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Abstract — With e-Commerce activities burgeoning over the 

last decades, consumers have seemingly been switching their 

purchases from the physical marketplace to the Internet 

marketspace. However, it remains skeptical as to why the 

consumers are able to make purchase decisions in lack of 

personally experiencing the products. This study, on the basis of 

the Engel-Kollat-Blackwell Consumer Purchase Behavior Model 

(the EKB Model), attempted to explore the effects of the 

information search behavior in the context of the digital age on 

consumer decision making when buying apparel via the Internet. 

The sample consists of 344 with experience of buying apparel 

products via the Internet, and they were recruited from one of 

the most popular local online forums, in answer to the 

questionnaire by recall method. The study found that the 

information search behavior is related to the decision making, 

particularly in terms of fame information, visual information, 

comparison information, e-word-of-mouth information, and 

promotional information. Moreover, the results proved that 

personality traits, to some extent, affected the information search 

and decision making, except for the effects of the performance 

risk and the personal risk on the decision making. 

Keywords— information search behavior, consumer decision 

making, the EKB consumer purchase behavior model, online 

apparel shopping 

I.  INTRODUCTION  

With e-Commerce activities constantly burgeoning since 
the 1990s, the number of online-based commercial transactions 
is on an ascent curve [1]. Consumers are inclined to use the 
Internet as an alternative for shopping due to its convenience, 
time-saving, functions of comparing prices, and various 
product features [2]. Thus, the lucrative online shopping sector 
triggers the retailers to jump upon the Internet bandwagon for 
maximizing their market share and profits. Despite the 
overwhelming tendency inferred from the market reports, a 
portion of the consumers still remain skeptical towards the 
purchase of apparel and related products via the Internet [3]. 
Although the booming business of online apparel shopping is 
significant, little empirical evidence has supported this 

phenomenon in practice. Why are consumers able to make a 
purchase decision without personally coming into contact with 
the apparel? Besides, in the retrospection of research on the 
nascence of the digital age, much of it analyzed the factors 
affecting the online consumer behavior. The results manifested 
that the perceived risk, online shopping environment, brand 
awareness, and subjective knowledge greatly influenced the 
making of a purchase decision. 

The purpose of this study is to examine consumer behavior 
in the context of the digital age by adapting the Engel-Kollat-
Blackwell Consumer Purchase Behavior Model [4], which 
stemmed from the period when there were merely brick-and-
mortar stores, and now, the EKB Model has stated that 
consumers undergo a succession of stages prior to making a 
purchase decision. As opposed to the physical store consumer 
behavior, the online consumer behavior combines both the 
information search and the alternative comparisons to provide 
the relatively customized information. With this in mind, the 
study investigates the consumer information search behavior 
when purchasing apparel products via the Internet. Furthermore, 
the study lays immense stress upon exploring the effects of the 
online consumer information search behavior on purchase 
decision making. With the intent to profoundly understand the 
entire landscape, the influences of consumer demographics, 
and the personality traits on information searches and purchase 
decision making are also discussed. The findings will 
contribute empirically to our understanding of the information 
search behavior in the era of the Internet, and further provide 
retailers with the implications to meet their consumers’ needs. 

II. LITERATURE REVIEW 

A. Consumer Information Search Behavior and Consumer 

Internet Purchase Decision Making 

In order to examine how the information search behavior, 
in the context of the digital age, affects the consumer decision 
making in purchasing fashion apparel via the Internet, this 
study articulates the primary theoretical basis in the field of 



consumer behavior, the Engel-Kollat-Blackwell Consumer 
Purchase Behavior Model (EKB Model), which stated that the 
EKB consumer behavior model should be deemed as a 
consecutive process that the consumers engage with during 
their decision making. As to the information stage in the digital 
age, attributable to the ease of viewing the substantial sums of 
information and the interactive nature of the Internet 
environment, online information search behavior has become a 
pivotal element in online consumer decision making [5]. Once 
being equipped with sufficient information about a product’s 
price, size, color, function, etc. via the Internet, consumers tend 
to be able to make a purchase decision without physically 
touching the product. Furthermore, an information search of 
consumer behavior in the digital age is different from what it 
was in a physical retail environment, as they suggested two 
traditional decision making stages of information search and 
alternative evaluation should be integrated into the 
search/navigation. This is because the website electronic agents 
that are provided by the commercial websites customize their 
product information and present it as a complete item 
according to the consumers’ needs. Given the above-motioned 
findings about the information search in the digital age, of 
which has considerably altered and the new manifestations of 
information on the Internet render a distinct impact on the 
consumer decision making nowadays. The main hypothesis of 
the study is thus proposed below: 

H1: There is no significant difference between the 
consumer information search behavior and the consumer 
Internet purchase decision making on apparel. 

