
Online consumer product review is becoming
increasingly important in consumers’ purchase
decisions. Online product review is a sort of product
information created by users based on their personal
usage experience. It basically serves as a passive
“sales assistant” for information seeker, the customer,
to check if the product matches her idiosyncratic
usages. And in the consumer behavior literature,
gender has been an issue because it affects
consumers’ approaches to decision making. Thus, in
the context of product information seeking online,
this paper investigates the effects on online consumer
behavior from the TAM perspective. A structural
equation model (SEM) on empirical data confirms
that there exist some differences between the genders
in the underlying mechanism on online product
review.
Keywords - TAM; gender; information search;
product involvement; online consumer review

Introduction
On choosing which products to buy or how to spend
money is an art. Subjective evaluations by others are
always valuable. People read magazines devoted to
product evaluation before purchasing cars; they ask
friends and read reviews by professional critics when
selecting movies and restaurants. Consumers rely on
advertisement, expert reviews, consumer magazine, to
facilitate their purchasing decisions. Nevertheless,
they may be unreliable in a way that most of them
seek profits one way or the other.
Recent developments in computer networks have
driven down the cost of distributing information
virtually
drastically,
creating
extraordinary
opportunities for sharing product evaluations. It
provides a new opportunity for consumers to share
their product evaluations online [2]. In turn, it
drastically reduces the costs of collecting information.
With the information propagation power, a breadth of
information via online user reviews is available for
assisting purchasing decision. For some marketers, it
is the ultimate consumer solution. It offers consumers
unprecedented product information, facilitating their
decision making with minimal effort and cost [15]. In
this sense, it induces a new issue about information
search with online reviews.
Information search is an important part of the
decision process for most consumers considering the

purchase of an item. Comprehensive theories of
consumer decision processes [3] recognize the
importance of this component and incorporate it as a
construct in the models of the decision process.
During the information seeking process online, the
consumer is also an Internet user. The information
seeker is interacting with a website. However, ideas in
the IS are quite different fundamentally from those in
the consumer behavior. Information system
researchers believe that technology relieves the stress
of communication and breaks down the interpersonal
barriers such as race and gender. Researches on TAM
are generally indifferent about gender [1], and for
example [16]. However, gender makes a big
difference from the consumer behavior perspective [8],
for example [10]. Yet, little is known about the gender
differences on the issue. And two aspects of the user
should be considered: An online reviewer basically
performs the functions of 1) a typical consumer; s/he
should exhibit some characteristics of a traditional
consumer and 2) a technology user which can
basically modeled by a TAM.
Studies about the issue should incorporate
characteristics from the consumer behavior
perspective. Factors like product involvement from
consumer research [31] [32] are included in this study.
Our objective is thus to investigate the determinants of
the use of bulletin board / chat rooms, or alike, as an
information source. The inclusions of consumer
behavior factors are believed to have predicting power
to the behavioral intentions to websites, either direct
or indirect. Of particular interest in this paper is the
difference contributed by gender to the core TAM
members. To assess the difference, estimates from a
structural equation model (SEM) will be used.
The structure of the paper is as follows. The next
section presents a brief review of the issue together
with a theoretical framework. It leads to the research
methodology. Data analysis starts with validation of
the measurement model. Then, by studying the
structural relationship, the effects of information
quality and product involvement are assessed. With
discussions on the results, it leads us to the ending
section on the conclusions.
THEORETICAL FOUNDATIONS AND HYPOTHESES
A majority of previous research on consumer
reviews centered around seller reputation, especially
on the eBay platform [19][20][21]. In terms of
information seeking, the reputation system provides
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transparency on seller history and minimizes the risk
on uncertainty about fraud. Seller reputation would be
important for direct transaction; however, reviews on
the product itself are equally important for prospective
buyers. Such information are mostly available in thirdparty websites such as bulletin board and chat rooms
[22][23].
Information quality is always a focus on
mainstream information system research [12]. It is all
the more true in the context of this paper when a
website can become a customer/partnering systems
[13]. It is a common belief that better information
quality can lead to a better overall attitude towards a
site. Previous researches also show that sales are
significantly influenced by the volume of online
posting, suggesting the importance of the awareness
effect [18]. Some suggest that the intensity of
underlying word-of-mouth plays a dominant role in
driving revenues [24][25]. The persuasive impact of
the reviews actually depends on both their quality and
their quantity [26]. However, their researches are
either theoretical or not subjected to empirical test in
the individual level. And they do not examine how
consumer characteristics affect the uses of websites as
a form of information source for product review. Thus,
this paper adopts ideas from both the TAM and
consumer behaviors to solve the puzzle.

generic TAM. These hypotheses are shown graphically
in Fig. 1 at the end of the paper.

