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1. Introduction
1.1. Background and context

During the past decade, the evolution of the internet as a marketing medium has become a global phenomenon. The rise in the number of households possessing computers and the ease of internet access has led to this widespread acceptance of B2C e-commerce. According to comScore data (Internet Retailer, 2011), online retail sales of 2010 were up 9.8% over 2009 and online retailers sold $142.491 billion worth of merchandise, up from $129.797 in 2009.
Due to the rapid growth of e-commerce, the Internet has become an essential business channel for selling products (Corbitt et al., 2003). Online retailers have begun to focus on Internet service quality as a dominant key of success in online shopping; as previous research indicated that online service qualities are directly related to customer shopping behaviours (Eroglu et al., 2001).
The number of consumers using the Internet for purchasing goods increases and as a result organizations that utilize the Internet for marketing purposes increase as well. However, the aspects of an effective and successful website have not been thoroughly studied.
Websites can be seen as the front page for organizations that operate online. Since the Internet has become a vital marketing medium for businesses, an effective website is of great importance nowadays. According to many studies that examined online consumers’ behaviour, websites and their characteristics can affect important aspects of online behaviour such as overall consumer satisfaction, loyalty, continuous usage, frequency of browsing/using (Kuo, 2003) and intention to purchase (Shim, et al., 2000). Consequently, websites should be developed in a way that bring customers to the online market and elicit good impressions concerning the company and its products.
The main ingredients of a website could be categorized in two parts: content and design (Huizingh 2000). Content refers to the information a website provides, while design is the way by which the website is built and the information is presented to the consumers. 
Website characteristics are the basic properties of the way information is presented on web-pages that make up a website, according to Braun et al. (2009). There are many website elements used, such as fonts, colours, the amount of graphs and pictures, in order to implement website characteristics. Thus, Web-designers should be very careful in the choice of amount of information presented and the way presented, in order to build strong brand images and enhance sales.
Moreover, it is realized these days that people come to a site with different information needs. That means that the same amount and appearance of information does not always affect web-visitors in a similar way.  To deal with this situation, some websites, like iGoogle, give its visitors the opportunity to customize the homepage of the website. Apart from e-customization, which needs the active participation of the customer, there is an emerging new theory that websites can be automatically personalized by recognizing consumers’ cognitive styles from their very first clicks and reformulate their characteristics, in order to suit better to their needs. According to Hauser et al. (2009), this type of websites can be more effective in comparison to normal websites. Their research indicated that matching website characteristics to consumers’ cognitive styles can increase purchase intentions by 20%.
In general, the continuous growth in the size and use of the World Wide Web creates the need for new methods of design and development of online information services. Companies should be aware of their websites’ effect on consumers and manipulate their basic characteristics properly, in order to generate increased cash flows and enhance profits.
1.2. Research problem

The content and the design are the two basic ingredients of a website. The content refers to the amount and content of information available in a website, while the design refers to the way the website is built and the way information is presented. The purpose of this research is to examine closer the main effects of amount and appearance of information in a website and their interaction effects on online consumer behaviour.
In this study, amount of information can be defined as the number of information attributes provided by an online website, which can be either high, meaning a large amount of information, or low, meaning a low amount of information. Appearance is determined by the type of media used to present information, which can be either textual or visual. Type of media can be manipulated by presenting information with either textual links and fewer/smaller images or pictorial links and more/bigger images.
Many researches in the past have indicated a significant relationship between these variables and several aspects of consumer behaviour. Thus, the following research question will illustrate the goal of the current thesis, as well as its contribution to the online consumer behaviour literature:
How amount of information (low vs. high) and type of media used (textual vs. visual) in a website affect consumers’ intention to purchase online, perceived content quality, trust in the company, intention to visit the website, intention to recommend the website to others and visual attitude towards the website?
The first thing that will be tested is whether different amounts of information and different types of media have an effect on intention to purchase online, perceived content quality, trust in the company, intention to visit the website, intention to recommend the website to others and visual attitude towards the website. Therefore, the following sub-questions will be answered:
a. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on intention to purchase online?

b. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on perceived content quality?

c. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on trust in the company?

d. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on intention to visit the website?

e. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on intention to recommend the website to others?

f. What is the main effect of different amounts of information (low vs. high) and different types of media (textual vs. visual) and their interaction effect on visual attitude towards the website?
In addition, existing literature suggests that websites are more preferred and increase sales if their characteristics match consumers’ cognitive styles (Hauser et al, 2009). However, not much research has been conducted yet on if and how exactly cognitive styles affect all the aforementioned aspects of online consumer behaviour. This is why the following questions will be answered in order to create better insights into the potential effects of cognitive styles.
g. What is the main effect of cognitive styles and their interaction with amount of information and type of media on intention to purchase online?
h. What is the main effect of cognitive styles and their interaction with amount of information and type of media on perceived content quality?

i. What is the main effect of cognitive styles and their interaction with amount of information and type of media on trust in the company?

j. What is the main effect of cognitive styles and their interaction with amount of information and type of media on intention to visit the website?

k. What is the main effect of cognitive styles and their interaction with amount of information and type of media on intention to recommend the website to others?

l. What is the main effect of cognitive styles and their interaction with amount of information and type of media on visual attitude towards the website?

1.3 Research method
This study starts with reviewing all relevant literature. Then, based on the literature review, the hypotheses will be formed and presented in a conceptual framework. To test these hypotheses, a 2 x 2 between-subject experimental design will be applied. The applied manipulations are the amount of information (high vs. low) available in the website and the type of media (textual vs. visual) used to present the information. An online questionnaire will be used to measure the dependent variables. It should be noted that during the online experiment, the dependent variables intention to purchase online and trust in the company were measured before and after watching the stimuli, in order to be able to examine the lift of these variables due to the treatment. In addition, before conducting the final experiment, a pre-test was conducted, after which the questionnaire was revised where needed. The data obtained from the questionnaire are analyzed using various techniques. Firstly, factor analysis is used in order to test the reliability of the constructs and then two-way and three-way ANOVAs will be conducted to observe the existence and the size of the effects of this research’s independent variables on certain aspects of online consumer behaviour.
1.4 Research structure
This study is divided in seven chapters. In the first chapter, the purposes of the current paper and the concepts are presented. Furthermore, it includes the research questions that need to be answered.

The second chapter includes the theoretical background of this research, the definitions of each of the variables based on the existing literature and arguments that lead to the connection of the independent with dependent variables. The formulation of the hypotheses follows and in chapter three the conceptual model is presented.
In addition, in chapter three, the methodology used for the research, the participants, the procedure followed and the survey instruments are discussed.
Chapter four provides the data analysis and the results. More specifically, it includes data collection, characteristics of the respondents, descriptive statistics and then, the results of factor analysis and reliability tests are presented. Chapter five continues with the results of the ANOVAs and the validation of the hypotheses.
Finally, in chapter six and seven, the findings of the analysis, the conclusions of the research, the managerial implications and the limitations of the study are further discussed and fields for further future research are recommended.
2. Literature review
In this chapter, the theoretical background of this study will be set and the variables examined will be presented and described. Then, based on arguments of literature review, the hypotheses of this research will be formulated.
2.1. Internet marketing

According to Smith and Chaffey (2005), “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably”. More specifically, identifying refers to customers’ needs identification, satisfying refers to the achievement of customer satisfaction and anticipating refers to customers’ ability to gather information and purchasing online through Internet access.
Internet marketing was divided by Hofacker (2001) into four categories: communicating, selling, providing content and providing a network function.
Many companies nowadays use the Internet as way to communicate with their customers. Thus, Internet could be seen as useful medium to build relationships with new customers or enhance the interaction with existing customers.

In addition, Internet operates 24 hours per day, 7 days per week. This is a significant advantage regarding the fact that consumers have limited time available to purchase today, due to the fast pace of everyday life. For this reason, many companies have developed websites in order to facilitate their customers in the purchase decision. It should be noted, however, that companies should be very careful with the designing and structuring of a website, because research has indicated that the way the information appears to the consumer can affect significantly the online decision of purchasing a product (Peterson and Merino, 2003).
Moreover, providing content means that companies should be able to provide their customers with all the necessary information about the company, their services and products through their website, without any unnecessary or irrelevant data. Consequently, providing the right content helps in the acquisition and retention of the customers.
Finally, apart from providing content, companies’ websites can also provide useful functions for visitors by using the network to make access to information provided by another website possible.
2.2. Online consumer behaviour
There are two main ways in which consumers use the Internet to interact with organizations. They either want to search for information or purchase a product online. Companies should be able to understand how consumers behave in online environments in order to develop appropriate websites.

Based on existing literature, Cheung et al. (2003) identified five major domain areas of important factors affecting online behaviour and proposed the following model (see figure 1).
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Figure 1: Consumer Behaviour model by Cheung et al. (2003)
On one hand, consumer characteristics refer to factors relevant with the consumer such as demographics, personality, value, lifestyle, attitude, consumer resources, consumer psychological factors, behavioural characteristics, motivation, and experience. On the other hand, product/service characteristics mainly refer to knowledge about the product, product type, frequency of purchase, tangibility, differentiation and price. According to Jarvenpaa and Todd (1996), price, quality, and product type compose the three key elements in shaping consumers’ perception.

Moreover, medium characteristics include traditional IS attributes such as ease of use, quality, security and reliability and also web specific factors such as ease of navigation, interface and network speed. Hoffman and Novak (1996) and Spiller and Lohse (1998) have suggested factors like service quality, privacy and security control, brand/reputation, delivery/logistic, after sales services and incentive as merchants and intermediary characteristics. Finally, environmental factors like culture, social influence, peer influence, and mass media play also a vital role in affecting consumer purchasing decisions (Engel et al., 2001) and seem to be relevant also in the context of online consumer behaviour.
The basic model by Cheung et al. (2003) includes the stages of intention, adoption and continuance, which are the determinants of consumer online behaviour. Intention refers to consumer’s intention to purchase a product online, adoption is the result of consumer’s satisfaction and the retention of the consumer indicates consumer’s intention to visit the website again and repurchase. Cheung et al. (2003) integrated Fishbein’s attitudinal theoretical model (Fishbein, 1967) and the expectation-confirmation model (Oliver, 1980), in order to include in their base model these three elements together.
In this research, the main focus is on Web design as a medium characteristic that affect online consumer behaviour. More specifically, the goal is to examine how certain web design characteristics affect online consumer behaviour at the primary stage of intention.
2.3. Effective website

According to Chaffey et al (2006), companies’ websites should deliver to their visitors whatever they are looking for, in order to be effective.
When a company decides to enter the online market, it is important to find which the most appropriate website elements for its website development are. For the completion of this procedure, the company should know its online target group, its goals concerning the website, the relevant content of the website and the type of services it will provide through it. In other words, companies should be able to meet customers’ needs, preferences and expectations (Donthu and Garcia, 1999).
In addition, based on Nielsen (2000), the important factors that affect the success of a website are site design and structure, page design and content design.
More specifically, for site design and structure, designers should always keep in mind the purpose of the website they build, in order to communicate correctly the message to the website’s visitors. Moreover, Rosen and Purinton (2004) have grouped the design factors into three categories: coherence, complexity and legibility. Coherence refers to the simplicity of design, avoidance of overcrowded information and adequate font size and text colour. Complexity refers to the proper categorization of information in the website and legibility points the easiness of reading the information and the easiness of navigating throughout the website.
The page design refers to the way in which each page is being presented. Designers should be able to create pages with the same or similar layouts in order to help in the formulation of a standard visual picture for the visitors. Finally, the website should provide the user with all the information concerning the company, the products and the services in an appropriate way (content design). Information available should be personalized, easy to find, timely, up to date, accurate, clear detailed and relevant in order to enhance website’s effectiveness (see figure 2).
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Figure 2: Information characteristics (Source: Chaffey et al., 2006)

2.4. E-services
E-services give the opportunity to web visitors to interact with processes offered by the company’s website. This kind of services helps in the enhancement of customer relationships and result in customer retention (De Ruyter et al., 2001). Haubl and Trifts (2000) suggest that these interactive tools basically assist consumers in the initial screening of available alternatives. In addition, they facilitate in-depth comparisons among consumers’ selected alternatives in the online shopping environment and have strong favourable effects on the efficiency of purchase decisions. Examples of such internet-based tools are personalized web pages, FAQs, chat rooms, email and automated response and help desk and call centre. These interactive decision aids are very important for the company and the success of a website, as they have the potential to transform the way in which consumers search for product information and make purchase decisions.
2.5 Definitions

According to the theoretical background until now, it is indicated that the major differences between sites originate from the amount of information provided and the quality of information design (Baty and Lee, 1995, Chau et al., 2002). Moreover, it is widely accepted that personal characteristics play a vital role in online purchase decision and as a result, consumers’ cognitive styles can be seen as important factors as well (Hauser et al., 2009). Thus, it can be assumed that the aforementioned elements can affect a website’s efficiency and, consequently, consumers’ behaviour in an online environment.
2.5.1. Information available in a website

Information available in a website has been isolated as a crucial reason for shopping online and can be seen as one of the main criteria that influence the level of service quality delivery through a website (Kuo, 2003). It can be classified into commercial information and non-commercial. Commercial information includes information concerning the company, the mission and financial statement, while non-commercial refers to prices, product descriptions and specifications (Huizingh, 2000). In addition, according to Eroglu et al. (2001), pictures of merchandise can be categorized as product related information, as they contribute to the visualization of information available and are relevant to consumers’ shopping goals.
Information presented on a website is processed by the human mind in five separate stages: exposure, attention, comprehension and perception, yielding and acceptance, and retention (Hofacher, 2001). Exposure refers to the length of the content’s presentation, which implies that visitors may not be able to process correctly messages that quickly disappear or words not easily read. Attention enhances peoples’ tendency to be attracted from something that moves or something that is bright and loud. Furthermore, people usually give attention to things related to their expectations and needs. Comprehension and Perception are related to the process of observing and understanding an element and its connection with information stored in our memories.
Yielding and acceptance refer to the fact that information must be up to date and truthful in order to be accepted by the visitors. Lastly, the extent in which the information of the website will be remembered by the visitor is known as ‘retention’.
Previous research, from 1974 till today, has examined the effect of information quantity on consumer decision making. A positive relationship between amount of information and reduced risk perception was indicated by Park and Stoel (2005). For example, when a consumer has no sufficient knowledge about a product in general, having sufficient information available on the website will help since he can obtain all the information needed from the site (Zeithaml et al., 2002) and consequently he will be able to make better informed decisions (Glazer, 1991).

In addition, according to Szymanski and Hise (2000) and Ballantine (2005), there is a direct positive effect of amount of information on consumers’ overall satisfaction. Thus, it can be concluded that the amount of information available is an important factor in determining the success or failure of electronic commerce (Yang, 2001).
2.5.2. Type of media
The heterogeneity of user profile is probably the major problem faced by online shopping service providers. Visitors of such providers have different demographic and cognitive characteristics. Previous studies on online shopping suggest that a good user interface with an appropriate mode of information presentation is the key to system acceptance (Chau et al., 2002).
According to Geissler (2001), information and modes of presenting information are the basic website design elements influencing customer’s online behaviour. Presentation mode refers to how easy product information can be comprehended in order to facilitate the shopping process. There are two different types of media used in a website for the presentation of information: textual and visual (Chau et al., 2002). Textual type includes textual links and fewer/smaller images, while visual type refers too websites with pictorial links and more/bigger images. It should be noted that textual type of media in combination with low amount of information sometimes result in product descriptions so simple that all products seem vey much alike (Baty and Lee, 1995).

