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INTRODUCTION

- \ // ! . " ? “‘ ' 5
1' \ . Background b ) © ot -

There éxists a lot of empirical result§ on use of tnformation L "y

-~ or consuﬁptxon of mass media.’ Thoroughgoxng theorizing is o

seldom fotnd, ahd there 1s no commonly accepted model on /' P i R

information consumptlon For both research purposes and

. * practxjpl purposes there 1s, however, a. felt need for-a- ’/1 sl LY

-~ ’ theory/ or model of ‘this kind. Research needs- it to interpret .-
the Z#nerqusdata on therubject and to plan further data
. collection more intelligently. Perhaps a theory is even more
] ) needed for pﬂactical purposes. More and moge people become
- - Tl 1ncreasingly dependent on informatjon if they shall understand
. boﬁh their immediate and mdre distant surroundlngs, and more
- . and more people are engageéd in the administration of information 7‘\ .
processes. Both the senders and the receivers have 4 need £0% 7_
uhderstanding the determinants of the consumption of information. A
The problems arizing from thys lack of\underg ndi%g is the L
notivation for the research béh;:d this paper. However, it does " |
. . not satisfy the need for a genedal, acceptable th ory.. At the '
cv! ) , best some of the elements in the theory presented here can be |, ‘o
B used by others in their search for—explanations - =
4 L
.- 1) ghis paper i§ an abbrev1ated and revized edftion of the book 3 .

Forbrug af massekommunikation®, Institut for Présseforskning, .
. Aarhus 1977. y /P

+ 4 ‘




Therefore, this paper is not written for the sake of presenting
something finished, but to stimulate those working with consumer
- infprmation, communication between authorities and citizens or
those who take care .of mass communication in.some other‘*way,

and last but not least to obtain some ifed-back before further

. development of the madel. . . -
N ~ .
v 2.  Purpose ' | : . - .
) " The purpose of this paper 18 to introdﬁce_a general model on.}he
e . consumption of information. The basic -1dea of th?ypaper is to
. consider the output of the mass media ~ informatfon - a product

like other products and to develop a model on the cdnsumption

~ of this special product by merging elements from consumer be-

, haviour theory and-mass communication theory: .
o ’

PR The purpose ihvolves two problems. The first is to ‘develop a
N .general -frame of reference for the understanding of the
. individual's information acquisition. The other is to develop
a model, which can be used to describe, explain, and predict
& ) needs for information, kinds of information wdnted and tonsumed,
. g and sources ,of information wanted and actually used. -~ -
- N

o
N . ~ s Y
Fa - I3 .

3. Outlipe and methodology ¢

! This paper is purely theoretical. Firs€ some assumptions about -
the individual and the way in thCh mass communication.functions
N ‘ are presented iThen a general frame of reference is built up in
chapter II. In the iight of this, the problen is further defined
. and some methodological® prcblems disScussed. Chaptet III explains
- the need for infoqpation ~"when and how much. Chapter IV sets up
. & general explanation of how consumption of information takes .
place, and chapter V develops aftheory which explains how much
- information the individual will consume in relation to a cer tain
need fer, information Finally, chapter VI deals with the L

" i question of the choice of information source.
f v
AT Y »

3 . -
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It is lmporﬁant to emphasize that at ‘the present stage of our“
< : understand{ng-of consumption’ of mass communication 1t is not

helpful td concentrate on any special subject like consumer

1nformat;on cr news or civic information, even 1f understanding

of that special subject is the ultimate goal.
: E.g. cohsumer behaviour or pbl{tlcal decisions are paxt of thq

individual's total behaviour, ‘and acquisition of.e.g. product —

. . information is again an integrated part of the individual’'s
Eotal consumption' of information and can only be understood in  *
® that context.

. -

Frcm the outset We, must focus on a general understanding of

what-leads the lndlvzdual to use a givep lnformatzon source,

2 -,

‘ ..in relatlon to e.y. buying or voting.’Once.we have formulated
4 general tgeory, we can start to build more Qetalled aﬁd spe-’
cific theories with special relevance to given subsets of : .
behaviour. It-1s the idea of this paper to‘advac; §uch a general? _. ..

understanding. . . ; } . ’
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II. FRAME OF REFERENCE

1, Assumptions about ,the ihdividual -

{
The purpose of this section is to stipulate some important fea- °
tures.of human behaviour. The first feature is the assumption
that man's behagioh{_is purposeful or 'goal oriented. The goalsfﬁ

are not given from birth, but determined for instance by consumed

information, experience, social ‘relations, and surroundings.

The goals airecting human behaviour are spec¢ific and not genera-

lized, exce“t for one-very general rule, saying that the indivi-

dual seeks"a maximum of need satisfaction. This of course does

not mean that the indiv1dua1 fuifils this purpose. Be1ng a pro-

blem‘solVer does not mean that all problems are solved The in-

dividual behaves as if he tries ,to maximize the difference between
_utility And effort. Also it is assumed that_the indizidual basic-,,

ally ‘is able to behave appropriately in relation to his goals. If
the behaviour&seems inappropriate the reason is to be found out-
side, the individual. ¢ -

Thes£ few assumptions'are important fo the development of the -

~ whole theory, and lie behind the very-basic idea that information
c0nsumption is onle among ‘several functloﬂs leading to the achdieve-
‘ment of the goals of the individual. Consumptien of 1nformation
substitutes and may be substituted by other activities..The in-
dividual seeks, applies and rejects information as a means of'\
achievinag, maximum need satisfaction with the least possible effort.
The indiv1dua1 s use7

ato.neea»satisﬁaction, as is all consumption.

of information is instrumental in relation

<

- 2. Assumotions about the functioning of mass communication

The co! cegtion of information consumption being instrumental is‘
identical with a functional approach to the understanding of the
functioning and effect of mass communication. The model construct-
ed in Ehis paper belongs to'the so-cdlled "uses and gratifica-
Jtions" tradition.l) ‘

-

According to this traditioh it is not the media that affect people,

1) Fog a description and analysis of the tradition see e.g. Katz, Blumler,
Gurefitch,1973.

8
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but ;eople that utilize the media, because they have p}oblems

information.’ ’ . \ _ Vo

- ’ s -\5 < - N N .
Vo : o :
\

SV ™

(needs) and interests thch'make the use. of differentklnformq;lon
sources necessary Primaril!Eg is not only the charaateristics
of information that conditiomr the usg of-lnformatuonL but also
\qrouos,‘and individuals. .

\

It £s further assumed as, a principal rule that the .individual

the characteristics, of society,

does not percervetand 'is not znfluenced by information not need-
ed The receivers in the communlcatlon proqess.are selective in
their media contact. Use of Lnformatlon takéslplace because the
individual expects some kind of ne?d satisfactjon. \Qompetlng in-
formation sources are all fulfilling certain functions for a ’

oal-oriented, individual,, . . .
g € - .

3. The concegi of Lnformatzon

I- ) S N VI .

In order to build the necessary frami of reference (purpose one
%ne the central concep& of ’

of this paper) it is necessary to de

g L -

Information is deffned as knowledge abbut circumstances outside
the 1nd1v1dualwh1ch he recezves through his sensory apparatus,

and is able to ihterpret meanzngfully, which means that the in-

d1v1dual geﬁs an idea of’what the knowledge can be used for.

~

The model concerns only information coming from what is normally
ed media, includlng other people, but excluding e.g. physical

experience. This definitlon of the concept of information means
that what is known beforehand is also considered infofmation, but
this does not necessarily mean that it has what is here termed ,
information value. This concept of information value 1is fﬁi&h§?47
developed in chapter vi.4.l.-Suffice it here tp state that in-
formation value is defined'in relation to the individual's in-
formation storage or knowledge. The information storage consists
of twp components, viz. a content gomponent and a probability
component. Knowledge about circumstances outside the individual
that is already inberéng in the storage is still information,

but tt has no informational value. unless the probability compo-
nent is changed.lThe'§ame informétiop may involve different <4in-
formation value for different people. It depends on the indivi-

dual whether something is information.or not, and so does the

value of information.

7 .

,‘ | - 'i -9
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Consumption of information means receipt of information through

AY
the sensory apparatus.

<
]
N >

‘

4. Construction of a frame of reference

The use of mass media has been explained from many points of
view. As stated in section I.2. information is ‘here considered
d product, and consequently the use of mass media 1s considered

1)

consumption of this product. This agproach makes'it possible

to draw on comsumer behaviour theory. It therefore goes withbut

LS3ying that the. frame of reference must refer to the basic fea-

_tures_of the product  and the consumption,behaviour.

It follows from section II.l. that an obvious point of departure
for the construction of a frame of reference is fonsumer goals.
The consumer has a goal if he 'is able to perceive a situation
which is different from his .present situation and wants to change
to that situation. (I am able to imagine myself better traihed

+ and I want to be better trained, %0 I have a goal or problem or .
‘need) . o °/ - °

‘ - -

~

Consumption of information is one of many means of achieviqg
different goals. ThlS consumption of information (watching the news,
- reading a bqochure) may be categorized in mahy ways. The most, ap-
p?opriate seeTs to be Schramm's distinctionz) be tween inmediate
“and delayed reward referring to the moment of the gratification,
This distinction ﬁroduces two categories. The first category}in-
cludes consumption of information where the gratificatiqn, derived
from the satisfaction of the information need, is related to the .
moment of consumption. The consumer does not intend to use the
information beyond the moment of consumption. The usefulness of T
the information bonsumed is direct. (Examples are: watching a-.
movie on tv, reading a novel, entertaining oneself with the gla-
.mourous pictures of magazine advertisements)..Normal}y, this 'ca-
tegory of information is called entertainment. For analytical
purposes we may call it directly‘instrumental consumption of in-
format.ion. . . . .

. L)

s

1) This point of view has never been thorougnly developed before.
2) - See Schramm 1949.