Technology Acceptance Model
Early efforts of IS research concentrated on the
identification of factors that facilitated IS use. And for
practical reasons, the factors are grouped into a model
in a way that would facilitate analysis of IS use. The
most discussed tool is the technology acceptance
model (TAM). Many variations and modifications
according to the applications are available in the
literature [11]. But the core members remain quite
similar. This research involves three core members
[14] and they serve as the backbone. The TAM here
starts with perceived usefulness, which leads to the
attitude to the site, which leads to the intention to use.
These form the two basic hypotheses from the generic
TAM. The study here is simply a case on third-party
websites for product review. And that these sites do
not involve in the transaction of the products under
reviewed. Examples are bulletin board, chat room and
personal blog.
An augmented member to TAM is of particular
interests here. It is the information quality of the site.
It is commonly believed that better information
quality can lead to a better overall attitude towards a
site as well as to positive behavioral intentions.
Furthermore, in the context of product review, people
have expectation on the site about its ability in
providing useful information, and hence the
usefulness perception and the attitude towards the site
[23][25]. Thus, information quality is hypothesized to
positively affect all the three core members in the

Individual Differences
For the sake of simplicity and focus, researcher on
the Flow Theory incorporated with TAM does not
hypothesize on any possible differences in online
consumer due to gender or age [16]. However, in the
definition of consumer behavior, consumer actions are
dependent on the thinking process, in the direction to
satisfying their needs. From this standpoint, male and
female have different ways of thinking as well as
behavior. Researchers confirm that gender affects
consumers' approaches to decision making [10]. The
case in this paper is about the use of the tool – the use
of third-party website for assisting purchasing
decision. From the consumer behavior literature, we
know that male exhibit a weaker sensitivity to the
opinions of their friends [1] and have fewer
interpersonal relationships [6]. Nonetheless, male
show a greater interest in communications technology
products [7]. Researchers also confirm factors like
satisfying, time and economy seeking are concerns
for men [10]. Thus, male and female should also
behave differently in using a bulletin board as the
information source for product review. More
precisely, we are interested in testing if male is more
capable of using online product review information
than female (H6). On the contrary, because of their
interpersonal communication ability, female is more
capable of reviewing product information with her
interpersonal relationships (H7). However, the
difference in online product review ability of the two
sexes with bulletin board remains unsure due to
disagreeing forces working on him.
Besides gender, the study should also consider and
be controlled for more individual differences as
defined under consumer behavior. Two such items are
taken into account. They are product involvement and
time cost of an individual.
Product involvement reflects the perceived
relevance of the product category to the individual. It
has a strong effect on the positive shopping experience
and the intention to return to the website [16].
However, according to the TAM, such intention may
arise from its two antecedents: the perceived
usefulness and attitude of the website.
Should product involvement affect perceived
usefulness only - treating it as an external variable in
the original TAM (interested reader may refer to Fig.
2 in [11] for detail); or, should it be treated as a factor
affecting attitude? To study this, we have to
understand the background of the TAM. It is basically
a belief–attitude–intention–behavior relationship,
which predicts user acceptance of IT. In the wellaccepted TAM, belief is the belief of perceived
usefulness of the site to the user. But user satisfaction
is typically viewed as the attitude [1]. One antecedent
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of such satisfaction is the product involvement [4].
Thus, two hypotheses are proposed: Product
involvement induces perceived usefulness and positive
attitude towards the website. And since attitude is
involved, intention to use is more of a result of the
attitude rather than the product involvement.
Time cost is the perception of costs in undertaking
the review, including the psychological costs of
processing information. A major component is the
value of time for the online user. By assessing time
availability, we estimate such perceived value of time
[27]. In researches related to information seeking, it is
always an important variable to determine the use of
information sources. In time scarcity of an average
Internet user and the availability of the website as a
convenient information source [15], it is reasonable to
consider it as a control variable, and thus, we have
these two hypothetical relationships for controlled
testing: time cost will positively affect the perceived
usefulness and attitude towards the website.