Prior research conducted on information search mostly 
operated on the extent of the information search in terms of the 
number of pieces of information acquired [6], with little 
attention paid to the specific types of information accessed. 
According to [7], there are four approaches for evaluating the 
consumer external information search behavior, including: (a) 
the number of stores, (b) the number of alternatives, (c) the 
number of the uses of personal knowledge, and (d) time of 
making decision. Even so, the kind of measurements for the 
information search apparently limit the extent that we can 
understand the consumers in the digital age, and its 
generalizations would be imprecise to the study results. With 
the recognition of these limitations, an exploratory analysis 
conducted by [8], who came up with a dimension to investigate 
the consumer external information search, containing (a) the 
extent of search, (b) types of search, and (c) the sequence of 
search. Consequently, integrating the aforementioned literature, 
the study is apt to examine the information search behavior 
from the perspectives of (a) the types of search, (b) the extent 
of search, (c) the information reference, (d) the sequence of 
search, and (e) the quality and quantity of search. Hereinafter, 
the five dimensions for evaluating the consumer information 
search behavior in the digital age are depicted with the 
following hypotheses. 

H1-1: There is no significant difference between the types of 
search and the consumer Internet purchase decision 
making on apparel. 

H1-2: There  is  no  significant  difference  between  the  extent  
of  search  and  the consumer Internet purchase decision 
making on apparel. 

H1-3: There is no significant difference between the 
information reference and the consumer Internet 
purchase decision making on apparel. 

H1-4: There is no significant difference between the sequence 
of search and the consumer Internet purchase decision 
making on apparel. 

H1-5: There  is  no  significant  difference  between  the  
quality  as  well  as  the quantity  of search and the 
consumer Internet purchase decision making on apparel. 

B. Subjective Knowledge 

Sufficient previous purchase experience would derive 
expertise ability or subjective knowledge, boosting the 
consumer internal information search and the subsequent 
decision making. Expertise ability, according to [9], is the 
ability to perform product-related tasks successfully [10], 
assuming that the subjective knowledge is the consumers’ 
perceptions of how much they know about the value of the 
alternatives in terms of their attributes. For instance, 
subjectively, knowledgeable consumers may know an abundant 
amount with regard to the brands of their considerations, so 
that there is no need to conduct the external information search 
anymore. Based on the research, people’s conceptive 
knowledge, namely, subjective or perceived knowledge, is not 
objective; as this kind of knowledge can drive the consumer 
information search during their purchase decision-making 
process. The situation is consistent with the expertise ability 
that leads to a greater, and a more relatively effective 
information search, because of the expert’s greater needs for 
information and the reduction of those needs for a further 
information search. Given that, once the consumers are 
equipped with subjective knowledge, they are appreciably 
more able to make their purchase decisions without the help of 
the external information. The study, thus, is disposed to 
investigate as to whether the subjective knowledge, also known 
as the expertise ability, is conducive to the information search 
and decision making. According to the literature review of the 
subjective knowledge, the hypotheses are as shown below: 

H2-1: There is no significant difference between the consumer 
subjective knowledge and the consumer Internet 
information search behavior.  

H3-1: There is no significant difference between the consumer 
subjective knowledge and the consumer Internet 
purchase decision making on apparel. 

C. Perceived Risk 

In the physical store environment, the research signified 
that generally, the greater the degree of perceived risk, the 
greater the consumer inclination to seek information about the 
products. Murray [11] claimed that consumer information 
acquisition is in light of the perceived risk in terms of service 
products. He addressed that the information search behavior is 
instigated by the perceived risk and the consumers’ ability of 
acquiring the relevant information. Sundaram and Taylor [12] 
conducted a model of information search behavior in the 
electronic environment and concluded that as the perceived risk 
increases, both the consumers’ search efforts and the benefits 
of the search increase. Hence, the hypotheses in the present 
study as to perceived risk are as follows: 



H2-2: There is no significant difference between the consumer 
perceived risk and the consumer Internet information 
search behavior.  

H3-2: There is no significant difference between the consumer 
perceived risk and the consumer Internet purchase 
decision making on apparel. 

