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Abstract: Along with the popularity of the omni-channel strategy and new communication technology, companies can communicate with consumers using different forms of 
information (listed or narrative), both online and offline. However, the effectiveness and mechanism of information forms on consumer behaviour remain unclear. This study 
investigates the different effects of information forms on consumers' purchase behaviour, both online and offline. Two surveys and four laboratory experiments were 
conducted to investigate whether and why consumers would react differently to information forms within different communication channels. The empirical results indicated 
that, for highly involved consumers, online listed information was more effective than narrative information, while the opposite was true in offline situations. However, for 
consumers with low involvement, listed information was more effective than narrative information both online and offline. The results showed that the influence of information 
forms was mediated by consumers' perceived information quality. Our findings extend the current understanding of how information affects consumers' behaviours and 
provide practical suggestions for marketers' omni-channel operations. 
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1 INTRODUCTION 
 

With the rapid development of e-commerce in recent 
years, companies are increasingly using the omni-channel 
strategy [1-3]. When communicating with consumers 
online or offline, many approaches are used. Some 
companies attempt to describe their products in detail and 
list as much basic information as possible (e.g. size, 
material, and product origin). In contrast, other companies 
attempt to communicate with a storytelling style; they 
introduce situations where consumers could use their 
products and share experiences from other consumers. 

Previous research has confirmed the importance of 
information in consumers' purchase decisions and 
identified different consumer reactions to a variety of 
information forms [4-9]. However, the results remain 
vague. Some studies claim that consumers favour a 
storytelling style [10-13], whereas other research works 
support the benefits of listed information [14-18]. 

In addition, scholars have identified that online and 
offline information forms typically show quite different 
characteristics. Online information is primarily in the form 
of texts, pictures, and videos [19-21], while offline 
information is mainly delivered through face-to-face 
communication and consumer experience [22-25] 

Therefore, in an omni-channel situation, the 
information form (listed or narrative) and communication 
channel (online or offline) may interact to induce different 
effects on consumers. However, most existing studies have 
been conducted offline, and the results remain inconsistent. 
Thus, it is important to identify methods to resolve the 
dispute and investigate the effects of different forms of 
information across channels. To fill this gap and improve 
the efficiency of consumer communication, this study 
developed two surveys and four experiments to answer the 
following two questions: 
- Which information form, listed or narrative, works 
better for online or offline communication? 
- What is the psychological mechanism underlying the 
influence of information forms on consumers' purchase 
decisions? 

Our study contributes to the literature by combining 
information forms with different communication channels. 
Further, we examine the mechanism of the influence of 
information forms on consumers' willingness to purchase 
(WTP). It is important for scholars to note that consumers 
experience various information processing procedures 
when they choose different types of products online and 
offline. Companies selling products through omni-
channels can benefit from these findings. 
 
2 LITERATURE REVIEW AND HYPOTHESIS 

DEVELOPMENT 
2.1 Information Form and Consumers' WTP 
 

Based on Mattila's [4] research, information forms can 
be divided into narrative and listed information. Narrative 
information is defined as stories, accounts, tales, or 
descriptions [26-28]. Narratives use language or other 
media to reproduce events that occur in a specific time and 
space [8, 29]. The listed information, also known as 
objective information, is a direct description of fact-based 
product features and advantages without any roles or plots 
[30]. 

Wells (1989) was the first to apply the information 
form to advertising studies [31]. He found that narrative 
information (stories) and listed information (objectives) 
could influence consumers in different ways. Stories are 
more successful in reminding consumers of their previous 
experiences, whereas the success of listed information 
derives from the credible facts it provides. Following these 
studies, many scholars have discussed the impact of the 
information form on consumers' WTP, and two opposite 
academic views have been generated. 

According to the first view, narrative information can 
stimulate a more positive evaluation and a higher increase 
in purchase intentions compared to listed information [5, 7, 
10]. Scholars in psychology [32], communication [33], and 
marketing [34] have recognised the powerful influence of 
narratives, which evoke the emotional experience of 
consumers through storytelling [12, 13]. Kim [11] 
summarises the effects of narrative information as better 
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memory and advertising attitude, hedonic value, emotional 
response, and purchase intention. 

The second view supports the benefits of listed 
information as it elicits more supportive arguments and 
positive attitudes toward the product than emotional cues 
[14-16]. Especially in online shopping, listed information 
encourages higher perceived information quality and leads 
to a sharp increase in expected value choices [17, 18]. 

Currently, there is a lack of research that can resolve 
the dispute between narratives and listed information. Our 
study proposes that consumer involvement and 
communication channels are bridges that explain the 
different effects of narrative and listed information. 
Drawing on prior theoretical research, we formulated the 
following hypothesis: 

H1: The form of information affects consumers' WTP. 
 
2.2 Mediating Role of Perceived Information Quality 

between Information Form and WTP 
 

In the field of consumer research, the perceived 
information quality represents a consumer's reaction to the 
characteristics of acquired information versus information 
requirements [35, 36], including the integrity, relevance, 
timeliness, and comprehensibility of information [37, 38]. 

The various information forms may induce consumers' 
different emotional or cognitive reflections and 
accordingly bring different perceived qualities. Narrative 
information can increase consumers' emotional responses 
and deepen their understanding of the information 
conveyed [10]. Specifically, some research has indicated 
that narrative information leads to higher reflection on the 
information [10], mitigates cognitive biases [39], and 
ultimately influences behavioural intent. Meanwhile, listed 
information is more objective, leading consumers to assign 
higher integrity and credibility to a product [40]. Especially 
in the online shopping arena, consumers prefer to learn 
more about fact-based product features [36, 41]. Product-
related attribute information characterised by a list, such as 
camera information, plays a key role in influencing 
consumers' overall perceptions of online information 
quality [43]. 

In addition, scholars have pointed out that the 
information associated with the product plays an important 
role in consumers' decision [44], and a high perceived 
information quality will increase consumers' WTP [45-48]. 
Based on these prior studies, we propose the following 
hypothesis: 

H2: The perceived information quality will mediate 
the relationship between information forms and WTP. 
 
2.3 Moderating Role of Communication Channels 
 

With the development of omni-channel operations, an 
increasing number of researchers have discussed consumer 
communication both online and offline and found that the 
information was delivered in different ways [49, 50]. The 
key difference between online and offline communication 
is the degree of personal contact, which ranges from very 
intense face-to-face offline communication to nonpersonal 
contact online [51]. In online communication, consumers 
obtain information mainly from texts, pictures, and short 
videos presented by online sellers [19, 20]. Meanwhile, 

when shopping offline, consumers often obtain 
information through their intuitive experience and 
communication with a salesperson [24]. 