Methodology
Research Design
It is an empirical study using a questionnaire to
measure individual consumer perceptions of the
research constructs using multiple-item scales. The
measurement instruments are adopted from previous
studies that are well-accepted and reported with
satisfactory statistical reliability and validity, although
we test it again for our newly collected data. The
questionnaire asks for a specific product that a user
may have experience in reviewing online. The
products are shortlisted items developed from a pilot
test involving open-ended discussions with 80
undergraduate students. The list includes low-end
product like sport shoes to high-end electronic product
like mobile phone. This design helps identify subjects
with potentially different level of product involvement
due to individual difference in needs.
The questionnaire also contains instructions asking
the respondent to identify a Web site that he or she has
used for product review. The subject should recall the
name of website and then answer the questions
pertaining to that recalled website. Moreover, the
subject should also identify if it is a “bulletin
board/chat sources or alike”.
Measurement Scale
TAM is the basic model. Unlike some researches
[16], the original construct “attitude towards the
website” is not ignored and intentionally kept as it
directly contribution to “intention to use the system”
in the original TAM. The three dimensions are
“Usefulness” (4 items), “Attitude towards the
website” (4 items) and “Intention to use the system”
(3 items). All items used the original seven-point
Likert scale.
An augmented site characteristic is information
quality. It is modified from [30] and measured by 8

items based on the user assessment of the information
on eight aspects, including accuracy, timeliness,
relevance, right level of detail, trustworthiness,
sufficiency of hints to reflect the trustworthiness and
lastly the ability to reflect fairness of the information.
It is measured in the original designed seven-point
Likert scale.
To primarily test the hypotheses on the difference
between male and female, measures are developed
based on key findings from online use of information
sources [17]. The respondent is asked to report the
time, in hour, he or she used to review the product.
There are altogether six sources of information: three
for online. They are the 1) manufacturer/dealer
sources, 2) the buying services and other third parties,
and 3) the bulletin board/chat sources. Each of them
has an offline counterpart. They are 1) the dealer
visits/advertisements, 2) the consumer reports and
other print information and 3) the interpersonal
contact with friends/relatives. The subject is to
indicate his or her total time spent on them. With a
transformation procedure, as proved mathematically
and validated empirically by Ratchford et la [17], the
corresponding ability in using the source can be
detected.
For the individual characteristics, product
involvement and its measurement have been the
source of considerable research and debate since
Personal Involvement Inventory was first proposed
and analyzed by [31]. While there have been many
variations on the definition of involvement, the
Revised Personal Involvement Inventory [32] is
adopted for this research. It encompasses the most
important and academically accepted elements for
motivational state activated by the product [33]. It is a
6-item scale and the original seven-point Likert scale
was used.
The last measure is on time cost. It reflects the
search effort by measuring the respondent's own
perception of how much effort is put into the search of
information. It was a 3-item scale developed by [34]
and the original seven-point Likert scale was used.
This instrument is as shown in TABLE I.
Sample
Chinese Internet users were our research subjects.
They were randomly selected in this study. A brief
introduction about the survey was provided to each
invited user. If a user had experience in online review
that product, he or she was invited to complete the
questionnaire anonymously. The final sample size is
766. Within them, 396 are males, 370 are females.
Within them 232 have age below 20 (30.3%), 457 age
between 20 and 25 (59.7%) and 77 of the sample age
above 25 (10.1%). 69% of them are studying either
fulltime or part-time and 85.1% have a job. The total
time spent on product review has a mean of 5.2 hours,
with a standard deviation of 4.7 hours.
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TABLE I.

THE SURVEY INSTRUMENT MEASUREMENT
MODEL

Construct

Item

Perceive
usefulness

Using the site . . .

The site provides … information.