D. Demographics 

The consumers’ diverse traits of demographics impact on 
their purchase behavior. Kolter and Armstrong [13] assumed 
that the consumers in possession of these diverse traits in the 
aspects of age, income, education level, and preferences, affect 
the marketing presentation of the goods and services. By 
analyzing the consumer behavior, studies have revealed gender 
differences in shopping behavior and information processing. 
Cleveland and Babin [14] conducted an exploratory study 
examining gender differences in information search patterns 
for Christmas gift purchases, which verified that females 
tended to acquire macro and micro information to a greater 
extent, and that males are more apt to seek the assistance of 
store personnel than females. Moreover, with regard to the 
impacts of age difference in information search, the outcomes 
of the previous research remain slightly disputable. 
Considering the effects of the differences of the demographics 
on the information search behavior/purchase decision making, 
the present study assumes that: 

H4: There is no significant difference between the consumer 
demographics and the consumer Internet information 
search behavior.  

H5: There is no significant difference between the consumer 
demographics and the consumer Internet purchase 
decision making on apparel. 

III. METHODOLOGY 

A. Research Framework 

Based on the EKB Consumer Purchase Behavior Model, 
online consumer information search (the adapted independent 
variables), and online consumer purchase decision making in 
apparel (the adapted dependent variable), are thus proposed to 
enact the primary framework of the study. The overall 
framework (see Figure 1) of the study is manifested below. On 
the other hand, subject knowledge, perceived risk, and diverse 
consumer demographics constitute the extraneous variables of 
the study. On the basis of the research framework, the study 
attempts to ascertain as to whether or not multifarious 
information disseminations in the context of the digital age 
affect the consumer decision making on buying fashion apparel 
in the absence of a personal fitting 

In order to investigate the effects of the consumer 
information search behavior on decision making when 
purchasing apparel products on the Internet, a quantitative 
study was conducted to collect the participants’ data with the 
help of an Internet questionnaire system, my3q.com 
(www.my3q.com). The survey, on a convenience sampling 
basis, recruited participants with experience of purchasing 
apparel and related products via the Internet retailers. A recall 
method was utilized in the survey to ask participants for 
recalling their latest shopping experiences of purchasing 

apparel products online. Approximately 39 pretest participants 
who have had online apparel purchase experience were 
recruited from the local virtual forums to answer the 
questionnaire in the phase of the pretest—half of them were 
college students, and the other half were general Internet users. 
The outcome of the pretest signified that the three main 
dimensions of the revised questionnaire all reached a reliable 
level at 0.7000 in Cronbach’s α, and there was no need to 
delete anymore question. 

 

Fig. 1. Research Framework 

Participants (n = 344) who were required to have gained 
experience of buying apparel products via the Internet were 
recruited by convenience sampling from one the most popular 
local online forums, PTT  Bulletin Board System 
(telnet://ptt.cc). The Internet questionnaire of the study was 
distributed over two Internet forums under the categories of 
fashion apparel and online shopping on the PTT Bulletin Board 
System during the research period with the aid of an online 
questionnaire system, my3q.com. Meanwhile, to trigger the 
participants’ willingness to answer the questionnaire, the study 
provided them with chances to win gift certificates and 
informed the prizewinners by their registered e-mail addresses. 
Moreover, thanks to the help of the Internet questionnaire, 
repeated IP addresses could be excluded from the valid 
questionnaires. Finally, Responses to the survey questionnaires 
were analyzed and tabulated by the statistical software SPSS 
12.0 for Windows. 

TABLE I.   RELIABILITY ANALYSIS OF PRETEST 

Dimension of Variable Cronbach’s  α Item Deleted 

Personality Traits 0.7577 No 

Information Search 0.8075 No 

Decision Making 0.8603 No 

Mean of Cronbach’s α 0.8085  

IV. DATA ANALYSIS AND RESULTS 

A. Descriptive Analysis 

According to the frequency distributions of the sample 
demographics, the valid sample consisted of 344 participants; 
merely 4.1% of them were men (n = 14), while the majority 
were women (n = 330). This pinpointed that females are 