Visual design of the website deals with the aesthetic and emotional appeal of the site. It includes all the graphical aspects of the website which refer to the use of graphics, colours, photographs, and various font types to improve the look and feel of the site (Ganguly et al., 2010). Eroglu et al. (2001; 2003) identified online store atmospherics as a factor that strongly affects consumer perception of websites and responses to them. The appearance of information relies on the aforementioned presentation elements, which should be used to develop a consistent layout throughout the website, in order to help visitors in making use and taking advantage of all the benefits the website can offer (Badre, 2002).
In addition, Karvonen (2000) had shown that website design can positively affect trust, while Cyr (2008) found that visual design can enhance the overall shopping enjoyment of the consumer. Moreover, many websites that use innovative multimedia effects, such as animated pictures, music elements and videos, can easily attract and retain consumers’ attention and as a result, encourage shopping (Eroglu et al., 2001; 2003).
Thus, it can be concluded that the visual design can improve perceived usefulness and perceived ease of use of the website and, consequently, positively affect consumer responses.
2.5.3. Cognitive styles
Cognitive styles, also known as thinking styles or learning styles, can be described as individuals’ preferred modes of collecting, processing and interpreting information (Sternberg and Grigorenko, 1997). Extensive research has been conducted on the field of cognitive styles. Based on related literature, cognitive styles are perceived either as a dimension of personality (Harrison and Rainer, 1992) or as an independent factor that interacts with personality (Riding, 2000a). Early researchers of the field mentioned the existence of “personality space” (Kirton and Ciantis, 1986), which can be seen as a conceptual space where key bridging components of cognitive style and personality co-exist, implying that not all personality aspects are related to cognitive styles. According to Sternberg and Grigorenko (1997), the majority of psychologists have concluded that cognitive styles represent the link of cognition and personality.
There are several approaches concerning cognitive styles. All these approaches can be classified in three categories: cognition-centered, personality-centered and activity-centered (Grigorenko and Sternberg, 1995). The fact that styles have a long and varied history in context of theory and research underlines their importance.

Cognitive styles seem to have implications in several domains. Sternberg (1990) suggests that thinking styles can be used to understand student performance, while Kirton and Ciantis (1994) argue that cognitive styles can play a vital role in the workplace. Moreover, Bouckenooghe et al. (2005) found that cognitive styles can be important indicators of entrepreneurial attitudes.
One of the first applications of cognitive styles in an online environment is digital libraries. As mentioned before, Internet nowadays has become a basic medium for communication and distribution. At the beginning, there was just one interface for all users. However, people come to a site with different information needs that classical site design cannot fulfil and, consequently, sales are lost (Urban et al, 2009).
Personalization proved to be one of the key elements in order to improve user satisfaction (Frias-Martinez et al., 2007). Previous studies have shown that website design features and usability can influence consumers’ willingness of purchase, thus, personalized information can affect online behaviour. Cognitive styles were used as indicators for the adaptation and personalization of information and website design elements in online environments, such as distance learning, Web-bazed learning, digital libraries and navigation systems, in order to improve site design quality.
At the beginning, in the system of personalization, web visitors had to run tests so that the website could define their cognitive styles and rearrange its design. Today, a large amount of websites use several classification systems that automatically identify cognitive style of visitors using the set of interactions with the website (Frias-Martinez et al., 2007). All these ways require users’ willingness and active participation with the system. Moreover, a new theory called ‘website morphing’ takes a step further and indicates a new way of inferring consumers’ cognitive styles from their first clicks on a website (Urban et al, 2009). According to this theory, it is expected that websites are more preferred and increase sales if their characteristics (Hauser et al., 2009).
Thus, it can be concluded that, apart from website design characteristics and levels of information available in a website, cognitive styles can affect consumers’ responses as well.
2.6. Effects of Website Design
 As indicated from the related literature, website design affects consumer responses. Online behaviour has many aspects. One of the most important is purchase online, because it is associated with businesses main target: sales. Trust is also important as it has an effect on purchase intention. In addition, perceived content quality, as part of user-perceived web quality, and visual attitude towards the website enhance trust and intention to visit and recommend the website. Generally, all these factors interact with each other and are responsible in direct or indirect ways for a website’s success and business prosperity. In this study, the direct effects of amount of information and type of media used in a website on the aforementioned consumer behaviour aspects will be examined.
2.6.1. Intention to purchase online
During the past decade, the number of companies using Internet for marketing purposes has drastically increased. However, factors such as perceived risk towards online shopping (Pires et al., 2004) and lack of opportunity to examine products prior to purchase (Choi and Lee, 2003) have resulted in the slow adoption of purchasing online.
Providing sufficient information might be the key to overpass these obstacles. Peterson and Merino (2003) argued that amount of information in a website has a significant effect on consumer decision making process. Although not much research has been conducted on how amount of information available on a website influences consumers’ shopping responses, according to Li et al. (1999) the availability of information and content are important factors for consumers to shop online. In addition, Park and Stoel (2005) suggested that more information on the website leads to higher purchase intention, despite the fact that their experiment indicated no effect of amount of information on purchase intention. Furthermore, according to Blackwell et al. (2001) consumers’ intentions to shop or repurchase online can be increased by amount of information available in the website.
Moreover, Foxall’s findings (1997), atmospherics of an online environment can elicit emotional reactions, by encouraging customers to browse, evaluate, and purchase. Similarly, Smith and Sherman (1993) referred to atmospherics as “managerial effort to design buying environments to produce specific emotional states in the buyer that influence the probability of purchase”.
According to Allen (2000), expanded product information and multiple photographs were important for online purchase decisions. In addition, Park et al. (2005) indicated that product image size cannot affect purchase intention, but product movement did. In general, Ho and Wu (1999) suggest that presentation mode of a website is an antecedent of customer satisfaction.

Ranganathan and Ganapathy (2002) argued that information content, design, security and privacy, the four key dimensions of B2C web sites, have an impact on purchase intention. Thus, it can be concluded that amount of information and design characteristics of a website can affect consumer’s intention to purchase online and that the development of an effective website is a crucial predictor of online success. 

Based on the theory above, the following hypotheses can be formed:
H1a: Intention to purchase online increases when higher instead of lower amounts of information is used in a website.
H1b: Intention to purchase online increases when visual instead of textual type of media is used in a website.
2.6.2. Perceived content quality

Many companies have been investing in web technologies and applications, in order to communicate with their clients and perform interactive online business transactions. Aladwani and Palvia (2001) developed and validated an instrument to measure user-perceived web quality, which allows companies to measure the quality of their websites and improve their characteristics if needed.

Web quality is a complex and multi-dimensional concept. According to their research, the major web quality dimensions are technical adequacy, web content and web appearance. Web content is divided in specific content and content quality.

Content quality refers to the usefulness, completeness, clarity, currency, conciseness and accuracy of information. As mentioned before, information available in a website is one of the main criteria that influence the level of service quality delivery through a website (Kuo, 2003). Thus, it can be concluded that amount of information can positively affect perceived content quality as part of overall perceived web quality.

Moreover, according to Lee and Lin (2005), website design characteristics can have a positive influence on customers’ satisfaction and perceived service quality. In addition, Flavián et al. (2009) conducted an experiment and found that there is a significant positive effect of product presentation mode on the perceived content quality of websites.

As a result, the following hypotheses can be formed:

H2a: Perceived content quality increases when higher instead of lower amounts of information is used in a website.

H2b: Perceived content quality increases when visual instead of textual type of media is used in a website.

2.6.3. Trust in the company
Trust is an important factor that influences customer participation in web-based commerce (Koufaris and Hampton-Sosa, 2002). According to Gangulay et al. (2010), website design elements can reduce perceived risk and enhance purchase intention through trust. Additionally, Flavián et al. (2005) have highlighted that online trust is fundamental to the formulation of online purchase intentions.
Park and Stoel (2005) suggested that consumers tend to search for more information, when they perceive online shopping as a risky procedure. Indeed, Kim and Lennon (2000) have found a significant negative relationship between amount of information available and perceived risk and a significant positive relationship between amount of information and purchase intention. Therefore, it is likely that amount of information in a website can positively affect trust online.
Furthermore, research in the past has provided empirical evidence that website design factors contribute in the creation of trust online. More specifically, Cyr (2008) provided empirical evidence that information design had strong positive effect on trust. According to the same study, information, visual and navigation design affect satisfaction and trust. Additionally, Gangulay et al. (2010) also empirically proved that information design can help in the creation of trust online.
Customers’ experience with the website can influence their perception about the nature of the company and its trustworthiness (Friedman et al., 2000). Consequently, customers’ perception of website’s usefulness and ease of use can have a positive effect on customer trust of the online company (Koufaris and Hampton-Sosa, 2002).
Thus, the following hypotheses can be formed:

H3a: Trust in the company increases when higher instead of lower amounts of information is used in a website.

H3b: Trust in the company increases when visual instead of textual type of media is used in a website.

2.6.4. Intention to visit and recommend the website

According to Kim et al. (2009), consumer e-loyalty can be summarized in three concepts. The first is the retention to website; the second is intention to repurchase from the website and the third is willingness to recommend the website to friends.
Based on the literature, only satisfied consumers are more probable to be loyal, to repurchase, resist to competing offerings and generate word of mouth (Anderson and Sullivan 1993; Zeithaml et al., 1996). Furthermore, loyal customers not only purchase more themselves, but they also recommend the preferred online retailers to other possible customers (Randall et al., 2005). In turn, these new customers can be a major source of future other loyal consumers. The nature of the internet enables the fast spread of information the word-of-mouth and it is even more effective in the online environment. Also, Brown et al. (2005), connect customer satisfaction with the word of mouth saying that unsatisfied customers from the purchase of a product are difficult to build a committed relationship with the company and to recommend it to others.

Ballantine (2005) indicated a direct positive effect of amount of information on consumers’ overall satisfaction. In addition, Supphellen and Nysveen (2001) suggest that offering valuable information on a website or high-quality content can be a determinant of consumer intentions to revisit websites. Finally, Coyle and Thorson (2001) found that customers who visit sites high in vividness form stronger attitudes concerning the website. Therefore, it could be assumed that information and mode of information presentation can affect positively consumer’s intention to visit and recommend a website.

Consequently, the following hypotheses can be formed:

H4a: Intention to visit and recommend a website increases when higher instead of lower amounts of information is used in the website.

H4b: Intention to visit and recommend a website increases when visual instead of textual type of media is used in the website.

2.6.5. Attitude towards the website
Elliott and Speck (2005) suggest that attitude towards a website can be seen as an indicator of retail web site effectiveness. According to related literature, attitude seems to be positively related to attitude toward the brand and purchase intention, shopping likelihood and site loyalty and  brand belief strength and confidence in brand beliefs (Bruner and Kumar, 2000; Donthu, 2001; Bellman and Rossiter 2004).
When customers enter an online environment and search for a product, they are not able to examine the product closely and, as a consequence, they rely on the information available in the website. Better product information should facilitate online consumer decisions, enhance consumers’ confidence about their decisions, create satisfaction with the shopping experience, and, therefore, strengthen their attitude towards the website. In addition, Kwon et al. (2002) found a positive relationship between product information and attitude towards the website and Chen et al. (2002) indicate that information can be seen as one of the crucial indicators for the attitude towards the website. Furthermore, Chen et al. also suggest a positive relationship between number and type of website characteristics and attitude.
As a result, the following hypotheses can be formed:

H5a: Attitude towards a website increases when higher instead of lower amounts of information is used in the website.

H5b: Attitude towards a website increases when visual instead of textual type of media is used in the website.

2.6.6. Cognitive styles and website characteristics

Nowadays, customers take a more active role in their purchase decisions and prefer more detailed data. Web Customization and Personalization, advanced interaction systems and new theories concerning content adaptation can result in the fulfilment of this specific need for more individualized information and also create value for both the users and the organizations.
According to a recent experiment in MIT, web-originated purchase intentions for a large global telecommunications company’s broadband product can increase by 20% after morphing the website to match online consumers’ cognitive styles (Hauser et al., 2009). In addition, Braun et al. (2009) provide evidence that matching website characteristics to cognitive styles enhance purchase intentions.
A cognitive style indicates consumers’ preferred way of processing and interpreting information. On the other hand, website characteristics are associated with the way information is presented on a website (Braun et al., 2009). This does not imply that certain amount of information and specific website elements can have a similar effect on all consumers. In this case, consumers with different cognitive styles require different website design characteristics.

Thus, the following general hypothesis can be formed:

H6: Intention to purchase online is affected, either positively or negatively, by consumers’ cognitive styles.

Although there is no related research concerning the effect of cognitive styles on the other variables of this study, the results of these relationships will be examined. The cognitive styles and the measurements that will be used are the same with Braun et al. (2009) (see APPENDIX C), which are analytic/visual vs. holistic/verbal, impulsive vs. deliberative and leader vs. follower.
According to Hauser et al. (2009) analytic vs. holistic dimension is suitable for website design and in general is considered as a very important dimension in cognitive psychology. In addition, visual vs. verbal is a dimension that can be useful when the product or the service category is related to sound or images. Impulsive vs. deliberative is also relevant to website designs. And finally, leader vs. follower is important for technological products. This research focuses on the effect of website design on consumer responses and the theme selected for the website of this experiment in online movie rental, thus the aforementioned cognitive styles are suitable for this study.
3. Methodology

3.1. Introduction

The previous section dealt extensively with the main questions of research of this dissertation with reference to the relevant literature and the development of the research hypotheses. Based on the previously described arguments, a conceptual model has been developed as shown above.








Figure 3: Conceptual Model

All hypotheses that will be tested, as argued in the literature review, are proposed as the following:

H1a: Intention to purchase online increases when higher instead of lower amounts of information is used in a website.

H1b: Intention to purchase online increases when visual instead of textual type of media is used in a website.

H2a: Perceived content quality increases when higher instead of lower amounts of information is used in a website.

H2b: Perceived content quality increases when visual instead of textual type of media is used in a website.

H3a: Trust in the company increases when higher instead of lower amounts of information is used in a website.

H3b: Trust in the company increases when visual instead of textual type of media is used in a website.

H4a: Intention to visit and recommend a website increases when higher instead of lower amounts of information is used in the website.

H4b: Intention to visit and recommend a website increases when visual instead of textual type of media is used in the website.

H5a: Attitude towards a website increases when higher instead of lower amounts of information is used in the website.

H5b: Attitude towards a website increases when visual instead of textual type of media is used in the website.
H6: Intention to purchase online is affected, either positively or negatively, by consumers’ cognitive styles.

To test these hypotheses, a conclusive research was conducted. In this chapter, the main issues to be described are the methodology followed for the completion of this research, the instrument of the survey, the sampling procedure and the method of collection of the questionnaires. 