Product
Involvement

Time Cost

0.78
0.76
0.82
0.8
0.78
0.73
0.73

To use it..
Assuming I had access to the site, I intend to use it.
Given that I had access to the site, I predict that I would use
I intend to visit it in the near future.
Reviewing a product on this website . . .
. . . makes me feel _____ (good)
. . . would be _____ (pleasant)
. . . is a _____ idea (good)
. . . is a _____ idea (wise)

Attitude

0.74
0.86
0.86
0.69

0.89
0.89
0.87
0.82
0.84
0.86
0.76

To you, the commodity is:
Unimportant......Important
Irrelevant......Relevant
Unexciting......Exciting
Boring......Interesting
Not fun......Fun
Unappealing......Appealing
How about your feeling of the followings.
I seem to be busier than most people I know
Usually there is so much to do that I wish I had more time
I usually find myself pressed for time

0.72
0.72
0.79
0.79
0.77
0.79
0.69
0.88
0.81

Analysis
Presence of gender difference
From the theoretical perspective of the consumer's
choice of information sources [17], the shares of use
of each source identify the differences across
individuals in their ability to use different sources. The
transformation involves a recoding procedure. The
total time in information seeking for each individual
was used as the base for the share; and the shares of
the total online time, bulletin time and interpersonal
contact time were calculated. Results show that there
is a significant difference between male and female in
general online review ability (H6) and review ability
particularly with interpersonal contact (H7), TABLE
II. It confirms our hypotheses. However, they do not
show difference in the ability to use bulletin board as
an information source. It concludes that, the ability on
online product review with bulletin board is more or
less the same between male and female. It may be
due to the fact that disagreeing forces are acting at
more or less the same magnitude.
TABLE II.

SEX

Bulletin Board

Mean Share

Std.
Deviation

0.583

0.164

Female

0.556

0.152

Male

0.255

0.169

Female

0.234

0.137

Male

0.164

0.103

Female

0.180

0.098

General Online resources Male

Interpersonal Contact

. . . accurate. . .
. . . timely. . .
. . . relevant. . .
. . . at the right level of detail. . .
. . . believable. . .
. . . hints to reflect the trustworthiness of. . .
. . . notes to reflect fairness of. . .
Intenetion to
use

Ability to use the resource for
product review

CFA
Loading

. . . improve my shopping performance.
. . . increase my shopping productivity.
. . . increase my shopping effectiveness.
. . . is useful.
Information
quality

449
Levene's Test for t value - according to
Equality of Variances the Levene's Test

0.163

2.366 *

0.001

1.874

0.401

-2.203 *

* - significant in the 0.05 level

Measurement Model
Most variables of interests cannot be measured
directly as they are not observable. They are called
latent variables, but the measurement should be
validated before the analysis for casual relationship.
To validate the measurement model, this paper uses a
confirmatory factor analysis (CFA). In it, the latent
variables are hypothesized and are approximated by
the observable variables [37]. It is a proven technique
and has been extensively used in econometrics,
marketing, sociology, and education [35] [36].
LISREL 8 was used to test the measurement
model and to ensure convergent and discriminant
validity [42]. The analysis results on CFA report
Degrees of Freedom 309 and a χ2 value of 1117.9.
Although the P value is 0.0, the Root Mean Square
Error of Approximation (RMSEA) is 0.058 (<0.10)
[38]. Goodness of Fit Index (GFI) is 0.902; the
Normed Fit Index (NFI) is 0.968; Non-Normed Fit
Index (NNFI) is 0.973; Comparative Fit Index (CFI)
is 0.977. All these results indicate acceptable fit [40].
Moreover, all indicators load significantly to their
corresponding factors; satisfying the test for
convergent validity [41]. Table I shows the CFA
loadings. Reliability test also shows that all the latent
variables have Cron-Alpha values greater than the
threshold of 0.7.
Since all six latent variables were measured by
items in a questionnaire completed by a single
respondent, we also check for common method
variance [45]. All the measuring items were entered
into a principal components factor analysis. It
produced six factors, with the first factor explaining
only 35 percent of the variance. Moreover, no general
factor was apparent in the unrotated factor solution.
Thus, common method variance should not be a
problem in the study [46]. With these evidences, we
confirm the measurement model and can process to
the structural analysis.
Stuctural Model
The result for the structural equation models are
shown in TABLE III. All these indicate a acceptable
fits with the empirical data. The standardized
estimated structural equations coefficients are
presented in TABLE IV. The analysis confirms most
of our hypotheses. Ironically, the TAM for male
differs from the female’s, under the study in bulletin
board for product review purpose.

