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ABSTRACT

The rise of e-commerce technology has transformed the traditional retail industry. This study proposes 
and validates an information quality scale suitable for e-commerce platforms. The scale consists of 
four dimensions—content validity, information scope, presentation quality, and hedonic quality—
and 16 questions. Data analysis results support the second-order structure of information quality. 
The quality of information on e-commerce platforms has a significant positive impact on consumer 
behavioral intentions. Thus, operators of e-commerce platforms can improve the competitiveness and 
sustainability of these platforms by improving the quality of information.
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INTROdUCTION

Nowadays, coping with too much information still presents a big challenge for information consumers 
(Eppler & Mengis, 2004; Flanagin et al., 2014; O’Reilly, 1980; Peter, 2019). When shopping online, 
a search may return tens, hundreds, if not thousands of products. When faced with a large amount 
of information, what kind of content enables us to fully understand the issue and quickly make a 
decision? From the information providers’ perspective, presenting quality information in a way that 
is easy to understand is one of the keys for continued success.

From an information system point of view, an e-commerce platform is a medium for transferring 
information between enterprises and consumers. It is part of the pervasive digital information world. 
According to the information asymmetry theory proposed by Akerlof (1970), during the transaction 
process, if the information held by both parties is not equal, it may induce the party with more 
information to deceive the party with less information. This can easily result in an unstable market 
of information, including online environments. E-commerce platforms provide consumers with both 
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physical and virtual services online. A main value of e-commerce lies in information transmission. 
Information on the platform is not only about the content, but also about data volume, form of 
presentation, and more. From the consumer perspective, in addition to competitive prices, high 
information quality leads to consumers’ willingness to trust the platform and vendors (Detlor et al., 
2013; Nicolaou, 2013), satisfaction (Ghasemaghaei & Hassanein, 2015; Koivumaki et al., 2008), and 
eventually purchase intention and loyalty (Kang & Namkung, 2019; Pearson et al., 2012). From the 
perspective of e-commerce platforms, high information quality helps increase consumer traffic and 
enhance the platform’s brand image (Detlor et al., 2013; Kullada & Kurniadjie, 2020).

Many scholars have explored characteristics of information quality in different fields (Baškarada 
& Koronios, 2014; Eysenbach et al., 2002; Fehrenbacher, 2016; Klein, Guo, & Zhou, 2011; Klein, 
Valera, & Guo, 2011; Miller, 1996; Yaari et al., 2011). Many scholars also use characteristics of 
information quality to explore the effects on an array of organizational impacts and outcomes (Gorla 
et al., 2010), such as trust (Yi et al., 2013), user satisfaction (Urbach et al., 2010; Zheng et al., 2013), 
perceived usefulness and benefits (Lin, 2010; Zheng et al., 2013), and intention to use (Muslichah, 
2018; Stefanovic et al., 2016). It has been shown that high information quality has a positive impact 
on customer satisfaction and attitude (Chen et al., 2013; Xu et al., 2013).

Every industry relies on digitized information for management and development, and this shift 
demonstrates the importance of information quality. In a world of ubiquitous digital intermediation, 
issues of information quality need to be addressed. One aspect is to expand traditional information 
quality and better present complex human experiences (Lukyanenko, 2016). This study focuses on 
the information quality of e-commerce platforms, attempting to develop a suitable scale for it. The 
purpose of this study is twofold:

1.  Construct an information quality scale appropriate for e-commerce platforms.
2.  Verify the correlation between the information quality scale and consumer behavioral intentions.

From the research motivation, a research framework was created based on an extensive analysis 
of the relevant literature on e-commerce platforms and information quality. Then, an information 
quality scale for e-commerce platforms was developed and tested on sample data. Recommendations 
based on the results are presented.

LITERATURE REVIEw

The main purpose of this research is to develop an information quality scale for e-commerce platforms. 
It is necessary to understand e-commerce platform definitions, types, and properties before delving 
into further discussion. We will first review e-commerce and the relevant research on information 
quality issues.