Therefore, online and offline consumers pay attention 
to different information forms, and the communication 
channels interact with the information form to influence 
consumers' purchase decisions. When shopping offline, 
consumers are more aware of the shopping experience, 
ability to touch products, personalised services, barrier-
free exchanges, and fast delivery [52]. Face-to-face 
communication with the salesperson can enhance the 
exchange of thoughts and emotions between merchants and 
consumers and increase the WTP in-store [23, 53]. 
Therefore, offline consumers pay more attention to their 
experiences and story-based narrative information. 
Meanwhile, online shoppers believe that online shopping 
has greater benefits [54-56] and prefer more product 
attribute information (i.e. listed information) [57]. Previous 
research has shown that online shopping was driven 
primarily by utilitarian motivation [58-60]. These utility-
focused consumers make purchase decisions based on the 
rational needs associated with specific goals and seek an 
efficient, rational, and thoughtful online shopping 
experience [58, 61-63]. Based on previous research, we 
propose the following hypothesis: 

H3: Communication channels moderate the influence 
of information forms on consumers' WTP. 
 
3 METHODOLOGY 
 

Two surveys and four experiments were conducted to 
investigate whether and why consumers would react 
differently to different forms of information within 
different communication channels. 

The first survey aimed to discover the general effects 
of information forms on real practice. The survey was 
conducted on taobao.com, one of China's largest online 
retailers. We identified six types of products: two low-
involvement products (gum and shower gel), two middle-
involvement products (liquid foundation and moisturiser), 
and two high-involvement products (eye protection lamps 
and high-tech trolley cases). For each product type, a pair 
of comparable sellers was selected, ensuring that the 
products were sold at a similar price and that sellers had 
similar rankings (based on data shared by taobao.com) in 
the areas of work experience, sales performance, 
popularity, credibility, and other standards. The only 
difference was the information form (listed vs. narrative) 
used by each seller to promote their products. The sales 
performance of the paired sellers was then compared. 

The second survey aimed to detect consumers' 
favourite methods for obtaining information when 
shopping online or offline. This survey was conducted 
online. A total of 55 participants (84% female) were 
required to evaluate five sentences (Appendix A) that 
described ways of obtaining information online or offline. 
The evaluations were made on a seven-point scale (1 = not 
at all; 7 = very much). 

Based on these two surveys, we conducted four 
experiments to test the influence of information forms on 
consumer behaviour within online or offline channels. All 
the participants in the experiment were recruited from a 
university. They were selected for the following reasons. 
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First, the university students had similar incomes. 
Therefore, we excluded the confounding effect of income. 
Second, given that consumers' attitudes and preferences 
vary with their generation [64], it is important to control 
the age of participants to avoid the confounding effect of a 
generation gap. 

Experiment 1 aimed to test the main influence of the 
information form on consumers' WTP. A single-factor 
(information form: listed vs. narrative) between-subjects 
lab experiment was designed. The participants were asked 
to rate their WTP after reading introductory information 
about a mobile phone. After excluding three samples 
because of incomplete information, 87 participants (78.2% 
female), the final sample size, were assigned randomly to 
two groups and asked to read the introductory information 
(listed vs. narrative) about a mobile phone, which we 
created (Appendix B), and then rate their WTP on a seven-
point scale (Appendix C). The participants' WTP was 
measured using the factor score of the purchase intention 
measurement scale, which was initially used by Spears and 
Singh [65]. The scale includes five items (Cronbach              
α = 0.919), and the participants evaluate the sentences on a 
seven-point Likert scale (1 = strongly disagree; 7 = 
strongly agree). 

Experiment 2 aimed to explore the reasons for 
participants' different responses to listed and narrative 
information, test the moderating effect of communication 
channels, and mediate the effects of the perceived 
information quality. Experiment 2 involved a two-factor 
(information form: listed vs. narrative) * (communication 
channels: online vs. offline) between-subjects design. A 
total of 173 participants (65.3% female) participated in the 
experiment. Participants were randomly assigned to four 
groups. For the two online groups, we simulated one online 
shopping page selling the mobile phone. Participants were 
asked to browse the page and read the description on their 
own phones. The description of the product was the same 
as that in Experiment 1. Participants were required to read 
the narrative/listed information and then rate their WTP on 
a seven-point scale. For the two offline groups, we 
simulated an offline store environment with a researcher 
acting as a salesperson who introduced the mobile phone 
to participants. The description of the product was 
duplicated from Experiment 1 and delivered to the 
participants through face-to-face interaction. To decrease 
confounding factors, we arranged the same salesperson for 
both the narrative and listed groups. Participants were 
required to listen to an introduction of the product with 
narrative/listed form and then rate their WTP on a seven-
point scale. All participants must evaluate their perceived 
information quality measured by a six-item scale 
(Cronbach α = 0.920) (Appendix D), which was adapted 
from perceived quality scales originally proposed by 
McKinney et al.(2002) [66] and Zheng et al.(2013) [67]. 

Experiment 3 was conducted using a lower-
involvement product to increase the validity of the 
proposed mechanism. A pre-test was conducted to identify 
products that were noticeably different in terms of 
consumer involvement. A total of 60 participants were 
invited to join the pre-test and were required to rate their 
involvement in six products: mineral water, school bags, 
shampoos, sports shoes, watches, and mobile phones. All 
six are products frequently used by university students. 

Consumer involvement was measured using a five-item 
scale (Cronbach α = 0.830)(Appendix E), which was 
originally developed by Zaichkowsky (1985) [69]. From 
the results of the pre-test, we selected mineral water (M 
water = 2.49) as the low-involvement product, compared 
to mobile phones as the high-involvement product (M 
mobile phone = 5.60). Experiment 3 was also conducted 
using a two-factor (information form: listed vs. narrative) 
* (communication channels: online vs. offline) between-
subjects design. We excluded one sample owing to 
incomplete information, and 173 participants (65.3% 
female), the final sample size, were recruited. The 
participants were randomly assigned to four groups. They 
were required to read introductory information about the 
mineral water we created (Appendix F), evaluate their 
perceived information quality and rate their WTP. 

Experiment 4 was conducted to identify the combined 
effects of information forms and communication channels. 
The experiment used a single factor (information form 
combined with the communication channels: offline 
narrative + online listed, offline narrative + online 
narrative, offline listed + online listed, and offline listed + 
online narrative) between-subjects design. Two samples 
were excluded because of incomplete information, and 128 
participants (75% female), the final sample size, were 
recruited. First, participants were asked to imagine 
themselves shopping offline and meeting a shop assistant 
introducing a type of mobile phone. The description of the 
product was duplicated from Experiment 1 and was 
presented to the participants through person-to-person 
introductions. Participants were then instructed to check 
more information online. They scanned a quick response 
code linked to online information regarding the product. 
After reading the text online, the participants were required 
to rate their WTP on a seven-point scale. 
 