T-TEST OF ONLINE REVIEW ABILITY
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TABLE III.

FITTING STATISTICS ON THE STRUCTURAL
MODELS
Overall
Male
Female
Sample size
766.00
396.00
370.00
Degrees of Freedom
312.00
312.00
312.00
Minimum Fit Function Chi-Square
1124.49
768.70
848.46
Normed Fit Index (NFI)
0.97
0.96
0.95
Non-Normed Fit Index (NNFI)
0.97
0.97
0.96
Parsimony Normed Fit Index (PNFI
0.86
0.85
0.84
Comparative Fit Index (CFI)
0.98
0.98
0.97
Goodness of Fit Index (GFI)
0.90
0.87
0.86
TABLE IV.

STANDARDIZED ESTIMATED IN THE MODELS

Description

Overall Male

Female

H1 Perceived Usefulness leads to the Attitude

0.11

0.16 *

0.05

H2 Attitude leads to the Intention to use

0.41

0.41 *

0.41 *

H3 Information quality positively affects Perceived Usefulness

0.60

0.55 *

0.67 *

H4 Information quality positively affects Attitude

0.51

0.50 *

0.54 *

H5 Information quality positively affects Intention to use
Product involvement induces perceived usefulness of the
H8
website
Product involvement induces positive attitude towards the
H9
website
H1 Time
cost will positively affect the Perceived Usefulness of
0 Time
the website
H1
cost will positively affect the Attitude towards the

0.44

0.44 *

0.43 *

0.10

0.19 *

0.01

1

website

0.21

0.20 *

0.21 *

0.06

0.06

0.05

0.04

0.05

0.03

* - significant in the 0.05 level

of the information source [47] - the alternative way to
the attitude towards the bulletin board [1]. At the same
time, in the correlation relationship among the three
latent variables – perceive usefulness, information
quality and attitude towards the bulletin board,
information quality actually partials out the correlation
between perceive usefulness and the attitude towards
the bulletin board. All these make happened the very
low correlation between the two TAM members.
It might be that the above gender-related
differences are due to the difference in internet
information search skill1 between the genders. Thus,
here presents a post-hoc analysis to address the
suspicion. However, the internet information search
skill is a formative measure [43]. It is too complicated
to handle with the structural model as shown in Fig. 1
[44]. Instead, we use multiple regressions on the
summative measures to reveal the effect of the search
skill on the two involved hypotheses, H1 and H8 in
TABLE V.
TABLE V.

For male, the product involvement is of much greater
influence to the perceived usefulness of the bulletin
website (H8). The standard errors are 0.053 and 0.052
for male and female, respectively. And for female,
the information quality is of much greater influence
to the perceived usefulness of the bulletin website
(H3). The standard errors are 0.055 and 0.062 for
male and female, respectively. These two differences
are significant to the 0.05 level. Moreover, the longheld gender-indifferent TAM is challenged together
with these differences. Perceived usefulness may not
lead to positive attitude towards a bulletin board
when it is used for product reviews (H1). (The
standard errors are ignored here due to the
insignificance of the path in female group.)
Male (generally more technology affinity but
exhibit a weaker sensitivity to the opinions of their
friends [1]) actually does not care as much as female
does in the review information. Thus, information
quality exhibits less influence to the perceived
usefulness in the male group. Nevertheless, male
shows a greater interest in communications
technology related matters [7], satisfying this need of
him is more essential [10]. A proper bulletin board
serves this purpose in a timely and economic manner
[10]. These fulfill the requirement of male. The more
his product involvement is, the more is such need for a
website. Thus, his product involvement plays a more
dominating role in the perceived usefulness of the
bulletin board.
The insignificant path of H1 in the female group
can be explained by the fact that information quality
actually dominates the influence to attitude towards
the bulletin board. The general information quality is
very important to female, as that is the cue for her
evaluation of her satisfaction due to the service quality