E-Commerce
Since its early days, e-commerce has attracted great attention in the retail market. Significant progress 
has been made in the strategic use of e-commerce and the development of e-commerce applications 
(Bidgoli, 2001; Varshney & Vetter, 2002; Kalakota & Robinson, 2001). According to the fourth revision 
of the United Nations International Standard Industrial Classification, e-commerce is defined as “any 
business transaction that transfers the ownership of the goods or service through the Internet or by 
other electronic means” (United Nations, 2008, p. 28). There are various types of e-commerce: B2B 
(business to business), B2C (business to customer), C2C (customer to customer), C2B (customer to 
business), and O2O (online to offline, or offline to online). For the newer O2O model, an example is 
Amazon and Whole Foods, in which online and offline businesses form a partnership and consumers 
can visit physical stores to pick up product, or a local store will deliver to customers. Another example 
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is purchasing a product in store but paying by scanning a QA Code. The nature of O2O commerce is 
a business model that combines offline business with the online platform (Wan & Chen, 2019; Xiao 
et al., 2018; Xiao et al., 2019).

Information Quality Research
The issue of data and information quality has attracted scholars’ attention for several decades (Alshikhi 
& Abdullah, 2018; Eppler & Witting, 2000). Main issues include the calculation and management 
of information quality for information systems, databases, data security, and the Web (Knight & 
Burn, 2005). Information has meaning only with background contexts; therefore, data becomes 
information (Lillrank, 2003). Information quality means that the expectations of information workers 
and customers are met through information and information services (English, 1999). Information 
enables them to perform their work effectively and to improve decision making. A commonly held 
notion is that information is a product and needs to fit for use for the problem at hand (Wang & 
Strong, 1996). In other words, applicability is at the core of information use. Information quality is 
relative depending on the use context. That is, information deemed appropriate for one use may not 
possess sufficient attributes that are proper for another use (Tayi & Ballou, 1998). Another commonly 
agreed-upon notion of information quality is that it is a multi-dimensional concept with more than 
one aspect (Klein, 2001).

Next, we summarize exemplary information quality scales, which form the foundation of our 
information quality scale for e-commerce platforms. Many frameworks have been used in the field to 
organize the dimensions of information quality (e.g., Arazy & Kopak, 2011; Fox et al., 1993; Helfert 
& Foley, 2009; Huh et al., 1990; Naumann, 2002; Wang & Strong, 1996), and a number of instruments 
for measuring information quality have been created (Lee et al., 2002; Michnik & Lo, 2007; Wang & 
Strong, 1996). Based on a study of groups of MBA alumni (over 400 working professionals in various 
industries and at different corporate levels), Wang and Strong (1996) created an information quality 
framework with 15 relevant dimensions from the perspective of users. The dimensions are grouped 
into four categories: intrinsic data quality, contextual data quality, representational data quality, and 
accessibility data quality (Table 1). In total, there are 50 data attributes. These dimensions as a whole 
express the ideal that high-quality data and information are of intrinsic high quality, appropriate to the 
task context, clearly represented, and accessible to the user. This framework has since been generally 
accepted in the research field (Madnick, 2009).

Many scholars use the information quality dimension developed by Wang and Strong (1996) to 
explore the impact of information quality in various fields (Baškarada, 2011; Baškarada & Koronios, 
2014; Guo & Klein, 2020; Huang et al., 1999; Katerattanakul & Siau, 2008; Klein, 2001; Klein & 
Callahan, 2007; Klein et al. 2011a, 2011b, 2014; Lee et al., 2002; Melkas, 2004; Michnik & Lo, 2009; 
Pipino et al., 2002; Strong et al., 1997; Wahyudi et al., 2018). There is a cumulative body of research 
on information quality, and this measure is the most robust and one of the most commonly applied 
frameworks of information quality. Selected works are summarized in the Appendix.

Information Quality in E-Commerce
In addition to information overload resulting from speed, volume, and variety, the focuses and 
concerns of consumers of online and mobile platforms have changed over time and are different from 
workplace usage of information. Information quality and usefulness to users have been demonstrated 
as an important factor for the success of the overall information system, especially in the network 
environment (McKinney et al., 2002). The value of information lies not only in the information 
itself, but also in how it affects consumers and users (Maity, 2014). Since making sure consumers 
and users understand that the information is the core of the process, those involved in information 
system design and subsequently providing information should understand the meaning of information 
quality from the perspective of their customers (DeLone & McLean, 2003; Miller, 1996; Wang, 
1998). If a company wants potential buyers or suppliers to trade through an e-commerce platform 
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and continue to use it, the platform’s content should show a broad range of high information quality 
attributes. From individual consumer’s point of view, information asymmetries between parties and 
the intangible nature of e-commerce result in concerns of inaccurate, incomplete, and even fraudulent 
information (Flanagin et al., 2014). Information needs of online shoppers are different from other 
system users. We need a measurement for information quality from the consumer’s perspective for 
e-commerce platforms.