4 RESULTS AND DISCUSSION 
4.1 Different Information Forms Used in Practice 
 

Based on the data from the first survey, we compared 
the performance of the paired sellers using different 
information forms (listed vs. narrative). The results        
(Tab. 1) indicate that the sales gaps of gum (SL = 2863,           
SN = 2378), shower gel (SL = 1117, SN = 1345), and liquid 
foundations (SL = 13, SN = 33) were relatively low for the 
different information forms. However, the sales gaps 
between the listed group and narrative group information 
forms of moisturisers (SL = 720, SN = 2327), eye-
protection lamps (SL = 45 000; SN = 35 000), and high-
tech trolley cases (SL = 103; SN = 23) were comparatively 
high. 

The results confirm that sellers adopt different 
information forms to promote the same product. 
Additionally, the effect of different information forms 
varies with the product type. In particular, for high-
involvement products, the listed information is used more; 
for middle-involvement products, the narrative 
information is more common, while for the low-
involvement products, the results are mixed. 
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4.2 Different Types of Information Obtained Across 
Channels 

 
Based on the second survey, we compared consumers' 

favourite methods of obtaining information between the 
online and offline channels. The results show that 
consumers tend to browse text for product information     
(M = 5.826, SD = 1.018), rather than consulting online 

customer services (M = 4.674, SD = 1.351, t = 4.635,             
p < 0.000) when shopping online. However, when 
shopping at offline stores, consumers prefer both 
consulting shop assistants (M = 4.93, SD = 1.218) and 
searching for information through a website (M = 4.74,     
SD = 1.357, t = 0.705, p > 0.484). 

 
Table 1 Effect of information form on sales performance 

Involvement Products Information forms Sales per month 

low-involved 
gum 

Listed 2863 
Narrative 2378 

shower gel 
Listed 1117 

Narrative 1345 

middle-involved 
liquid foundation 

Listed 13 
Narrative 33 

moisturiser 
Listed 720 

Narrative 2327 

High-involved 
high-tech trolley case 

Listed 103 
Narrative 23 

eye-protection lamp 
Listed 45 000 

Narrative 35 000 

 
The results indicate that consumers prefer different 

ways of obtaining information when shopping online and 
offline. This result supports our prediction that consumers' 
responses to information about the same product vary 
according to their shopping situation. Therefore, it is 
meaningful to investigate the effect of the information form 
on purchase decisions using different methods (Study 2). 
Further, it is important to examine the interaction effect of 
offline and online information because consumers consult 
sales assistants and check information online when 
shopping at offline stores (Study 4). 
 
4.3 Influence of Information Form on Consumers' WTP 
 

Based on the data collected in Experiment 1, an 
independent sample t-test showed that information forms 
can significantly affect the WTP. Participants reported a 
significantly higher WTP in the listed information group 
(M = 0.25, SD = 1.00) than that in the narrative information 
group (M = −0.28, SD = 0.93; t = 2.546, p < 0.013). 

The results indicate that consumers show a bias toward 
different forms of information. Importantly, contrary to 
what conventional wisdom might predict, we showed that 
listed information was more likely to motivate consumers' 
WTP than narrative information. Study 1 provides initial 
support for the main effect of information form on 
consumers' purchase decisions. However, this study does 
not consider the impact of information forms on WTP 
under different communication channels (online or 
offline). For in-depth research, Study 2 was designed to 
examine the effect of the information form when 
consumers shop online or offline. 
 
4.4 Influence Mechanismof Information Form on 

Consumers 
 

We predicted that the perceived information quality 
would vary with the change in the information form, which 
sequentially influences consumers' WTP. Specifically, if 
consumers perceive that information is not worth trusting, 
their WTP decreases, and vice versa. Communication 

channels are another important factor. We predicted that 
consumers would respond differently to the same 
information form through online and offline channels. 
 
4.4.1 Moderating Effect of Communication Channels 
 

Using the data collected in Experiment 2, a univariate 
analysis of variance (ANOVA) revealed a significant effect 
of communication channels on the WTP for mobile phones 
(F = 6.391, p = 0.012), a two-way interaction effect 
between information forms and communication channels 
(F = 4.166, p = 0.043), and a non-significant main effect of 
information form (F = 1.822, p = 0.179). It is worth noting 
that participants reported significantly higher WTP from 
online shopping (M = 0.190, SD = 0.97) than the WTP 
reported from offline shopping (M = −0.19, SD = 1.00;          
t = 2.553, p = 0.012). Meanwhile, participants reported 
higher WTP from the listed information (M = 0.431,          
SD = 0.969) than from narrative information when they 
shopped online (M = −0.081, SD = 0.902; t = 2.544,               
p = 0.013), but showed slightly higher WTP from the 
narrative information (M = −0.155, SD = 1.028) than from 
the listed information when they shopped offline                 
(M = −0.259, SD = 0.966; t = −0.462, p = 0.645). Further 
details are provided in Fig. 1. 
 

 
Figure 1 Interaction effect of information forms and communication channels on 

WTP for mobile phones 
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Through the above data analysis, we find that 
communication channels are an important factor 
influencing consumers' WTP for mobile phones and online 
WTP is significantly higher than offline WTP. Online 
listed information is more likely to stimulate consumers' 
WTP than narrative information, whereas the opposite is 
true for offline purchasing. 
 
4.4.2 Mediating Effect of Information Quality 
 

Based on Model 5 of Hayes [68], we conducted a 
bootstrap analysis to examine whether the perceived 
information quality mediates the moderation effect of 
communication channels on information forms and WTP 
for mobile phones. This yielded a significant indirect effect 
of the perceived information quality of information form 
on WTP (indirect effect = −0.568, 95% CI (−0.8094, 
−0.3652), excluding zero). There is also a significant direct 
effect (direct effect = 0.4484, 95% CI (0.0912, 0.8054,          
p = 0.014) excluded zero) between the information form 
and WTP in the offline communication, while the direct 
effect (95% CI (−0.2053, 0.5203, p = 0.393) included zero) 
is not significant online. This implies that perceived quality 
of information plays a full mediating role between 
information form and WTP in online communication and a 
partial mediating role in offline communication. 

The results indicate that online participants pay more 
attention to the quality of information perception, which, 
in turn, increases their WTP. In addition to the perceived 
information quality, offline consumers have 
complementary intermediaries to include in the model. 
These results have important implications for marketing 
managers. Online communication should be concerned 
with information design and should focus on using listed 
information to increase consumers' purchase intentions. 
Offline communication should focus on how sales staff's 
narrative information is expressed to reach a deal and 
complete purchase transactions. 
 