3.2. Purpose of research

The aim of this research is to collect data about consumers’ responses towards customized sites and see how the consumers’ online behavior is affected by such practices.

More specifically, this research strives to explore the effect of the amount of information in a website and the type of media used in the website design on certain aspects of online consumer behavior, such as intention to purchase online, perceived content quality, trust in the company, intention to visit and recommend the website and visual attitude towards the website. This study also tries to find the effect of consumers’ cognitive styles on these aspects, which is very important for the future implementation of such a practice by the customer oriented companies.

3.3. Experimental design

3.3.1. Design

For this research a 2 x 2 between-subject experimental design has been chosen. Separate groups of participants will be used for each of the four different conditions in the experiment. Each respondent who is willing to participate in this research is randomly assigned to one of the two categories to determine the type of media used by the customized website’s screenshots he/she is about to visit (textual vs. visual). Within each category, every respondent is randomly assigned to one of the two categories to determine the amount of information presented in the website (high vs. low). Figure 4 presents the four conditions of this experiment.
	
	Verbal
	Visual

	Low amount of information
	1
	2

	High amount of information
	3
	4


Figure 4: Four randomly assigned conditions
3.3.2. Visual stimuli development – Manipulation of the independent variables

Four versions of website’s screenshots based on high and low levels of amount of information and visual and textual type of media were developed for the completion of this research. At first place, templates from Wix.com were used to create the websites and then screenshots of the homepage, the “company” page and the “product” page were created by using “snipping tool” and “paint” (see Appendix A for the four different types of screenshots).

The theme of the website was online movie rental. The purpose was to create an environment where consumers could see information about the company and the product, in this case the movies they were about to rent/watch. A fictitious name (FilmSnap) was selected for the online movie rental company, in order to eliminate the effects of brand familiarity or prior experience with a retailer.

As mentioned before, three screenshots of each website version were created. In order to manipulate amount of information and type of media, information features from similar websites were isolated and used. More specifically, the websites of Netflix.com and imdb.com were used as advisors for the structure, the presentation of information and the information features of the websites’ screenshots.

In all the three types of screenshots, regardless their version, participants could see the main menu on the top left, the search bar on the top, the FilmSnap logo on the top right, the “log in” and “sign up” buttons underneath the logo and the “My FilmSnap” button underneath the search bar. These elements were kept the same during the experiment and didn’t change at all.

3.3.2.1. Homepage screenshots

Homepages present a general picture of the company’s website. In order to be effective, they should attract visitors and convince them to explore the website. In this research, all homepage screenshots’ versions included the aforementioned stable elements. Then, based on Hauser et al. (2009), information features such as “Newsfeed”, “Latest releases”, “FilmSnap advisor” and “Community contests” were added. For low amount of information and textual type of media, these elements were presented as textual links on the homepage. On the other hand, for low amount of information and visual type of media, these elements were presented as pictorial links. Moreover, for high amount of information and textual type of media, more detailed information features were added as textual links, while for high amount of information and visual type of media these additional information features were presented as pictorial links.

More specifically, in order to change the amount of information from low to high, links for “Top news” and “Latest news” were added under the “Newsfeed” option. In addition, the links “Watch featured trailers” and “Read featured storylines” were added under the “Latest releases” option. Furthermore, “FAQ” and “Contact us” were added under “FilmSnap advisor”. And finally, links for “New contest: best movie quote” and “Previous contests” were added under “Community contests”.

3.3.2.2. Company screenshots

The company page (“about us”) present information concerning the company. The main information included in the company’s screenshots were a text with general information about the company and links about the payment options, the ordering options, the security policy, the press releases, the image gallery and the management team.

In order to manipulate and change the amount of information from low to high, the general text about the company was enriched with some more information, press releases included links to all press releases and latest press releases, image gallery included links to photo gallery and logos gallery and underneath the link for the management team two links were added: “see all bios” and “meet our experts”. In addition, some extra information about the company was added, such as “upcoming events”, investor relations” and “contact public relations”. Again, in order to manipulate type of media, textual links were transformed to pictorial links.

3.3.2.3. Movies screenshots

In the “movies” section of the website, visitors can select the movie they want to rent/watch and read/see more information about it. For the purpose of this research, the movie “black swan” was selected and presented at the screenshots.

Apart from the aforementioned stable elements which appear in all the screenshots, the basic information presented in the movies screenshots include the title, the genre, the duration, star ratings, the trailer, information about who is starring, the director and the writers and a three lines story plot. These information elements were presented in the same way in all of the four versions. In addition, the following links were included in all the versions: users’ reviews, critics’ reviews, rate the movie, add your comment, soundtrack, related videos, ordering options and photo gallery.

In order to manipulate the type of media, these links were presented either as textual or pictorial links, apart from the photo gallery link which for textual type of media presented few photos in smaller size while for visual type of media presented more photos in bigger size. Furthermore, screenshots with low amount of information included recommendations, which were not included in screenshots for high amount of information. Instead, the following links were added in screenshots for high amount of information: the ranking of the film among all films according to FilmSnap users, a graph presenting the ebb and flow of the movie from the first day it appeared on cinemas, an extensive storyline, technical specifications, awards, cast and crew, Box Office and filming locations. Moreover, information about the date of the official premiere was added and underneath the ordering options visitors could see the “watch instantly” and the “order DVD” options. Also in this case, as mentioned before, in order to manipulate the type of media, textual links were transformed to pictorial links.

3.3.3. Pretest

A pretest was conducted with three master students of Erasmus University. Their responses were not included in the data analysis of this study. The purpose of the pretest was to detect any unclear or easily misunderstood items and to identify any typographical errors. Survey questionnaires were revised based on the pretest participants’ suggestions for change.

3.4. Sampling design and procedure

The research was conducted with participants using a PC. Due to the quantitative nature of the research, the best collection tool was the structured questionnaire because, as Creswell (2003) mentions, questionnaires allow the researcher to collect a large volume of information, with a limited budget in a short time. The questionnaire, which was used in this study and the design of which will be described is given in complete form in Appendix B of this study.

The distribution of questionnaires was completed through e-mails and social networks (Facebook, Linkedin and Twitter). The reasons for selecting this method of collection were the speed and the low cost. The questionnaire included a short cover letter which explained the topic, outlined briefly the academic purpose of the study and encouraged people to participate and forward the questionnaire. Moreover, all the participants were assured that personal information would not be revealed, but only as part of the study’s results.

Thesistools hosted the questionnaire since it has the options to include images into the experiment and distribute the four similar questionnaires in random. The participants of this research were all internet users. The research focuses on people above the age of eighteen who have purchased something online or at least are willing to purchase something online in the future. A total of 550 emails, requesting recipients’ participation were sent out starting from 05/08/2011 until 07/09/2011.
3.5. Construct measurement

As mentioned before, the instrument used to measure the dependent variables of this survey is a questionnaire. In order to acquire valid and accurate results, proven construct measurements from existing literature have been used. More specifically, the constructs measurements for general questions, intention to rent online before and after the treatment, trust in the company before and after the treatment, potential behavior, visual attitude towards the website, perceived content quality, intention to visit, intention to recommend, cognitive styles and demographics have been chosen as follows.
It should be noted here that in this research intention to rent online and trust in the company are measured before and after the treatment, in order to measure the lift (or the downfall) in this two variables caused by the treatment.
3.5.1. General questions

The questionnaire begins with a bipolar question (yes or no) in order to test whether the participants had purchased products online in the past. If their answer was yes, they were directed to question 3. If their answer was no, they were directed to question 2, which was also a bipolar question testing whether the participants are willing to purchase something online in the future or not. In this case, if their answer was yes, they were directed to question 3 as well, but if their answer was no they were directed to the end of questionnaire. These questions can be used to separate, if necessary, the participants into groups of those who "have purchased products online in the past" and those who "have not yet purchased but are willing to purchase in the future". Participants who were not willing to purchase anything online were not included in this research.

Question 3 measures how many movies participants rent per month (either online or offline) by using four intervals (0-1, 2-3, 4-6, 6-more), which help separate, if needed, consumers with regards to the number of films viewed per month. In addition, question 4 measures which was the last time participants rented a movie online, in order to see if participants have experience with online movie rental and, if they do so, how long has it been since the last time they rented a movie online.

3.5.2. Intention to rent online
Questions 5 and 13 measure respondents’ intention to rent a movie online from FilmSnap, before (q5) and after (q13) the treatment. A thermometer measurement scale, also used from Braun et al. (2009), was adopted in both questions. Each respondent had to choose an item from the following ten-point measurement scale:
- 10


Certain, Practically certain (99 chances out of 100)

- 9


Almost sure (9 chances out of 10)

- 8


Very probable (8 chances out of 10)

- 7


Probable (7 chances out of 10)

- 6


Good possibility (6 chances out of 10)

- 5


Fairly good possibility (5 chances out of 10)

- 4


Fair possibility (4 chances out of 10)

- 3


Some possibility (3 chances out of 10)

- 2


Slight possibility (2 chances out of 10)

- 1


Very slight possibility (1 chance out of 10)

- 0


No chance, almost no chance (0 out of 100)

The lift of online rental likelihood was computed by subtracting each participant’s score of online rental likelihood before the treatment from participant’s score of online rental likelihood after the treatment.

3.5.3. Trust in the company

Questions 6 and 14 are actually a set of five items measuring respondents’ trust in the company (FilmSnap), before (q6) and after (q14) the treatment. The same scale was used in both questions. Liberali et al. (2011) used seven items to measure trust in the company. In this questionnaire, the following five (out of the seven aforementioned items) were used and adapted for the purpose of this research: “This company is trustworthy”, “I expect this company to keep the promises it makes to consumers”, “I believe this company is fair in its conduct of customer transactions”, “Overall, I do not doubt the honesty of this company” and “Overall, this company makes good-faith efforts to address customer concerns”.

Each respondent was asked to indicate their level of agreement toward each statement on a five-point Likert scale, rating from 1=strongly disagree to 5=strongly agree. Furthermore, the lift of trust in the company was computed by subtracting each participant’s score of trust in the company before the treatment from participant’s score of trust in the company after the treatment.

3.5.4. Potential behavior

Questions 7-12 are indicators of respondents’ potential behavior within the website. These questions were addressed to participants at the same time they received the treatment. Due to the fact that website’s screenshots, instead of the actual website, were used for this research, there was no other way to detect participants’ online movements. Thus, the aim of these questions is to capture participants’ possible actions within the website.

More specifically, question 7 asks participants if they would continue exploring the website, after their first look at the homepage. They had to choose one of the three following options: “Yes”, “Unsure” and “No”.

Question 8 asks participants to indicate where they would first click on the homepage, by choosing one of the six following options: “Search”, “Newsfeed”, “Latest releases”, “Community contests”, “FilmSnap Advisor” and “I would click directly on the main menu on the left”.

Question 9 asks whether participants would change the amount of information presented and the way this information is presented in the website’s screenshot they see. Their possible answer could be one of the following four: “Yes, I would change the amount of information presented”, “Yes, I would change the way information is presented”, “Maybe” and “No, I don't think so”.

Question 10 asks participants if they would read film's reviews before renting it. They had to choose one of the four following answers: “Yes, but critics’ reviews only”, “Yes, but users’ reviews only”, “Yes, both critics and users reviews” and “No”.

Questions 11 and 12 ask whether participants would rate the movie (q11) and if they would add a comment concerning the movie (q12). In both questions, they had to choose one of the following three options: “Yes”, “Unsure” and “No”.

3.5.5. Attitude towards the website (visual)

Question 17 is a set of three items measuring how visually attractive a person believes a website to be. It was measured using the reliable scale (α=0.92) proposed by Mathwick et al. (2001), which includes the following items: “The way Filmsnap displays its products is attractive”, “Filmsnap’s Internet site is aesthetically appealing” and “I like the way Filmsnap’s Internet site looks”.

Each respondent was asked to indicate their level of agreement toward each statement on a five-point Likert scale, rating from 1=strongly disagree to 5=strongly agree.

3.5.6. Perceived content quality

Aladwani and Palvia (2002) developed a 25-item instrument which measures the four dimensions of web quality: specific content, content quality, appearance and technical adequacy. This instrument as a whole is not suitable for this research. As a result, only the following 6 items (α=0.88), which measure content quality, were adopted in question 18: “The content of FilmSnap's website is useful”, “The content of FilmSnap's website is complete”, “The content of FilmSnap's website is clear”, “The content of FilmSnap's website is current”, “The content of FilmSnap's website is concise” and “The content of FilmSnap's website is accurate”.

Respondents were asked to indicate their level of agreement toward each statement on a five-point Likert scale, rating from 1=strongly disagree to 5=strongly agree.

3.5.7. Intention to visit the website – Intention to recommend the website

Questions 19 and 20 are a set of four items asking participants to indicate on a Likert scale (where 1= strongly disagree and 5= strongly agree) the extend they agree or disagree with the following statements: “It is very likely that I will visit this website, when it is published”, “I will visit this website the next time I need to watch/rent a movie”, “I would recommend this website to others” and “I would recommend this website to someone who seeks my advice”.

These scales were taken from Price and Arnould (1999) (α=0.95) and Coyle and Thorson (2001) (α=0.75) and were adapted to this research. These aforementioned statements examine whether the participants are willing to visit the website, when it is published, and watch/rent a movie or not and whether they would recommend to someone else to visit and explore the website. In other words, their actual behavior and loyalty responses can be tested.

3.5.8. Cognitive styles

Questions 22, 23 and 24 measure participants’ cognitive styles. Hauser et al. (2009) identify four cognitive-style dimensions by using exploratory, then confirmatory, factor analyses. In these analyses, visual vs. verbal and analytic vs. holistic were combined into a single factor (α=0.56), while leader vs. follower (α=0.55) and impulsive vs. deliberative (α=0.80) were retained as two separate factors. In addition, a fourth factor was also identified (reader vs. listener, α=0.95), which was driven by a single scale (see Appendix C for factor loadings). All these cognitive style segments were suitable for this research and were adopted by using the following items:

- Leader vs. Follower (q22): “I find it is easy to make decisions for others and to command and direct others to take certain actions”, “In a group conversation, I usually speak to the most”, “I have held a great deal of leadership positions in my life” and “My confidence level is higher than most other people’s”.
- Visual – Analytic vs. Verbal – Holistic (q23): “I enjoy deciphering graphs, charts, and diagrams”, “I will read an explanation of a graphic/chart before I try to understand the graphic/chart on my own”, “I see what I read in mental pictures”, “I am detail oriented, and start with the details in order to build a complete picture” and “I tend to see problems in their entirety and start by integrating pieces from different areas”.

- Reader vs. Listener (q23): “I prefer to read text rather than to listen to a lecture”.
In questions 22 and 23, participants were asked to indicate their lever of agreement or disagreement with the aforementioned items on a 5-point Likert scale, ranging from 1=strongly disagree to 5=strongly agree.