Information quality describes a set of information attributes that affect user satisfaction and 
behaviors. In e-commerce, evaluation of information is also multi-faceted. In prior e-commerce 
research, if included, information quality is often related to or as part of information systems and 
service quality (Swaid & Wigand, 2009). More often than not, it was measured by a single or a few 
items with few exceptions (Kang & Namkung, 2019). In research, development of scales is a key 
factor affecting the models or frameworks in the discipline. Lack of such measures hinders future 
research. Thus, to address the inadequacy the current research develops an information quality scale 
for e-commerce platforms. Based on the prior studies of many scholars, the basic structure incorporates 
the framework by Wang and Strong (1996), adopting its three dimensions (intrinsic information 
quality, contextual information quality, and representative information quality).

When looking for information on a website, it is natural for consumers to seek high-quality 
information. First, information should be correct and reflect reality. In an e-commerce platform, 
where customers often must make a decision of choice, they compare and construct options. In this 
situation, objective information is particularly important, and the reputation of sources is of great 
value. Second, with limited cognitive capacity, more information is not always better. Nowadays, 

Table 1. Information quality categories and dimensions of information quality from Wang and Strong (1996)

Information 
Quality Category

Dimension of Information 
Quality

Data Attributes

Intrinsic Data 
Quality: the internal 
characteristics of 
information.

Believability Believable
Accuracy Data are certified error-free, Error free, Accurate, Correct, Flawless, 

Reliable, Errors can be easily identified, The integrity of the data, 
Precise

Objectivity Unbiased, Objective
Reputation The reputation of the data source, The reputation of the data

Contextual Data 
Quality: information 
is to be viewed in 
the context of usage.

Value-added Data give you a competitive edge, Data add value to your operations
Relevancy Applicable, Relevant, Interesting, Usable
Timeliness Age of data

Completeness The breadth of information, The depth of information, The scope of 
information

Appropriate amount of data The amount of data
Representational 
Data Quality: how 
system presents 
information affects 
how users use 
information.

Interpretability Interpretable

Ease of understanding Easily understood, Clear, Readable
Representational 
consistency

Data are continuously presented in same format, Consistently 
represented, Consistently formatted, Data are compatible with 
previous data

Concise representation Well-presented, Concise, Compactly represented, Well-organized, 
Aesthetically pleasing, Form of presentation, Well-formatted, 
Format of the data

Accessibility Data 
Quality: information 
is available and 
secure.

Accessibility Accessible, Retrievable, Speed of access, Available, Up-to-date
Access security Data cannot be accessed by competitors, Data are of a proprietary 

nature, Access to data can be restricted, Secure
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users are overwhelmed by information overload. Presenting the information most relevant to the task 
at hand is critical. Third, the formatting and presentation of information is more important than ever, 
especially on the screens of computers and smaller mobile devices. Thus, in our proposed scale, there 
are items stemming from these three well-documented categories.

In Wang and Strong’s original work, there was a fourth category, accessibility of information 
quality, including easy access to data, security, and so on. The reason for not including it in our 
current study is that it is believed that although network technologies continue to advance, they have 
already reached a certain level of maturity for the electronic service market (Klein et al., 2016). There 
are many channels through which consumers can obtain online information, and they are becoming 
more and more accessible. Although there are still doubts about security of personal and financial 
information, most large-scale e-commerce platforms have matured enough that consumers believe 
that the information presented on the platforms is free to access with little constraint. Information can 
be consumed indefinitely without being exhausted (Paradice & Fuerst, 1991; Wang, 1998).

Use of information systems brings both practical and hedonic values (van der Heijden, 2004; Turel 
et al., 2010). Venkatesh et al. (2012) put forward the hedonic value motive in research on consumer 
acceptance and use of information technology. Hedonic value is defined as the pleasure of using 
information systems, and it has been proved as part of the value of information technology. In the 
context of consumer use, hedonic value is also considered an important determinant of technology 
acceptance and use (Brown & Venkatesh, 2005; Childers, et al, 2001; Wakefield & Whitten, 2006). 
Sending messages can be fun, and so can online shopping. In this process, the content plays a role in 
facilitating or at least not hindering the joyful and fun experience. Thus, in addition to being accurate, 
complete, and easy to understand, information presented should be conductive and argumentative to 
the enjoyable experience. Therefore, this study adds hedonic quality as one dimension of information 
quality that affects consumer behavioral intentions toward an e-commerce platform. Facing more 
ubiquitous computing and the quest for communicating a fuller experience with mixed motives, we 
need to expand the scope of traditional information quality dimensions (Lukyanenko, 2016). Our 
addition of hedonic quality to the information quality scale is a step toward answering this call.