1{ The second category includes consumption of information where
the gratification derived “from ‘the satisfaction of the informa-
tion need is not related ta‘.mement of consumption. The con- -
A sumer intenﬁs to use the information beyond the moment of con-'
. sumpti?m—' the usefulngss being indirect. (Examples are: going
r ) . through the supermarket advertisements to find the best bargajbn,
reading brochures to' understand the advantages of different ma-

. terials for rugs', or reaging !:he tv-programme). For analytical
Lo purposes we call this category indirectly instrumental consump-

‘tion of dnformation. Y o e e e

+ A "behavipurai unfit" like shopping may relate solely to one of
. ' . the t:w_o categories, but it ‘is very,likely that elements from both
'categories are involved. Also the same "behavioural unit® may ,
lead to consumption of i1nformation in relation to different goals

(shopping, reading the newsDaper) Therefore consumptian of in- .
formation cannot be understood from the observable behaviour alone.

« y

It 1s also obvious that a .source of informat?.on is more attractive
if it appeals to the motives behind both categories, and the moz_;e

goals it is re1ated to. ’ ) . )
I . - > I3
These multi-functional aspects in the use of mass media are a

very complicating factor - especn’.ally ik empirical investigations
- but they are dlso an important factor in a rea 1stic understand-—

B ~—
- ! . + 1ing of the consumption of media. =~ PV
» . 7 ¢ j A . .
s The multi-functio‘ﬁ‘al‘element has been the cause of much confusion=»®.

1)~

in mass communication research. One of the reasons is that the

&4

starting po:.nt of mogt researchers has been the cont‘ent of th;
7~ .

v + media’ (the product offered) not the _needse‘ of the consumers.

Ths failure "is avoidéd her due to the influence from consumer

behaviour theory, teaching us to start w1th the consumer and ‘his

T socia1 relations.

4 ~ 2 E]

. 1) Cf the conclusion in McQuail et al 1972, g. 162: ".,.. the relatfonship
’ between content Categories and audience heeds is far less tidy and more
complex than most commentators have appreciated. It is not i that most
: popular programmes are multi-dimensional in appeal, It is a the case that
. we have no single scale by whjch we can reliably dktach a value to any given
N oonterit category. Given the heberogeneity of materials transmitted over the
4 ' broadcast media, not only is one man's medt ano man's poison,, but one
, ' mah's source of escape from the real world is a point of anchorage for:a-
nother man's place in it. .... There is neither a one-to-one obrrespondence
between cammnication content and’audience motivation, nor R M

. . o,

|
- e

-

» . . s
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An important aspect of all kinds of consumer. behaviour is the.
behavioural routines.AInformation noutines are a parallel to the -
", multirfunctional natqre of, mass media, because they are an adapt—
. ion of the approp:}atehess Of fulfilling several functions at the
same time. Routines are necessary because of the combination of
- many needs and restricted resources..It hs here hypothesiﬁed
that the consumer tries ‘to satisfy as many 1nformational neads
o . ! as-possible, througﬁ informational routipes, which we also call
' the normal mediq use. Normal ‘media use.is the best, combination
of 1 media “the cofsumer can £ind to give him a satisfactory coverage
. « ofthese normal 1nformational needs compared tb the effort of using
the medLa. The routines are bzoken only when important problems
cannot be solved in the ordinary waysl) (A ~consumer in the market
v £or a new car consults his friends and family or ‘watches out for‘
. advertisements inm the daily paper. If this.is rot enolgh. he will
R v consider the trouble of contacting a less yell-known person.or
' perhaps the library for, an ,jssue of a ‘consumer's Journal, or ofs
i visiting a retailer ) - - S -

[4 \
. . - . . A R ’ N} . «
- . . ~ A

. _In¢the next section our effort in tﬂis~paper is restricted to-
- building a mode} on consumption of indirectly i trumental infor-
~ mation. This does not mean ‘thAt direct use of 1nformation is of

-

no interest. On the contrary, d1rect information is imgortant .
for the undérstanding of indirect 1nﬁormation, because gonsump-~
ﬁion of direct 1nformation may lead.the consumer to consumptiop -
. . of .kndirect ihformation. Probably most consumption of indirec%)
’ information 1s due to exposure to the medium bdéause of routrnes

or because the consumer will use the med;um for direct purposes.
‘ ‘ . 4 -

) 2 . 1 The %robabil \ irect instrumental consumption leading to !
) indirect inst 1 consumption 4s higher for spme media -’ e. g.
. '  the’'daily press &nd magazines - than for Sthers like bogks* or- '
. . xadio. The mote-heterogeneous the content of the medium, the more .
~. » "ltkely 1t is that one kind of conshmptton of éhforma od;leads to
' ¥  another. ,’\ . . ‘ -
. - - 3

to complete
the frame of reference. First we shall distinguish between two,

*n .~

. 1) A further treatment of!normal media use is to be ﬁmmd in chapter 1v.
L. X ': . ) . v h;: &
. , R S ‘v - ,/,'“ 'ﬁ

. . e -
. foe : . b
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kinds of attention. Active attention means that ‘the éerception of
. " information is an important ourpose of the ‘behaviour, leading to
. the perception of 1nfqrmat1on. Normally, this kind of béhaviour
is characterised as seeking fnformation. Passive attention means

that the percevtion of information is due to some other kind of .

behaviour. When a person looks for the tv~programme he may -be at -

e
c .

.
-

ware'of an advertisement. This attention is passive.

IS

3

).

«

Further, it will prove useful to distinéuish between initial

attention,and continued attention.)

1n1!in£ gﬁinge fron exposure to concentrgtion of one or more sen-

, ses on am emertt, in the information sourcel Contlnued attention

[(When*

the consumer reads his newspaper, ‘initial attention tells him e.g.

that' here is and advertisement,.perhaps that it 1s an advertise-

m?ﬂt for e.g. instant coffee. If he 1mmed1ately moves his eyes té
afp

Initial attentiond is the

is the possible further concentTration on more elementg.

icture showing the first snow in the streets, his atﬁention‘
r has been. 1nit1al only. If the consumer goes on reading the ad-
vertisement _and notes the brand name and/or price and/or _some
-arguments for nurchasing the poroduct, Wwe call lt continued atten-
tion.) TS o

~

:

~ -

~

.

5. Delimitations

4 -
The purpose of this paper is.té’build a model on the consumption

of 1nformatlon Consumption of direct instrumental information is

not covered by the theory,.neither are the

effects of consumption

_—

- v .

of informatdion.

. -

;‘?-‘ g5
6. Putline '
Tﬁe problem of constructing a model that cah help ﬁs'describe,
understand, and forecast the 1nformation consumption behaviour P

¥

-

~1nvolves at least four problems.

N

1) A WHAT—problem, involving the size and kind of the information

1 Aeed (chapter I11). h '
Feta T %

2)l@_H0w—problem, involving bossible ways of satisfying

the need

1) Cf ottesen 1977. - " - ) ‘
2

¢! .

A
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* for information {chapter IIJ).. ' , :

’ 3) A HOW MUCH/p:gblem, involving the amount Of information. The

. _dependent variable will be formulated as the probability that
consumption of information takes place in relation to a cer-

tain informatio al need (chaptei. ).

A WHERE-pro
sourcg, including the choice between routines and use of in-

initial-to cont¥nued attention (chapter'VI).

Figure 1 sums up the results of the éaper. The.purpose of the fi-
gure is to ‘give the reade¥™an idea of the structure of the total
model before we go into details with individual problem§:~Therg.. -

will be nQ discussion or analysis in this section, only a presen-

tation of the main structure of the theory:- s

Figurg 1 shows that for every (relevant) object of communication
there exists a combination of necessary knowledge (K ) and actual
knowledge (K ). The consumer has an information need if K is
bigger than K . An important determinant of neCessary knowledge

“ is the donsuﬁer s evaluation of the importance of the product or

éboic in question. The need for information is characterised not
only by its size, but also by the topic it is related to. This is
the WHAT-problem,. . 3

Figure 1 shows further that the size of the informatiqp need and
the importance of the topic are independent variables in relation
to the dependent variable fn the HOW MUCH-problem. fhis means
that the importance of the topic (product) has its own direct ef-
fect as welj'a§ an indirect effec through the size of the infor-.

mation need. ,
¢

‘ - .
Figure 1 also shows that the answer to the HOW MUCH-problem is:

+ found not only in the importance of the topic, but also in the

consumer's general expectations regarding th'e possibility of
obtaining informatton, and the trouble of doing so (costs of in-
formation)

' 3 - ‘ -
Finally, figure 1 shows that the latter wariables are also impor-
tant to the WHERh—problem, even though. we now deal with specific

-

“y.
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Figure II.l. Summary of the structure of the model.

Topic of communication

Crrelevant a\s Relevant as regards
"regards the . ythe individual's
individual's goals

goals No information °
need

Information heed

The importance ’ *
of the topic .Size of need

,R ‘2
The WHAT-
problem

. Probability qf

satisfaction . The H .
The HOW-problem i . MUCH-problem
of informa-
\

tion need v

Expected amount Expected cogt

of information of information

~

: Speeific expectapfohs

N
Choice of 'information source

v
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and ‘not general expéctations. .

- :' 4 * L -

' Figure 1 is a brief sumﬁary only, But it does illustrate that the,
WHAT-phoblem influences the HOW MUCH-problem, and that the same
basic yariables (at different levels of specification) influence

* both the HOW, the HOW MUCH, and the WHERE-problems This should .
be suf ecient illustration of the comolexity of informatiof con-
sumption behaviour. and perhaps also enough to explain why nobody
has tri%d to describe or explain the relations between the dimen—
sions of the use of information.,The model does not solve this
problem, \but it _opens up for empiric research on the subﬁect.

1

3
.

. "+
o Method\ologidal questions -

PETE

.
b

_The model\focuses on the problems of the information receiver ‘1)

The appxgach is not e.g. a psychological or an economic One, but
‘a combined use of individual, sociological, and economic variables

an important purpo%e:of the paper is to explore the possibilitie
of finding useful, general structures, which can then‘junqtion-as
a general background for more detailed work in relation te speci-
fic areas of interest. This purpose leads to a rather abstract
modef Honefully, it will pay off in a hetter and more homogene-
ous design and interpretation of studies of specific areas.