- Impulsive vs. Deliberative (q24): “A bat and ball cost $1.10 in total. The bat costs $1.00 more than the ball. How much does the ball cost?”, “If it takes 5 machines 5 minutes to make 5 widgets, how long would it take 100 machines to make 100 widgets?” and “In a lake, there is a patch of lily pads. Every day, the patch doubles in size. If it takes 48 days for the patch to cover the entire lake, how long would it take for the patch to cover half of the lake?”.

In question 24, participants were asked to write the right answer in the space provided next to the questions.

3.5.9. Demographics

The four last questions of the questionnaire (25, 26, 27 and 28) ask participants to submit some demographic data and more specifically their gender (q25), their age (q26), their education level (q27) and their nationality (q28).

Due to that fact that the questionnaire for this research was quite long, for questions 6, 14 and 16-21, where scales were used, a 5 point scale was chosen instead of the 7 point scale, because the 5-point scale would facilitate the participants in order to select the level that indicated best their answers.

3.6. Questionnaire design

When participants click on the link for the questionnaire, they are randomly assigned to one of the four questionnaires. All the four questionnaires include three screenshots, but differ only in the screenshots’ version presented (one questionnaire per condition – the four conditions are shown in figure 2). Each questionnaire starts with a small introduction to the research. Then, a short description of the online movie rental company is provided which includes information concerning the company, the ordering and the payment options. After reading this description participants are asked to answer some general questions and then indicate the likelihood to rent a movie online from this company and the degree they trust this company. Next, participants are shown the three screenshots. During the presentation of the screenshots, participants are asked questions concerning their potential movements within the website. After receiving the treatment, respondents are asked again to indicate the likelihood to rent a movie online from FilmSnap and the degree they trust FilmSnap. Other measurements regarding visual attitude towards the website, perceived content quality, intention to visit and intention to recommend the website follow. In the last two pages, participants are asked questions concerning their cognitive style and before the end of the questionnaire they are asked to submit some demographic data about themselves.

4. Data

This chapter presents the first part of the empirical results. Firstly, the data cleaning process and the participants’ profile are described and then, the reliability of each construct is tested.

4.1. Data cleaning

A total of 550 emails, requesting recipients’ participation were sent out and 371 completed questionnaires were returned. This response rate was approximately 67%. But from these completed questionnaires there were some missing answers in 87 of them and consequently were not included in the data analysis. In addition, 5 of the participants were under the age of eighteen and 13 participants hadn’t purchased anything online and were not willing to do so in the future. As mentioned before, this research focuses on people above the age of eighteen who have purchased something online or at least are willing to purchase something online in the future. As a result, these 18 questionnaires were also removed and finally 266 in total were left for the analysis. The data were collected during the period from 05/08/2011 until 07/09/2011.

4.2. Participants’ profile

At the end of the survey demographics such as gender, age, educational level and nationality were measured. Among the 266 respondents, 131 were male (49.2%) and 135 were female (50.8%). As far as age is concerned, ages ranged from 19 to over 50. The majority of participants (229 out of 266, which is the 86.1%) was at the 19- 30 age group, 34 (12.8%) were at the 31- 50 age group and only 3 (1.1%) were at the over 50 age group. Furthermore, regarding the level of education, 143 of the participants (53.8%) had or were doing a master’s degree and 106 of them (39.8%) had graduated from a university. Only 12 out of 95 (4.5%) were school graduates and 5 (1.9%) had or were doing a Phd. Finally, as far as nationalities are concerned, the majority of the sample was from Europe (256 out of 266, which means 96.3%) and only 7 participants were Brazilians (2.6%) and 3 were Americans (1.1%). More specifically, the majority from Europe was from Greece. Thus, the sample was somewhat biased towards younger people from Greece with a relatively higher education. More specific information can be found in Table 1.
	
	Description
	Frequency
	Percentage (%)

	Gender
	Male
	131
	49.2%

	
	Female
	135
	50.8%

	Age
	19-30
	229
	86.1%

	
	31-50
	34
	12.8%

	
	Over 50
	3
	1.1%

	Education level
	School graduate
	12
	4.5%

	
	University graduate
	106
	39.8%

	
	Master
	143
	53.8%

	
	PhD
	5
	1.9%

	Nationality
	Albanian
	1
	0.4%

	
	Brazilian
	7
	2.6%

	
	Bulgarian
	7
	2.6%

	
	Danish
	1
	0.4%

	
	Dutch
	5
	1.9%

	
	German
	3
	1.1%

	
	Greek
	207
	77.8%

	
	American
	3
	1.1%

	
	Hungarian
	3
	1.1%

	
	Italian
	16
	6%

	
	Lithuanian
	1
	0.4%

	
	Russian
	4
	1.5%

	
	Spanish
	6
	2.3%

	
	Swiss
	2
	0.8%


Table 1: Demographics

In addition, there were some general questions at the beginning of the questionnaire in order to check participants’ compatibility with the sample needed for this research and measure some other important characteristics. Since the sample needed was people above the age of eighteen who have purchased something online or at least are willing to purchase something online in the future, the first question was if they had ever purchased something online. The majority of participants (227, which means 85.3%) had purchased something online and the other 39 participants (14.7%) were willing to do so in the future. As mentioned before, people with no experience and no intention to purchase anything online were excluded from this survey.

Moreover, participants were asked about the number of movies they rent per month. The majority (178 people out of 266) rents 0-1 movies, 46 (17.3%) rent 2-3, 18 (6.8%) rent 4-5 and 24 (9%) rent 6 and more movies per month.

Finally, participants were asked which the last time they rented a movie online was. The majority had never rented a movie online (171 out of 266), 42 rented a movie online one year ago, 23 one month ago, 21 one week ago and 9 one day before the completion of the questionnaire. More specific information can be found in Table 2.
	
	Description
	Frequency
	Percentage (%)

	Have you ever purchased anything online?
	Yes
	227
	85.3%

	
	No
	39
	14.7%

	Would you ever purchase anything online?
	Yes
	39
	14.7%

	How many movies do you rent per month?
	0-1
	178
	66.9%

	
	2-3
	46
	17.3%

	
	4-5
	18
	6.8%

	
	6-more
	24
	9%

	Which was the last time you rented a movie online?
	Never
	171
	64.3%

	
	1 year ago
	42
	15.8%

	
	1 month ago
	23
	8.6%

	
	1 week ago
	21
	7.9%

	
	Yesterday
	9
	3.4%


Table 2: Frequencies
4.3 Validity and reliability of constructs

For the purposes of the data analysis factor analysis was used with the statistical program SPSS for Windows 17.0. Factor analysis is a technique which helps to identify groups or clusters of variables in order to reduce their number. Thus variables are grouped into factors, since the dimensions that explain the correlations between a set of variables are named (Malhotra and Bricks, 2007).

For the purpose of the study, two factor analyses will be run; one for the cognitive styles and one for the dependent variables. Using this technique the research variables will be grouped into factors and, then, their ability to measure each factor and their correlations will be measured. The main goal is to ensure that the items truly measure a distinct underlying variable. In addition, the internal consistency of each factor will be checked by using Cronbach’s α, which measures whether this tool will give the same results every time you apply the same research context and it also counts the internal consistency of the hypotheses. It should however be noted here that “α” is acceptable when α > 0.7 (Kline, 1999).

4.3.1. Factor analysis for cognitive styles

As far as the cognitive styles are concerned, 4 factors are needed and have to be formed: “leader vs. follower”, “visual-analytic vs. verbal-holistic”, “reader vs. listener” and “impulsive vs. deliberative” (Hauser et al., 2009). All 13 items measuring cognitive styles were included in the factor analysis, in order to acquire more accurate and reliable results, and a principal component analysis (PCA) was conducted on these items with orthogonal rotation (Varimax).

Firstly, Bartlett’s test of Sphericity (p <0.05, χ²=714.311) indicated that correlations between items were sufficiently large for PCA. Additionally, 12 out of the 13 KMO values for individual items were above the acceptable limit of 0.55 and the Kaiser-Meyer-Olkin measure verified the sample adequacy for the analysis, KMO=0.733 which is good according to Hutcheson & Sofronou (1999). As mentioned before, the principal component analysis was used for the extraction of the factors. The first try gave 4 factors with eigenvalues over Kaiser’s criterion of 1. In order to improve the interpretability of the factors the variables were rotated with the Varimax method in order to maximize the loadings of each variable on one of the resulting factors and minimize the loadings on the other factors (Field, 2005).

During the analysis, some items had to be removed. More specifically, the item “I will read an explanation of a graphic/chart before I try to understand the graphic/chart on my own” was removed because its individual KMO value was lower than 0.55. Then, the item “I prefer to read text rather than to listen to a lecture” was removed because its communality was lower than the acceptable limit of 0.30 (Field, 2009). And finally, the item “I see what I read in mental pictures” was removed because it had almost the same loading in factor 3 and in factor 4.

Then, the factor analysis was conducted again and the result was 3 factors. This time, all KMO values for individual items were above the acceptable limit of 0.55. After checking Bartlett’s test of Sphericity (p <0.05, χ²=607.517) and the Kaiser-Meyer-Olkin measure of sampling adequacy (KMO=0.763, which is good according to Hutcheson & Sofronou, 1999), the item “I am detail oriented, and start with the details in order to build a complete picture” had to be removed; because its communality was lower than the acceptable limit of 0.30.

Afterwards, the factor analysis was repeated and resulted in 3 factors. Again, all KMO values for individual items were above the acceptable limit of 0.55. Bartlett’s test of Sphericity (p <0.05, χ²=593.871) and the Kaiser-Meyer-Olkin measure of sampling adequacy (KMO=0.763 which is good according to Hutcheson & Sofronou, 1999) were checked. Unfortunately, when running the reliability tests, the third factor didn’t prove to be reliable and, as a consequence, the items “I enjoy deciphering graphs, charts, and diagrams” and “I tend to see problems in their entirety and start by integrating pieces from different areas” were removed.

Finally, the factor analysis for the cognitive styles was again conducted and this time resulted in 2 factors. The first factor was named “leadership” and was used as an indicator of whether the participant is a leader or a follower, and the second factor was named “impulsiveness” and was used as an indicator of whether the participant is impulsive or deliberative. All KMO values for individual items were above the acceptable limit of 0.55. After checking Bartlett’s test of Sphericity (p <0.05, χ²=547.187) and the KMO (=0.772 which is good according to Hutcheson & Sofronou, 1999), the Cronbach’s alpha tests indicated that the internal reliability of these factors was high. More specifically, the alpha coefficient for Leadership is 0.810 and for Impulsiveness is 0.765 (Appendix D). Therefore, all measurements can be used for further analysis. More detailed results of the factor analysis and the reliability tests can be found in Table 3.
	Factor
	Item
	Factor Loading
	Item-to-total correlation
	Explained variance
	Cronbach’s α

	Leadership
	L1
	0.737
	0.572
	36.395%
	0.810

	
	L2
	0.812
	0.633
	
	

	
	L3
	0.830
	0.670
	
	

	
	L4
	0.798
	0.634
	
	

	Impulsiveness
	I1
	0.845
	0.633
	65.797%
	0.765

	
	I2
	0.802
	0.582
	
	

	
	I3
	0.815
	0.575
	
	


Table 3: Results of factor analysis and reliability tests for cognitive styles
As mentioned before, these two factors were used as indicators for participants’ cognitive styles. More specifically, the first factor was used as an indicator of leadership. Respondents with an average (of the 4 items) over 3 were characterized as leaders, while respondents with an average lower than 3 were characterized as followers. Respondents with an average equal to 3 were neither leaders nor followers. Five respondents of this research had an average equal to 3, so they were randomly assigned to one of the two categories.

The second factor was used as an indicator of impulsiveness. Respondents with a sum (of the 3 items) greater than 1 were characterized as impulsive consumers, while respondents with a sum equal to one or lower were characterized as non-impulsive/deliberative.

4.3.2. Factor analysis for dependent variables

As far as the dependent variables are concerned, 6 factors are needed and have to be formed: trust in the company pre and trust in the company post (Liberali et al.), visual attitude towards the website (Mathwick et al.), perceived content quality (Aladwani and Palvia), intention to visit (Price and Arnould) and intention to recommend (Coyle and Thorson). 

All 23 items measuring the dependent variables were included in the factor analysis, in order to acquire more accurate and reliable results. A principal component analysis (PCA) was conducted on these items with orthogonal rotation (varimax). Bartlett’s test of Sphericity (p <0.05, χ²= 4317.114) indicated that correlations between items were sufficiently large for PCA. Additionally, all the KMO values for individual items were above the acceptable limit of 0.55 and the Kaiser-Meyer-Olkin measure verified the sample adequacy for the analysis, KMO=0.899 which is great according to Hutcheson & Sofronou (1999). An initial analysis was run to obtain eigenvalues for each component in the data. Five components had eigenvalues over Kaiser’s criterion of 1. 

Hence, the items that are clustered on the same components suggest that component 1 represents the perceived content quality of the website, component 2 the trust in the company before the treatment, component 3 the trust in the company after the treatment, component 4 the intention to visit and recommend the website to others and component 5 represents the visual attitude towards the website.

In addition, the Cronbach’s alpha tests indicated that the internal reliability of these factors was high. More specifically, the alpha coefficient for perceived content quality is 0.875, for trust in the company before the treatment is 0.853, for trust in the company after the treatment is 0.899, for intention to visit and recommend the website to others is 0.898 and for visual attitude towards the website is 0.923(Appendix E). Therefore, all measurements can be used for further analysis. More detailed results of the factor analysis and the reliability tests can be found in Table 4.
	Factor
	Item
	Factor Loading
	Item-to-total correlation
	Explained variance
	Cronbach’s α

	Perceived content quality
	PQC1
	0.665
	0.703
	16.725%
	0.875

	
	PQC2
	0.762
	0.697
	
	

	
	PQC3
	0.655
	0.685
	
	

	
	PQC4
	0.715
	0.696
	
	

	
	PQC5
	0.760
	0.652
	
	

	
	PQC6
	0.804
	0.646
	
	

	Trust in the company pre
	TRPRE1
	0.738
	0.681
	31.642%
	0.853

	
	TRPRE2
	0.730
	0.673
	
	

	
	TRPRE3
	0.809
	0.738
	
	

	
	TRPRE4
	0.673
	0.582
	
	

	
	TRPRE5
	0.809
	0.669
	
	

	Trust in the company post
	TRPOST1
	0.784
	0.765
	46.542%
	0.899

	
	TRPOST2
	0.730
	0.754
	
	

	
	TRPOST3
	0.728
	0.787
	
	

	
	TRPOST4
	0.736
	0.723
	
	

	
	TRPOST5
	0.652
	0.730
	
	

	Intention to visit and recommend
	IVR1
	0.781
	0.753
	60.558%
	0.898

	
	IVR2
	0.818
	0.773
	
	

	
	IVR3
	0.781
	0.844
	
	

	
	IVR4
	0.643
	0.725
	
	

	Visual attitude
	VA1
	0.761
	0.791
	71.715%
	0.923

	
	VA2
	0.832
	0.876
	
	

	
	VA3
	0.821
	0.867
	
	


Table 4: Results of factor analysis and reliability tests for dependent variables
5. Results

This chapter presents the results of the data analysis and hypothesis testing. The first section presents the main and interaction effects of the two independent variables of this research on the five dependent variables, that were indicated from the factor analysis conducted earlier. The second section presents the same effects including the main and interaction effects of the cognitive styles on these variables. Figure 5 shows the structure of the chapter.