RESEARCH MOdEL

Based on the literature review, an information quality scale for e-commerce platforms was established. 
The information quality framework by Wang and Strong (1996) forms the basis for the proposed scale. 
At the same time, items that are more appropriate in the context of e-commerce were added, such as 
hedonic value from Venkatesh et al. (2012). The initial scale first went through exploratory factor 
analysis using data collected from a pilot study and was revised based on results. In a subsequent 
study, the scale was linked to consumer behavioral intentions, exploring the relationship between the 
dimensions of the information quality scale and behavioral intentions to demonstrate the nomological 
validity of the scale.

Initial Scale
Information quality is defined as “information suitable for information users” (Wang & Strong, 1996). 
Therefore, information quality in this study is the information and/or its form suitable for consumers 
to use on e-commerce platforms. Information quality includes many aspects; thus, it is a second-order 
factor with a set of first-order dimensions: content validity, relevancy quality, presentation quality, 
and hedonic quality (Table 2). This research collected relevant items from prior literature. Potential 
items were sorted, summarized, and modified based on expert discussions. Items used in the pilot 
study are listed in Table 3.
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Table 2. Information quality scale for e-commerce platforms

Dimensions Definition

Content 
validity

This factor is that the information content itself has high quality, including accuracy, objectivity, 
credibility, and reputation.

Relevancy 
quality

This factor emphasizes that the among the requirements of information quality is consideration of 
its relevance; that is, information must be relevant, timely, complete, and appropriate in a quantity to 
provide added value in a context.

Presentation 
quality

Information format (concise and consistent presentation) and information meaning (interpretability 
and ease of understanding) are related aspects. For information consumers, information must be well 
presented—not only expressed concisely and clearly, but also interoperable and easy to understand.

Hedonic 
quality

Conceptualized as the aspect of information and its presentation that brings pleasure to information 
users. It can directly affect the actual reception and use of information.

Table 3. Initial items of information quality scale

Information Quality Dimensions Sources

Content validity of information

IQ1 Information on e-commerce platform is believable. Wang and Strong 
(1996)

IQ2 Information on e-commerce platform is accurate.

IQ3 Information on e-commerce platform is reliable.

IQ4 Information on e-commerce platform is objective.

IQ5 The reputation of the source of information on e-commerce platform is adequate.

IQ6 The reputation of the information on e-commerce platform is adequate.

Relevancy quality of information

IQ7 Information on e-commerce platform is applicable. Wang and Strong 
(1996)

IQ8 Information on e-commerce platform is interesting.

IQ9 The scope of information on e-commerce platform is adequate.

IQ10 The depth of information on e-commerce platform is adequate.

IQ11 The breadth of information on e-commerce platform is adequate.

IQ12 The amount of information available on e-commerce platform is adequate.

Presentational quality of information

IQ13 Information from e-commerce platform is easily understood. Wang and Strong 
(1996)

IQ14 Information on e-commerce platform is consistently formatted.

IQ15 Information on e-commerce platform is continuously presented in the same format.

IQ16 Information on e-commerce platform is well-formatted.

IQ17 The format of the information from e-commerce platform is adequate.

Hedonic quality of information

IQ18 Using e-commerce platform is fun. Venkatesh et al. 
(2012)

IQ19 Using e-commerce platform is enjoyable.

IQ20 Using e-commerce platform is very entertaining.
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Nomological Network Model
Consumer behavioral intentions are important outcomes to businesses. It has been shown that 
information quality has a positive effect on user behaviors (Kang & Namkung, 2019; Muslichah, 
2018; Pearson et al., 2012; Stefanovic et al., 2016). Thus, in this research, to establish the validity of 
the proposed scale, a nomological network model relating information quality to behavioral intentions 
will be tested. The relationship between information quality and behavioral intentions should hold. 
Therefore, this study defines consumer behavioral intention as the consumer’s intention to continue 
using the e-commerce platform after shopping on the e-commerce platform. We posit the following 
hypothesis (see Figure 1):

H1: Information quality of an e-commerce platform has a positive effect on consumer behavioral 
intentions.