\
Today there seems to be too much empirical research and too little

theoretical research‘in the field of inf‘;mation use studies.
Valuable empirical research demands a theory or model to start
from. This need ,is the inspiration for this paper, which as men-
* ™ tioned before is purely theoretical. The model is,, however, also.
»rooted in empirical research results. There is a general basis
..0f research in mass communication behind the theory of informa- -
tion need, +ogether with a number; of empirical inVestigations.z)
The same is more or leés ;rue as regards the other empirical -
oroblems Besides, references are continuonsly made to empirical

research results, which.suopd&t different elements in the model.
\

v <

1) Such a theory is of course also a orerec}ut?ite of solving the problems of
the information producer. . ' ’

2) *Sepstrup I973.




A difficult problem is how conscious the consumer is of the dif-
ferent processes descrtbed in the model. When e.g. the consumer
N : "éhooses an information source, his choicé is supposed to be de- .
.. texlﬁned i a. by the costs/trouble connected with the use of in-
s formatibn. Is this cost evaluation conscious, subconscious, or
) §- unconsélou§:s§nd what is to be Wnderstood by these terms?

o .

- ,

There is ro knowledge,that can justify h&potheses about the level
. of consciousness, but it turns out that it does not lead to any
obvious changes af- the model = or its nractical consequences - to
X change’ thexaé%umptions about .thé level of consciousness. There-
R fore, the methodoidgica1 approach has been not to decide on the
’ level of cbnscioushess. If the processes take place at an uncon-
, t - - sciousness level we assume that the unconsciousness functions
> in® accordance with' the goals of ‘the individual.: The following
chapters are based‘on%the assumption that the behaviour turns
- . " out gs_ig the described’ processes take place whether ,actual con- .
: siderations takegblace or not. )

. - . 1
. .
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. \\(f III. The WHAT-problem on what topics does the consumerJWant N
information, and how much? c, s

> -
- In this chapter we shall try t\\explain when the cOnsumer will o
L9 p be interested in information, which - according-to chapters II 1. ;

il ’ Q\~ and II. 2 - is a prerequisite Pf the establishment of communida~ :";

) . tion processes. The chapter only deals with the need. for informa-w .
tion: The conditions for the fulfilment of the need are treated °. .

in chapter Iy-vi. ° ! A A

o

"

— 1. First necessary condition: relevant topic™

™ - Tbe theoretical assumptions iQ-iI.l?‘and II.2. imply that the )

consumer will not seek (active, initial and continued‘attention)& .

) . _informition on topics that are not considered relevant jprodpcté/ :

_news that the consumer is not interested+in)..The consumer may '
‘get in touch with information on irrelevant topics through passive,
initial attention, but normally there is only little probability

'\\_ . that it will lead to continued informgtion

N v

-~

> -~

'

- +  This' meéns that if a person considers a topic irrélevant it is‘ .
very,difficult to ‘reach such a person by mass'communication on
. ' th Ject It is, howeyer, not totally impossible Consumption
of Skmation concegning an irrelevant topic may take place as a
, consequ of passive, initial attention. The possibility o -
v \\\\N/’/ this is g{eater tRe more direct instrumental {nformation andﬁgh .
‘less cost the consumer expects as a- consequence of the con~ - '
T tinued atte tio n.%) The main coﬂclusiog of the stipulations in
chapter II E\exefore is that the consumer is only interested in
information dealing with a relevant topic (e.g. product or pro—
( duct characteristic).-We h ve thus ideﬁtified a necessary con- ~
% : ' - dition of consumotion of information. - ) ?‘ﬂ -

. ‘It&is important td note that "topic" is no;Qa broad categgry. .A . \\\
. \ . topic may be relevant (wanted), but this is not eno/gh «to ensure.
) consumption of informa ion, .It is also necessary to cotmunicate

. .7*  about the’ relevant fefitures of the topic. 4 - c -
N ' . s s
. ‘e S % LN s

1) See vI.5. . | >, ’ .o . -

2) If' a ounnunicgzor tzies to attrdct those not interested by adding direct
" ihstrumental infornFtion, he will often irritate those interested in the
Al § l'ODiC; PR o [ ) . . )

.
o
— i .
il
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2. Second necegsary condition: perceived information need
- {

The question to be answered in this section is whether all rele-
vant—topics age equal as regards the consumer's }ﬁterest in in-
formatjon. The consumer is e.g. interested in sports, food prices,

(tars, or in new boots' for his children. Will he consume informa-
tion about all of ‘these topics? ’

Common sénse tells us that a consumer would like to knoﬁ\more
ahout some topics, and feels that he knows enough about others

ery well differ from wgat various groups will ‘call qgiective

-

.

The concept and func of information need‘cen be derived al-
most solely from common sense. This, howevez'_does.: not make the
concept less ‘important. The isting literature tries to*‘estab-
lish a direct relétionship bety et n means (use pf media) and
goals. The use of the intervenino variabla infoxmation need {and
relevance) makes it possible to refbh a better understanding of
. the relationship It might even be assumed that the attempt to

establish ‘a direct relation between media use and ‘other needs

'
4

thédn information needs has been an important reason for the lack
of development in the understanding of the use of the mass media.
Qne cannot solely explain the reading of newspaper A, or an ar-
ticle in this newspaper by specific non-informational needs, or
explain why a housewife goes through children's wear advertisg-
ments or visits retail outlets solely by the need for clothés for
her children. . N

+

2.1, On information.needs

s

The empirical-background for this section 4s a seriés of' studies
reported in Sepstrup 1973“ The findings are not to be. repeated

RO A i Tox: provided by ERIC
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A here It, shouldﬁbe mentionedk.however, that it was found out
AR § that e main reasén why it is so difficult tq make empirical

5. inveshigations on comsumptiqn of information is, that typically
: .7 the infbrmation needs are not associated with relevant topics,
< ,‘ R R but with snecific dimensions of ‘the topic, and that there are
T e s almost ense cost and value interrelationships.
oot e ” * e

T . Therefore, at the beéinning, we must be satisfied with reliable,
. ‘But.simple models of the complicated reality. .

. oo A need may genezalf?sbe understood as a difference betweén the
B way things aré and'the way the individual would like them to-be.
A ; *In order to determine and measure the ‘¢ongept of information need
T . r . ~t. We must therefore find out what constiiates the actual and the
" wanted situation The actual situation is described through the
. - variablé'berceived actual knowledge (K ), defined as the know-
: CE ledge the consumer thinks he possesses in relation to a certéin
- ' © ' topic’.(or dimension of astopic). ’

. . L. . . N

The ,‘wanted situation is described through the variable‘perceived;
N . . necessary knowledge (K-), defined as the knowledge the consumer
. ‘feels is necessary in order to be able ‘to act/decide/feel secure/
.satisfied, etc. in relation to a certain topic,

. v If K, is laf%er or as large as K _there is no information need.
.;ﬁ o . IfoK is smaller than K there is a need fqr inYormation. The
ar PR B larger the di fference between K, and K., the larger the need for

_, Information. Consumption®of information cannot only reduce, but
) ; :
also increase a need for information;

. R . . b e

.' h ’ Research on measurement of subjective infofmation need has been
gscarce. The operationalizations of perceivedrriskl) are much more

\ complicated than those of subjective information need as ggfined .

< here. Field research 2) indicates that very simple methods give °

reliable and, valid results.. ° L. -

.

The basic’theory presented here will, hopefully, be extended by
. determinants of K, and K . For the time being, we shall ohly

1) See Cox 197, 7.

2) See Sepstrup 1972. , : - L

- . |
e s A
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. cation and informaﬂion mdhagement is devoted to an attempt to -
find ways tp susoend~the'two ne¢essary condition§ (without etating g, g

hypothesise that one variable plays ‘a role, namely the perceived .
importance of the topic,l) which determines K . The determinahts ¢
of the perceived impbrtance depends on the topuc, _Possible de- N
terminants are experience, interests,'use of‘fnformation, income
and age. :, . ‘ : . . ?

We, have now identified two necessary COndithnS to be fulfilled

if the individual is to ' receive (consume) infonmatlon.'IE is note-
worthy that the two prerequisites are no
communication situations, such as news onwu'pqﬁbic information,
or advertising. Furthermore, most Qf the literature on'commﬁni: :.

fulfilled in many mass

the problem' explicitly, of course) . ’ . . .
. \ v < » 4 ‘ S R
The attempts in DractiCemfo work against the ‘basic rules are the ' ™

cause of much of the ;criticism of many kinds of mass communication.d
The model establishés a platPorm for a new pradtice in better,
accordance with“common and indi¥idual intereifs. o

. -
. : s :
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- IV, The How-problem. procedures-for néed satisfaction .

v

This bhab er forms an important background for the next two qpap—
iters and widens the understanding of information cogsumption Q o
thrpugh an eXEEnsio

4zres 'for satisfaq;ion of information needs. ,

f the frame of referencé as regards pro—

4

&

It is an important element in the total model that there ar

B

t

-

three main. procedures.for acquisition of information.

,
s . PR T « v

As mentionéd in 1I.4., the consumer is assumed to haVe:a.normal )
Qr routine consumptlon of media- This normal use of media is de o
fined as regular use of, the' same media and is not motivated-by a
snecific need. The norﬁal us€e of media covers, a need for direct
instrumental information (it gives pleasure during the’ moment of‘
comsumption) and it is comnosed of' media’ which, accordfng to™ ex- "o
verience, on the average satis£ies different ndeds of informa-

tion (what is on tv, super—market bargains, city—council decisions,
the knowYedge that hothing dangerous‘has happened in the,world). .
These needs cannot be specified beforehand, but generally: we ’

know Ehey will be there. Their satisfaction depehds on indirect

®

K
ry

instruméntal information.

