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Abstract: Problem statement: E-commerce is a reality; Companies must considiermedia as an
important trade channel without distances betwemdycts and consumers. A key issue of e-
commerce is how companies are disclosing informatiats customers. This study aims to measure if
there is relationship between the information oyl in the virtual environment and the response of
satisfaction and confusion of consumekpproach: Research had exploratory-experimental character
and it was used a quasi-experiment. Due to the gdetbgy adopted, two samples were obtained, the
first of control with 114 respondents and the secoh experiment with 178 cases reported. Data
analysis was made though descriptive statisticst@etendency and dispersion), multivariate (facto
analysis) and non-parametric (Mann-Whitney U téR8sults: A factorial matrix was built and it was
found that information overload relates to the oesges of satisfaction and confusion in the
environment of e-commerce. There was a statissicalificance level supporting these relationships.
Conclusion/Recommendation: The main implication of information load was theeling of not
having done the best buy, generating a possiblentapce. Related to the feeling of confusion
generated by the large amount of information, thgspgal and virtual environment has the same
properties. The performed analyses in this studycated that there is a relationship between the e-
commerce consumer satisfaction and the experiehéefarmation overload. Future studies might
investigate the relationship between informatioartnad and other responses.
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INFORMATION Information overload effects have been already
identified not only in consumer behavior but algo i

During the information search process, when tryingother areas, such as financial manageffemd in the
to buy a product on-line, the individual is subjést health sciencé&s.
experience the state of information overload, which  Prior to focus in the article main issue, it’sewsary
represents the consumer behavior under the infuehc to make a distinction between the information |@ad
a larger number of information that is beyond céiyac information overload. Information load refers to a
to process informatiéh. In other words, instead of variety of stimuli that individual should respdfid
assisting the deCiSion pI’OCGSS, the informatiombm Some studies proposed to investigate an ideal leve

confusing. _ _ of information that would optimize the buying
Information overload can be defined as a Cond't'o"Eroces@m. Six alternatives is a ideal number for the
of being exposed to an excessive amount Of,nqumer final buying decision without sufferinge th

information, at such level that enable the indialdto information overload effed® BettmaH®, however,
process theH.

The fundamental premise that underpins thefirues th"_ﬂ the ideal . number_ iS. five options,
overload condition is that consumers have a finited€monstrating that there is no uniformity of poiofs
capacity to absorb and process information, invergi  VieW on this process. It is important to note ttise
period of timé&’. findings may not represent the current reality,

