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1 ABrowsing Framework
Why Browse?
BENEFITS To Get Information For Recreation
I The Receipt of Browsing
Benefit is affected by : I
I_ Retail Environment
I Product Involvement Levels I
Browsing Activity
OUTCOMES Product Knowledge Opinion Leadership

P. H. Bloch, N. M. Ridgway, and D. L. Sherrell(1989), p.13
Bloch

2-2. Ongoing Search
Bloch (1986)
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P. H. Bloch, N. M. Ridgway, and D. L. Sherrell(1986), p.135
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