4.5 Role of Consumer Involvement 
 

To increase the validity of our research, we tested the 
proposed mechanism using a low-involvement product. 
We predicted that the main effect of information form, as 
well as the interaction effect between information form and 
communication channel, on WTP would continue to exist 
for low-involvement products. 
 
4.5.1 Effect of Information Form on WTP for Low 

Involvement Products 
 

Based on the data collected in Experiment 3, an 
independent sample t-test showed that the effect of the 
information form on WTP was significant (t = 2.013,            
p = 0.046). Participants reported a significantly higher 
WTP in the listed information group (M = 0.169,                  
SD = 1.066) than that in the narrative information group   
(M = −0.136, SD = 0.927). The conclusions of the first two 
experiments were verified using the low-involvement 
product. 
 
 

4.5.2 Moderating Effect of Communication Channels for 
Low Involvement Products 

 
A univariate ANOVA revealed a significant main 

effect of information form (F = 3.35, p = 0.069) on 
consumers' WTP toward mineral water, a non-significant 
main effect of communication channels (F = 0.710,               
p = 0.401), and a two-way interaction effect between 
information form and communication channels (F = 0.002, 
p = 0.962). (See Fig. 2 for further details.) 
 

 
Figure 2 Interaction effect of information form and communication channels on 

WTP for mineral water 
 
4.5.3 Mediating Effect of Information Quality for Low 

Involvement Products 
 

Based on Model 5 of Hayes [68], we conducted a 
bootstrap analysis (with 5000 samples) to examine whether 
the perceived information quality mediates the moderation 
effect of communication channels on information forms 
and WTP for mineral water. This analysis yielded a 
significant indirect effect of the perceived information 
quality of information form on WTP (indirect effect = 
−0.221, 95% CI (−0.4112, −0.0889), excluding zero). 
However, the direct effect between the information form 
and WTP is non-significant, both online (95% CI (−0.4884, 
0.3803, p = 0.806) included zero) and offline (95% CI 
(−0.5061, 0.3216, p = 0.660) included zero). This implies 
that, when purchasing a low-involvement product, the 
quality of information perception plays a fully mediating 
role between information form and consumers' WTP in 
both online and offline communication. 

Through the above data analysis, we found that the 
information form is also crucial to consumers' WTP for 
low-involvement mineral water. Listed information is 
more effective than narrative information. However, the 
communication channels are not as important for mineral 
water as they are for mobile phones. Empirical results also 
show that the perceived information quality is an important 
factor that fully mediates the influence of information form 
on consumers' WTP both online and offline. The marketing 
implications of Study 3 are that, facing low-involvement 
mineral water, consumers focus mainly on the information 
form rather than the communication channels; listed 
information is more effective than narrative information 
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both online and offline. Therefore, marketing managers 
should list all the information clearly and objectively when 
promoting low-involvement products. 
 
3.6 Combination Effect of Information Forms and 

Communication Channels 
 

The previous experiments supported our assumption 
that consumers' responses to information varied with the 
information form and communication channels because of 
the different perceived information quality. However, in 
the real world, consumers typically prefer to search for 
information through offline and online channels. 
Accordingly, we conducted Experiment 4 to test the 
combined effects of information forms and communication 
channels. 
 

Table 2 Grouping situation 
 Online listed 

information 
Online narrative 

information 
Offline listed information Group 1 Group 2 

Offline narrative information Group 3 Group 4 

 

We divided the collected data in Experiment 4 into 
four groups according to the information forms and 
communication channels (Tab. 2). 
 
4.6.1 WTP and Perceived Information Quality 
 

An ANOVAindicated significant differences in WTP 
(F = 3.071, p < 0.030) and perceived information quality 
(F = 4.484, p < 0.005) between the different groups. The 
factor scores of WTP from the largest to the smallest are in 
the following order: Groups 1, 2, 4, and 3. The factor scores 
of the perceived information quality from the largest to the 
smallest are in the following order: Groups 1, 2, 3, and 4. 
(See Fig. 3 for further details.) The results show that the 
most effective communication channels are listed 
information, both offline and online, followed by offline 
listed and online narrative information. However, the 
offline narrative and online listed information methods and 
the online and offline narrative information methods are 
much lower in terms of perceived quality and purchase 
intention.

 
Figure 3 WTP and perceived quality of different groups 

 
4.6.2 Mediating Effect of Information Quality 
 

As communication channels are a multiple category 
variable, three stepwise regression models were developed 
to test the mediating effect of information quality between 
communication channels and WTP. The models and 
empirical results are presented in Tab. 3. 
 

Table 3 Results of the regression models  
Model 1 Model 2 Model3 

Dependent 
variable 

WTP WTP Quality 

(Constant) −0.184 0.049 −0.327 
Group1 0.612** -0.045 0.920*** 
Group2 0.390 0.121 0.377 
Group3 −0.049 -0.231 0.255 
Quality 

 
0.714*** 

 
 

R2 = 0.069 
F = 3.071** 

R2 = 0.528        
F = 34.466*** 

R2 = 0.098 
F = 4.484*** 

***: significant at the 0.01; **: T - test is significant at the 0.05. 

 
The empirical results show that Group 1 (listed information 
both offline and online) has significantly higher WTP and 
perceived quality than the other methods. When adding the 
perceived quality in Model 2, quality significantly affects 
the WTP, while all communication channels become 

insignificant. This implies that perceived quality plays a 
fully mediating role between communication channels and 
WTP. 

The fourth experiment combined information form and 
communication channels. The results of the data analysis 
indicate that listed information, both offline and online, is 
the most effective in impacting participants' WTP. Next in 
effectiveness is the offline listed information and online 
narrative information. Again, the fourth experiment 
confirmed the important mediating effect of the perceived 
quality of information. The experiment suggested many 
important pieces of advice for marketing specialists. 
Promoting high-involvment products, marketers should 
have the salesperson introduce listed information to 
consumers while also making use of a listed or narrative 
introduction online. 
 
5 CONCLUSIONS 
 

The results of this study indicate that the information 
form plays an important role in the communication 
process. Specifically, consumers' WTP varies with changes 
in information form, and the differences can be explained 
by the perceived information quality. Additionally, the 
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influence of the information form shifts with changes in the 
communication channels. Consumers show a higher WTP 
when they are provided with listed information online; in 
contrast, offline consumers are more willing to purchase 
when their communication comes through narrative 
information. 

However, these conclusions are only applicable to 
high-involvement products as consumers always need 
extra information to make decisions on these products [70]. 
For low-involvement products, consumers always make 
purchase choices based on their previous experiences and 
habits [71], rather than being influenced by different 
information forms (Study 3). When the information form 
is a combination of offline and online channels, the most 
effective communication method is listed information both 
offline and online, followed by offline listed information 
and online narrative information (Study 4). 
 