-~

LI

A

&N\

Se

P

This normal media use leads to passive, initial attentionNtanrds ;
a lot of topics (the consumer sits down with his daily newspaper 7
after work, and while relaxing he also registers Ehat this is:.an

advertisement for product A, this tg an article on baking, %his‘ s?

on Christmas habits, etc.). This way of getting 4An contadt with ~

e

informatién is the first main pr gedure for, acquisitio& of infor- .

mation, if the initia1 attention is .followed by continued atten-
tion ‘q‘a reading parts or all of the!adyertisementfartic;e)~ -
We may call this Drocedure passive attention due to ndérmal: media
use, and assume that the consumer primarily seeks to satisfy his
information needs this way.
most of the cost relations and information—value relations. There

In doing: so, the consumer makes the .

are no figures to suppoft this Aypothesis directly, but to the

4
:

author it is an imvortant conclziion from Che;totality of regi—

rmation habits, media habits,

strations on reading habits, in
and leisure habitsﬂl)

-
¢

’ N Q: 3 e

s )

1) A parallel assumption is brief

mentioned in Howard and Shel::h 1969, p‘ 1513
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¢ The second maimr procedure £or acquisition of. information As active,
initial and continued_attention (information seeking) ‘towards a
‘(The consumer~4s_interest—)
ed in information on colour-tv and ‘looks for advertisements in

| specific topic inside normal media use.

his daily. paper, but does not buy a consumer journal or go to ?
retail outlet)
to normal media use, and assume that this is the most used way

We may call this procedure adtive attention due

of information acquisition next to passive attention ,due to normal

media uge. o ' < N ’ '
. - q * N

’ - - *

4 . It may ne_ihgoSSible in empirical” research to separ9te the twq !
. procedures - cf the Joint treatment in the frame of reference and

the next chaoter ~ but the difference is imoortant, when we want ’
.’ o to understand how people solve the problem of being informed} ’

The third, and less.used, main. procedui® for acquisitig‘ of in- ~
initial and continuous attention outeide
normal media use in relation to a specific topic (going to a shop

- formation is active,

to ask for a brochure, phoning a consumer council for advice). *
Normally this implies higher co§%s §han the two other prdcedures, ‘

We me

use.

/,/
Informatién Consumotion behaviour does
from the first to the third procedure.
each of the procedures.

call this procedure active attention outsige normal media

v o
4

not necessarily escalate
It may begin or ‘end with

¢

Principally, there is a fourth main procedure for acquisition of
information, namely passive, initial (foldowed by continued) at-
tention outside normal media use. Thigtmegns that the consumer

’ is incidentally exoosed.to an information source, because of

some other kind of behaviour - (waiting at the‘dentist's or

driving, home and as a consequencé:of this being exposed to infor-<%a
mation like a magazine in the waiting room or billboards alaqng

the roadf.'The costs of -information in such cases are‘rather low.
./_ . ~ - - .
Whether the consumer tries to satisfy his needs for information
inside or outside,normql media use dbpends on his demands and
edpectations towardseinformation walue and costs comPared with

. the size .of the information need. and the importance of "the

] R\y
. . ..
. . .- “




§

The information ‘need alsp explaing whether passive or_

tonic.l)
active attention._is used in normal media use. The more 1mportant
the topic end the bigger the need for information, the more like-
ly is active attention. ’

e T - g
< -

o

‘1) See d1apber VI »

2) 'I‘his ,opens up for an alternative explanation of the many empirical re-
sults, which are nommally explai.ned as a result of selective processes,
see e.g. Klapper 1963, )

\




V. Given a need for informatiogy to what extent 15 it satisfied? ih
. A\ >

R “Chapter III took up the so:called WHAT-problem. We found that
every consumer in relation fo any topic will* be in one of three
situations: 1) the topic is irretevant, or 2} the topic is rel-
evant and a) K, is bigger or equal to K n' wh;ch:means tha; the
consumer has no need for\information, or b) K is smaller than K ,

which means that the consumer has a%need fpr information. We also
saw that consumption-bf information is almost out .of the Question
in the first two situations. o .. .

. A “ - . '
Chapter v desoribgd the possible procedures for acquisition of , -
-y information. Four variables were ideg!Efied asg important for need

satisfaotdon. . :}‘ : .. .

4 ) .w M ’ -
In this chapter we shall constrict a model which tells “us to what
dégree a need for information will be satisfied. The model must .’
o tell’about the individual's motives, possibilities, and restric-:

:tionswhénit comes to consumotion of information. s,

- -~ .

. 2 . - -
1, Basic elements of the model .

Our starting pgint fs a consumer who has a need for information
(he wants to bﬁy a tv-set, but feels that he knows less than .
necgssary on design, quality, and prices). What determines the ,
-« " .7 extent to which this need is satisfied? ‘

I
. M

-
L]

The first determinant to be mentioned is ‘the costs Jof information.
This ‘variable is analysed more closely in chapter Vf\ Suffice it *
. here to say that information costs are the difficulties or the
- efforts related to the use of an information source 1like time, L
. money, and various 1nconveniences. e T o
Information costs are the most important limiting factor Bf con- l
. ' sumption of information.l!). The assumes that the consumer
- .' acquires information (relat!ﬁe/fzdji:ertain topic) as lon?‘as it
seems worth while. The consumer behaves as’ if thé~diffictlties
(costs) and the importance of the togic are balanced against each

aother (more'time for seeking information on prices_is acceptable

- I.Q*‘ M
v 1) The conoept of information cost is often used implicitly 1nv€he literature.
Direct use of the concept is rare, but is found 4n e.g. Schrarm 1954, Far-
ley 1964, Downs 1961, Lanzetta and Kanereff 1962, Pru1t€31957 Green 1965,

- Irwin ahd schmidt 1957, Bucklin 1965, Bycklin 1966 Lumdberg and Hultén
1968, and Atkin 1973. i ‘

s XY
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for a family in the lower. indome brackeks than in the bigHer
come: bra’ckets, information on social security Justifies much y\ore

. effort than does the buying of a%%w recoxd) . The behaviaur nor-'

mally does*mot lead- to obj¢ctive optimai decisions. The consumer °
is not an economic man” He rea‘ct“““to. reality as -perceived by
him. . . .
The model* fyrther-assumes that the maximum cost is not only de-
#ermined by the importance of the topic, but alsg by the expected
.possibility of ac%uiring the ir,formation wanted. (The consufer may
nt' reliable information of the durability of tv-sets and he may
Qnd this purchase an important topic But if he expects that It
sf/}rery dif_f{cult to find this information, he will only accept

_rather small costs of trying). The probability of finding the in-

formation wanted is a_ dete@inant of the cost the consumer is
willing to accept. This~phenomenon is incorporated in tha model

"th’rouqh*the variable expected amount of sinformation, which is de-"

. bésed on the consumer’
-

fined ‘as the portian of the need fbr information the consumer ex-’
pects in aorder to.be tisfied. "Expdctg" is a geheral® evaluation
\experiﬁences The term "expect" does nei—

ther here norj,anywhere else iw@ly anything about the level of gon-

’ciousuess of thegiprocess. - o

-

- N N .
f?éass”umptions stated of course hold 'true of all éizeé of in-
formation need, but. besides the model also assumes that the size
of the need for information is a‘determinant for“the amour.}t of “;
“info ion consumed., In the model this, phenom%ﬁis s ed as \

7
follows: the larger thé.aed for informafion, igher

bability of consumption of information, other things

(If the consumer plans *his holidays,” thinking that ‘he

ptices of charter flights: to Spain, buf knows little of the

prices for renting ouse” at th ast, he will give priority

“to information on the Natter issu¥), J

It is\ import nt to note that expected amount of information%in

many cases iZ only part of- the expected utility of "information

consu.mption Other expected gratiﬁcationsynfluenpe the use

of information. This gives rise.to informa on value and

tion cost interrelations, which may bgable to expl/ain bet?\’irn?

that cannot be &derstood_solely- from the assumans made here.

Such gratifications aye not taKen into account ‘here, but, it is

important to integrate them in the theory, wh¢n it is further
~ . ;/“

SN
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) ~ )
developed. ' ’ T
.~ . ‘ - ]

e Five variables have now been identified,as important determinants .
of the consumption of information:!) 1) the size of: the informa-
tion need, 2) the importance-of the topic, 3) expected amount of

- information fns%de normal media use, 4) expected amount of ‘Yhfor-
mation outside nqgimal media use, and 5) expected costs of the
v perceived information sources (the various relevant sources known

* . to thestonsumer, which form the background for the expected amount

E of dinformation). , - . . .
t . Unfortunately, the Qxact formulation of the dépendent variable in¢-
. the model is rather difficulé The ideal is a variable expressing

. -~ the- amount of information consumed. This is, hOWever, impossible

: because of the lack of a usable COncept, expressing amount<of ‘in-
) format{on in.this sense. Another possibility is amount oi infor-.
” mation ‘as defined here. This has been tried/without success. s

In the search for a definitlon of the dependent variable the only
realistic possibility to be found has been the probability of in-
formation consumption in relation to a certain need for information,

. P(C):Az The consumer does ndt ‘himself think in te{ms_of P(C), but
L he can be brought to express expectations that are close to our
- ? understanding of P(C) .

ce o
.

Figure V.1l. illustrates the model (on the how much-pronlem) as
+ ., developed until now. ' >

8¢ o

Other variables.than the five registefed in the figure may{in— ot
fluence P(C), but it is, hypothesised that they are the most im-
. portant deterfminants, explaining most of the varlations in P(C).
. How then, do these variables influence the consumption of infor-
'1 ) 'mation? Answers cannot be given in detail. Things are too compli-
cated, and we know too little. What we can hope for is some maine-

-
i - . structure to help us understand and predict the consumption and
.’ . predict the consuription of information in broad outline, .
- T Y The model describes the main structuré in the relationshi tween
- ' 1) Cf also chapter IV. o
, . p
° . 2) P—pnimbility,«C:zxmunption. ( . R
® r_: ﬁ \
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Figure V.l. Graphic illustration of the first ve;siOn of

° the model
- &
’ The importance of/ " ] The size of the
the topic informaticn need
‘ . . . ///’
Expected amount of P (@ , '
information outside L . Expocted amount o
| normal media use ' inﬁordation insid
i > normal med?a use
. . .-
’ Expected costs of . fj 4

perceived infor-
mation sources

P(C) and the independent variables in the following manner:

P(C): f(dxy + bexy + o2k i *dxgte ;% + £1xg + g ¥5), where
X, = the importance of the topic;i x, = the size of thé need; x3 =
expected amount of information inside normal media use; X, = ‘ex-

S

‘pected costs of perceived information squrces, and Xy = expected
amount of information outside normal media use.