	5.1.
	Main and interaction effects of amount of information and type of media

	5.2.
	Main and interaction effects of amount of information, type of media and cognitive styles


Figure 5: Structure of chapter five
In this research, there are several independent variables (predictors), which were measured using different participants for each condition, and as a result, factorial ANOVA was chosen for the analysis. In order to test the effects, five two-way ANOVAs and ten three-way ANOVAs were conducted. ANOVA is a way of comparing the ratio of systematic variance to unsystematic variance in an experimental study. It is a tool to compare means between groups of people and it allows checking the main and interaction effects of the independent variables on the dependent variables. (Field, 2009). 
The results of all ANOVAs can be found in tables 5-19, where df, F, Sig. and ω2 are presented.

5.1. Main and interaction effects of amount of information and type of media

As mentioned before, factorial ANOVA was used for the data analysis. At the first part, the independent variables were two: amount of information and type of media. Two-way ANOVA checks the main effect of amount of information and type of media and their interaction effect on the dependent variables. More detailed results of the two-way ANOVAs can be found in APPENDIX F.

5.1.1. Intention to rent online (lift)

	
	df
	F
	Sig.
	ω2

	Amount of information
	1
	12.226
	0.001
	0.045

	Type of media
	1
	0.092
	0.762
	0.000

	Amount of information * Type of media
	1
	0.907
	0.342
	0.003

	Error
	262
	
	
	


Table 5: Results of two-way ANOVA for intention to rent online

As far as the dependent variable intention to rent online (lift) is concerned, there was a significant main effect of amount of information, F (1, 262) = 12.226, p < 0.05, ω2 = 0.045. On the other hand, there was a non-significant main effect of type of media on intention to rent online, F (1,262) = 0.092, p = 0.762, ω2 = 0.000, and also a non-significant interaction effect between the amount of information and the type of media in a website on intention to rent online, F (1,262) = 0.907, p = 0.342, ω2 = 0.003.
Thus, hypothesis 1a is supported, but hypothesis 1b is rejected.
5.1.2. Perceived content quality
	
	df
	F
	Sig.
	ω2

	Amount of information
	1
	5.024
	0.026
	0.019

	Type of media
	1
	5.179
	0.024
	0.019

	Amount of information * Type of media
	1
	0.122
	0.727
	0.000

	Error
	262
	
	
	


Table 6: Results of two-way ANOVA for perceived content quality

For perceived content quality, there was a significant main effect of the amount of information, F (1, 262) = 5.024, p < 0.05, ω2 = 0.019. In addition, there was also a significant main effect of type of media on perceived quality, F (1, 262) = 5.179, p < 0.05, ω2 = 0.019. Nevertheless, there was a non-significant interaction effect between the amount of information and the type of media on perceived content quality, F (1,262) = 0.122, p = 0.727, ω2 = 0.000.
Consequently, both hypotheses 2a and 2b are supported.
5.1.3. Trust in the company (lift)

	
	df
	F
	Sig.
	ω2

	Amount of information
	1
	4.337
	0.038
	0.016

	Type of media
	1
	0.343
	0.559
	0.001

	Amount of information * Type of media
	1
	0.168
	0.683
	0.001

	Error
	262
	
	
	


Table 7: Results of two-way ANOVA for trust in the company

For trust in the company, there was a significant main effect of amount of information, F (1, 262) = 4.337, p < 0.05, ω2 = 0.016. Moreover, there was a non-significant main effect of type of media on trust in the company, F (1, 262) = 0.343, p = 0.559, ω2 = 0.001, and there was also a non-significant interaction effect between the amount of information and the type of media on trust in the company, F (1,262) = 0.168, p = 0.638, ω2 = 0.001.

Thus, hypothesis 3a is supported, but hypothesis 3b is rejected.

5.1.4. Intention to visit and recommend the website

	
	df
	F
	Sig.
	ω2

	Amount of information
	1
	9.203
	0.003
	0.034

	Type of media
	1
	1.347
	0.247
	0.005

	Amount of information * Type of media
	1
	0.374
	0.541
	0.001

	Error
	262
	
	
	


Table 8: Results of two-way ANOVA for intention to visit and recommend the website

For the dependent variable intention to visit and recommend the website, there was a significant main effect of amount of information, F (1, 262) = 9.203, p < 0.05, ω2 = 0.034. In addition, there were a non-significant main effect of type of media, F (1, 262) = 1.347, p = 0.247, ω2 = 0.005, and also a non-significant interaction effect between the amount of information and the type of media, F (1,262) = 0.374, p = 0.541, ω2 = 0.001. 
As a result, hypothesis 4a is supported, but hypothesis 4b is rejected.

5.1.5. Visual attitude towards the website

	
	df
	F
	Sig.
	ω2

	Amount of information
	1
	7.027
	0.009
	0.026

	Type of media
	1
	3.283
	0.071
	0.012

	Amount of information * Type of media
	1
	0.079
	0.779
	0.000

	Error
	262
	
	
	


Table 9: Results of two-way ANOVA for visual attitude towards the website

As far as attitude towards the website is concerned, there was a significant main effect of amount of information, F (1, 262) = 7.027, p = 0.009, ω2 = 0.026, a non-significant main effect of type of media, F (1, 262) = 3.283, p = 0.071, ω2 = 0.012, and a non-significant interaction effect between the amount of information and the type of media, F (1,262) = 0.079, p = 0.779, ω2 = 0.000. As a result, hypothesis 5a is supported but hypothesis 5b is rejected.

However, it should be noted that in 10% significance level the main effect of type of media on visual attitude towards the website would be significant, F (1, 262) = 3.283, p < 0.1, ω2 = 0.012, and consequently hypothesis 5b can be marginally supported.

5.2. Main and interaction effects of amount of information, type of media and cognitive styles

At the second part, the independent variables were three: amount of information, type of media and the cognitive style variable. As mentioned before, in this research, the cognitive style variables are two: leadership and impulsiveness. The three-way ANOVAs were firstly conducted for leadership and then for impulsiveness. See figure 6 for the structure of the chapter.

	5.2.1.
	Main and interaction effects of amount of information , type of media and leadership

	5.2.2.
	Main and interaction effects of amount of information, type of media and impulsiveness


Figure 6: Structure of chapter 5.2.
These ANOVAs check the main effect of the cognitive style variable and the interaction effects among amount of information, type of media and cognitive style on the dependent variables. More detailed results of the three-way ANOVAs can be found in APPENDIX G.

5.2.1. Leadership

5.2.1.1. Intention to rent online (lift)

	
	df
	F
	Sig.
	ω2

	Leadership
	1
	0.390
	0.533
	0.002

	Amount of information * Leadership
	1
	0.236
	0.627
	0.001

	Type of media * Leadership
	1
	0.170
	0.680
	0.001

	Amount of information * Type of media * Leadership
	1
	5.884
	0.016
	0.022

	Error
	258
	
	
	


Table 10: Results of three-way ANOVA for intention to rent online (leadership)

For intention to rent online (lift), there was a non-significant main effect of leadership, F (1, 258) = 0.390, p = 0.533, ω2 = 0.002. Moreover, there was a non-significant simple interaction effect between amount of information and leadership, F (1, 258) = 0.236, p = 0.627, ω2 = 0.001, and there was also a non-significant simple interaction effect between type of media and leadership on intention to rent online (lift), F (1,258) = 0.170, p = 0.680, ω2 = 0.001. Nevertheless, there was a significant interaction effect among amount of information, type of media and leadership, F (1,258) = 5.884, p < 0.05, ω2 = 0.022.
Thus, hypothesis 6 is rejected.

5.2.1.2. Perceived content quality

	
	df
	F
	Sig.
	ω2

	Leadership
	1
	0.159
	0.690
	0.001

	Amount of information * Leadership
	1
	5.738
	0.017
	0.022

	Type of media * Leadership
	1
	0.047
	0.828
	0.000

	Amount of information * Type of media * Leadership
	1
	1.559
	0.213
	0.006

	Error
	258
	
	
	



Table 11: Results of three-way ANOVA for perceived content quality (leadership)

As far as perceived content quality is concerned, there was a non-significant main effect of leadership, F (1, 258) = 0.159, p = 0.690, ω2 = 0.001. Nevertheless, there was a significant simple interaction effect between amount of information and leadership, F (1,258) = 5.738, p < 0.05, ω2 = 0.022. But, the simple interaction effect between type of media and leadership was non-significant, F (1,258) = 0.047, p = 0.828, ω2 = 0.000. Finally, the interaction effect among amount of information, type of media and leadership was also non-significant, F (1,258) = 1.559, p = 0.213, ω2 = 0.006.

5.2.1.3. Trust in the company (lift)

	
	df
	F
	Sig.
	ω2

	Leadership
	1
	2.583
	0.109
	0.010

	Amount of information * Leadership
	1
	7.780
	0.006
	0.029

	Type of media * Leadership
	1
	0.101
	0.751
	0.000

	Amount of information * Type of media * Leadership
	1
	2.487
	0.116
	0.010

	Error
	258
	
	
	


Table 12: Results of three-way ANOVA for trust in the company (leadership)

For trust in the company (lift), there was a non-significant main effect of leadership, F (1, 258) = 2.583, p = 0.109, ω2 = 0.010. On the other hand, there was a significant simple interaction effect between amount of information and leadership, F (1,258) = 7.780, p < 0.05, ω2 = 0.029. Furthermore, there was a non-significant simple interaction effect between type of media and leadership on trust in the company (lift), F (1,258) = 0.101, p = 0.751, ω2 = 0.000, and a non-significant interaction effect among amount of information, type of media and leadership, F (1,258) = 2.487, p = 0.116, ω2 = 0.010. 
5.2.1.4. Intention to visit and recommend the website

	
	df
	F
	Sig.
	ω2

	Leadership
	1
	2.984
	0.085
	0.011

	Amount of information * Leadership
	1
	1.858
	0.174
	0.007

	Type of media * Leadership
	1
	0.005
	0.941
	0.000

	Amount of information * Type of media * Leadership
	1
	1.439
	0.231
	0.006

	Error
	258
	
	
	


Table 13: Results of three-way ANOVA for intention to visit and recommend the website (leadership)

The main effect of leadership on intention to visit and recommend the website was non-significant, F (1, 258) = 2.984, p = 0.085, ω2 = 0.011. The simple interaction effects between amount of information and leadership, F (1, 258) = 1.858, p = 0.174, ω2 = 0.007, and between type of media and leadership, F (1,258) = 0.005, p = 0.941, ω2 = 0.000, were also non-significant. Moreover, the interaction effect among amount of information, type of media and leadership on intention to visit and recommend the website was non-significant as well, F (1, 258) = 1.439, p = 0.231, ω2 = 0.006. However, it should be noted that in 10% significance level of the main effect of leadership on trust in the company (lift) would be significant, F (1, 258) = 2.984, p < 0.1, ω2 = 0.011. 

5.2.1.5 Visual attitude towards the website

	
	df
	F
	Sig.
	ω2

	Leadership
	1
	0.066
	0.798
	0.000

	Amount of information * Leadership
	1
	4.722
	0.031
	0.018

	Type of media * Leadership
	1
	2.816
	0.095
	0.011

	Amount of information * Type of media * Leadership
	1
	5.135
	0.024
	0.020

	Error
	258
	
	
	


Table 14: Results of three-way ANOVA for visual attitude towards the website (leadership)

The main effect of leadership on visual attitude towards the website was non-significant, F (1, 258) = 0.066, p = 0.798, ω2 = 0.000. Nevertheless, there was a significant simple interaction effect between amount of information and leadership on visual attitude towards the website, F (1, 258) = 4.772, p < 0.05, ω2 = 0.018. In addition, there was a non-significant simple interaction effect between type of media and leadership, F (1, 258) = 2.816, p = 0.095, ω2 = 0.011, but there was a significant interaction effect among amount of information, type of media and leadership on visual attitude towards the website, F (1, 258) = 5.135, p < 0.05, ω2 = 0.020.

In 10% significance level, the simple interaction effect between type of media and leadership on visual attitude towards the website would be significant, F (1, 258) = 2.816, p < 0.1, ω2 = 0.011.

5.2.2. Impulsiveness

5.2.2.1. Intention to rent online (lift)

	
	df
	F
	Sig.
	ω2

	Impulsiveness
	1
	0.845
	0.359
	0.003

	Amount of information * Impulsiveness
	1
	0.928
	0.336
	0.004

	Type of media * Impulsiveness
	1
	0.710
	0.400
	0.003

	Amount of information * Type of media * Impulsiveness
	1
	0.124
	0.725
	0.000

	Error
	258
	
	
	


Table 15: Results of three-way ANOVA for intention to rent online (impulsiveness)

For intention to rent online (lift), there was a non-significant main effect of impulsiveness, F (1, 258) = 0.845, p = 0.359, ω2 = 0.003. Moreover, there was a non-significant simple interaction effect between amount of information and impulsiveness, F (1, 258) = 0.928, p = 0.336, ω2 = 0.004, and there was also a non-significant simple interaction effect between type of media and impulsiveness on intention to rent online (lift), F (1,258) = 0.710, p = 0.400, ω2 = 0.003. Finally, there was a non-significant interaction effect among amount of information, type of media and impulsiveness, F (1,258) = 0.124, p = 725, ω2 = 0.000.
Thus, hypothesis 6 is rejected for this cognitive style as well.

5.2.2.2. Perceived content quality

	
	df
	F
	Sig.
	ω2

	Impulsiveness
	1
	0.704
	0.402
	0.003

	Amount of information * Impulsiveness
	1
	1.333
	0.249
	0.005

	Type of media * Impulsiveness
	1
	1.106
	0.294
	0.004

	Amount of information * Type of media * Impulsiveness
	1
	0.035
	0.852
	0.000

	Error
	258
	
	
	


Table 16: Results of three-way ANOVA for perceived content quality (impulsiveness)

As far as perceived content quality is concerned, there was a non-significant main effect of impulsiveness, F (1, 258) = 0.704, p = 0.402, ω2 = 0.003. Additionally, there were a non-significant simple interaction effect between amount of information and impulsiveness, F (1,258) = 1.333, p = 2.49, ω2 = 0.0052, and a non-significant simple interaction effect between type of media and impulsiveness, F (1,258) = 1.106, p = 0.294, ω2 = 0.004. Finally, the interaction effect among amount of information, type of media and impulsiveness was also non-significant, F (1,258) = 0.035, p = 0.852, ω2 = 0.000.