RESEARCH METHOdOLOGy

Measures and data collection procedures are reported in this section. We followed steps similar to 
those in the scale development and validation for E-Service Quality by prior studies (Swaid and 
Wigand, 2009).

Measures
In addition to the information quality scale, this study included items measuring consumer intentions. 
They were adopted from Venkatesh et al. (2012) and are shown in Table 4. In this study, a five-point 
Likert scale was used; the item options were “strongly disagree,” “disagree,” “neutral,” “agree,” and 
“strongly agree.” To combat common method bias, good practices such as using clear and concise 
language, mixed order and anonymity, and confidentiality were applied in the survey design and data 
collection (Yoshikuni et al., 2023).

Figure 1. Nomological network model
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data Collection
The targeted research subjects were buyers who had actual purchase experience on e-commerce 
platforms. The survey questionnaire was distributed using the SurveyCake questionnaire platform. This 
research hoped to obtain general research results, so the research sample included participants from 
different groups of genders, ages, incomes, and education levels. The data were collected in October 
and November of 2019. An announcement and recruiting document including a short description of 
the purpose of the study and the link to the questionnaires were posted in groups on social networks 
in Taiwan. Users with recent online shopping experience were asked to fill out the online survey.

The questionnaire distribution was divided into two phases. The first phase was for a pilot 
study with the initial scale of information quality including 20 items, as listed in the previous 
section. A total of 150 online questionnaires were collected. Invalid questionnaires were removed. 
Invalid questionnaires included those filled out by respondents without previous experience using 
the e-commerce platforms or those that were incomplete or not properly filled out, such as with 
identical answers for all the questions. A total of 111 valid questionnaires were included in the data 
analysis. The effective sample recovery rate was 74%. In the second stage, online questionnaires 
with a revised scale were distributed and 281 online questionnaires were collected. After checking 
the questionnaires, a final set of 251 valid questionnaires was used in the subsequent analyses. The 
effective sample recovery rate was 89%. The obtained sample in both the pilot study and the main 
study met the requirement of five responses per item (Hair et al., 1998; Swaid & Wigand, 2009). 
Additionally, another requirement of having around 10 times the maximum arrows pointing toward 
dependent variable and 10 times formative indictors to measure the one construct (Hair et al., 2017; 
Yoshikuni et al., 2023) was met.

dATA ANALySIS ANd RESULTS

Pilot Study
Exploratory factor analysis and reliability analysis using SPSS were conducted on data collected by the 
pilot questionnaire, which included 20 questions (listed in the previous section). The Kaiser-Meyer-
Olkin (KMO) Test is a measure of whether a data set is suitable for factor analysis. The KMO value 
should be at least greater than 0.6. A value of .80 and above is ideal for factor analysis (Kaiser & Rice, 
1974). In this study, the KMO value was 0.854, and the significance of Bartlett’s spherical test was 
0.000, which was significant. These showed that the data of this study was suitable for factor analysis.

Principal component analysis with the maximum variance method (Varimax) was used on the 
20 items. The results of the first exploratory factor analysis (EFA) are shown in Table 5. Naturally 
emerged factors lessened the concern of common method bias. The criteria of eigenvalues bigger than 
1 and factor loading greater than 0.6 were used. Items with factor loading less than 0.6 were deleted. 
Also, there were cross-loading items with differences between the two loadings of less than 0.1. These 
items were eliminated as well. Thus, item 4 (objective), 13 (easily understood), 7 (applicable), and 
8 (interesting) were removed.

Table 4. Items for behavioral intention

Construct Items

Behavioral 
intentions

BI1. I intend to continue using e-commerce platforms in the future. BI2.

BI2. I will always try to use mobile Internet in my daily life.

BI3. Even with money, I will not continue using e-commerce platforms in the future. (reverse)

BI4. I plan to continue to use mobile Internet frequently
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The same analysis was repeated on the remaining 16 items. The KMO value was 0.819, and 
the Bartlett sphere test was significant at 0.000, which proved once again that the sample data 
were suitable for factor analysis. All items had factor loading above .6 and no cross loading. Four 
components emerged from factor analysis. The explained variance of the components was 39.16%, 
14.722%, 10.389%, and 8.443%, respectively. The total explained variance was 72.713%. Item 
loadings and components can be found in Table 6. The four components that emerged corresponded 
to the four proposed dimensions in general. After a closer examination of the remaining items, the 
four resulting dimensions were labeled as content validity, information scope, presentation quality, 
and hedonic quality.