‘The equation is only a tool of communication. It is ﬁgg possible
,to measure the independent variables, and by use of the equation
to determine P(C). The main reasons for this are scaling problems
. and the lack of knawledge about the coefficients (the relative
strength of the variables). The equatfon is, however, not use-
less. It indicates, the direction of the re1ationshi§ between the
\\;mk pendent and ihdependent variables, and we learn that not only
" the variables themselves but also certain relations between the

-

variables are important.

ﬂnﬁiTo put it in a different way, we assume that the probability of
¢consumption of information in relation to a certain information
need is higher, the greater “the size of the information need is
- the more important the topic is - the better thedrélation be-
tween the importance of the subject and the costs is - the greater
‘the expectations of"amount of information are - and the better
the relations ate between\ expected amounts of information and the

. .

- costs.




’ provement for several purposes. For the purpose of both under-

. The meaging of this variable has to be determined from case to

-2. Fufther model construction
7 or %
It is obvious that the model needs further developfng and im-

standing and empirical analysis we need to identify the factors
determining the value of the independent ‘variables. These inde-
pendent variables are broad categories, and for practical pur-
poses it is important to identify relevant easier-to-measure, . :
easier-to-understand, and easier-to—operate-on variables. klso,
it should be very interesting to find out where the often used
sytio-economic data fit in.

¢ -

The reader will recall that the purpose of this paper is to sug-

. gest a broad theory. Therefqge a result like the following cannot

\be incorporated in the model: "the number of working hours have

a limited effect on the reading of books and magazines, and (fqr
females only) on the teading of newspapers - whereas an effect of
this kind cannot be found when it cdfies to _consumption of tv" 1)
Instead, this finding is used to gupport an element in the model
stating that "leisure time is a determinant of coﬁsumption of
information . This statement then has to be specified according,

to different purposes. ) -

Mo nd
N .

In the following sections the five independent variables listed
in figure V.I. are treated as dependent variables, the purpose
‘being to identify the variables they depend on. -,

__________________________ . )
N .

case. Therefore it is not .meaningful to talk about generalsde- o
terminants of this variable. We can formulate hypotheses on fac-
tors determining the importance only when knowing the 'topic: does
the consumer risk much economically; is the product important in
@ social sense;, is there a physical risk,.and so on.
The "extended” model is illustrated in’gigure v.2. . e .
. LN .

Pl

2.2._The_size_of_the need

- ‘ ~ - ,
The extension of the model in relation.to this variable illu-

A

1) See Auwgedal 1970.
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. Pigure v.2." Graphic illustration of the extension of the model:
the importance of the topic.

N . ° .
.. S .

E.G.: economy, The importance - . N
social prestige,; of the topic ‘ B
physical risk s
LN a ——
b4
s ol T .
. 21T ‘ ' ~ ,
. , » E.g.: experience, use of 1nfogmation. interests
- \
‘ - T . P‘C‘x ,
T strates the interagtion between the main dimensfions in informa- *
tion consumption behaviour, as this extensmn is identical with
the model developed in chapter IITI on information need. The ex- |
) tension is illustrated in figure V.3. . N ;\ ’ ‘.\
L . -
' - , Pigure V.3. Graphic illustrabion of the extension of the model: '
. " the size of theulneed. . P
- ) ""\\ . .
/ . . .. ‘ -
. Ka A
- /‘
'} The size - .
.of the 2, ‘e A
need- 5 s g .
‘ * (g Informa-
. )(n tion of
- . : . ¢ the topic
2 4 1 L L]

. E.g.: interest, experience, use of information

\ - *

e . .

. .
2

A comparison between figure V.2. and V.3. shows, that the impox:t-‘
ance of the topic has two fupctions. It may seem strange, but,
- is just one of many indicator& of the complexity of the problems

- s - . 1) I\

dealt with.

v

° , N -

- - ( . s
P c'

' « The extension of the model in relation to this variable is illu=

1) An exactz\ lanation is, ocnplicated* but of czﬁrse possible. ’

Aruitoxt provided by Eic:
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strated in figure Vv.4.

Probably many factors influence the gxpected amount of information.
At the present stage of knowledge they cannot all be listed. .
Therefor the model is first extended through broad explanatory )
cateqoriesof variables (independent variables in relation to ex=
pected amount of information, $ee the third row in figure v.4.).
Thereafter examples are given of facturs influencing these ca-
tegories of variables (row four in figure V.5.). In order to
prevent the reader from concelving the theory as being more

précise than it is, the relations between the- two'sets of in-

dependent variables  are not specified. —~

~ + . . L
Expected amount of information is defined as the portion of the
need for information which the'consumer expects to be able to

satisfy. This expectation is a general evaluation based on the
condumer's experiences with the supply of 'information.

.

Even though it may be close to a tautology, these experiences
must be included as an explanatory factor. This is done through
the varxiable "“experiences with information value <

The concept of information value will be further discussed in
chapter VI &s an important determinant in the choice of informa-
tion source. The variable is a measure of “the qqngumer's pec= )
‘tation of changes in K, due to use bf an information source. The
model assumes almost selﬁ evidently that experiences with this
information value will influence the expected amount of informa-
tion. (Thé consumer has.an experienchwith several sources Of
information, which he uses when buying e.g. food. His évalua-
tioné'of the chances of satisfying a pew information need of

_ course depend on this experience). ~

v
¥

The ne;t independent variable to be introduced ls self-evident,
too, namely. "total consumption of information". The greater the
total consumption, the highef the expected amount of info}matlon
is, expected information value being equal. (A consumer_wanting
a dress has better chances of satisfying her need for informa-
tion ‘on fashion if she reads several magazines and newspapers,
thah if she just reads the local paper).

<




. ' ) - 284~ . )
¥, ‘ T ’ I ’ . )
y . ) < i
D e ) . Other factoys thanjexperience wéth information value may also * .
modify the relatiopship between total consumption of infoimation
1 o and expected amoun£ of information. The model stresses two main
' »< " factors. The first/;;Zton is "th* distribution of total comsump=- °
tion of information on direct and indirect .instrumental consump-

tion and betwe&n media with different éegrees of heterogeneity '
as' régards content". . .

* \:\ ‘ A coﬁbination of the t@o f@ézprs } ariaﬁles) gives {(cf figure .
w V 4.) four types of information qonsumotion. A consumer hdving a Y

s . relatively TErge consumption offinformation of type l {he e.qg.

~ reads ruch fiction) will,be‘low on expected amount of information
inside normal, media’use. The higher proportions thaé?%ypes 2, 3, °

. and 4 (in this order) compose of the total _consimption of infer-

f mation, the higher the expected amount of 1"fQ£Tat1°“ will be.-~

e other main factor is:called. the character of information cen-
. sumption. of qpurse this character has many dimensions (which can
Y ;‘ - be used in further extensdons of the model). In the model relief
~ is éiven to two characteristics. One is the distribution of the
total congumption on concrete media (and thereby topics). The
4?suitability of the consumotion situation. "Suitable®
means suitable for continued attention and active attention. The
. suitability varies according to whether a,
going home from work, at home while the children are playing
around, or late at night when the house is silent. - S
N .
' At a general level it is not possible to specify the role of the
- charagter, of the- consumption, In’ concrete situations, however,
it is possible ‘to ana@yse the distribution on topics ‘and the
‘4 suitability of the consumption situation and from this to draw

conclusions on the eXpectations about amount of information.

second i

nevspaper is read when

' The above is not a detailed description of reality, of course. It
is 4 proposal meant to bring about important dimensions of analy—
sis and thinking in order to evaluate the probability of infor-
‘mation consumotion. - - '

‘ ‘ - - 4
As already mentiQned, the model "could be more detailed at the - -
present level. However, this is outside the scope of this paper

and is to be left for another paper orﬁpractical situation. Here
~ . . L

\)‘ | . . 1 ) ; N B
EMC -‘ ' ? ’ ‘32 * » R « ’
*f'\ . 5 ’ N . . _ , .

v

.




we shall cdncentxate 4n a further extensipn in our searcﬁ for
exdmples on variables which <an be supposed to influence the main
> ’ * variables listed. They are 1) experiqpce with ifformation value,!?
. Y 2)- the total consumption Jf information, 3) the distribution of

) ,. the total consumption on direct apd indjirect consumption and on -
- ¢ 0 'media with diﬁferent degrees of content heterogeneity, and 4)
V"E& T ’ the’character of the consumptién situatton as exemplified by the
distribution on media (topics) "and the "suitability”.

R An eXtension of thelmodel as regards information value is found
in chapter VI. Therefore we can here fogps on examples of vari-
. T abMs, which can be ﬁypothesised to’ determine.or indigate the *

. variables 2, 3, and 4. i = N
‘et .c ‘ Probably, the nuhber'of such variables is large andi::sir inter- .,
1! action very complex. Therefore only four variables .0f the kind
* - sought are found in figure V.4. Supposedly, they are good exam=-
" ples, In concrete situagions it is necessary to think over . st
B whether it is oossible from the examples to identify more Or -
] better factors to work withs o .

In brief, the variables in row four in figure V4. caq,ﬁe comment =<

. ed uan as follows: c : @ . ~ g

1)

. e 7 * .

\ Leggth of 1eisure time:

The’period when the tonsumer does " not

pwl sleep or work. The total consumption of information is supgosed

' /= other factors being equal - to be proportional with the length®

’ of leisure time. Pre%umably, length of leisure. ‘time also deter=-
mines the distribution of informatign consumption. The amount °€q
indirect instrﬁmental consumption e.g. grows with the length of

o~ : leisure time. (The more leisure time .the”copsumer has, the less
' heé needs to Yelax and "escape" and‘the more time he has for A :
5 . different interests causing informatiOnxneeds)b T . .
. : ° -~ 2) v Y . .
L Other activities: This vhriable refers to activities other than

media consumption in the leisure:time,'pe they either enforced or T

T

™ 1) Illustrations of the relationship between use of mass media and length of . /
- leisure tine are e.g. found in Augedal 1970, Kleberg 1972, and Munk 1976.\)
. . . R Y
2) The relationshio bebén other activities and use of mass media i3 e. g °
illustrated in Allart et al, 1958. See also Augedal 1970 and Wiknann 974.