5.2.2.3. Trust in the company (lift)

	
	df
	F
	Sig.
	ω2

	Impulsiveness
	1
	0.005
	0.946
	0.000

	Amount of information * Impulsiveness
	1
	0.971
	0.325
	0.004

	Type of media * Impulsiveness
	1
	0.813
	0.368
	0.003

	Amount of information * Type of media * Impulsiveness
	1
	1.171
	0.280
	0.005

	Error
	258
	
	
	


Table 17: Results of three-way ANOVA for trust in the company (impulsiveness)

For trust in the company (lift), there were a non-significant main effect of impulsiveness, F (1, 258) = 0.005, p = 0.946, ω2 = 0.000, a non-significant simple interaction effect between amount of information and impulsiveness, F (1,258) = 0.971, p = 0.325, ω2 = 0.004, and a non-significant simple interaction effect between type of media and impulsiveness on trust in the company (lift), F (1,258) = 0.813, p = 0.368, ω2 = 0.003. Moreover, the interaction effect among amount of information, type of media and impulsiveness was non-significant as well, F (1,258) = 1.171, p = 0.280, ω2 = 0.005.
5.2.2.4. Intention to visit and recommend the website

	
	df
	F
	Sig.
	ω2

	Impulsiveness
	1
	0.299
	0.585
	0.001

	Amount of information * Impulsiveness
	1
	0.003
	0.958
	0.000

	Type of media * Impulsiveness
	1
	2.855
	0.092
	0.011

	Amount of information * Type of media * Impulsiveness
	1
	0.047
	0.829
	0.000

	Error
	258
	
	
	


Table 18: Results of three-way ANOVA for intention to visit and recommend the website (impulsiveness)

The main effect of impulsiveness on intention to visit and recommend the website was non-significant, F (1, 258) = 0.299, p = 0.585, ω2 = 0.001. The simple interaction effects between amount of information and impulsiveness, F (1, 258) = 0.003, p = 0.958, ω2 = 0.000, and between type of media and impulsiveness, F (1,258) = 2.855, p = 0.092, ω2 = 0.011, were non-significant as well. Furthermore, the interaction effect among amount of information, type of media and impulsiveness on intention to visit and recommend the website was also non-significant, F (1, 258) = 0.047, p = 0.829, ω2 = 0.000. 

It should be noted, however, that the simple interaction effect between type of media and impulsiveness would be significant in 10% significance level, F (1,258) = 2.855, p < 0.1, ω2 = 0.011.

5.2.2.5. Visual attitude towards the website

	
	df
	F
	Sig.
	ω2

	Impulsiveness
	1
	0.038
	0.845
	0.000

	Amount of information * Impulsiveness
	1
	0.029
	0.866
	0.000

	Type of media * Impulsiveness
	1
	0.560
	0.455
	0.002

	Amount of information * Type of media * Impulsiveness
	1
	0.014
	0.905
	0.000

	Error
	258
	
	
	


Table 19: Results of three-way ANOVA for visual attitude towards the website (impulsiveness)

The main effect of impulsiveness on visual attitude towards the website was non-significant, F (1, 258) = 0.038, p = 0.845, ω2 = 0.000. Moreover, there was a non-significant simple interaction effect between amount of information and impulsiveness on visual attitude towards the website, F (1, 258) = 0.029, p = 0.866, ω2 = 0.000. In addition, there were a non-significant simple interaction effect between type of media and impulsiveness, F (1, 258) = 0.560, p = 0.455, ω2 = 0.002, and a non-significant interaction effect among amount of information, type of media and impulsiveness on visual attitude towards the website, F (1, 258) = 0.014, p = 0.905, ω2 = 0.000.

5.3. Summary

The purpose of the chapter was to present and interpret the results from the data analysis obtained for this study. After the factor analysis of chapter four, five factors were identified: perceived content quality, trust in the company before the treatment, trust in the company after the treatment, intention to visit and recommend the website and attitude towards the website. By estimating the difference of trust in the company after and before the treatment a new variable named trust in the company (lift) was created, in order to help in estimating the lift in trust resulting due to the treatment. Then a series of ANOVAs was conducted so as to investigate the relationship of the resulting factors (including also the lift of intention to rent online) and to test the validity of the hypotheses proposed.

From the eleven research hypotheses, six of them were fully confirmed, one was marginally confirmed and four were rejected.
	H1a: Intention to purchase online increases when higher instead of lower amounts of information is used in a website.
	Supported

	H1b: Intention to purchase online increases when visual instead of textual type of media is used in a website.
	Not Supported

	H2a: Perceived content quality increases when higher instead of lower amounts of information is used in a website.
	Supported

	H2b: Perceived content quality increases when visual instead of textual type of media is used in a website.
	Supported

	H3a: Trust in the company increases when higher instead of lower amounts of information is used in a website.
	Supported

	H3b: Trust in the company increases when visual instead of textual type of media is used in a website.
	Not Supported

	H4a: Intention to visit and recommend a website increases when higher instead of lower amounts of information is used in the website.
	Supported

	H4b: Intention to visit and recommend a website increases when visual instead of textual type of media is used in the website.
	Not Supported

	H5a: Attitude towards a website increases when higher instead of lower amounts of information is used in the website.
	Supported

	H5b: Attitude towards a website increases when visual instead of textual type of media is used in the website.
	Marginally supported

	H6: Intention to purchase online is affected, either positively or negatively, by consumers’ cognitive styles.
	Not Supported


Table 20: Hypotheses test results
6. Discussion

This section will further discuss and analyze the findings of chapter five. Each of the dependent variables will be discussed separately.

6.1. Intention to rent online

Based on the literature review, it was expected that amount of information and type of media would have a significant effect on intention to rent online (Peterson and Merino, 2003; Ranganathan and Ganapathy, 2002). In accordance with the results, amount of information has a significant effect on intention to rent online. More specifically, participants that received treatments with high amount of information indicated a greater lift in intention to rent online than participants that received treatments with low amount of information, thus, it can be concluded that there is indeed a positive relationship between amount of information and intention to purchase online (Park and Stoel, 2005).

Contrary to what expected, type of media has no significant effect on intention to rent online. A possible explanation for this is that online consumers are more affected by the amount and content of information, as they may perceive it as a website characteristic that adds value to the online decision process. Besides, according to Yang (2001), the amount of information is considered to be an important factor in determining the success or failure of electronic commerce.

In addition, although theory indicated that cognitive styles directly affect intention to purchase online (Hauser et al., 2009), no significant results were found in this research for neither of the two cognitive styles that were examined. There are many cognitive styles in general and the cognitive styles selected probably were not suitable for this study.

However, a significant interaction effect was found among amount of information, type of media and cognitive style ‘leadership’. That means that when these three variables interact, intention to purchase online is affected. Mores specifically, the lift in rental likelihood is the greatest for high amount of information, visual type of media and follower cognitive style, while for low amount of information, textual type of media and leader cognitive style is the lowest. Although there is no theoretical background to support this finding, it is reasonable to expect that the difference lies mainly on the fact that followers can be affected more easily than leaders.

6.2. Perceived content quality

As expected, perceived content quality was significantly affected from both amount of information and type of media. Perceived content quality increased when amount of information increased. As mentioned before, information available in a website is one of the main criteria that influence the level of service quality delivery through a website (Kuo, 2003). Content quality is one of the four dimensions that compose website quality (Aladwani and Palvia, 2002), thus, it is reasonable that the amount of information directly affect content quality as well. In addition, perceived content quality was higher for participants that received the treatments with visual type of media. This can be explained also by the fact that images in interactive environments can be more easily associated with real-world metaphors than text-based information (Rogers, 1986).
Moreover, it was also found that the interaction between cognitive style ‘leadership’ and amount of information was also significant. In this case, perceived content quality was higher for followers receiving treatments with high amount of information, and lower for followers receiving treatments with high amount of information. Again, that could be explained by the fact that usually consumers that are followers can be more easily influenced, while leaders present higher levels of self-confidence and, thus, cannot be easily or drastically affected.

6.3 Trust in the company

The main reason why amount of information was expected to have a significant effect on trust in the company is that information is they key factor that reduces perceived risk in an online factor and consequently enhances trust and motivates purchase intention (Kim and Lennon, 2000). Higher amount of information resulted in higher lift of trust in the company, so it can be concluded that there is a positive relationship between amount of information and trust in the company.

Additionally, although Gangulay et al. (2010) empirically proved that information design can help in the creation of trust online, this relationship was not verified in this research.

Moreover, a significant interaction effect was found between amount of information and ‘leadership’. According to the results, followers that received treatments with high amount of information indicated the greater lift in trust in the company, while followers that received treatments with low amount of information had the lowest lift in trust in the company. This result probably indicates that followers can be largely affected by amount of information when they are about to trust a website and consequently the company.

6.4. Intention to visit and recommend the website

As expected, amount of information has a significant effect on intention to visit and recommend the website. As mentioned before, amount of information has a positive relationship with consumer’s overall satisfaction (Ballantine, 2005). Intention to visit and recommend a website relies on users’ satisfaction. Thus, this empirical study indicates that there is also a direct effect of amount of information and intention to visit and recommend the website. In this experiment, it was found that the higher the amount of information on a website, the higher the intention to visit and recommend it to others.

Furthermore, no direct effect was found between type of media used in a website and intention to visit and recommend the website, despite the fact that according to Coyle and Thorson (2001) vivid websites are expected to increase intention to revisit and recommend the website.
In addition, there was a significant effect (in 10% significance level) of the cognitive style dimension ‘leadership’ on intention to visit and recommend the website. More specifically, leaders indicated higher levels of intention than followers. Leaders are expected to be more innovative and formulate stronger attitudes that cannot be easily affected or manipulated in comparison to followers. So, this could be a possible explaination of the above finding.

Moreover, there was also a significant interaction effect (in 10% significance level) between type of media and the cognitive style ‘impulsiveness’ on intentions. Impulsive users showed higher intentions when visual type of media was used, while non-impulsive users had higher intentions when textual type of media was used. This could be explained by the fact that impulsive users prefer getting the general idea, while non-impulsive prefer more detailed information.

6.5. Attitude towards the website

According to Chen et al. (2002) there is a positive relationship between number and type of website characteristics and attitude towards the website. Based on the empirical results of this study, amount of information has a positive effect on attitude towards the website. Additionally, it was found that type of media has a significant effect on attitude in 10% significance level. More specifically, visual type of media had higher attitude towards the website than textual type of media. Again this could be explained by the fact that images can be more easily associated with real world (Roders, 1986) and evoke more positive attitudes towards a website.
There was also a significant interaction effect (in 10% significance level) between type of media and cognitive style ‘leadership’. The results showed that followers indicated stronger attitude towards a website when visual type of media was used, while leaders had more positive attitude towards the website when textual type of media was used. This can be interpreted again by the nature of personality of followers and leaders and it can be concluded that followers are more affected by images than leaders.
7. Conclusions

7.1. General conclusions and main findings
The main purpose of the current study is to examine and try to explain the direct effect of amount of information and type of media used in a website on several aspect of online consumer behavior. Furthermore, this paper examined how amount of information and type of media affect these aspects. In addition, interaction effects are examined. Apart from these effects, this research also tries to find a connection between web visitors’ cognitive styles and online behaviour.
In the third chapter of the study, after conducting an extensive research in the existing literature a conceptual model was proposed in order to test the research hypotheses. This model was a try to directly connect amount of information and type of media with certain aspects of consumer behaviour, such as intention to purchase online, perceived content quality, trust in the company, intention to visit the website, intention to recommend the website to others and visual attitude towards the website.

The main findings suggest that amount of information has a significant positive effect in all of the aforementioned aspects of online consumer behaviour. Unfortunately, type of media in this study had no effect on these aspects, apart from perceived content quality. It should be also noted that type of media had a marginally significant effect on attitude towards the website. In addition, no interaction effects between type of media and amount of information were found.
As far as cognitive styles are concerned, there were some significant interaction effects, but no direct effects of cognitive style dimensions were validated, except for the positive direct effect of ‘leadershp’ on intention to visit and recommend the website to others. More specifically, there was a significant simple interaction effect between ‘leadership’ and amount of information on perceived content quality and trust in the company. In addition, there were marginally significant interaction effects between ‘leadership’ and type of media on attitude towards the website and between ‘impulsiveness’ and type of media on intention to visit and recommend the website. Finally, there was a significant interaction effect among ‘leadership’, amount of information and type of media on intention to rent movies online.
Given these outcomes, it can be concluded that amount of information is a more important factor affecting online consumer behaviour in comparison with type of media or cognitive styles.

7.2. Managerial implications

As already mentioned, nowadays, there is a rapid escalation of Internet usage. More and more people visit websites either to gather information or purchase products/services. Companies should take advantage of this situation and expand their activities online. In order to be effective in online environments, they should develop effective websites. The main ingredients of an effective website are website characteristics. Therefore, to fully understand and interpret the value of website design, it is important to examine customers’ reaction to these characteristics. 
The findings of the current study aim to contribute to the existing academic literature and knowledge for this topic and shed light on the direct effect of certain website characteristics, such as amount and appearance of information.

The main result of the study indicates that amount of information is very important in websites and can affect consumer responses. Specifically, this indicates that potential customers would value more websites that have higher amount of information with more detailed content.  Thus, the content and the amount of information in a website should be priorities for managers in building the company websites that target e-commerce.
In addition, according to the research findings concerning cognitive styles, marketers should take into consideration that web visitors’ cognitive styles can interact with website characteristics and affect their online behaviour. Thus, they should be able to chose the appropriate method, e-customization, personalization or website morphing, to adapt either the amount of information or type of media used to present information according to cognitive styles. 
7.3. Limitations of this study and future research
The results of this study are subject to a number of some limitations that should be reported and considered in order to interpret these findings, as well as some suggestions for future research and further examination.

First, the size of the sample was limited to 267 respondents and most of them were relatively young and consequently the sample was not so adequate and representative so as to allow the generalization of the results to other populations.

Moreover, screenshots of a fictional online company were used in this research insted of actual websites of real companies. For this reason, it would be useful for the companies to conduct a survey amongst real customers using a real site in order to come up with more representative, valid and useful findings.

Another limitation of this research is the very limited group of product categories examined. Only one product category (online movie rental) was utilized for the study because the theme (online movie retal) was relevant and popular to the young age of the sample. 
Further research is needed to test if the model could be applied to other products categories as well. Additionally, many other website characteristics, such as color, fonts, page structure can affect online consumer behaviour, according to noumerous researches. In this study, such website characteristics were not tested, but future research should address issues like this.
Unfortunately, in this research there was no time for manipulation checks. In future research, manipulation checks could be very helpful in order to better design the screenshots and get more accurate and valid results.
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APPENDICES

APPENDIX A

Screenshots used for the four different conditions:

-Version 1: Low amount of information – textual type of media
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-Version 2: Low amount of information – visual type of media
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innocence and grace, and the Black Swan, who represents guite and. sensuality. Nina fits the White
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APPENDIX B

This is the questionnaire used for this research. The four questionnaires differ only in the screenshots’ version presented.

[image: image15.png]Thesis Questionnaire

‘This is a research concerning online movie rental. It is designed for the graduate thesis program in marketing of
the Erasmus University of Rotterdam. Your participation is voluntary. You may decline to answer any or all
questions. You may decline further participation, at any time, without adverse consequences. Data collected wil
be reported in such a way that the identity of individuals is protected, and anonymity is assured.

‘Thank you for agreeing to participate in this survey. It will take you approximately 10 minutes to complete the
questionnaire. Please answer these questions as honestly as you can - there are no right or wrong answers.
Even if you are not certain about the exact answer to a question, mark the answer that is closest to your
‘opinion and go to the next question.