5.1 Academic Contribution 
 

Our study contributes to the literature by combining 
information forms with communication channels and 
product types. Previous studies have confirmed the effect 
of information form on purchase intention, but few have 
considered the moderating role of communication 
channels. Our study explored the interaction effect 
between information forms and communication channels 
and found different influences of information forms 
through various communication channels. Further, our 
work explains the influence of information form on 
purchase intention based on the perceived quality of 
information. Our findings support potential future studies 
related to communication channels and information forms. 
 
5.2 Marketing Implications 
 

With the development of an omni-channel strategy, 
most brands must find a means of promoting their products 
through both online and offline channels. Marketers should 
note that consumers prefer listed information when 
shopping online. Therefore, marketers must be cautious 
about the narrative information they provide online, 
especially for high-involvement products. Meanwhile, 
marketers should offer more training to offline sellers 
regarding the narrative introduction of their products. 
Consumers prefer to learn about a seller's own feelings 
about and experiences with products when they are 
communicating offline. When we tested the relationship 
between price evaluation and WTP, we found that the 
perceived price value is not always correlated with WTP. 
Narrative information can increase the perceived price 
value of products; however, consumers require more 
objective information to make the final purchase decision. 
Marketers should focus on pricing rather than 
communication channels for low-involvement products. In 
summary, marketers must alter their information form 
according to both communication channel and product 
type. 
 
5.3 Limitations 
 

A total of 734 participants were recruited to participate 
in the surveys and experiments. However, all participants 

were university students. The similarity among our 
participants avoids some confounding factors, but also 
limits the scope of the research. Meanwhile, as consumers' 
preferences vary with generation, the different responses to 
information form among generations were unexplored in 
this project and could be another interesting topic to 
discuss in the future. Further, our study only included two 
products: mobile phones and mineral water. Although the 
two selected products represent two involvement levels, 
examining more product categories is suggested for future 
research  
 
5.4 Future Research 
 

Our study suggests the need for future research on 
information processing and consumer behaviour. We 
confirm that the effect of the information form on purchase 
decisions varies with product type and communication 
channel. Further, we explain the effect of the perceived 
quality of information. We conclude that consumers pay 
more attention to the quality of information when shopping 
online than offline. The first survey offers practical support 
for our findings, but more studies are required to confirm 
our conclusions. In addition to the perceived quality of 
information, there are more perspectives to consider as 
explanations for the effect of information form on purchase 
decisions. It is important for researchers to continue 
studying and exploring the mechanism behind the journey 
from information forms to purchase decisions. 
 
6 REFERENCES 
 
[1] Hossain, T. M. T., Akter, S., Kattiyapornpong, U., & 

Dwivedi, Y. K. (2019). Multichannel integration quality: a 
systematic review and agenda for future research. Journal of 
Retailing and Consumer Service., 49, 154-163. 
https://doi.org/10.1016/j.jretconser.2019.03.019 

[2] Maity, M., Dass, M., & Kumar, P. (2018). The impact of 
media richness on consumer information search and choice. 
Journal of Business Research., 87, 36-45. 
https://doi.org/10.1016/j.jbusres.2018.02.003 

[3] Mencarelli, R., Riviere A., & Lombart, C. (2021) Do myriad 
e-channels always create value for customers? A dynamic 
analysis of the perceived value of a digital information 
product during the usage phase. Journal of Retailing and 
Consumer Service. 
https://doi.org/63, 10.1016/j.jretconser.2021.102674 

[4] Mattila, A. S.(2000). The role of narratives in the advertising 
of experiential services. Journal of Service Research, 3(1), 
35-45. https://doi.org/10.1177/109467050031003 

[5] Escalas, J. E. (2007).Self‐referencing and persuasion: 
Narrative transportation versus analytical elaboration. 
Journal of Consumer Research, 33(4), 421-429. 
https://doi.org/10.1086/510216 

[6] Zha, X., Li, J., & Yan, Y. (2013). Information self-efficacy 
and information channels: Decision quality and online 
shopping satisfaction. Online Information Review, 37(6), 
872-890. https://doi.org/10.1108/OIR-09-2012-0156 

[7] Lundqvist, A., Liljander, V., Gummerus, J., & Van Riel, A. 
(2013).The impact of storytelling on the consumer brand 
experience: the case of a firm-originated story. Journal of 
Brand Management, 20(4),283-297. 
https://doi.org/10.1057/bm.2012.15 

[8] Haris, E., Gan, K. H., & Tan, T. P. (2020). Spatial 
information extraction from travel narratives: Analysing the 
notion of co-occurrence indicating closeness of tourist 



Yong WANG et al.: Influence of Communication Channel and Information Form on Consumers' Purchase Behaviour 

1330                                                                                                                                                                                                       Technical Gazette 29, 4(2022), 1323-1333 

places. Journal of Information Science, 46(5), 581-599. 
https://doi.org/10.1177/0165551519837188 

[9] Chen, T, Razzaq, A, Qing, P, & Cao, B. (2021). Do you bear 
to reject them? The effect of anthropomorphism on empathy 
and consumer preference for unattractive produce. Journal 
of Retailing & Consumer Services., 61:N.PAG. 
https://doi.org/10.1016/j.jretconser.2021.102556 

[10] Hamby, A., Daniloski, K., &Brinberg, D. (2015).How 
consumer reviews persuade through narratives. Journal of 
Business Research, 68(6),1242-1250. 
https://doi.org/10.1016/j.jbusres.2014.11.004 

[11] Kim, E. (Anna), Ratneshwar, S., & Thorson, E. (2017). Why 
narrative ads work: An integrated process explanation. 
Journal of Advertising, 46(2), 283-296. 
https://doi.org/10.1080/00913367.2016.1268984 

[12] Latour, K. A. & Deighton, J. A. (2019). Learning to Become 
a Taste Expert. Journal of Consumer Research, 46(1), 1-19. 
https://doi.org/10.1093/jcr/ucy054 

[13] Aydin, E., Ilgaz, H., & Allen, J. W. P. (2021). Preschoolers' 
learning of information from fantastical narrative versus 
expository books. Journal of Experimental Child 
Psychology, 209, N.PAG. 
https://doi.org/10.1016/j.jecp.2021.105170 

[14] Drossos, D., Giaglis, G. M., Lekakos, G., Kokkinaki, F., & 
Stavraki, M. G. (2007).Determinants of effective SMS 
advertising: an experimental study. Journal of Interactive 
Advertising, 7(2), 16-27. 
https://doi.org/10.1080/15252019.2007.10722128 

[15] Micu, C. C. & Coulter, R. A. (2012). The impact of pretrial 
advertising on posttrial product evaluations: Assessing the 
effects of attribute information for hedonic and utilitarian 
products. Journal of Marketing Theory & Practice, 20(2), 
189-202. https://doi.org/10.2753/MTP1069-6679200205 