? .
s “ ! N . ’ *

Aruitoxt provided by Eic:
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. ®
voluntary. The variable is important, but its role canndt be
specified in general because of its strong dependenfe on the

concrete situation. '

.
s

Enforced activities ;111 norhally reduce the consumption of in-
formation and lead to K grojgng share. of direct 1nstrumenta1
information. The 1nﬁ1uence of potential activities (carried out
because they are attractive) can only be specified if we specify
the activity. If it leads to 1ncreased use of information, it ‘

3

" will normally lead to a growingiéhare of indirect information.")

¢ . v (N
Tiredness in the Yeisure time: Obviously,—the total consumption

of information depends on how tired the consumer is in his leisure
time, but it is doubtful whether general relations<can be specgd
ified. I1f, however, the medium is specified, such relatiops can

be formulated. Tired people e.g. have a re1at1ve1y high nsump-
tion of tv. It 1s hypothesised that tiredness leads to growing .
share of direct instrumental information.

~

4

Access togmedia: Normally, access to media means physical and
economic access. In this connection, we would necomgend to be

. "aware of a social dimension of access, too. Social access then is

a variable which 1nforms us which media are acceptable and normal
in the consum%r s social relations.  -.

v
.

L] - - .
It is self-evident that access to media ia closely connected with
the total consumption and its distribution.h) A specification is
only possible in actual situations. ° . . “-

v
. r .

Individual characteristics: Figure V.4. also has-a box naned "in-

1

dividual characteristlcs . This is a black-box, meaning that

psychological factors are supposed to influence the expected a- *

mount of 1nformation, but this 1nf1uence will npot be described
here. For one thing in order to draw certain lfnitations, and for
another because considerable space has been devoted to psycholo-
gical vafiables in traditional communication literature.

*
The extension of the model is graphicafly illustrated in figure
V.4, ~ .

1) See e.g.- Augedal 1970 dr Edelstein 1974.

AP ’ ‘"
”, .
N .
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Graphic illustration of the extension of the model: «
expected amount, of information inside normal media( .
use. M . e

Figure V.4..
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leisure time

3

Other activities

Expedted costs of perceived information sources are based on t@e v

- consumgx;'s eiperience with costs of infomg_tion,‘which are based

on the expected costs of specific sources. An extension of the

model is identical with the model-on the informatmpst
variable presented in the next chapter on choice of information

source. Y L0,
* ¥

The extension of the ‘model is graphic;l}y illustrated in- figure

V.5, © . N .
‘& L3

1) Cf the parallel assumption as regards expected amount of information.

.

e/

A
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Figure V.5. Graphic illustration of the extension of the,modelz
expected costs of -perceived information sources.

)Y

4

= =i

Experiences . | ‘| Expected costs of
}—{ with costs . specific sources
of informa- (confer section
tion VI.2.)4

'y

3

Expeéted costs of
perceived informa-
tion sources

Pl

The extension of the model as redards expected amount.of infor-
mation outside normal media use is not parallel to that of section °
e2.3. because by definition it 1s'not a normal, regular use, but a ,

use which can be altered in the Very short run. '
" g

‘G
Theérefore the predominant de®erminant of the expected amount of .
" > ’ « 2 v ~ 0

information outside normal media use is the consumer's experience
with information value outside normal' media use, cf section-2.3.

, It is also obvious that both physical "and 50c1a1 access to media
must be important determinentS. However, their role can be spec-
ified only in concrete situations. L%}e in section 2.3. 1nd1v1dua§$

- <

characteristics are consiqered‘a black box. Lo -
Total informatLOn use, its distribution and character can be seen
as determinants of expecfed amount oféinformation inside notmal
fnedia use because these variables are “unchanged in the short run,
and their value is not deDendent;on immediate wants for informa-,

tion. The opposite xs true as gegards consumption of information

outside’normal nedia use. . v
hd +

. 8 - v
Therefore any further extension ;;\tse model is Tnot possiblé'ét
‘the présent time. The "extension" of'the.model is gfaphibally

illustrated in figure V.6, ’

1

N

..

'»

3. SocioZeconomic Variables[

.t N
Much empirical research sh certain relationsh{ps between’
several socio-economic varialjles ‘and consumption of 1n§orme-
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Figure Vv.6. Graphic illustration of the extension of the moddl:

.

expected amaunt of information outside normal media
use. : }

v

I
. Experiences - !|Expected information
Expected amount with infor- value of specific =
of information mation value sources outside nor-
outside normal mal media use (confer
Tneaia ?se . section VI.2.)

Access, to media

£y

Individual
characteristics

gion.l)

way, and they are not unambiguous. Furthﬁ?hore, socio-economic

The results have often been achieved ih a very mthahica

variables are registered in many situations. It is, therefore,
worthwhile to try to understand the supposed relations between
esoecially uge of information and income, education, urbanisation,

.
~

and often age.
)

This chapter‘has demonstrated that it is possible to construct a

model of consumption of information without involving socio-

economic variables, not on purpose, but because they do not

possess any explanatory power that calls for a central posib{on

in the model. .
——-

This seeming discrepancy ‘between many empirical research “findings
and this model can, however, be explained by the modeld -the socio-
economic variables do not themselves determine a consumptidn of

information. The variables do not explain the consumption of in- <

formation (cf the fact that the results often differ in different
investigations). The real explanations (determinants) are made up

'by the type of variables exemplified in this model. The correla-

.

1) Examples of this research are e.g. found in Amdt 1972, Bennett and!hndel/J
1969, Bexrning and Jacoby 1974, Block 1972, Bucklin 1966, Chaffee and
Mcleod 1973, Staelin and Newman 1972, Thorelli 1971, Sepstxup 1976. A
conplete review up to 1971 is found in Sepstrup 1971.

.
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>
Giaphic illustration of thewmodel on°P (C).
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tion between consumption of information and socio-economic

. ™ :
variables is found because these variables .to a certain degree’
correlate with the asvects of the consumer’'s situation, which in

- . the model are considered the real explanatory variables.

. " -

Therefore, from a theoretical point ofjvie&, the model will® not
- ’ * * be iﬁproved if we insert the socio-economic variab{es in it. The
. . pracﬁical value depends on how yeil the socio-economic variables
. correlate with the explanatory variables. To establish thiis is <
‘one of the many projects sqggeéted by the model. ‘ ’

3 te
. w L]
. . . 4 .

L. Also e.g. sex has been demonstrated to determine the consumption

of e.q.'newsnapers and maaazines.ll The reporting (and especially
understanding) of such results has often involved a touch of

"o

. female inferiority, which can now be set aside as the model here
- tells that differences in the use of media is not” due to sex it-

self, but to the sex-related conditions. There are’mgnyzother T
R

bl 4 . - s e
results where we can now move from description to understanding.

Figure V.7. summarizes graphically the model(s) proposed in this
¢ . chapter. '

r
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\
VI. CHOICE OF SOURCE OF INFORMATION S

- - rl ~
* t ‘In this chaptey we shall build up a theory which tells us herg .
i the consffner. acqpires information. Thig purpose includes’ three :
r ‘ questions: 1)’ what determines whether initial attention is follow-
ed by continued attention or not, 2) what determines whether the
& consumption of information takes Place inside or outside normal
) medfa use, and - most important for practical decisions - 3)\
what determines (inside or outside normal med%g use) the oice
of specifjc sources of information.

L) +

L
The chanter alsd. seEves as anmelaboraiion of thapter v as regards°

° the variables information ¢dst and information value. oY

. L4 3 AN
Terms like "choige of infoxmation,source dr “decision« dg not |

. imply any assumptions about the level of cdnsciousness What, we R
- ' . mean is that the consumer behaves as if the pfocessesﬁeiiiribed ‘b

take place . ? 4 : 4

The‘£kr§t three sections deal with the abouwe-mentioned three
questions and the Jast two with the variables information value
and information cost, which ‘are found to play an important role.

Py . N - -

- . : . CoN
* . ~

- 'l. From initial to continued attentton N -
7 #

Assuming that the consumer hias been brodg;t to initial attention
to information (an adveréisement, an article, a tv-grogragmedla
. window display), what are the conditions,of continued attention? o ¢
E{ _2;fma11y,5this process is not considered a c¢h f infqrmation
- source¢~&gwever, most consumption‘of information qriginates from
°. passive attention inside normal media use (see chapter 1IV) "% The
. “ change from*initial to cortinued attenééin thereford is a very }

s important way of choosiné infotmation sc¥rdes. Thg consumer sits :'

down, Yeading his daily paper, he r;&is Ts the presence of gégﬁﬂ
. nd of information (his attention aught by the illustration

of anm advertisement for a new book) and has to decide whether or
-not his attention shall continue (i.e. use the source, consume;

P .the infoxrmation, 'concentrate on further stimuli). s : o
Py

Chapter 111 said that the first necessary conﬁition f cdntinUed
* attention is that initial attention gives the consumer the im-

1

~ < \

. .
. . \ &
\)4 ‘ v N . ~ S . . ¢

- . N
- ¢




' wie e :
pression that the_information,gs ﬁelevant (the consumer wants the

N product, is interested inwthg Middle-East situation). e R

'

This, however, is a necessaqy but—insufficient condition. The .
consumer's fesources are limited (e.g. time) and hg cannot pay
attention to all kinds of £i Pant information. What then -,besides
relevance - determines whether the consumer will continue his

"‘contact with the information source?
. . . . s a2
The problem is characterised by a consumey having a need for in-
formation, an ‘idea about the importance of the tgpdc to which the ~ Y

need relates, and }he possibility of -acquiring information if he

; accepts a 'certain inconvenience or effort (cost), which he per-

ceives as rather‘realistic, because he is very.close to the

source of information. In this situation.we assume that the con- . LT
e ' sumer behaves as if he considers two factors. . )

The girst factor is a balancing of the expected cost %x and the
‘need y in relation to the topic z. (Is it worth the.time and rn- L

tellectual effort to go through a supermarket advertisement to

find ‘a bargain for tomorrow's dinner?). - .
° i
vuip . The second factor is a balancing of the expected cost and the \\
) "' expected valug of information.}) The relevance of this second

factor is due to the fact that the cost of reading an’ ~advertise~
ment or newspaper article or a, leaflet in the .mail may be accept-
able concerning the need of information and the importance of
the subject, but not concerning the expectedﬁinformatlon value,
. e.g. because the constmer too often has experienced that he “"WQG?W
’ / learns nothing. from.advertisements for certain goods. _ .
: // We ma& then conclude that if the initial attention makes the con- .
/ -~ sumer suppose that the information is relevant, then the proba-
bility of continued attention depend$§ on thenimportance of the.
7 topic and the size of the need for information, seen in relation
N to the expected costs of information and the relationship between _
/ i expedted value of information and exgected costs of infbrmation. .
1 //‘ i ) The probability is higher the better ‘these relations are. -

\ g

. a ‘ . P
. 7 0 2
.