 

http://www.my3q.com/
telnet://ptt.cc/


comparatively more interested in online apparel shopping than 
males. As to the age variable, approximately 80% of the 
participants were aged 21~30 (n = 278). In terms of occupation, 
the most frequent occupation category was student (57%, n = 
196); as for educational attainment, most of the sample were 
college degrees (78.8%, n = 271). Income frequencies and 
percentages were nearly half of the sample (50%, n = 57) 
reported having an income of under NT$10,000. As to the 
Internet experience and usage, 62% (n = 214) of the 
participants reported having used the Internet for more than 
seven years. Moreover, 41.9% of the sample (n = 144) 
indicated surfing the Internet over 20 hours per week. This 
showed that the consumers with experience of online shopping 
used the Internet comparatively frequently and for a relatively 
long period of time. By the same token, the majority of the 
sample (65.4%, n = 225) had experience of online apparel 
shopping over three years. The variable, frequency of online 
shopping, indicated that 37% of the sample (n = 129) 
purchased via the Internet once every two weeks or less, and 
32.8% (n = 113) did online shopping once a month. Based on 
the frequency distributions of the Internet experience and usage, 
seemingly, consumers with experience of online apparel 
shopping have a relatively high involvement and a 
comparatively long period of time on the Internet experience 
and usage. 

B. Factor Analysis 

Factor loadings and the alpha reliabilities of information 
search and personality traits are as presented in Table 2. Items 
with a factor loading of 0.45 or more were included in the 
analysis, and reliabilities were examined ranging from 0.485 to 
0.882 after deleting the non-suitable items, manifesting 
acceptable to high reliabilities of the instruments. Then, 
according to the items’ meaning, consumer online information 
search behavior extracted from the data can thus be divided 
into nine factors and named as: (a) fame information, (b) basic 
information, (c) comparison information, (d) e-word-of-mouth, 
(e) non-marketing/non-personal information, (f) retailer 
information, (g) quality information, (h) promotion information, 
and (i) brick-and-mortar information. The personality traits 
extracted from the data can thus be divided into five factors: (a) 
familiarity, (b) confidence, (c) performance risk, (d) personal 
risk, and (e) social risk. 

In view of this, in the dimension of information search, the 
previously assumed five subscales of information search turned 
out to be nine factors; therefore, the newly proposed nine 
hypotheses are, Hypothesis 1-1 to Hypothesis 1-9, are as 
shown in Table 3. Then, as to the dimension of the personality 
traits, the previously proposed two scales, subjective 
knowledge and perceived risk, were replaced by the extracted 
five factors. Hypothesis 2-1 to Hypothesis 2-5, and Hypothesis 
3-1 to Hypothesis 3-5, are thus proposed. 

 

 

 

TABLE II.  FACTOR ANALYSIS 

Variables Factors 
Alpha 

reliability 

KMO 

Value 

Bartlett's 

Test of 

Sphericity 

Information 

Search 

Fame information .799 

.818 

Approx. 

Chi-Square 

2032.492 
df  420 

Sig. 000*** 

Basic information .808 

Comparison 

information 
.747 

E-word-of-mouth .787 

Non-marketing/non-

personal 
.726 

Retailer information .668 

Quality information .542 

Promotion 
information 

.621 

Brick-and-mortar 

information 
.485 

Personality 

Traits 

Familiarity .882 

.728 

Approx. 

Chi-Square 

3917.744 
df496 

Sig. 000*** 

Confidence .608 

Performance risk .816 
Personal risk .577 

Social risk .823 
a. Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 

Normalization. Rotation converged in 9 iterations. Factor loadings > 0.45 were underlined.. 

TABLE III.  REVISED HYPOTHESES 

I.S./D.M. 

H1-1 
There is no significant difference between fame information and 

consumer Internet purchase decision making on apparel. 

H1-2 
There is no significant difference between basic information and 

consumer Internet purchase decision making on apparel. 

H1-3 
There is no significant difference between comparison information 
and consumer Internet purchase decision making on apparel. 

H1-4 
There is no significant difference between e-word-of-mouth and 

consumer Internetpurchase decision making on apparel. 

H1-5 

There is no significant difference between non-marketing/non-

personal informationand consumer Internet purchase decision 

making on apparel. 

H1-6 
There is no significant difference between retailer information and 

consumer Internet purchase decision making on apparel. 

H1-7 
There is no significant difference between quality information and 
consumer Internet purchase decision making on apparel. 

H1-8 
There is no significant difference between promotion information 

and consumer Internet purchase decision making on apparel. 

H1-9 

There is no significant difference between brick-and-mortar 

information and consumer Internet purchase decision making on 

apparel. 

P.S./I.S. 

H2-1 
There is no significant difference between familiarity and consumer 

Internet information search behavior. 

H2-2 
There is no significant difference between confidence and 
consumer Internet information search behavior. 

