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ABSTRACT

To facilitate product selection and purchase decisions on e-commerce Web sites, the presentation of
product information is very important. In this research, the authors study how disposition styles influence
users’ search patterns in product comparison services of e-commerce Web sites. The results show that
peopleuserelatively more feature paths and less product paths in vertical disposition style than horizontal
disposition style. The findings also indicate that there are relatively more feature paths and less product
paths in the first half than second half of the information search paths. This is consistent with Gensch's
two-stage choice model which suggests that people use attribute processing to derive a consideration
set before they apply alternative processing to arrive at a final choice in product comparison services.

INTRODUCTION

Electronic commerce continues to capture mar-
ket share from brick-and-mortar stores, with US
online retailing reaching $175 billion in 2007

DOI: 10.4018/978-1-61350-471-0.ch006

and projected to grow to $335 billion by 2012
(Mulpuru, Johnson, McGowan, & Wright, 2008).
One of'the values of e-commerce is derived from
productcomparison services (Keeney, 1999; Wan,
Menon, & Ramaprasad, 2007) where customers
can compare a wide variety of alternative products
at their convenience, such as in the comfort of
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their homes. The design of product comparison
services in e-commerce Web sites can influence
online traffic and sales, as well as the quality of
consumers’ online purchase decisions (Cai & Xu,
2008; Diehl, 2005; Lohse & Spiller, 1998; Pu,
Chen, & Kumar, 2008). E-commerce Web sites
that facilitate customers’ search for products and
the information they need can increase online
sales and promote return visits (Nah, Siau, Tian,
& Ling, 2002; Tarafdar & Zhang, 2007, 2008;
Tarasewich, Pomplun, Fillion, & Broberg, 2005).
Hence, the design of product comparison services
on e-commerce Web sites is important for success
in e-commerce.

Product comparison services in e-commerce
Web sites are usually presented in one of two dis-
position styles: vertical disposition and horizontal
disposition. Vertical disposition displays products
by columns and features/attributes by rows (see
Figure 1). Horizontal disposition displays prod-
ucts by rows and features/attributes by columns
(see Figure 2). For example, vertical disposition
style is used for product comparison at Dell.com,
and horizontal disposition style is used to display
different flight options at Travelocity.com.

Research has shown that information presen-
tation format can influence consumers’ informa-
tionacquisition and processing strategies (Bettman
& Kakkar, 1977; Biehal & Chakravarti, 1982;

Figure 1. Vertical disposition style in product comparison
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Figure 2. Horizontal disposition style in product comparison
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