In the first proposed dimension, items were related to the innate characteristics of the information 
and the properties of the content. Wang and Strong (1996) believe that information consumers pay 
attention not only to the accuracy of information content, but also to the credibility and reputation 
of its sources. This research drew upon the intrinsic information quality of Wang and Strong (1996) 
as the basis for this dimension. One question was deleted after exploratory analysis of the pilot data. 
The remaining five items embody the extent to which the information from the e-commerce platform 
is reliable and trustworthy, so the first dimension is named content validity.

The second dimension was based on the contextual information quality of Wang and Strong (1996) 
to signify the importance of the context and relevance of the information. The context of information 
consumption varies with the task at hand, with time, and with the individual information consumers. 
Original items described the applicability, scope, depth, breadth, and quantity of information. Two 

Table 5. The first EFA results of initial scale

Item Component 1 Component 2 Component 3 Component 4

IQ2 0.872

IQ1 0.840

IQ3 0.826

IQ6 0.805

IQ5 0.776

IQ4 0.572

IQ13 0.512 0.437

IQ7 0.475 0.465

IQ10 0.794

IQ11 0.787

IQ9 0.749

IQ12 0.729

IQ14 0.826

IQ15 0.778

IQ17 0.717

IQ16 0.667

IQ18 0.881

IQ20 0.844

IQ19 0.754

IQ8 0.522 0.571
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items from the initial set were removed. Following from an examination of the remaining four items 
in this cluster, the second dimension is named information scope.

The third dimension was based on the representative information quality in Wang and Strong 
(1996). Information needs to be well presented in a concise and clear form so that it can be easily 
interpreted and comprehended by information users (Wang & Strong, 1996). After removing one 
item, the remaining four items of this cluster are all related to the formatting and the way in which 
information is presented. Thus, the third dimension is named presentation quality.

The fourth dimension incorporated the idea that shopping tasks can be fun. In IS research, it 
has been found that this enjoyment motivation (conceptualized as perceived enjoyment) directly 
affects the acceptance and use of technology (Brown & Venkatesh, 2005; Childers et al., 2001; van 
der Heijden, 2004; Thong et al., 2006). E-commerce platforms need to help fulfill the entertainment 
needs of their customers. Thus, when deciding what information to provide and how to provide it 
to the customer, the aspect of hedonic quality must be taken into consideration to ensure a fun and 
enjoyable experience. The items belonging to this component are all related to this aspect, so this 
dimension is named hedonic quality.

Reliability analysis was conducted on the revised information quality scale. The Cronbach’s α 
values were 0.913 (content validity), 0.852 (information scope), 0.828 (presentation quality), and 
0.822 (hedonic quality). All were above the recommended threshold of 0.7 (Nunnally, 1978). Revised 
items were used in the subsequent main study to establish the validity of the scale. The list of final 
items is presented in Table 7. The items are renumbered, and the original item numbers are included 
in parentheses.

Table 6. The EFA result of initial scale after removing items

Item Component 1 Component 2 Component 3 Component 4

IQ2 0.885

IQ1 0.869

IQ3 0.813

IQ6 0.812

IQ5 0.78

IQ11 0.816

IQ10 0.812

IQ9 0.771

IQ12 0.742

IQ14 0.844

IQ15 0.815

IQ17 0.679

IQ16 0.626

IQ20 0.861

IQ18 0.857

IQ19 0.789

Variance explained: 72.713%
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Main Study
To further test the reliability and validity of the proposed information quality scale, data were 
collected in a larger study. In addition to the 16 questions of the revised information quality scale, 
the questionnaire included questions measuring behavioral intentions. The final data set included 
251 valid questionnaires.

Sample Profile
Table 8 is a summary of the respondent profile. The targeted respondents were consumers who had 
actual purchase experience on e-commerce platforms. In the sample, there were 67 males (26.7%) 
and 184 females (73.3%). The age group that accounted for the highest proportion was 25-34 years 
old (50.6%), and the education level of 92.4% of the respondents was that of university or above. 
Office workers accounted for the highest proportion (45.4%) of the occupation breakdown. The largest 
group in terms of monthly disposable income (New Taiwan Dollar, NT$) was with $20,000 or less, 
accounting for 46.2%. One US dollar is about 28 to 30 NT$.