POST-HOC MULTIPLE REGRESSION

Hypothesis
Beta
H1
Perceived Usefulness leads to the Attitude
0.027
Internet Info Search Skill
0.456
Perceived Usefulness
H8
Product involvement induces perceived usefulness of the website
0.023
Internet Info Search Skill
0.203
Product Involvement

t
0.833
14.142

*

0.656
5.734

*

* - significant in the 0.05 level

Just as Koufaris predicts [16], gender does make a
difference in the TAM model under specific context.
The test of the models provides the evidence. In the
context of product review, information quality and
product involvement play important roles in the TAM.
These can be explained by the literature in consumer
research, which identifies that gender makes some
differences.

Conclusions
This paper has presented a casual model from the
consumer behavior perspective on top of the
technology user model. The SEM analyses provide a
holistic view of the latent variables under
investigation. Empirical evidence shows that the
mechanism behind TAM may differ according to
gender. As a result of the considerable differences in
the context of product review between males and
females, it may be necessary to devise a more genderspecific strategy for building a bulletin board for the
purpose. Although female is less sensitive to
technology and use online resources for product
review less, our result suggests that female demands
more information quality on bulletin board. This piece
of information would be valuable for online
companies when they like to differentiate themselves
from their competitors with a gender focus. The
implication is that, for site or blog owner interested in
product review, they should work on promoting
information quality, as it is more important for female.
1

As one of the reviewers kindly suggested
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For the moderator, if any, domain expertise on the
product is thus more important than social skills or
technological skills in site development. Development
skills are however important, when such skills are
directed to develop interface to encourage other
participant to review a product. Practitioners may seek
advice from such experts, e.g. [48][49]. This could
also be accomplished and enhanced by highlighting
provisions to specific gender. For instance,
fashionable and attractive styling is very important to
females [10]. And, this issue is highly related to the
information quality of timeliness.
Care should be taken when generalizing the results
of our study. Consumer behavior itself is a multifaceted concept, and although our study focused on a
major component of product involvement, which is
related to the consumer’s need and information search
motivation, other components like demographics,
psychographics, personality, motivation, knowledge,
attitudes, beliefs, and feelings could yield different
results. Our study also had some limitations due to the
use of young subjects in our experiments; however,
they had similar profiles to those of typical web
shoppers but did not include novice or older potential
online customers.

451

[8]

[9]

[10]

[11]

[12]

[13]

[14]

Acknowledgment
The study was partially supported by the Sociocultural Development Research Association, Macau.
Without their assistance, this paper should never be
accomplished.

[15]
[16]

References
[1]

Wixom, BH & Todd, PA (2005) A theoretical integration of
user satisfaction and technology acceptance Information
Systems Research, 16, 1, pp85-

[2]

Avery, C., P. Resnich, R. Zeckhauser. 1999.
The market for evaluations. Amer. Econom. Rev.
89(3) 564–584
Bettman, James R. (1979). An Information
Processing Theory of Consumer Choice, MA:
Addison-Wcslcy
Olsen, SO (2007) Repurchase loyalty: The role
of involvement and satisfaction Psychology and
Marketing Volume 24 Issue 4, Pages 315 - 341
Shoaf, F. R., Scattone, J. Morrin, M. and
Maheswaran, D. (1995) Gender differences in
adolescent compulsive consumption, in Kardes,
F. R. and Sujan, M. (eds) Advances in Consumer
Research, Vol. 22, Association for Consumer
Research, Provo, UT, pp. 500–504.
Sherrod, D. (1989) ‘The influence of gender on
same-sex friendships’, in Hendrick, C. (ed.)
Close Relationships, Sage, Newbury Park, CA,
pp.164–186.
Rudell, F. (1993) ‘Gender differences in
consumer decision making for personal
computers: A test of hypotheses’, in Arnold

[3]

[4]

[5]

[6]

[7]

[17]

[18]

[19]

[20]

[21]

[22]