[16] De langhe, B., Fernbach, P. M., & Lichtenstein, D. R. 
(2016).Navigating by the stars: Investigating the actual and 
perceived validity of online user ratings. Journal of 
Consumer Research, 42(6), 817-833. 
https://doi.org/10.1093/jcr/ucv047 

[17] Su, B. (2007). Consumer E-tailer choice strategies at on-line 
shopping comparison sites: IJEC. International Journal of 
Electronic Commerce, 11(3), 135. 
https://doi.org/10.2753/JEC1086-4415110305 

[18] Flavián, C., Gurrea, R., & Orús, C. (2009). The effect of 
product presentation mode on the perceived content and 
continent quality of web sites. Online Information Review, 
33(6), 1103-1128. https://doi.org/10.1108/14684520911011034 

[19] Yoo, J. & Kim, M. (2014).The effects of home page design 
on consumer responses: Moderating role of centrality of 
visual product aesthetics. Computers in Human Behavior, 
38, 24-–247. https://doi.org/10.1016/j.chb.2014.05.030 

[20] Li, Q., Huang, Z., & Christianson, K. (2016).Visual attention 
toward tourism photographs with text: an eye tracking study. 
Tourism Management, 54, 243-258. 
https://doi.org/10.1016/j.tourman.2015.11.01 

[21] Minnens, F., Marques, A., Domingo, J. L., & Verbeke, W. 
(2020). Consumers' acceptance of an online tool with 
personalized health risk-benefit communication about 
seafood consumption. Food and chemical toxicology : an 
international journal published for the British Industrial 
Biological Research Association, 144, 111573. 
https://doi.org/10.1016/j.fct.2020.111573 

[22] Ahearne, M. & Rapp, A. (2010).The role of technology at 
the interface between salespeople and consumer. Journal of 
Personal Selling & Sales Management, 30(2),111-120. 
https://doi.org/10.2753/pss0885-3134300202 

[23] Rippé, C. B., Weisfeld-Spolter, S., Yurova, Y., & Sussan, F. 
(2015). Is there a global multichannel consumer? 
International Marketing Review, 32(3), 329-349. 
https://doi.org/10.1108/IMR-10-2013-0225 

[24] Hochstein, B., Bolander, W., Goldsmith, R., & Plouffe, C. 
R. (2019). Adapting influence approaches to informed 
consumers in high-involvement purchases: Are salespeople 
really doomed? Journal of the Academy of Marketing 
Science, 47(1), 118-137. 
https://doi.org/10.1007/s11747-018-0609-2 

[25] Rhee, C. E. & Choi, J. (2020). Effects of personalization and 
social role in voice shopping: An experimental study on 
product recommendation by a conversational voice agent. 
Computers in Human Behavior, 109, N.PAG. 
https://doi.org/10.1016/j.chb.2020.106359 

[26] Shankar, A., Elliott, R., & Goulding, C. (2001). 
Understanding consumption: contributions from a narrative 
perspective. Journal of Marketing Management, 17(3/4), 
429-453. https://doi.org/10.1362/0267257012652096 

[27] Yang, Y. & Hobbs, J. E. (2020). The Power of Stories: 
Narratives and Information Framing Effects in Science 
Communication. American Journal of Agricultural 
Economics, 102(4), 1271-1296. 
https://doi.org/10.1002/ajae.12078 

[28] Huff, M., Rosenfelder, D., Oberbeck, M., Merkt, M., 
Papenmeier, F., & Meitz, T. G. K. (2020). Cross-codal 
integration of bridging-event information in narrative 
understanding. Memory & Cognition, 48(6), 942-956. 
https://doi.org/10.3758/s13421-020-01039-z 

[29] Wentzel, D., Tomczak, T., & Herrmann, A. (2010).The 
moderating effect of manipulative intent and cognitive 
resources on the evaluation of narrative ads. Psychology and 
Marketing, 27(5), 510-530. https://doi.org/10.1002/mar.20341 

[30] Milton, S.(1974). Advertising for Modern Retailers. New 
York: Fairchild. 

[31] Wells, W. D. (1989). Lectures and dramas. In Cafferata, P. 
and Tybout, A. (Eds), Cognitive and Affective Responses to 
Advertising, Lexington Books, Lexington, MA, 13-20. 

[32] Green, M. C. & Brock, T. C. (2000). The role of 
transportation in the persuasiveness of public narratives. 
Journal of Personality and Social Psychology, 79(5),701-
721. https://doi.org/10.1037//0022-3514.79.5.701 

[33] Hinyard, L. J. & Kreuter, M. W. (2007).Using narrative 
communication as a tool for health behavior change: A 
conceptual, theoretical, and empirical overview. Health 
Education and Behavior, 34(5), 777-792. 
https://doi.org/10.1177/1090198106291963 

[34] Dehghani, M., Niaki, M. K., Ramezani, I., & Sali, R. (2016). 
Evaluating the influence of YouTube advertising for 
attraction of young customers. Computers in Human 
Behavior, 59,165-172. https://doi.org/10.1016/j.chb.2016.01.037 

[35] Bailey, J. E. & Pearson, S. W. (1983). Development of a tool 
for measuring and analyzing computer user satisfaction. 
Management Science (Pre-1986), 29(5), 530-545. 
https://doi.org/10.1287/mnsc.29.5.530 

[36] Rizzi, F., Annunziata, E., Contini, M., & Frey, M. (2020). 
On the effect of exposure to information and self-benefit 
appeals on consumer's intention to perform pro-
environmental behaviours: A focus on energy conservation 
behaviours. Journal of Cleaner Production, 270, N.PAG. 
https://doi.org/10.1016/j.jclepro.2020.122039 

[37] Lee, Y. W., Strong, D. M., Kahn, B. K., & Wang, R. Y. 
(2002). AIMQ: a methodology for information quality 
assessment. Information & Management, 40(2), 133-146. 
https://doi.org/10.1016/s0378-7206(02)00043-5 

[38] Boritz, J. E. & Won, G. N. (2004). CAP forum on E-
business: Assurance reporting for XML-based information 
services: XARL (extensible assurance reporting language). 
Canadian Accounting Perspectives, 3(2), 207-233. 
https://doi.org/ 10.1506/v8d9-qtun-hdu1-93rb 

[39] Rosa. M. M., Adrienne. S., & Jennifer. S. (2017). Testing the 
power of game lessons: the effects of art style and narrative 
complexity on reducing cognitive bias. International Journal 
of Communication, 11,1635-1660. 