'.:‘ 1) The term value of infornation was_introduced in V.2.3,, and will be furthé?
i =~ ° |, defined amiamalwxﬁ UIsaudon4 of this dupber

," y
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Presumably, the described processes are so interrelated (and -3;
often unconscious) that the consumer cannot describe them. How-
ever, this does not me@n that the rodel is without theoretical
or practical value. If we want to understand or forecast infor-
mation consumption behaviour, it brings us a step forward to

[

]

think, analyse, and (partly) measure in accordance with the model @ *

praoposed. s

/// . . R 6

. "

2. Active attention inside or outside the normal use of media?

We assume that a general eval¥tion of the rel&éionship between
value of information and information cost determines whether the
use of information takes place inside or outgide the normal use ,

of media. The alternative preferred has the highest value of e

this relationsghip. fhe hyoothesis is very logical, but perhaps
not so important. It is even possible.that this step-in the choice
of source is non-existent, which means that the consumer chooses

v

.

)

. direqtly ‘between the individual sources. Thereforg this short  ~~w#=

section may be more formal than i?portant.
. T . A

B

3. choice of Specific source of information - .

v

1
If the consumer seeks information (active attention), how then
will he decide what information sources’ to use?

)

In accordance with the above sections we assume that the consumer

behaves™ ag iﬁg?e chooses the source of information (or_combigation
of sources) that has the best relationship between expected value

of information and the corresponding expected coét of information

l(as perceived by the consumer).l) The level of consciéusness may ‘'
differ, and the conéﬁmer of course only chooses from among the

5 #Sources -known to him. <o

The basic ideas in a model on the consumer's choice of informa-
# tion source. have now been presented in the above threé sections.
~

— -~ —;
1) This is of course a logical assumption. The problem has only been dealt with
to a limited extent in the literaturey Support for the hypothesis is found
in e.g. Farley 1964, Downs 1966, Irwih and Smith 1956, Bucklin 1965, Bucklin

1966, Lundberg and Hultfn 1968 (all on information costs) and Farley 1964,
Grgnhaug 1972, Sears and Freedman 1967, Theil 1967, Tipton 1970, and Westley

and Severin 1964 (all on information value).
1 . B

-~

.
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1)E:ven though only basic .ideas are presented we have obtained a

more detailed and usefuI understanding than before as we have left
o < .the accepted method ‘of combining media exposure and interest va-

b ) riables.Z) The variables" valﬂe of information” and "cost of in-
formation) have abpeared to be extremely important. The building
of a theoretically acceptable and useful model therefore demands
a further analysis.of these variables.

P .
& . - \

4 & - * . ' ' e \

4. Expected value of 1nformation

el

= There is no overall treatment of the coﬁcept of information value
in the communication ljterature. 3 In this section we §ha11 define

. ‘1nformation value and formulate hypotheses on the determihants of

’ - ‘the expected value of information as pexceived by the consumer in’
relation to a specific information source.

p
4.1. What is information value? : ,

The term "information value" is often used in literature, but

typically the concept is not defined,4)

. broad to be ¢f any use. )

or the definitions are too .

The most important reason for the un-

. certainty in the analysis of information value in-the communica-
tion literature is the mixing up of the valué”of information as
such and’the importance of the toﬁic of the 1nformation.6)

AS

The approach in this paper makgé it clear that the value of in~
formation and the,importance of the topic are 1ndepeﬁdent of each
other and both separate, 1ndependéﬁt variables in relation to
choice of information source. Both variables are 1mpor;5h§, b}.\t:'t
they should be kept separate.

e

i - .
1) Schramm 1954, Sepstrup 1971, and Atkin 1973 have,similar hypotheses on
selection of cammmnicaticn source, but their point of view lacks precision
and is not deyeloped further than to a black-bcx level. %

8 i

v . s

J2) See nost uses and gratifications studies. . -

- 3) Excluding the ma ﬁﬁggmatical information theory (Shannon 1949, Miller 1953,
sChramn 1955) , ch is of no use in a mass camuniéation context.

-
-

.. . ¢ 4) See e.g. Cox &967 or Howard and Sheth 1969.
N . 5) See e.g. Lundberg and Hultén 1968 or Westley and Barrow 1959. .
6) See e.g. Stigler 1961, Farley 1964, and Cox 1963.

.
: .
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The construction in this paper of an overall model on information

consumption makes it €asier to  define the concept of information
value. The model proposed jin the preceding chapters and ordinary
logic lead to a ‘definition of the expected information value of
an 1nformation source as the change in actual knowledge (K ) due
to the use of the sohrgg,iinitial—and*coﬁfinued attention). In-
formation chandging a

* ary knowledge (Kn) is not ‘regayded as shaving any information .

owledge -to a higher level than necess=-

value. The perception of informdtion value is ‘subjective. Expected

information value from the same jource may vary with consumers of

diffexent backgrounds. Note -that 'consumption of information does
not necessarily diminish information need. It may also increase

the need by 1nfluenc1ng !f or I ~
] * “
. +

4. ,-.-_ otheses 9n_determinants of information value - '

According to the model, the thoice of information source 1s,de;
termined by expected value of information and information costs.
Expected value of 1nformation is de$ined as expgtted changes in

actual knowledge. -
A Y

This seems relatively 51mple, but this may not be the case as far

W

as reathy is concerned. L Therefore, and because we know too
little we shall cpncentrate 6n some basit assumptjons which can
1) help understand'and predict the congsuner's choice of source,

2) tell the sender how to choose the right media,.and 3) tell thé

media how to increase their attractlon to the consumer.
(A -
Itgiésnot surprising that expected value of information is

basicly seen ds a fdhction ol three factors' relevance, credibi-
lity, and comprehensibility. The consequence of this is that the
consumer prefers a source of information that carries a new

and useful (relevant) message which it 1s possible’ to comprehend

o

and believe. . 2

’

L .
" . ’

4.2.1. Expected_relevance N -~

- .
Expected relevance is a comprehengive concept covering several

related variables, which are important becaude they infldencé .

1) Among the camplicating factors may be mtiomd that K_ has at least t:»o
dhmmshmmﬂh:uhhﬂ:dumgesnayJnfer,xunelyz:qumﬂitgtue dimension and
a qmﬁitmuve(mn o 5 .

P!
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"4,2.3, Expegted credibility

.-

N

the percé{)tion of the similarity betwéen the content f the %%ufce
and the information needed.

At least two basic factors influence the evéﬁuation of the rel-
evance. They are 1) the eXpectation that the soutce contains’
information different from actual knowledge, and 2) expected pre-
dictive value of information. ‘yhe higher these expectations,
are, the higher the value of relevance expected is, and conseqpent-
ly the va’ue of information. (The difference between 1) and 2)°

is illustfated by a consumer who expects information an~a loud-
speaker in advertisements in his local paper .to be different from
his actual knowledge (the first variable), whereas he expects the
predictive: value of 1nformation to be low because he’is interest-
ed in the sound ang expects the 1nformation to be on the design) .

.

Possibly, expected relevance also depends on who else the consumer
thinks will use the information.

A.2.2. 'Expected comprehengibility N

I-:'xpected comprehensibility is a comprehensive concept cdvering
several.relatea variableé, which are important because they in-
fluence the consumer's possibilities of pert.'eiving and handling
infoi:mation Among other factors we expect comprehensibility to
depend on expect&tions .about_th& phrasing and prese_ntation.z)

/ -

3)

Efx_pected credibility is a comprehensive concept covering sev_era}'
related va(riables, which jare important because they determine

the consumer's perception of the objectivity of the information.

» N -«
‘Several variables presumably determine, the consumer's evaluation

R N o

1)'1hetenn131ntroducedin00x1963 OoxdoesmtdistinguishbeWeenpre-‘

dictive value of information and predictive value of the topic. :

2) Further sﬁecificattons of these relaticns may be found in ,the literature’ on
language and advertising. .

3) In the comnication literature credibility :ls often considered an inde~
pendent variable influencing effect;, see e.g.» Westley and Severin 1964,
_,Berlo, Lemmert. and Mertz 1969/70, Ia.mdbexg 1973, Maloney 1963, and Edel-
stein 1974.

>~

A

v
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of 4he crediBility of the source. Thri? are incorporated in the
model. ey are 1) the expected intentions of the sender, 2) the
expected e*bertness of the communicator, aCd 3) the expected

topicaltty of the 1nformation.1) -
’ -~ \
The variable in the model relating to* iggggtion is formulated as
3 the consumer's expectation to “the degree of accordance betweéen -
‘the consumer" § motive to use the info;mGtion and the sender's
motive to send it. (The consumer may think that there is d better
accordance between his' and a retailer’'s intentions than ‘between
intentions of a brochure and the consumer s .intentions,” be-
causé%the retailer is not dependent on a single brand). T hi
" the expected agreement, the higher the expected credibiliZ§§;

-

v"

The variable in the model rglating to exgertness is formulated asg ».
the consumer' s(exoectation from the°competence/knowledge of the
source. (The consuger may, thinﬁ\that 4the eXpertness of the weathet '
forecast is higher on tv than in A newspaper). The higher the ex-
pected expertness, the higher, the credibility is. £

.