‘Thank you in advance for your time and participation. It is valuable for the successful completion of this
research.

Your responses will be kept in the strictest of confidence.

st

Thesis Questionnaire

1n order to complete this questionnaire you should take a careful look at the following information:
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APPENDIX C

Factor loadings used to define cognitive‐style dimensions.

[image: image32.png]Cognitive-Style Dimension
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understand the graphic/chart on my own.
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Source: Braun et al. (2009)

APPENDIX D

Factor analysis and Reliability Coefficient Cronbach's Alpha for cognitive styles

· First try
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· Second try
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· Fourth try
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· Cronbach's Alpha tests

Leadership

	
	Cases
	Cronbach’s α

	Leadership
	I find it is easy to make decisions for others and to command and direct others to take certain actions
	

	
	In a group conversation, I usually speak to the most
	

	
	I have held a great deal of leadership positions in my life
	

	
	My confidence level is higher than most other people’s
	0.810


Impulsiveness
	
	Cases
	Cronbach’s α

	Impulsiveness
	A bat and ball cost $1.10 in total. The bat costs $1.00 more than the ball. How much does the ball cost?
	

	
	If it takes 5 machines 5 minutes to make 5 widgets, how long would it take 100 machines to make 100 widgets?
	

	
	In a lake, there is a patch of lily pads. Every day, the patch doubles in size. If it takes 48 days for the patch to cover the entire lake, how long would it take for the patch to cover half of the lake?
	0.765


APPENDIX E

Factor analysis and Reliability Coefficient Cronbach's Alpha for dependent variables

· Factor analysis for dependent variables
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· Cronbach's Alpha tests

Perceived content quality
	
	Cases
	Cronbach’s α

	Perceived content quality
	The content of FilmSnap's website is useful
	

	
	The content of FilmSnap's website is complete
	

	
	The content of FilmSnap's website is clear
	

	
	The content of FilmSnap's website is current
	

	
	The content of FilmSnap's website is concise
	

	
	The content of FilmSnap's website is accurate
	0.875


Trust in the company before the treatment

	
	Cases
	Cronbach’s α

	Trust in the company pre
	This company is trustworthy1
	

	
	I expect this company to keep the promises it makes to consumers1
	

	
	I believe this company is fair in its conduct of customer transactions1
	

	
	Overall, I do not doubt the honesty of this company1
	

	
	Overall, this company makes good-faith efforts to address customer concerns1
	0.853


Trust in the company after the treatment

	
	Cases
	Cronbach’s α

	Trust in the company post
	This company is trustworthy2
	

	
	I expect this company to keep the promises it makes to consumers2
	

	
	I believe this company is fair in its conduct of customer transactions2
	

	
	Overall, I do not doubt the honesty of this company2
	

	
	Overall, this company makes good-faith efforts to address customer concerns2
	0.899


Intention to visit and recommend the website to others

	
	Cases
	Cronbach’s α

	Intention to visit and recommend
	It is very likely that I will visit this website, when it is published
	

	
	I will visit this website the next time I need to watch/rent a movie
	

	
	I would recommend this website to others
	

	
	I would recommend this website to someone who seeks my advice
	0.898


Visual attitude towards the website

	
	Cases
	Cronbach’s α

	Visual attitude
	The way Filmsnap displays its products is attractive
	

	
	Filmsnap’s Internet site is aesthetically appealing
	

	
	I like the way Filmsnap’s Internet site looks
	0.923


APPENDIX F

Presentation of the two-way ANOVA results for all dependent variables and presentation of the estimated marginal means only when the independent variables’ main or interaction effects are significant:
Intention to rent online (lift)

-  Two-way ANOVA results.
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- Estimated marginal means for 5% significance level.
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Perceived content quality

-  Two-way ANOVA results.

[image: image46.png]Descriptive Statistics

Dependent Variable:Perceived content quality
amount ofinformation e ofmedia | Mean | St Deviation N

high ‘texual | 3,52703 77440 4

visual | 378111 783781 60

Total [ 363t84 733814 134

Tow texual | 3,35833 748508 &0

visual | 353008 97820 72

Total | 345202 7226888 132

Total texual | 345148 arz 134

visual | 363510 744255 132

Total [ 354281 732348 266





[image: image47.png]Tests of Between-Subjects Effects

Dependent Variable:perceived content qualiy

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 49317 3 1,644 BE] 028 038
Intercept 3309,007 1 3309,007 | 6319,090 000 960
amountofinformation 269 1 269 5024 028 e
amountsizeoimages 2712 1 2712 5179 024 e
amountofinformation = 064 1 064 a22 kel 000

amountsizeoimages

Ermor 137,007 262 524
Total 3480,444 266

Corrested Total 142,128 265
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- Estimated marginal means for 5% significance level.
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Trust in the company (lift)

- Two-way ANOVA results.

[image: image49.png]Descriptive Statistics

Dependent Variable Trustin the company (if)
amount ofinformation e ofmedia | Mean | St Deviation N
high ‘texual | 22703 520484 4
visual [ 24000 736278 60
Total | 23284 72185 134
Tow tedual | 04333 532480 &0
visual [ 11667 488458 72
Total | 08333 08278 132
Total texual | 14478 587781 134
visual [ 17273 14220 132
Total | 15885 00079 266





[image: image50.png]Tests of Between-Subjects Effects

DependentVariable st i

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 1,5687 3 586 | 1554 20 o7
Intercept 6473 1 6473 | 18089 000 085
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amountsizeoimages
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a.R Squared = 017 (Adjusted R Squared = 006)





- Estimated marginal means for 5% significance level.
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Intention to visit and recommend the website

- Two-way ANOVA results.

[image: image52.png]Descriptive Statistics

Dependent Variablentention to visit and recommend the website

amount ofinformation e ofmedia | Mean | St Deviation N
high ‘texual | 3,39527 BBB550 4

visual | 360833 1,082002 60
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[image: image53.png]Tests of Between-Subjects Effects

DependentVariableintentions

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 98177 3 3272 3438 017 038
Intercept 2902,785 1 2902785 | 3050,522 000 Eed)
amountofinformation 8787 1 8787 9,203 003 034
amountsizeoimages 1,282 1 1,282 1,347 247 008
amountofinformation = 358 1 358 a7 41 001

amountsizeoimages

Ermor 249,311 262 9852
Total 185,313 266

Corrested Total 250,128 265

a. R Squared = 038 (Adjusted R Squared = 027)





- Estimated marginal means for 5% significance level.
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Visual attitude towards the website

- Two-way ANOVA results.

[image: image55.png]Descriptive Statistics

Dependent Variable:Attiude towards the website

amount ofinformation e ofmedia | Mean | Std. Deviation N
high ‘texual | 3,26676 887161 4

visual | 352778 1145383 60

Total [ 337811 1,015988 134

Tow texual | 2,95000 1,085472 &0

visual [ 314815 1,003284 72

Total | 305808 1,000087 132
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Total | 321930 1,083570 266





[image: image56.png]Tests of Between-Subjects Effects

DependentVariable:attiude
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- Estimated marginal means for 5% significance level.
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- Estimated marginal means for 10% significance level.
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APPENDIX G

Presentation of the three-way ANOVA results for dependent variables and of the estimated marginal means only for the significant main/interaction effects:

· Leadership
Rental likelihood (lift)

-  Three-way ANOVA results.

[image: image59.png]Descriptive Statistics

Dependent ariable:Intention to rent online (if)

amount ofinformation e ofmedia_Leadershin | Mean | Std. Deviation N

high textual Tollower 1,00 1,083 El
leater 1,44 1,843 43

Total 1,28 1,002 4

visual Tollower 182 3,008 7

leater kil 2,249 43

Total 110 2502 60

Total Tollower 1,29 2,39 s

leater 113 2,088 86

Total 119 2,184 134

Tow texual Tollower 58 1877 ]
leater 00 1,377 40

Total RE} 1,688 60

visual Tollower a7 2,078 2

leater 55 1,818 48

Total 49 1,784 72

Total Tollower 3 1,876 [

leater 35 1,830 88

Total 35 1,690 132

Total texual Tollower 2 1,038 El
leater 75 1,780 3

Total 78 1,834 134

visual Tollower £ 2,603 o

leater 73 1,033 at

Total a7 2154 132

Total Tollower 3 2,245 (3]

leater 74 1,858 174

Total a7 1,008 266





[image: image60.png]Tests of Between-Subjects Effects

Dependent ariablelit rental lielinood

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 74,1620 7 10505 | 2787 008 070
Intercept 150,848 1 150848 | 39679 000 A3
amountofinformation 50219 1 s0219 | 13208 000 049
amountsizeoimages 783 1 783 a0 855 001
leadership 1,482 1 1,482 390 533 002
amountofinformation * 018 1 018 004 048 000

amountsizeoimages

amountofinformation * 897 1 897 238 827 001
leatership

amountsizeofimages * 548 1 548 A7 80 001
leatership

amountofinformation 22,388 1 22388 | 5884 018 022
amounisizeofimages *

leatership

Ermor 980,849 258 3802

Total 1213,000 266

Corrected Total 1055011 265

a R Squared =070 (Adjusted R Squared = 045)





- Estimated marginal means for 5% significance level.

[image: image61.png]7. amount of information * type of media * Leadership

Dependent ariable:Intention to rent online (if)

95% Confidence Interval

amount ofinformation e ofmediaLeagership | Mean | St Enor | LowerBound | Upper Bound
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Perceived content quality

-  Three-way ANOVA results.

[image: image62.png]Descriptive Statistics

Dependent Variable:Perceived content quality

amount of information fmedia Leadership | Mean | Std Deviation N
high textual Tollower | 3,62365 767362 El
leater | 345736 504320 43

Total | 352703 77440 4

visual Tollower | 401951 546078 7

leader | 385891 843881 43

Total | 37e111 783781 60

Total Tollower | 2,76389 716028 s

leater | 388814 736432 86

Total | 3g3184 733814 134

Tow texual Tollower | 2,32500 776088 ]
leager | 337500 740322 40

Total | 335833 748508 60

visual Tollower | 2,31250 28072 2

leater | 363880 711881 48

Total | 353000 97820 72

Total Tollower | 2,31818 81232 [

leater | 351804 732881 88

Total | 345202 7226888 132

Total texual Tollower | 2,80854 777432 El
leater | 341767 70403 3

Total | 345140 711472 134

visual Tollower | 2,60569 585028 o

leater | 364835 772382 at

Total | 3g3810 744255 132

Total Tollower | 2,85072 738768 (3]

leader | 353831 732624 174

Total | 354261 732348 266





[image: image63.png]Tests of Between-Subjects Effects

Dependent Variable:perceived content qualiy

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 8,752 7 1,250 2419 070 062
Intercept 2934209 1 2934209 | 5675,880 000 57
amountofinformation 4454 1 4454 8535 004 032
amountsizeoimages 2520 1 2520 5,067 025 19
leadership 082 1 082 159 590 001
amountofinformation * 438 1 438 842 380 003

amountsizeoimages

amountofinformation * 2,967 1 2,967 5738 07 022
leatership

amountsizeofimages * 024 1 024 047 828 000
leatership

amountofinformation 808 1 808 1,859 213 008
amounisizeofimages *

leatership

Ermor 133,378 258 517

Total 3480,444 266

Corrected Total 142,128 265

a R Square

062 (Adjusted R Souare





- Estimated marginal means for 5% significance level.

[image: image64.png]5. amount of information * Leadership

Dependent Variable:Perceived content quality
95% Confidence Interval
amount ofinformation Leadership | Wean | std Eror | Lower Bound | Upper Bound
high follower | 3,822 08 3,608 4,038
leater 3558 078 3,408 EXal]
Tow Tollower | 2,318 108 3104 3533
leater 3,507 077 3,385 3,859





Trust in the company (lift)

- Three-way ANOVA results.

[image: image65.png]Descriptive Statistics

Dependent Variable Trustin the company (if)
amount of information fmedia Leagership | Mean | Std. Deviation N

high textual follower | 36774 534408 El

leaser | 12588 63358 43

Total 22703 20494 4

visual Tollower | 85204 820151 7

leager | 11628 70798 43

Total 24000 736278 60

Total Tollower | 43333 47827 s

leager | 12083 63168 86

Total 23284 572195 134

Tow texual Tollower | 08000 504035 ]

leager | 02500 430881 40

Total 04333 532480 60

visual Tollower | -04167 486783 2

leaser | 19583 489010 48

Total 1887 488458 72

Total Tollower | 01384 572872 [

leager | 11818 472349 88

Total 08333 08278 132

Total texual Tollower | 25480 11088 El

leader | 07711 585540 3

Total 4478 587791 134

visual Tollower | 20488 59034 o

leaser | 15824 580081 at

Total A7273 14220 132

Total Tollower | 23261 45033 (3]

leager | 11954 572063 174

Total RE 00079 266





[image: image66.png]Tests of Between-Subjects Effects

DependentVariable st i

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 59907 7 856 | 2460 018 053
Intercept 7348 1 348 | 21196 000 078
amountofinformation 2,067 1 2067 | 8588 004 032
amountsizeoimages 84 1 84 531 4857 o0z
leadership 895 1 895 | 2583 09 10
amountofinformation * 058 1 058 188 82 001

amountsizeoimages

amountofinformation * 297 1 2807 | 7780 008 029
leatership

amountsizeofimages * 035 1 035 AL 751 000
leatership

amountofinformation 882 1 852 | 2487 A8 10
amounisizeofimages *

leatership

Ermor 89,435 258 47

Total 102,120 266

Corrected Total 95,425 265

a. R Sguared = 063 (Adjusted R Squared = ,037)





- Estimated marginal means for 5% significant level.

[image: image67.png]5. amount of information * Leadership

Dependent Variable Trustin the company (if)
95% Confidence Interval
amount ofinformation Leadership | Wean | Std Eror | Lower Bound | Upper Bound
high Tollower 460 089 285 535
leater RE) 083 -004 248
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Intention to visit and recommend the website

- Three-way ANOVA results.

[image: image68.png]Descriptive Statistics

Dependent Variable:ntention to visit and recommend the website

amount of information fmedia Leagership | Mean | Std. Deviation N

high textual follower | 3,27419 815058 El
leater | 3,48256 864085 43

Total | 330527 886550 4

visual Tollower | 269118 1,088037 7

leaver | 357558 1,048716 43

Total | 30833 1,082002 60

Total Tollower | 2,42188 889515 s

leater | 352007 986724 86

Total | 340087 9686257 134

Tow texual Tollower | 2,83750 1,080272 ]
leager | 38750 1,045089 40

Total | 310617 1,047891 60

visual Tollower | 2,81250 718701 2

leater | 3,34896 983881 48

Total | 317014 933367 72

Total Tollower | 2,86932 BB0167 [

leaver | 327857 1,000324 88

Total | 314015 983770 132

Total texual Tollower | 2,14216 878845 El
leater | 3,34036 961504 3

Total | 328423 969343 134

visual Tollower | 2,17683 870888 o

leader | 3,48604 1018889 at

Total | 338032 1,000244 132

Total Tollower | 2,15761 874087 (3]

leater | 3,40086 989036 174

Total | 331673 988850 266





[image: image69.png]Tests of Between-Subjects Effects

DependentVariableintentions

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 16,1957 7 2314 2458 019 053
Intercept 2516,200 1 2516,200 | 2672402 000 812
amountofinformation 10,968 1 10988 | 11649 001 043
amountsizeoimages 1,088 1 1,088 1,153 284 004
leadership 2810 1 2810 2,984 085 o
amountofinformation * 815 1 815 88585 3853 003

amountsizeoimages

amountofinformation * 1,749 1 1,749 1,858 A74 007
leatership

amountsizeofimages * 005 1 005 005 841 000
leatership

amountofinformation 1,354 1 1,354 1,439 23 008
amounisizeofimages *

leatership

Ermor 242,929 258 842

Total 3185313 266

Corrected Total 259,128 265

a R Squared = 063 (Adusted R Square





- Estimated marginal means for 10% significance level.