Yong WANG et al.: Influence of Communication Channel and Information Form on Consumers' Purchase Behaviour 

Tehnički vjesnik 29, 4(2022), 1323-1333                                                                                                                                                                                                               1331 

[40] Nayga, R. M., Jr., Aiew, W., & Nichols, J. P. (2005). 
Information Effects on Consumers' Willingness to Purchase 
Irradiated Food Products. Review of Agricultural Economics, 
27(1), 37-48. https://doi.org/10.1111/j.1467-9353.2004.00206.x 

[41] Ghasemaghaei, M. & Hassanein, K. (2016). A macro model 
of online information quality perceptions: A review and 
synthesis of the literature. Computers in Human Behavior, 
55, 972-991. https://doi.org/10.1016/j.chb.2015.09.027 

[42] Katiyo, W., Coorey, R., Buys, E. M., & Kock, H. L. (2020). 
Consumers' perceptions of intrinsic and extrinsic attributes 
as indicators of safety and quality of chicken meat: 
Actionable information for public health authorities and the 
chicken industry. Journal of Food Science (John Wiley & 
Sons, Inc.), 85(6), 1845-1855. 
https://doi.org/10.1111/1750-3841.15125 

[43] Blanco, C. F., Sarasa, R. G., & Sanclemente, C. O. (2010). 
Effects of visual and textual information in online product 
presentations: looking for the best combination in website 
design. European Journal of Information Systems, 19(6), 
668-686. https://doi.org/10.1057/ejis.2010.42 

[44] Aldás-Manzano, J., Currás-Pérez, R., & Sanz-Blas, S. 
(2011). Online information quality as determinant of 
perceived risk reduction in e-commerce: An application to 
apparel virtual stores. International Journal of Internet 
Marketing and Advertising, 6(4), 352-372. 
https://doi.org/ 10.1504/IJIMA.2011.043656 

[45] Gregg, D. G. & Walczak, S. (2010). The relationship 
between website quality, trust and price premiums at online 
auctions. Electronic Commerce Research, 10(1), 1-25. 
https://doi.org/10.1007/s10660-010-9044-2 

[46] Ha, S. & Stoel, L. (2012). Online apparel retailing: roles of 
e-shopping quality and experiential e-shopping motives. 
Journal of Service Management, 23(2), 197-215. 
https://doi.org/10.1108/09564231211226114 

[47] Pearson, A., Tadisina. S., & Griffin, C.(2012). The role of e-
service quality and information quality in creating perceived 
value: antecedents to web site loyalty. Information Systems 
Management, 29(3), 201-215. 
https://doi.org/ 10.1080/10580530.2012.687311 

[48] Wu, X., Xiong, J., Yan, J., & Wang, Y. (2021). Perceived 
quality of traceability information and its effect on purchase 
intention towards organic food. Journal of Marketing 
Management, 1-20. 
https://doi.org/10.1080/0267257x.2021.1910328 

[49] Scarpi, D., Pizzi, G., & Visentin, M. (2014).Shopping for fun 
or shopping to buy: Is it different online and offline? Journal 
of Retailing & Consumer Services., 21(3), 258-267. 
https://doi.org/10.1016/j.jretconser.2014.02.007 

[50] Shen, H., Zhang, M., & Krishna, A. (2016). Computer 
interfaces and the "direct-touch" effect: Can iPads increase 
the choice of hedonic food? Journal of Marketing Research, 
53(5), 745-758. https://doi.org/10.1509/jmr.14.0563 

[51] Rose, S., Hair, N., & Clark, M. (2011). Online Customer 
Experience: A review of the business-to-consumer online 
purchase context. International Journal of Management 
Reviews., 13(1), 24-39. 
https://doi.org/10.1111/j.1468-2370.2010.00280.x 

[52] Chiou, J. S., Chou, S. Y., & Shen, G. C. C. (2017). Consumer 
choiceof multichannel shopping. Internet Research, 27(1), 2-
20. https://doi.org/10.1108/IntR-08-2013-0173 

[53] Collishaw, M. A., Dyer, L., & Boies, K. (2008). The 
authenticity of positive emotional displays: Client responses 
to leisure service employees. Journal of Leisure Research, 
40(1), 23-46. https://doi.org/10.1080/00222216.2008.11950131 

[54] Harris, P., Riley, F. D., Riley, D., & Hand, C. (2017). Online 
and store patronage: a typology of grocery shoppers. 
International Journal of Retail & Distribution Management, 
45(4), 419-445. https://doi.org/10.1108/IJRDM-06-2016-0103 

[55] Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). 
Consumer attitudes towards online shopping: the effects of 

trust, perceived benefits, and perceived web quality. Internet 
Research, 25(5), 707-733. 
https://doi.org/10.1108/IntR-05-2014-0146 

[56] Sarkar, A. (2011).Impact of utilitarian and hedonic shopping 
values on individual's perceived benefits and risks in online 
shopping. International Management Review, 7(1), 58-65. 

[57] Kaur, G. & Quareshi, T. K. (2015). Factors obstructing 
intentions to trust and purchase products online. Asia Pacific 
Journal of Marketing and Logistics, 27(5), 758-783. 
https://doi.org/10.1108/APJML-10-2014-0146 

[58] Delafrooz, N., Paim, L. H., Haron, S. A., Sidin, S. M., & 
Khatibi, A. (2009). Factors affecting students' attitude 
toward online shopping. African Journal of Business 
Management, 3(5), 200-209 

[59] Verhoef, P. C. & Langerak, F. (2001). Possible determinants 
of consumers' adoption of electronic grocery shopping in the 
Netherland. Journal of Retailing and Consumer Services, 
8(5), 275-285. https://doi.org/10.1016/s0969-6989(00)00033-3 

[60] Bednarz, J. & Orelly, P. (2020). The importance of social 
media on the FMCG market in Bangladesh. International 
Journal of Management & Economics, 56(3), 230-242. 
https://doi.org/10.2478/ijme-2020-0019 

[61] Overby, J. W. & Lee, E. J. (2006). The effects of utilitarian 
and hedonic online shopping value on consumer preference 
and intentions. Journal of Business Research, 59, 1160-
1166. https://doi.org/10.1016/j.jbusres.2006.03.008 

[62] Ertekin, N., Ketzenberg, M. E., & Heim, G. R. (2020). 
Assessing Impacts of Store and Salesperson Dimensions of 
Retail Service Quality on Consumer Returns. Production & 
Operations Management, 29(5), 1232-1255. 
https://doi.org/10.1111/poms.13077 

[63] Pantano, E., Dennis, C., & De Pietro, M. (2021). Shopping 
centers revisited: The interplay between consumers' 
spontaneous online communications and retail planning. 
Journal of Retailing & Consumer Services, 61, 102576. 
https://doi.org/10.1016/j.jretconser.2021.102576 

[64] Li, Y. (2018).Effect of marketing information on purchase 
intention for pro-environmental products in China. Social 
Behavior and Personality, 46(7), 1215-1232. 
https://doi.org/10.2224/sbp.7491 