Costa, J. (ed.) Gender and Consumer Behavior,
University of Utah Printing Service, Salt Lake
City, UT, pp.1–16.
Engel, James F., Roger D. Blackwell, Paul W.
Miniard. 1990. Consumer Behavior. Dryden
Press, Chicago, IL.
Marchionini G (1997) Information seeking in
electronic environments Cambridge University
Press, ISBN 0521586747.
Mitchell, VW & Walsh, G. (2004) Gender
differences in German consumer decisionmaking styles Journal of Consumer Behaviour;
Jun, Vol. 3 Issue 4, p331-346.
Legris, P., Ingham, J. and P Collerette, (2003)
Why do people use information technology? A
critical review of the technology acceptance
model Information & Management, Volume 40,
Issue 3, Pages 191-204
Strong, D., Lee, Y. and Wang, R. (1997), Data
quality in context, Communications of the ACM,
Vol. 40 No. 5, pp. 103-10.
Straub, Detmar, Richard T. Watson. 2001.
Transformational issues in researching IS and
Net-enabled organizations. Inform. Systems Res.
12(4) 337–345.
Davis, Fred D. 1989. Perceived usefulness,
perceived ease of use, and user acceptance of
information technology. MIS Quart. 13(3) 319–
340.
Underhill, P. (1999). Why we buy: The science
of shopping. New York: Simon & Schuster.
Koufaris, M. (2002) Applying the Technology
Acceptance Model and Flow Theory to Online
Customer Behavior Information Systems
Research 13(2), pp.205-223.
Ratchford, B. T., M.-S. Lee, D. Talukdar. 2003.
The impact of the Internet on information search
for automobiles. J. Marketing Res. 40(2) 193–
209.
Duan W., Gu B., Whinston A.B. (2008) Do
online
reviews
matter?
An
empirical
investigation of panel data Decision Support
Systems, 45 (4), pp. 1007-1016.
Ba, S. and Pavlou, P. (2002), “Evidence of the
Effect of Trust Building Technology in
Electronic Markets: Price Premiums and Buyer
Behavior.” MIS Quarterly 26 (3), pp. 243–268
Chatterjee, P. (2001), “Online reviews: do
consumers use them?” Advances in Consumer
Research, Vol. 28. Ann Arbor, MI: Association
for Consumer Research, pp. 129–33.
Dewan, S., Hus, V. (2004), Adverse Selection
in Electronic Markets: Evidence From Online
Stamp Auctions. The Journal of Industrial
Economics, volume LII, pp. 497-516
Hankin, Lisa (2007) The Effects of User
Reviews on Online Purchasing Behavior across
Multiple Product Categories, University of

The 9th International Conference on Electronic Business, Macau, November 30 - December 4, 2009

452

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

[35]

Yu, T.W. Billy

California, Berkeley, 102 South Hall, Berkeley,
CA 94720
Chen, Yubo and Xie, Jinhong (2005) ThirdParty Product Review and Firm Marketing
Strategy, Marketing Science; Spring 2005; 24, 2;
pg. 218
Dellarocas, C. (2003) The Digitization of Word
of Mouth: Promise and Challenges of Online
Feedback Mechanisms, Management Science,
Vol. 49, No. 10, Special Issue on E-Business and
Management Science, pp. 1407-1424
Hu, N., Pavlou, P., and Zhang, J. (2006) Can
Online Word-of-Mouth Communication Reveal
True Product Quality? Experimental Insights,
Econometric Results, and Analytical Modeling.
http://sloan.ucr.edu/blog/uploads/papers/ISR_H
U_PAVLOU_ZHANG_SUBMITTED.pdf
Park, D., Lee, J. and Han, I (2007) The Effect of
On-Line Consumer Reviews on Consumer
Purchasing Intention: The Moderating Role of
Involvement, International Journal of Electronic
Commerce Volume 11, Number 4 pp. 125 - 148
Beatty, Sharon E. and Scott M. Smith (1987),
"External Search Effort: An Investigation across
Several Product Categories," Journal of
Consumer Research. 14 (June), 83-95.
Tan, Y. H., and Thoen, W. Toward a generic
model of trust for electronic commerce.
International Journal of Electronic Commerce, 5,
2 (winter 2000–2001), 61–74.
Yoon, S. J. The antecedents and consequences
of trust in online purchase decisions. Journal of
Interactive Marketing, 16, 2 (2002), 47–63.
Barnes, S.J and Vidgen, R.T. (2003) Measuring
Web site quality improvements: a case study of
the forum on strategic management knowledge
exchange, Industrial Management & Data
Systems 103(5), 2003, pp. 297–309. Df
Zaichkowsky, Judith Lynne. 1985. Measuring
the involvement construct. J. Consumer Res.
12(3) 341–352. Asdf
McQuarrie, Edward F., J. Michael Munson.
1992. A revised product involvement inventory:
Improved usability and validity. J. F. Sherry and
B. Sternthal, eds. Advances in Consumer
Research, vol. 19. Association for Consumer
Research, Provo, UT.
Mittal, Banwari. 1989. A theoretical analysis of
two recent measures of involvement. T. K. Srull,
ed. Advances in Consumer Research, vol. 16.
Association for Consumer Research, Provo, UT.
Srinivasan, Narasimhan and Brian T. Ratchford
(1991), “An Empirical Test of a Model of
External Search for Automobiles,” Journal of
Consumer Research, 18 (September), 233–242.
Bollen, K.A. (1989), Structural Equations with
Latent Variables, Wiley-Interscience (April 28,
1989).