H2-3 
There is no significant difference between performance risk and 
consumer Internet information search behavior. 

H2-4 

 

There is no significant difference between personal risk and 

consumer Internet information search behavior. 

H2-5 
There is no significant difference between social risk and consumer 

Internet information search behavior. 

P.T./D.M. 

H3-1 
There is no significant difference between consumer familiarity and 
consumerInternet purchase decision making on apparel. 

H3-2 
There is no significant difference between consumer confidence 

and consumerInternet purchase decision making on apparel. 

H3-3 
There is no significant difference between consumer performance 

risk andconsumer Internet purchase decision making on apparel. 

H3-4 
There is no significant difference between consumer personal risk 

and consumer Internet purchase decision making on apparel. 

H3-5 
There is no significant difference between consumer social risk and 

consumer Internet purchase decision making on apparel. 
a.  I.S. is the abbreviation of information search, D.M. is the abbreviation of decision making, and 

P.T. is the abbreviation of personality traits. 



C. Correlation and Regression Analysis 

 Correlation analysis was examined in this section to test the 
Hypothesis for analyzing the relationship between the variables. 
For Hypothesis 1 (Information Search vs. Decision Making), 
the results showed the significant test for r presented that the 
decision making was significantly related to the information 
search, except for the factors of the retailer information and the 
brick-and-mortar information (see Table 4). Specifically, the 
results suggested that if the consumers felt comparatively 
satisfied with their apparel purchase decision making, they 
assumed the information they received was comparatively 
imperative, in particular, fame information (r =0.362), 
comparison information (r = 0.313), e-word-of-mouth (r = 
0.305), quality information (r = 0.432), and promotion 
information (r = 0.330). However, the information from the 
retailers (r= 0.102, p-value = 0.059 > 0.05), and the brick-and-
mortar stores (r = 0.103, p-value = 0.055 >0.05), found that 
there were no statistical significances at the 0.05 level. Thus, 
Hypothesis 1-1 to Hypothesis 1-9, were partially accepted by 
the data analysis. In Hypothesis 2 (Personality Traits vs. 
Information search), which was used as the controlled variable 
in the study, the results showed the significant test for r 
presented that the personality traits were significantly related to 
the information search. Specifically, the results suggested that 
if the consumers felt comparatively satisfied with the results of 

the information search, they tended to be more familiar with, 
and confident of, online shopping (see Table IV). Moreover, if 
the consumers felt comparatively satisfied with the results of 
the information search, they may become slightly worried 
about the performance risk (r = 0.333), personal risk (r = 0.226), 
and social risk (r = 0.657). Thus, Hypothesis 2-1 to Hypothesis 
2-5, were fully rejected by the data analysis. 

 Furthermore, according to Table V, which illustrated the 
results of Hypotheses 3 (Personality Traits vs. Decision 
Making), which was used as the controlled variable in the 
Hypotheses. The outcomes indicated there were mixed results 
in the relationship between the personality traits and the 
decision making. Namely, the results suggested that if the 
consumers felt comparatively satisfied with the results of the 
decision making, they tended to become more familiar with, 
and confident of, online shopping. Moreover, if the consumers 
felt comparatively satisfied with the results of the decision 
making, they may become slightly worried about the social risk 
(r = 0.264). However, the performance risk (r = 0.102, p-value 
= 0.337 > 0.05), and the personal risk (r = 0.103, p-value = 
0.755 > 0.05), were found to have no statistical significances at 
the 0.05 level. Thus, Hypothesis 3-1 to Hypothesis 3-5, were 
partially accepted. 

 

TABLE IV.  PEARSON’S CORRELATION COEFFICIENT FOR H1 

 Fame  Basic C. EWM N.M/N.P. R. Q. P. B.M. D.M. 

Fame 1          

Basic .294** 1         

C. .154** .488** 1        

EWM .366** .401** .396** 1       

N.M/N.P. .257** .223** .356** .348** 1      

R. .193** .033 .091 .121* .200** 1     

Q. .253** .115* .175** .222** .113* .081 1    

P. .447** .217** .338** .367** .339** .286** .255** 1   

B.M. .288** .238** .330** .282** .348** .280* .082 .236** 1  

DM. .362** .279** .313** .305** .221** 1.02 .432** .330* .103 1 
a. Note. C. is the abbreviation of comparison, EWM is the abbreviation of e-word-of-mouth, N.M./N.P.is the abbreviation of non-marketing/non-personal, R. is the abbreviation of retailer, Q. is the abbreviation 

of quality, P. is the abbreviation of promotion, B.M. is the abbreviation of brick-and-mortar, and D.M. is the abbreviation of decision making. 
b. ** Correlation is significant at the 0.01 level (2-tailed). 

c. * Correlation is significant at the 0.05 level (2-tailed). 