[image: image70.png]4.Leadership

DependentVariablentention to visit and recommend the website
95% Confidence Interval

cagership | Mean | Std Emor | LowerBound | Upper Bound

Tollower | 2,178 04 2,075 3,383

leater 3,309 074 3,283 3,544





Visual attitude towards the website

- Three-way ANOVA results.

[image: image71.png]Descriptive Statistics

Dependent Variable:Attiude towards the website

amount of information fmedia Leadership | Mean | Std Deviation N
high textual Tollower | 3,09677 043569 El
leaser | 337208 836373 43

Total | 325878 87161 4

visual Tollower | 408804 797258 7

leager | 3,30233 1,100380 43

Total | 352778 1145383 60

Total Tollower | 2,48138 1,000388 s

leater | 333721 1,023281 86

Total | 337811 1,015988 134

Tow texual Tollower | 2,78333 1,276302 ]
leader | 3,03333 983627 40

Total | 205000 1,085472 60

visual Tollower | 2,87500 821103 2

leater | 3,28472 1154879 48

Total | 314815 1,003284 72

Total Tollower | 2,83333 1,084302 [

leater | 317045 1,081504 88

Total | 308808 1,000087 132

Total texual Tollower | 2,87388 1,084833 El
leaser | 3,20884 020873 3

Total | 311940 988008 134

visual Tollower | 32,3821 1,088570 o

leader | 3,20304 1188169 at

Total | 332071 1,120003 132

Total Tollower | 2,18580 1,085425 (3]

leaver | 3,26287 1,083441 174

Total | 321030 1,083570 266





[image: image72.png]Tests of Between-Subjects Effects

DependentVariable:attiude

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 23,1280 7 3,304 3081 004 077
Intercept 2428254 1 242,254 | 2264677 000 898
amountofinformation 13,024 1 13024 | 12147 001 045
amountsizeoimages 5,005 1 5,005 5507 020 e}
leadership o7 1 o7 068 798 000
amountofinformation * 1,289 1 1,289 174 280 008

amountsizeoimages

amountofinformation * 5,083 1 5,083 4722 03 Lt
leatership

amountsizeofimages * 3019 1 3019 2818 95 o
leatership

amountofinformation 5,508 1 5,508 5138 024 020
amounisizeofimages *

leatership

Ermor 276835 258 1,072

Total 056,558 266

Corrected Total 299,763 265

a. R Squared = 077 (Adjusted R Squared = ,052)





- Estimated marginal means for 5% significance level.

[image: image73.png]5. amount of information * Leadership

Dependent Variable:Attiude towards the website

95% Confidence Interval

amount ofinformation Leadership | Wean | std Eror | Lower Bound | Upper Bound
high follower | 3,597 158 3,200 3,008

leater 3337 M2 37 3,887

Tow Tollower | 2,620 87 2520 3138
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- Estimated marginal means for 10% significance level.

[image: image74.png]6. type of media * Leadership

Dependent Variable:Attiude towards the website

95% Confidence Interval

e ofmedia Leadershin | Mean | Std Ewor | LowerBound | Upper Bound

tedual  follower | 2,040 148 2,648 3,232
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visual Tollower | 3,487 KES 3183 3810

leater 3,204 09 3,078 3,508





· Impulsiveness

Rental likelihood (lift)

- Three-way ANOVA results.

[image: image75.png]Descriptive Statistics

Dependent ariable:Intention to rent online (if)

amount ofinformation e ofmedia lmpulsiveness | Mean | St Deviation N

high tedual  deliberafive 119 1,790 [
impulsive 138 2,074 El

Total 1,28 1,002 4

visual eliberative El 2,248 £

impulsive 157 2,858 23

Total 110 2502 60

Total eliberative .00 2,008 £

impulsive 144 2418 54

Total 119 2,184 134

Tow tedual  deliberaive 28 1,324 g
impulsive M 1,847 27

Total RE} 1,688 60

visual eliberative s 1,483 £

impulsive 55 2,108 33

Total 49 1,784 72

Total eliberative 35 1,408 72

impulsive 35 1,090 60

Total 35 1,690 132

Total tedual  deliberaive 78 1,862 76
impulsive 78 2,082 58

Total 78 1,834 134

visual eliberative 2 1,890 76

impulsive k3 2471 56

Total a7 2154 132

Total eliberative 70 1,778 152

impulsive 87 2,280 14

Total a7 1,008 266





[image: image76.png]Tests of Between-Subjects Effects

Dependent ariablelit rental lielinood

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 59,5767 7 8511 | 2206 038 058
Intercept 156,777 1 156,777 | 40634 000 RE
amountofinformation 51,487 1 51,467 | 1333 000 049
amountsizeoimages 8850 1 8850 223 37 001
impulsiveness 3,259 1 3,259 845 359 003
amountofinformation = 2520 1 2520 853 42 003

amountsizeoimages

amountofinformation * 3582 1 3582 28 33 004
impulsiveness

amountsizeofimages * 2740 1 2740 710 400 003
impulsiveness

amountofinformation * 477 1 477 A2 725 000
amounisizeofimages *

impulsiveness

Ermor 995,435 258 3858

Total 1213,000

Corrected Total 1055011

a. R Squared = 056 (Adjusted R Squared





Perceived content quality

- Three-way ANOVA results.

[image: image77.png]Descriptive Statistics

Dependent Variable:Perceived content quality

amount ofinformation e ofmedia lmpulsiveness | Mean | St Deviation N

high tedual  deliberative | 3,56202 583078 [
impuisive | 347849 REIET El

Total 352703 77440 4

visual Geliberative | 3,70721 711888 £

impuisive | 384783 897408 23

Total 378111 783781 60

Total Ueliberative | 362017 45758 £

impuisive | 363580 853674 54

Total 363184 733814 134

Tow tedual  deliberaive | 347475 584000 g
impuisive | 321605 897307 27

Total 335833 748508 60

visual Ueliberative | 357692 518613 £

impuisive | 347475 71143 33

Total 353008 97820 72

Total Ueliberatie | 353008 546055 72

impusive | 335833 885021 60

Total 345202 7226888 132

Total tedual  deliberaive | 352412 581635 76
impuisive | 335632 848372 58

Total 345149 711472 134

visual Ueliberative | 364035 18273 76

impuisive | 362798 893202 56

Total 353810 744255 132

Total Ueliberative | 356224 01077 152

impuisive | 348977 877528 14

Total 354281 732348 266





[image: image78.png]Tests of Between-Subjects Effects

Dependent Variable:perceived content qualiy

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared

Carrected Model 65187 7 831 1771 053 045
Intercept 3221148 1 3221148 | 6128264 000 960
amountofinformation 2919 1 2919 5554 19 o021
amountsizeoimages 3,074 1 3,074 5848 018 022
impulsiveness amn 1 amn 704 402 003
amountofinformation = 095 1 095 80 872 001
amountsizeoimages
amountofinformation * 70 1 70 1,333 249 005
impulsiveness
amountsizeofimages * 581 1 581 1,108 294 004
impulsiveness
amountofinformation * 018 1 018 035 852 000
amounisizeofimages *
impulsiveness
Ermor 135510 258 528
Total 3480,444 266
Corrected Total 142,128 265

a. R Squared =,046 (Adjusted R Squared = ,020)





Trust in the company (lift)

- Three-way ANOVA results.
[image: image79.png]Descriptive Statistics

Dependent Variable Trustin the company (if)

amount ofinformation e ofmedia lmpulsiveness | Mean | St Deviation N

high tedual  deliberative | 26047 510285 [
impulsive 18085 41871 El

Total 22703 20494 4

visual Ueliberatie | 15676 748887 £

impulsive aT3m 718822 23

Total 24000 736278 60

Total Geliberatie | 21250 573808 £

impulsive 26295 74969 54

Total 23284 572195 134

Tow tedual  deliberaive | 07273 38001 g
impulsive 0741 374000 27

Total 04333 532480 60

visual Ueliberative | 15897 485871 £

impulsive 06867 404132 33

Total 1887 488458 72

Total Ueliberatie | 11944 588327 72

impulsive 04000 441589 60

Total 08333 08278 132

Total tedual  deliberaive | 17895 25314 76
impulsive Rl 536722 58

Total 4478 587791 134

visual Ueliberatie | 15789 21667 76

impulsive 19288 508980 56

Total A7273 14220 132

Total Ueliberatie | 16842 621815 152

impulsive 4581 72704 14

Total RE 00079 266





[image: image80.png]Tests of Between-Subjects Effects

Dependent Variable Trustinthe company (if)

Type Il Sum Parial Eta
s of Squares df | Mean Square £ sig Souared
Carrected Model 28677 7 381 | 1,060 380 028
Intercept 6,547 1 6547 | 18210 000 088
amountofinformation 1,779 1 1770 | 4940 027 e
amountsizeoimages 22 1 22 518 433 02
impulsiveness 002 1 002 005 248 000
amountofinformation = 03 1 03 038 852 000

amountsizeoimages
amountofinformation * 349 1 240 an 28 004

impulsiveness

amountsizeofimages * 292 1 292 813 88 003
impulsiveness

amountofinformation * an 1 an | 280 005
amounisizeofimages *

impulsiveness

Ermor 92,758 258 380

Total 102,120 266

Corrected Total 95,425 265

a R Square

028 (Adjusted R Square





Intention to visit and recommend the website

- Three-way ANOVA results.

[image: image81.png]Descriptive Statistics

Dependent Variablentention to visit and recommend the website

amount of information imedia Imouisiveness | Mean | Std. Deviation N

high tedual  deliberative | 3,52325 741648 [
impuisive | 321774 1,042317 El

Total 330827 886550 4

visual Ueliberative | 354730 1013816 £

impuisive | 370652 1127278 23

Total 380833 1,082002 60

Total Ueliberatie | 353438 72164 £

impuisive | 342593 1,008338 54

Total 3,40087 9686257 134

Tow tedual  deliberaive | 3,21212 1,000853 g
impuisive | 297222 1,007083 27

Total 310417 1,047891 60

visual Ueliberative | 3,11538 878128 £

impuisive | 323485 888159 33

Total 317014 933367 72

Total Ueliberative | 3,15072 886980 72

impuisive | 311667 887707 60

Total 314015 983770 132

Total tedual  deliberaive | 3,38816 78aT 76
impuisive | 310345 1,088852 58

Total 328493 969343 134

visual Ueliberative | 3,32566 1,012438 76

impuisive | 342857 1,010078 56

Total 338032 1,000244 132

Total Ueliberative | 3,35601 844048 152

impusive | 326316 1,047459 14

Total 331673 988850 266





[image: image82.png]Tests of Between-Subjects Effects

Dependent Variablentention to visit and recommend the website

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig Souared
Carrected Model 12,0677 7 1,852 T84z 064 050
Intercept 2823102 1 2823102 | 2958881 000 a2
amountofinformation 8583 1 8583 8,084 003 034
amountsizeoimages 1,848 1 1,848 1,037 188 007
impulsiveness 285 1 285 299 585 001
amountofinformation = 483 1 483 508 478 02

amountsizeoimages
amountofinformation * 003 1 003 003 958 000

impulsiveness

amountsizeofimages * 2724 1 2724 2,855 092 o
impulsiveness

amountofinformation * 045 1 045 047 829 000
amounisizeofimages *

impulsiveness

Ermor 246,151 258 954

Total 3185313 266

Corrected Total 259,128 265

a. R Squared = 050 (Adjusted R Squared = 024)





- Estimated marginal means for 10% significance level.

[image: image83.png]6.tye of media * Impulsiveness

Dependent Variable:ntention to visit and recoy

mend the website

[

95% Confidence Interval

fmedia lmpuisiveness | Mean | Std Ewor | LowerBound | Upper Bound
tedusl  delleralive | 3,368 13 3,148 3,500
impulsive 3,005 129 2842 3,348
visual Geliberatve | 3,331 2 3 3562
impulsive 3471 433 3,209 3732





Visual attitude towards the website

- Three way ANOVA results.

[image: image84.png]Descriptive Statistics

Dependent Variable:Attiude towards the website

amount ofinformation e ofmedia lmpulsiveness | Mean | St Deviation N

high tedual  deliberative | 3,27132 797668 [
impuisive | 323656 1,011759 El

Total 325678 87161 4

visual Ueliberatie | 347748 1,208800 £

impuisive | 360870 1,081978 23

Total 352778 1145383 60

Total Ueliberative | 336667 1,008760 £

impuisive | 339506 1,040227 54

Total 337811 1,015988 134

Tow tedual  deliberaive | 3,00000 1163687 g
impusive | 2,83889 1,000000 27

Total 2,95000 1,085472 60

visual Ueliberatie | 300402 1146048 £

impuisive | 321212 1,040228 33

Total 314815 1,003284 72

Total Ueliberatie | 305003 1147440 72

impuisive | 3,06667 1,028877 60

Total 3,05808 1,000087 132

Total tedual  deliberaive | 3,16351 875010 76
impuisive [ 307471 1,012674 58

Total 311040 988008 134

visual Ueliberative | 3,28070 1,183008 76

impuisive | 337500 1,088038 56

Total 332071 1,120003 132

Total Geliberatve | 321711 1,083181 152

impuisive | 322222 1,041581 14

Total 321930 1,083570 266





[image: image85.png]Tests of Between-Subjects Effects

Dependent Variable:Attiude towards the website

Type Il Sum Parial Eta
s of Squares df | Mean Square E sig. Souared
Carrected Model 11,2287 7 1,604 1434 KEH 037
Intercept 267,741 1 2667741 | 2385417 000 02
amountofinformation 7881 1 7881 7,020 i 028
amountsizeoimages 3976 1 3976 3555 080 s
impulsiveness 043 1 043 038 845 000
amountofinformation = 04 1 04 o3 781 000

amountsizeoimages
amountofinformation * 032 1 032 029 866 000

impulsiveness

amountsizeofimages * 528 1 528 560 455 o0z
impulsiveness

amountofinformation * 018 1 018 o4 05 000
amounisizeofimages *

impulsiveness

Ermor 288,535 258 1118

Total 3056555 266

Corrected Total 299,763 265

a.R Squared = 037 (Adjusted R Squared = 011)
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