The Information Overload (I0) issue has beenespecially when online consumers, who routinelyl dea
studied for decades By®. However, there’s still a with large amounts of information are considered.
lack of research about this issue related to tHmen The information overload phenomenon may occur
consumer behavior. in two ways: Brands or attributes overl&adThe first
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occurs when the consumer is facing a situation kwhic buying a product, the consumer’'s satisfaction and
has several brands of similar products (alterngjiemd confusion response.
will choose only one. In this scenario, the infotima
number on the attributes of brands is limited, the MATERIALSAND METHODS
excess of brands to be analyzed features an infamma
overload. The second situation considers a scenario This research is explanatory in nature, therefore
with a small number of brands available, but adbt consists of a quasi-experiméfit®. The explanatory
information about the attributes of the pro or research is characterized by deliberate manipulaifo
services. some aspect of reality to be investigated. Thi® tgp
One of the major challenges of marketing is thestudy is used to obtain evidence of cause and teffec
difficulty in managing the distortion between médnta relationships. The causality may be inferred when,
model and the real image of the product or servicebetween two or more variables, there is a concarnita
because consumers struggle distinguishing theariation and correct order of occurrence of the
difference between multiple stimuli that they reeei variables and when the other possible factors are
Jacobyet al.¥! studies have revealed correlations eliminated®.
between amount of information, satisfaction and In quasi-experiment, which characterizes thisystud
confusion response. It was also observed thatghiein rules of the experiment are maintained with sigaifit
a state of information overload, consumer has lesshanges: There is no random draw of the persons or
ability to choose the “best” brand. group of respondertd, there is no environment total
The conclusions reached by previous studies areontrol*® and the situation that the experiment will be
diverse and often contradictory. Some researcheapplied is not similar to all group.
indicate that by increasing the number of inforiomati There are two groups in the quasi-experiment
there is greater satisfaction among consumers,ewhilstudy: the Experimental Group (EG) and the Control
others say that this relationship is inverselyGroup (CGY®.This experiment technique was chosen
proportionaa‘{'lz]. to supply a lack of realism employed in the infotima
Aware for these differences, Malhdftgproposed  overload preliminary studi€s
that others aspects of information should be cemsitl The methodological procedures used by
in conducting researches, as the attribute varigtimt researchers in this area converge to the use of an
only alternatives) and the relevance measurement afiformation framework, where the alternatives (pe
information for the purchase decision. and attributes (columns) are presented. The aligasa
Researches have shown some distortions becauaee hypothetical and the participants responded to
consumers are influenced by the (in) satisfactidth w certain questions that measured their behBior
the store overall performance and not only with the  Diverging with the classic line of research, other
information overload®. methodologies have also been adopted, such as cards
The "better" purchase concept was adopted buwlternative¥! and commercial televisifA. The use of
Jacobyet al. through the measurement of which a commercial website (scenario) as environmental
product characteristics consumers considered moshboratory in this research brought greater reatsthe
relevant when buying a product. In the complemgntar study. A reproduction of a virtual store is accelgsi
study to its previous experiment, Jacoky al." implies low costs, reduced production time and in
confirmed the findings and emphasized that as mucktheory, there should be no discrepancies between th
information available on the pre-purchase stage mafictitious shops of the experiment and the realsone
result in poor decisions. Also, observed in this Another advantage of using the experiment in the
experiment, that individuals may feel more satéiad  information overload research area is the contfol o
more certain of the chosen product, even when éney odds variables such as store environment perforenanc
not doing the "best" purchase. (design, color, sound ...), which, accogdinto
Considering the above, the main objective of thisAndersonet al.*®!, may cause distortions to the final
article is represented into the following questinthe  outcome of the studies.
information overload experience related, in someg,wa Two proposals have been drawn up based on the
to the satisfaction and confusion responses inethe theory. There is a studies convergence that shovh®
commerce environment? effect of the information overload, consumers feeke
Therefore, the objective of this research is toconfusef*****¥and less satisfi€d*>*!
measure whether there is a relationship between the This way, we proposed that: The information
information overload in the virtual environment whe overload is related with the e-commerce consumer
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confusion response; the information overload iatesl  estimate, new values are given to the variablesviiia

with the e-commerce consumer satisfaction respdnse. be added to compose the latent factor.

both cases, it happens when purchasing a product on In accordance with the test result U of Mann-

line (mobile phones). Whitney, the studied theoretical relations indictitat
information overload impacts satisfaction and the

Data analysis: There are three major profiles in this confusion feeling during the purchase. When contare

ana'ysis_ Since it was used two groups (Contro| anéatisfaction obtained an adjusted Z of 7368, 0.000

experimentaD it is necessary to reveal thesigniﬁcance; while Confusion obtained a adjustede

characteristics of each respondent. Finally, theege ~ 5-117 and 0.000 significance.

characteristic of the sample is also presentedyuseit Therefore, both the study proposals were

is possible to identify what the distance betwelea t confirmed. There is a relationship between inforarat

average respondents profile and features founded i@verload experience and e-commerce consumer

each group. satisfaction and confusion response, when buying
It is important to stress that the data was trbateProducts on-line.

before analysis. The dubious answers or blank data

were computed as lost. Being stored, however, they RESULTS

were not used for calculations. The questionnairnitis

many incidence values and without answers were The theoretical model proposed shown by Fig. 1

cancelled. contains the dependent variables (cause) and the
The amount of 114 valid questionnaires wasindependent variables (effect). The statisticalt tes

obtained from income of approximately U$ 550,00chosen to perform the testing of hypotheses was the

(59.7%), with more than 6 years of Internet accessnytiple regressions. It was chose because theselys

