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Abstract

The recent development of the Internet and its becoming an interactive tool enables
surfers to be more active and express their views about various aspects. The various
sites in the web enable whoever logs in to respond, write and be active. An example
for that are the news sites, where those interested are able to express their opinions
about published article as part of this revolution, it is also possible to transfer
information among surfers, which was not possible at the beginning of the Internet
(Web 1). Another example is transferring information among consumers via the
Internet about various products and services. In the past the consumers transferred
information by word of mouth, which helped in reaching a decision about purchasing
some product or service. Nowadays the consumers can reach greater information with
no geographical limit and even receive information from people with whom they have
no connection, beside the fact that they are interested in the same product. Consumers
can check information and recommendations in the Internet and then purchase the
products online or in the stores. It is possible to find a lot of information in the web
about various products and services, such as books, music, movies, food and
restaurants, computers, medicine, hotels etc.

Research differentiates two kinds of purchases: Purchase for pleasure, i.e. enjoyment
(enjoying the product and the process of purchasing), and purchase for utilitarian
purpose (need for the product in order to perform a mission and the purchasing
process as the mission to be performed). There are products with a more hedonistic
value, such as purchasing movies and some more utilitarian, like purchasing food.
One product can contain both possibilities, utilitarian and hedonistic. A book, for
example, can be with a utilitarian purpose, such as various manuals, and can be for
hedonistic purpose, such as stories.

This paper is composed of a quantitative and qualitative research and examines
consumers' behavior and their relying on information about tourism. The level of
relying on Internet information before purchasing some product or service may differ
from one person to another and per the type of product or service. The quantitative

research in this paper examines the level of hedonism and decision making process of

Library of Information Science YT YTINYS 190N
Bar-llan University, Ramat-Gan, Israel 52900 HxwW ) NN IPIR-I2 NVIDININ
Website: http://is.biu.ac.il/library Email: Ruthi. Tshop@biu.ac.il Tel. 972-3-5318163 .5v



information seekers. The type of information was also examined, information given
by experts in the field (positive and negative) as compared to information given by
surfers (positive and negative) about the product and presented as having an
hedonistic purpose as compared to a product with a utilitarian purpose.

The qualitative research is used as a tool for deeper understanding of the quantitative
research. This part of the paper examines why consumers do what they are doing.
That is, why do they choose to use certain information and what is their need to
determine the validity of information they receive. In addition, there is an attempt to
understand the importance of the goal of purchase and the decision-making process
before purchase.

The quantitative research assumption is that there is a connection between the
consumer's hedonistic level and decision-making process and the information he will
rely on when deciding to make a purchase. There will also be a difference between the
decision-making process when the purpose is utilitarian and when it is hedonistic.

The qualitative research assumption was that the consumers will choose to rely on a
certain source of information according to its reliability and previous acquaintance
with the source of information.

As part of the quantitative research, four websites were formed. Each site contained
questionnaires examining the subjects’ hedonistic level and his decision-making
process.

They also supplied the possibility to purchase hotel services. Each of the four
websites included a hotel, when the purpose of purchasing was different from one site
to another. Two sites were with utilitarian goal and the difference was the order of
responses. In the first questionnaire, the surfers' responses were positive and in the
second questionnaire the tourism critics' responses were positive. In the two other
sites the purpose was hedonistic and the difference also was in the order of responses.
The subjects answered the questionnaires and decided if to purchase service from the
hotel based on the information presented (positive and negative information by
experts, tourism critics as opposed to surfers' positive and negative information).
Links to sites were divided between 260 subjects, adult women and males over the
age of 21. Link to the sites was distributed in forums dealing with tourism, Facebook

tourism groups and students.
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The qualitative research was based on interviews with 20 subjects, adult Israeli
women and males over the age of 21, who surf the Internet several hours per day and
order hotel rooms.

As part of the qualitative research there is a presentation simulating Internet surfing.
While surfing, the interviewees were required to make decisions about reserving |
room. While surfing the interviewees were asked questions that are half-constructed
in-depth interview. The presentation included three categories of hotels. When the
subject chose one category of hotels where he is used to reserve a room, he was
presented with three sources of information. The subject chose the sources of
information he would like to read. After reading each information source, he was
asked questions regarding several measures of the source: such as the source
reliability, contents, identity of person recommending the hotel etc. Finally the subject
was required to decide if he is reserving a room and what kind of information he will
base his decision on.

The quantitative research findings showed that there is consumers preference to rely
on surfers recommendations more than tourism critics ones. Consumers conceive the
surfers as more reliable, especially when their reactions are negative; negative
responses are conceived as stronger than positive ones. When adding the personal
variables and the purpose of purchase, it seems that when the consumer level of
hedonism is higher and the purchase purpose is hedonistic, there is high willingness to
reserve a hotel room. On the other hand, when the level of hedonism is low, the
willingness to be in a hotel was higher when the purpose was utilitarian. As opposed
to the research assumption, there was no difference in relying on a certain source of
information when the level of hedonism and purpose of purchase are changing. A
consumer with high level of hedonism might act like a consumer with a low level
when choosing the source of information to rely on. A consumer reserving a hotel
room for utilitarian purpose (convention) may rely on the same source as the
consumer with a hedonistic purpose (holiday).

The qualitative research findings point on the fact that each source of information was
critically examined by the subjects. The interviewees sort the information by criteria
helping them increase the information reliability. Extreme reactions are conceived as
unreliable, for example. It is possible to examine the information given by surfers
who visited the hotel in the past per many criteria and maybe this is why the

interviewees relied mainly on this source when making a decision. In addition, the
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most important criteria are the location of the hotel and its cleanliness and the
importance is changing according to the purpose of purchase. The criteria of hotel
facilities will be more important when the goal is a holiday - when the consumer
spends most of his time in the hotel and uses the facilities - than a hotel reserved for a
trip in a new city, because the consumer doesn't stay there a long time. In order to
make a decision, there is a need for at least two sources of information. After reading
the first source, the consumer makes assumptions that are verified or denied by the
additional sources. Information repeated in various sources is conceived as more
reliable and there is a comparison of several hotels in the same price range. An
especially cheap price (sale) may change a decision even if the important criteria
marks were not high.

The research results contribute to the understanding of consumers' behavior when
reading information in the Internet. They might assist companies interested to market
their products via the Internet. A consumer examining the information received per
the criteria presented in this paper may increase the level of reliability of this
information. On the scientific side, the paper contributes and adds to existing research
about consumers' recommendation on the web. The variables of purchase purpose and
subjects personalities were not examined at all or very little examined in the context
of Internet recommendations influence on consumers looking for information. In

addition, this is the first integrated quantitative and qualitative research in this area.
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