[65] Spears, N. & Singh, S. N. (2004). Measuring attitude toward 
the brand and purchase intentions. Journal of Current Issues 
and Research in Advertising, 26(2), 53-66. 
https://doi.org/10.1080/10641734.2004.10505164 

[66] McKinney, V., Kanghyun Y., & Zahedi, F. "Mariam." 
(2002). The measurement of web-customer satisfaction: an 
expectation and disconfirmation approach. Information 
Systems Research, 13(3), 296-315. 

 https://doi.org/10.1287/isre.13.3.296.76 
[67] Zheng, Y., Zhao, K., & Stylianou, A. (2013).The impact of 

information quality and system quality on users' continuance 
intention in information-exchange virtual communities: An 
empirical investigation. Decision Support System, 56, 513-
524. https://doi.org/10.1016/j.dss.2012.11.008 

[68] Hayes, A. F. (2012). Process: a versatile computational tool 
for observed variable mediation, moderation, and 
conditional process modeling. Columbus, Ohio State 
University. 

[69] Zaichkowsky, J. L. (1985). Measuring the involvement 
construct. Journal of Consumer Research, 12(3), 341-352. 
https://doi.org/10.1086/208520 

[70] Kaltcheva, V. D., Winsor, R. D., & Parasuraman, A. (2010). 
The impact of customers' relational models on price-based 
defection. Journal of Marketing Theory and Practice, 18(1), 
5-22. https://doi.org/10.2753/mtp1069-6679180101 

[71] Lin, M. Y. & Chang, L. H. (2003). Determinants of habitual 
behaviour for national and leading brands in China. The 
Journal of Product and Brand Management, 12(2), 94-107. 
https://doi.org/10.1108/10610420310469788 

 



Yong WANG et al.: Influence of Communication Channel and Information Form on Consumers' Purchase Behaviour 

1332                                                                                                                                                                                                       Technical Gazette 29, 4(2022), 1323-1333 

Contact information: 
 
Yong WANG 
Beijing Technology and Business University, 
No. 33, Fu Cheng Rd., Haidian District, Beijing, China 
E-mail: wangyong@th.btbu.edu.cn 
 
Xue GU 
Beijing Technology and Business University, 
No. 33, Fu Cheng Rd., Haidian District, Beijing, China 
E-mail:g17853505027@163.com 
 
Zheng CUI 
Beijing Technology and Business University, 
No. 33, Fu Cheng Rd., Haidian District, Beijing, China 
E-mail: cuizheng@th.btbu.edu.cn 
 
Yang LI 
(Corresponding author) 
Beijing Technology and Business University, 
No. 33, Fu Cheng Rd., Haidian District, Beijing, China 
E-mail: girlhelen616@126.com 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Appendix 
 
Appendix A. Measurement of online/offline information obtaining approaches 
1.When shopping online, I always browse online text and images for product information.  
2.When shopping online, I always ask online customer service for product information.  
3.When shopping at stores, I always ask the salesperson for product information.  
4.When shopping at stores, I always check the product information through in-store advertising and the product package.  
5.When shopping at stores, I always check the product information through the online store or other online channels. 
 
Appendix B. Description of mobile phone 
Narrative information: Today, I am excited to recommend a new and must-have mobile phone that perfectly combines beauty 
and talent. At first glance, you will not ignore the dazzling all-steel curved screen design and streamlined contour cutting. It 
can be felt in the palm of your hand, and you can feel and appreciate its lightness. This phone has a delicate and meticulous 
workmanship, which perfectly explains the design concept of simplification. When you play, you will be amazed at the 
various advanced technologies that you have gathered. The fingerprint unlock button and face recognition unlock allow you 
to turn on your phone quickly without worrying about being stolen by someone else. Large storage and storage spaces allow 
you to store a variety of videos at will and also help you get the most out of your game at an impressive speed. In addition, 
this phone has a powerful camera function to capture the most fascinating moments between movements. What are you 
waiting for, a mobile phone with such a powerful function, the heart is not as good as an action! 

 

Listed Information: 
Product parameters: 
Memory:4GB+64GB 
Photo camera:800W+1300W 
Fingerprint double unlock: (face recognition + fingerprint 
unlock) 
Network full netcom All-in-One (4G) 
Power:3000mAh 
Screen – full screen:5.72" 2.5D radiance screen 
Screen resolution:1440*720 
Navigation support GPS 
Memory expansion up to 256G (non-standard) 
Color: meteoritered 
Other: WeChat double open night shot mobile phone beauty 
camera, etc. 

 
Appendix C. Measurement of willingness to buy 
1.I am very interested in this product. 
2. It is highly possible for me to buy this product. 
3. I will consider buying this product when I need it in the future. 
4. When I buy this type of products in the future, I will think of it first. 
5. When friends and family need to buy this kind of products, I will probably recommend it to them. 
 
Appendix D. Measurement of perceived information quality 
1.I think the above description of the product is very credible.  
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2.I think the above description of the product is very accurate. 
3.I think the above description of the product is very complete. 
4.I think the above description of the product is very detailed. 
5.I think the above description of the product can give me the information I need. 
6.I think I have a comprehensive understanding of the product through the previous introduction. 
 
Appendix E. Measurement of involvement 
1. This type of products is very attractive to me. 
2. Buying this type of products is very important to me. 
3. When buying this type of products, it usually takes me a long time to make a purchase decision. 
4. I think it is necessary to collect information or ask other people about this type of products. 
5. I think the process of buying this type of products is very interesting. 
 
Appendix F. Description of mineral water 
Narrative Information: Recently, I purchased high-end mineral water imported from France, which perfectly explains the 
romance and elegance of France, as well as the pursuit of detail of the French people. The smart and exquisite bottle design 
makes people have love at first sight; the refreshing and smooth taste makes the taster have an unforgettable experience. This 
natural and rare mineral water is not only rich in calcium, sodium, barium, magnesium, and other minerals and trace elements 
but also belongs to the world's rare small molecular water. As a weakly alkaline water promoted by health experts, it not only 
cares for our body but also moisturises and maintains the skin. This is a model with more than one use. What are you waiting 
for, pick it up! 

 

Listed Information: 
Brand: Lek Valley 
Name: Lek Valley Mineral Water 
Place of Origin: France 
Classification: Drinking water 
Shelf life: two years 
Water source: rock water in Pampa, province d'Ejige, 
France 
Ingredients: (Unit:mg/L) 
Calcium: 44Strontium: 0.7 
Magnesium: 33 Potassium: 3.8 
Sodium: 12 Sulfide: 35 
Chlorine: 14 Bicarbonate: 259 
Total dissolved solids: 260 
PH value: 7.7 
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