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Bloch, et
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1
PREPURCHASE SEARCH ONGOING SEARCH
Involvement in the purchase Involvement with the product
Determinants Market environment Market environment
Situational factors Situational factors
To make better purchase Build a bank of information
Motives decisions for future use

Experience fun and pleasure

Increased product and Increased product and

market knowledge market knowledge leading to :

Better purchase decisions —future buying efficiencies
Outcomes Increased satisfaction —personal influence

with the purchase outcome Increased impulse buying

Increased satisfaction
from search, and other outcomes

( ) Bloch, Sherrell, and Ridgway (1986 , p.120.
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The Receipt of Browsing

Benefit is affected by :

Retail Environment

Product Involvement Levels

Browsing Activity
OUTCOMES Product Knowledge Opinion Leadership
( ) Bloch, Ridgway, and Sherrell (1989), p.14.
2 3
2008 Bloch, Ridgway, and Sherrell (1989)
Babin, Darden, and Griffin 1994 2001
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Money
Available

Negative
Affect

Time

Available 0.04

In-Store
Browsing

Shopping
Enjoyment

Positive
Affect

Felt Urge to
Buy Impulsively

Impulse
Purchase

Impulse Buying

Tendency 0.30
( ) Beatty and Ferrell (1998), p.182.
2 5 Richins and Shaffer
Richins and Shaffer 1988 Voss 1984 80%

Dichter 1966 Reynolds and Darden 1971

5 Richins and Shaffer 1988

Product
News WOM

Enduring
Involvement

Advice
Giving WOM

Opinion
Leadership

Personal
xperience WO

Situational
Involvement

0.47

( ) Richins and Shaffer (1988), p.34.
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