/

—_— The variable in the model relating to togicalitx is formulated
as the consdmer s expectations from'the ability of the source

. to carry the latest possible information. (A’consumer may e.g.
believe that advertisements are very topical while this’is not
necessarily true as*reQards consumer maqazines) The higher the
expected topicality, the higher the credipility ig. » -

-

'
- . s 4
b . o -

5;2.4. Socio—economig_garigglgé

..

‘A number of investigations indicate a correlation between differ-
ent X0 -economic variables and choice of information source.z)
The eXplanation of this v{and the relationship between these
variablés and the model) is the same @s in,chapter V, section 3.

. A . R .

The model of informatign value is graphically illustrated in’
. figure vI.l. It is a basic structure, which is to be extended or ¢

1) Cf Hovland, Janis, and Kelley 1953.
> )
2) See e.d. Westley and Severin 1964, Bostian and Ross 1965, Samuelsson, Car-
ter, and Ruggels 1963, Augedal 1970, and Rosvoll 1970.

+
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detailed in accordance with the use}'s:need and the knowledge

acquired through research.and practice.
3

Figure VI.l. Graphic illustration of a model of information value *\‘

: ' Expected cost
. Choice of 1nfo‘rm:at.f.on source ‘e, of information

(see section 5) |

L -
~ : {’ .
(= = mm e === - N e -—-—--
?
. N - - s
Expected value of information = expected N .
K ~change of actual knowledge .
’ - - . -
i
f Lo \ L.
Relevance Comprehensibility Credibility ’
(\ » v
\ s
: w
Information Communicator's
= H .
|—q different Wording/ intentions
- presentation
from K
- a,
[ . Communicator's .
g ' = —{ expexrtness
“1 |Predictive ’ .
_lvalue of ! -
- -jinformation . .
w' A |_]Topicality of ("(
* information .
“
5. Expected cost of information . .

v

In this section we shall define the concept of information cost
and formulate hypotheses on the determinants of: expected cost of

perceived specific sources.

~
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5.1, What is cost ofinformation?

]
The literature of communication has ng real analyses of the in-

formation cost concept.” The expected information costs of per-
ceived information sources are defined as the disutility (disad-

. b
vantage) associated with the use of the information source. o

The cost concept is related to a source, not an amount of infor-
mation. If the consumér intends to use the "source" only partly
(listen only to the weather forecast in the news, only read the
claésified-advert;sement in the newspaper, or only to study ‘the
technical information 1nithe brochﬁre), this part is considered
* the information source. The costs of 1nformation are’ always the
additional cost due to the specific consumption of information.
@ a consumer 1ntends to look for footwear-sa1€ advertisements
) when‘reading his dai;y paper, the expected costs of information ° /
L’ are,only th’costs added because of this activity, not the total
cost associated with purchasing and reading the‘ggper The oppo-
‘site }s true if the newspapér is bought only ‘for the sake ©f, the
shoe-sale advertisement. Confer the costs as a reason for con-
suming information inside normal media use).

X

fBasically, the costs of information consumption - according to
the model - are determined by the expected use of time, expected
use of money, expected postponement of the behaviour causing the
Lnﬁormation need, expected alternatiue use of time necessary for
'}H‘ the 1n£ormation consumption, and expected physical ‘and psychologi-
" cal strain.l The variable?’use of timé and use of money need no
.explanation. §Bstponement represents the disutility (inconvenience)
‘.of waiting. (The consumer may consider buying a percolator for
a long time, but when he has dec¢ided to do so, the dfsutility of
waiting anothér day because' of lack of information may be enor-
mqus) Physical and ,psychological strain represents the physical
" and emotional/intellectual rt that may be necessary in order
. to acquire,the 1nfoz‘mationﬁ

.

1) This basic model may be furtherihvehxtd through hypotheses on relations
. between these expéctation$ and the consumers' individual characteristics
. and social situation.

- . 1

N

~ . B ' . ’

- ER .
Rl < ‘
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’ 3
These variables do not have the same ;elevance in relation to all °
Yoo sources or in different situations. But they are the basic -

variables from which to understand expected~cost of information

pE=uraes

‘or to analyse or compare different sogrces of information.

It is very important to note that there are two steps in tbe for-
; : . ) mation ,of information costs. The first step is e.g. the ;ime
~ (minutes) the consumer expects the consqution of information ‘to ’
o ' t::b: The next steptis the-{individual) transformation of this o
. = - tifle to a cost (disutility). Thereffre expected cost is not a
. function of e.g. use of time, but a functioneof the perception of
the used time as a cq§t. ),We can therefore incorpgfate “the follou-

+ .

. ing re1ationship in our model: .

“/

JRY

. ; . M .
. . . . .t ~ g . . )
) . . ~ (’rhe perception of.expected use of time
.t ) as 'a cost
* R : " ‘
;r . Expected infor- The perception of expected, uge Of money
;v .. 7+ matien cost of _ ./ as a‘cost o o *
a " perceived infor-

mation sources The perception of expected postponement

as a cost

The percepfion’ of the expeoted utility.of *~
an alternative use of time a% a cost .

. The perception® 0f expected physical and
psychological strain as a cost

/ . .

5

. There are several possible determinants of the perception of ex-
k pected use of time as a cost. Some basic assumptions to be incor-
‘f:) porated in the mocel are that the perception of expected use of .
.- time as'a cost is a fundtdon of .1) the consumer's (subjective)
' * perception of, length of leisure time ~ the more time, the less )
o cost is involved in use of time, "2) alternative possibilities of
activity ~ the more possibilities, the higher the cost associated ’
with the use of time, 3) the extension .of normal media use - the .
higher the normal consumption, the less extra time will normally
T be'necessary to meet a need for, infermatiqn, and 4) the consumer's
- perceived ability to acquire and handle information = the higher
T N the perceived’ ability, the less time is expected to be necejsary. .

.

The perception of expected use ofy monez as a-cost cannot be ex-
pressed as a specific amount. The question is whether the expect-  “
" v,

~

A g Ay

< 1). to existing enpirical investigations have taken thié‘intb consideration.

. Q
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ed necessary amount is perceived . as a small or high amount. The
most obvious determinant of this is oi}éourse income .

As a basic assumptien it is incorporated in the model that the ,
perception of expected postgonemen as a cost is a function of,.1)
the consumer's perception of the urgency of the topic td which :
the information need is related (the more urgent, the higher the
cost of postponemegt), and 2) the consumer s expectatibn that the'
ere when he needs it. The lower this ex-
pectation, the higher the expected cost of postponement is. (Food
advertisements in localr newspaper have a high value of this
variable, official donsumer %info
one).

information will be

ation on refrigerators a low

The perception of the expected utility of an alternative_usz'of

time as a cost is-difficult to determine. The nerception may de~

pend on many circumstances, which can pnly be specified in a- . _f
concrete cOntext. In a basic model we may summarize these ci¥culn-
stance; as the consumer's alternative possibilitigs of activity.

The cost is higher, the more and the better alternative possi- ve
bilities the consumer has. As a basic assumption it is~ incorpox"—"'
ated in the model that the perception of expvected ohgsical “and .
psychological strain is a function of a) the consumer's pe:ception
of. tiredness in the leisure time - &he more tired, the higher the
cost is, 2) the consumer's abilities to acquire and handle in-
formation - the better the abilities, the less’ the cost is, 3)

the physical distance hetween the conéumer and the information ,
source - the longer the distance, the higher the c05t‘i§31) and' L

4) access to the sourceZ),- the more difﬁicqlt the,access,.the {,' P
higher the cost is. B ) ' o
. , . N N i
5. 2--§9919:gsgngmis_yazielzlss s ~ v

s c - E
No research demonstrates the relaggohs between socio-economic
variables .and expect cost‘bf infcrmation It should, however,
be possible‘;a_argue that cé@tainﬂrelaxions exist between the
independent;ij::zbies and e.g’ édqﬁation, income, age, and urbA-

nisation, th ionship being differen for different “sources.’
LY
u‘ .

¢ -
, 1) The innortance of physical distance has cfu!1lxaurillustrated Quite
different exanples are Rugedal 1970 and Bucklirs 1959,.

2) Cf d&uﬁer V.
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Figure VI.Z.. Graphic illustration of a model of information cost.

.
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"“¢This should be further investigated.

’ As mentioned above the purpose of this section has been to pre-.
. sent a general model which can function as a platform for further
theoretical and practical work. Undoubtedly, it is possible to be
much more preqise in the pin-pointing of detexminants when spec-,
. ifying the source. .

» )
K}

The model on expected information cost of perceived information

sources is graphically summarized in figure Vv.2.
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VI. CONCLUSION . s

In the ‘previous chapters we have formulated'a~great number of .
hypotheses, which together constitute a model on consumption of
informatidn, This has been done in the light of sp2cified assump-
tions concerning the relationship between mass communication and
individuals. ThHe mpst important elements in the model are ‘the
’pin-pointing of the conditions necessary to'the ac&uisition of ¢
ﬂnformation, the determinants of the probability of consumption
of:information in relation to an 1nformat16n need, and the expla-
nation of how and where consumption of ~information takes place.
Each of the dimensions of information COnsumPt10n~behaviour are
analysed,separately, but it is also. obvious that the various
dimensions are integrated elements with close interrelations and
Gommon determinants.

b}

The model cénstrugted in this paper‘dbes not cover all prbblems

of information consumptidn behaviour. It presents basic outlines,
and is oftep more tentative than perfect. In spite of this, hows
ever, it does increase our understanding of the use of information
(mass media) and does’.of fer some help, whether the goal is a
comprehensive theory of mass communication, the creation of
~brofitab1e advertiging_sifagggns, or a radical change of the media

- v . .

syétem.~

®

-

The model may be said both to have géen tested@ and not to have
been so. The model has not been tested empirically, as it is pre-
sented here, but it has been tested in the- sénse that many of

the components have ‘an empirical referenée. Al?ost all.variables

have been operationalised and field research ts in progress to

test, different components of the model It is, however, important'
‘first to get &' theoretical feed-bacly ‘beforé investing in large-
o scale empirical research This paper has been written to get th%s
fged-back, and because the model in its present form may hope- R

fully offer(inspiratién for practicians as well as}researchers. .

’.j Al -~
LRCE »
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