(38.6%) and 2 h frequency daily connection (32.5%). gne independent variable (amount of informationd an
The experiment group, was composed byhree dependent variables (satisfaction, confusind

178 respondents, which the average profile is farme g | . \hoce decision). When there is a dependentbleria

by men (56.2%), aged between 18 and 25 year ) according to another independent (X), thereais

66.3%), individual income of approximately R$ : : : :
(1000 0()48 3%), with more than 6p;/)ears of Iztemetregressmn. If the relationship between them is
' ) ' . .~ expressed by an equation of the first degree, wtiere
access (38.2%) and 2 h frequency daily connection i . : o . .
(27%) graph is a straight line, this is name-mined linear
' regressioft®.

Table 1 shows the assumptions verbatim, the

statistical techniques used to test these andpbeific

objective that was achieved with each.

Once the samples were collected from differen
environments and times, the proximity of the averag
profile shows a strait relationship between the
samples.

For a better understanding of the scale behasior, .
reliability of Cronbach test was done. On the group'aPle1: Hypothesis
related to satisfaction, the control group obtaired Hypothesis Statistic test

0.634 Cronbach’s, while the confusion related graup % Consumers of e-commerce feel themselves Mann-
0.648 index. For the experiment aro as observed in an information overloaded state when Whitney
: ' X. xper group, w > v they are in front of 10 or more information
an alpha of 0.686 and 0.767 related respectivelyeo ate same time.
satisfaction and confusion measurements. H2  Consumers of e-commerce do not feel Linear
The factor analysis related to the experiment grou themlse"c’iez C?]”fus'on in information regression
. . overioaded shops.
O,bta,med a KMO of 0.717 with 91 dggrees of freedonhs Consumers of e-commerce feel themselves Linear
significant to 0.000. The Bartlett C_h|-Square tlesind more satisfied inside information regression
was 605.452. The variance explained is 43.496%. The  overloaded shops than normal shops
group obtained through this analysis confirmed thei4 Consumers of e-commerce do not Linear
previous studies. The items were loaded in accaslan purchase in information overloaded shops regrassio
ith th iginal le of J al 2 H5 There is a relationship between confusion Linear
Wi e onginal scale o acolny Co and satisfaction of the e-commerce consumers Seigre

The items taken from factorial analysis were added iy an information overloaded shop
by the method of regression. This technique esémat H6 There is a relationship between confusion Linear
that all values of average zero and from the vadan and purchase decision of the e-commerce regression
between the calculated responses of fact and the consumers in an information overloaded shop
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Fig. 2: Model results
Fig. 1: Proposed model

Table 3: Regression results

Table 2: Spearman'’s test results Independent  Dependent R2
Information  Purchase Hypothesis variable variable T beta Sig. adjusted
Variables quantity decision  Satisfaction Confusion H2 Information  Confusion -3.144 -0.215 0.002 0.034
Information 1 -0.037 -0.121 -0.157* quantity
quantity H3 Purchase Satisfaction -1.702 -0.121 0.090 0.096
Purchase - 1 -0.268** 0.330* decision
decision H4 Information Purchase 4,940 0.311 0.000 0.082
Satisfaction - - 1 -0.049 quantity decision
Confusion - - - 1 H5 Confusion  Satisfaction -2.068 -0.169 0.041 0.144
H6 Confusion Purchase -5.089 -0.416 0.000 0.144
Before regression, it is advisable achieve a decision
correlation with the variables involved in order to
understand the behavior of thB8e Table 2 shows the DISCUSSION

Spearman correlation for non-parametric samples

carried out. Items marked with an asterisk were  Noting the outcome of statistical tests, the amgwe
significant lower than 0.050, while the item is k&t the research question 'how overload of information
with two asterisks the significance value of lesant relates to the confusion, customer satisfaction and
0.001. According to the analysis there is a refesiop  purchase decision on online purchases?' can beeeetbw
between the amount of information and amount ofrhe |0 is the virtual environment as well as in the
purchase (as expected in hypothesis H1) and betwegpditional environment and the quantity of infotioa is
responses and the decision to purchase. The othgf,cial for the emergence of this phenomenon.
relationships were not significant. Through thelgsia From theorized relationships, only the satisfactio
of correlations was determined that the method @Sed 5 ot related to the information overload stateesn
regression is the stepwise, because of the vasatle  .,mmerce. The level of satisfaction with the puseha
significant to the model will be excluded (Speartaan however, is affected indirectly through the confusi