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

Doll, W.J., Xia, W.D., Torkzadeh, G. (1994),
"A confirmatory factor analysis of the end-user
computing satisfaction instrument", MIS
Quarterly, No. 18, Issue 4, December, pp.453-61.
Hair, J.F. Jr, Anderson, R.E., Tatham, R.L.,
Black, W.C. (1995), Multivariate Date Analysis,
4th ed, Prentice-Hall, Englewood Cliffs, NJ.
Lawrence S. Meyers, Glenn Gamst, A. J.
Guarino (2006) Applied multivariate research:
design and interpretation, SAGE, ISBN
1412904129.
Stamatis, D.H. (2002) Six Sigma and Beyond:
Statistics and probability, CRC Press, ISBN
1574443127, pp.162.
Bentler, P. M. (1990). Fit indexes, Lagrange
multipliers, constraint changes and incomplete
data in structural models. Multivariate
Behavioral Research, 25, 163-172.
Anderson, J. C., & Gerbing, D. W. (1988).
Structural equation modeling in practice: a
review and recommended two-step approach.
Psychological Bulletin, 103, 411-423.
Joreskog, K. G., & Sorbom, D. (1996) Lisrel 8:
Structural Equation Modeling with the SIMPLIS
Command Language, Scientific Software
International.
Bollen, K.A. & Lennox, (1991) Conventional
Wisdom on Measurement: A Structural Equation
Perspective, Psychological Bulletin, 110, 2: 305314.
Diamontopoulos, A., & Winklhofer, H. M.
(2001). Index construction with formative
indicators: An alternative to scale development.
Journal of Marketing Research, 38: 269-277.
Podsakoff, P. M., & Organ, D. W. (1986). Selfreports in organizational research: problems and
prospects. Journal of Management, 12, 531-544.
Scott, S. G., & Bruce, R. A. (1994).
Determinants of innovative behavior: a path
model of individual innovation in the workplace.
Academy of Management Journal, 37, 580-607.
Yang, Z, Cai, S. Zhou, Z. & Zhou, N. (2005)
Development and validation of an instrument to
measure user perceived service quality of
information presenting Web portals Information
& Management, Volume 42, Issue 4, May,
pp.575-589
Alexander, J. E. and Tate, M.A. (1999) Web
Wisdom: How to Evaluate and Create
Information Quality on the Web, Lawrence
Erlbaum Associates, ISBN 0805831231,
9780805831238
Kahn, B.K., Strong, D.M. and Wang, R.Y..
Information quality benchmarks: product and
service performance, Communications of the
ACM 45 (4ve), April 2002, pp. 184–192.

The 9th International Conference on Electronic Business, Macau, November 30 - December 4, 2009

Do Male and Female Favor Online Product Review the Same

453

Figure 1. The structrual model

P roduct
Involvement

Time
C ost

H8

H9

H11
H10

P erceive
usefulness
H3

H1

H4

Attitude towards
the bulletin

H2

Intention to
use

H5

Information
Quality

The 9th International Conference on Electronic Business, Macau, November 30 - December 4, 2009