TABLE V.  PEARSON’S CORRELATION COEFFICIENT FOR H2 AND H3 

 F. C. P.R.1 P.R.2 S.R. I.S. D.M. 

F. 1       

C. .368** 1      

P.R.1 .078 .077 1     

P.R.2 -.082 -.016 .455** 1    

S.R. .057 .085 .219** .245** 1   

I.S. .256** .304** .333** .226** .657** 1  

D.M. .428** .381* .052 .017 .264** - 1 
a. Note. F. is the abbreviation of familiarity, C. is the abbreviation of confidence, P.R.1. is the abbreviation of performance risk, P.R.2. is the abbreviation of personality risk, S.R. is the abbreviation of social risk, 

I.S. is the abbreviation of information search and D.M.is the abbreviation of decision making. 
b. ** Correlation is significant at the 0.01 level (2-tailed). 

 

D. T-test and ANOVA 

 The independent-simples t test evaluates as to whether 
the mean value of the test variance for one group differs 
significantly from the mean value of the test variable for the 
second group. The result explained that Hypothesis 4a 

(gender vs. information search) (p-value = 0.189 > 0.05), 
which was accepted by way of the data analysis; namely, 
there were no statistically main or interaction effects between 
the gender and information search. For Hypothesis 5a 
(gender vs. decision making) (p-value = 0.047 < 0.05), which 
implied the test was statistically significant. 



Moreover, a one-way ANOVA was conducted to evaluate 
the relationship between the consumer demographics and the 
information search/decision making. The independent 
variables, consumer demographics, include age, occupation, 
educational attainment, and income. According to the data 
analysis for H4b, and to examine the relationship between 
the consumer demographics and information that was 
partially accepted, due to the results: “age” (F = 1.334, p-
value = 0.263), “occupation” (F = 1.038, p-value = 0.407), 
“educational attainment” (F = 0.287, p-value = 0.751), 
“income” (F = 1.913, p-value = 0.092 < 0.1), which revealed 
a significant main effect for the variable, and income. The 
data analysis showed no significant effects between the 
consumer demographics (age, occupation, educational 
attainment, and income) and the decision making, in 
accordance with the outcomes: “age” (F = 1.334, p-value = 
0.263), “occupation” (F = 1.200, p-value = 0.298), 
“educational attainment” (F = 2.016, p-value = 0.135), 
“income” (F = 0.331, p-value = 0.894). Consequently, H5b 
analyzed by the one-way ANOVA to examine the 
relationship between the consumer demographics and the 
decision making was accepted. 

V. CONCLUSION 

 With the advent of the digital age, consumers nowadays 
are gradually becoming more disposed towards making 
online purchases for fashion apparel and related products. 
The study revealed that consumers tended to be in need of 
the new manifestations of online information, such as the 
comparison information and the e-word-of-mouth 
information. Consumers comparatively rely on experience or 
evaluations shared by other consumers’ real purchases, 
instead of the official information provided by the retailers or 
obtained from the brick-and-mortar stores. However, they 
still engage in information searches by means of directly 
consulting online salespersons for immediate responses. 
Then, in relation to the basic information, consumers are 
desirous of more visual information, such as pictures with 
the clothes fitted to the display models, and they manage to 
attend online virtual forums, and/or the BBS (Bulletin Board 
System), and may explore blog entries with a view to 
satisfying the demands of information. In addition, the study 
examined the EKB Model by asking: Does the consumer 
information search behavior affect their purchase decision 
making when the consumers are engaging in online apparel 
shopping? The finding suggested that when the consumers 
are satisfied with sufficient information, they could possibly 
end up making a satisfying purchase decision—even though 
they are not able to personally try on the apparel. Finally, the 
study explores the effects of the consumer personality traits 
on the information search behavior and the purchase decision 
making when the consumers engage in online apparel 
shopping. The results of the study revealed that, in general, 
the consumer personality traits are related to the information 
search behavior and the decision making, consistent with the 
research addressing that the information search behavior is 
instigated by the perceived risk and the consumer’s ability to 
acquire the relevant information. 
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