test showed that thls.mlght W.'” happen). and it is an inverse relationship. It was found tuhen
The overload of information was tested as follows:

the independent variable of the model is dichotosnau 'the occurrence of 10, the consumer of electroniailre
. ; feels less confused, contradicting studies in ticukl

for the experimental group (high amount of .
: : environments.
information) and 2 for the control group (low amooh Thus. it is understood that the increase in the
information). Of the three dependent variables, o S -
satisfaction and confusion were measured by thke scadmount of |nf.ormat|0n. IS benef|C|aI.to Internet ksse
adapted from Jacobat al.”l. The decision to purchase therefore, using a linear reasoning, the overload
was measured by the variable generated by th@formatlon reduces the . confu3|on that often
question: If you needed a cell phone, you buy sofne conseguences, increases satisfaction. »
the options for this site? Multiple regression gais The negative point is regarding the decision to
was then performed and the results of this carhbess ~ Purchase. In the environment it have information
in Table 3. Only the hypothesis H3 showed nooverloaded consumers are less likely to be dedigietie
statistical significance, the others were confirmed acquisition of products, an inverse relationshifs \akso

The theoretical model tested is shown by Fig. 20bserved between purchase decision and confusion.
The dotted line represents the relationship not  Thus, the results of this study indicate thatles
statistically significant (H3), the straight poséi to be positively related to the purchase, negativeth
significant relationships (H1, H4) and dashed niggat the confusion and indirectly positively with satisfion
significant relationships (H2, H5, H6). in the retail electronics environment.
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CONCLUSION

The first observation which should be made is that
the phenomenon of information overload exists aam ¢
be identified in virtual environments, as notedtlie
physical environment by previous studies.

The state of confusion over the purchase decision
from an experience information overload has been
identified by various authors in the traditional
environmerit:2121319.21]

Confusion and information quantity

Consumer confusion
level
stale %

10 stale
10stale

Normal state

Information quantity

Using this same line of thinking, which consumerFig. 3: Confusion and information quantity relasbip

will feel confused due to the inability to proceskthe
information presefi!, the idea that there is a link
between the information overload experience ang thi
kind of response was proposed in this study.

especially in Brazil, represent an obstacle to
the development of their studies

It is known that consumer phenomena are complex

The main implication of this response to the€vents. So it is recommended to future researahes t

investigated phenomenon is the feeling of not hgvin investigate the relationship between

information

done the best buy, generating a possible repentanceverioad state and other responses.

corroborating, thus, with Jacobgt al.? studies.
Related to the feeling of confusion generated by th
large amount of information, the physical and \attu
environment has the same properties.

According to the literature reviewed, satisfaction
levels vary with the addition of information in the
traditional purchase environmé&rf**°

2.
The performed analyses in this study indicate that

there is a relationship between the e-commerceucoss
satisfaction and the experience of information maat,

confirming the second proposition of research. 3.

These findings contribute to the study of virtual
marketing in order to provide a basis for studieths
type of consumer. Also, the web designers earnidiabs
to consciously manage the amount of informatiothan
construction of e-commerce virtual pages.

It is possible to conclude that the main respdose 4.

information overload is the confusion, throughyitu
can explain the behavior of satisfaction and denid
purchase in virtual environment. Figure 3 shows
graphically the relationship.

There is no theoretical basis to relate directly5.

satisfaction with the purchase and Ol due to theéewi
divergence of previous studi®s’ and the lack of
statistical significance in relation directly bewvethese
variables observed in this research. However, when
measured for the confusion, it is reasonable tsiden
that there is an increase in
satisfaction in connection with the overload of
information in virtual environments.

The non-random character of this study does not
allow generalizations of results and the lack fréiture

in the area of information overload on the Interaetl 7.

especially in Brazil, represent an obstacle to the
development of their studies.
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