In terms of the e-commerce platform usage habits, 67% of the respondents had used the 
e-commerce platform within a week. The time spent on the e-commerce platform to purchase was 
mostly within one hour (49.4%). Regarding amount spent, NT$501 to 1,000 was the most common 
(29.9%), and less than $500 was the second largest group (23.5%). See Table 9 for details. Among 
the popular e-commerce platforms, the ones most frequented by the respondents in this study were 
“Shopee Auction,” “PChome,” and “momo,” accounting for 39% (198), 22% (114), and 18% (90), 
respectively. Based on industry reports, the sample and shopping behavior in the current study are 
representative of online shoppers of Taiwan in terms of age, amount spent, platform used, and habits 
(E-commerce in Taiwan, 2020; E-commerce in Taiwan, China, 2023). As for amount spent, globally an 
online shopper spends about US$3.00 on average (Chevalier, 2023). In US almost half (46%) spend less 
than US$50 online per visit (Petro, 2019). Thus, online shoppers in Taiwan are comparable to others.

Table 7. Final set of items for information quality scale

Dimension Item

Content Validity

F1-1 (IQ1) Information on e-commerce platform is believable.

F1-2 (IQ2) Information on e-commerce platform is accurate.

F1-3 (IQ3) Information on e-commerce platform is reliable.

F1-4 (IQ5) The reputation of the source of information on e-commerce platform is adequate.

F1-5 (IQ6) The reputation of the information on e-commerce platform is adequate.

Information Scope

F2-1(IQ9) The scope of information on e-commerce platform is adequate.

F2-2(IQ10) The depth of information on e-commerce platform is adequate.

F2-3(IQ11) The breadth of information on e-commerce platform is adequate.

F2-4(IQ12) The amount of information available on e-commerce platform is adequate.

Presentation Quality

F3-1(IQ14) Information on e-commerce platform is consistently formatted.

F3-2(IQ15) Information on e-commerce platform is continuously presented in the same format.

F3-3(IQ16) Information on e-commerce platform is well formatted.

F3-4(IQ17) The format of the information from e-commerce platform is adequate.

Hedonic Quality

F4-1 (IQ18) Using e-commerce platform is fun.

F4-2 (IQ19) Using e-commerce platform is enjoyable.

F4-3 (IQ20) Using e-commerce platform is very entertaining.
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Exploratory Factor Analysis
Next, exploratory factor analysis was used again to verify the stability of the scale. KMO value was 
0.834 (df=120 and χ2=2272.434) and Bartlett’s spherical test was 0.000, which was significant. 
These demonstrated that the data were suitable for factor analysis. Table 10 shows the results of the 
exploratory factor analysis of the final information quality scale (16 items). The same four components 
emerged as in the pilot study: content validity, information scope, presentation quality, and hedonic 
quality. The factor loadings were all greater than 0.6. The accumulative explanatory variation of 
the whole scale was 70.179%. The results confirmed that the information quality scale was stable.

Validity
Table 11 shows Cronbach’s α values, shared variance, and AVE values of the four dimensions. All 
coefficients were above 0.7, meeting the criterion of Cronbach’s α (Nunnally, 1978). The procedure 
for measuring convergent validity and discrimination validity in Hair et al. (1998) was followed. All 

Table 8. Respondent profile

N Percentage (%) Accumulative percentage (%)

Gender
Female 184 73.3 73.3

Male 67 26.7 100

Age

18–24 100 39.8 39.8

25–34 127 50.6 90.4

35–44 20 8 98.4

45–54 2 0.8 99.2

55–64 2 0.8 100

Education 
Level

High school and below 19 7.6 7.6

College & university 185 73.7 81.3

Master’s 46 18.3 99.6

Doctorate 1 0.4 100

Occupation

Office worker 114 45.4 45.4

Labor & technician 3 1.2 46.6

Military, government, teacher 23 9.2 55.8

Freelancer 15 6 61.8

Professional 16 6.4 68.1

Homemaker 10 4 72.1

Student 62 24.7 96.8

Other 8 3.2 100

Monthly 
disposable 
income (NT$)

20,000 and below 116 46.2 46.2

20,001-40,000 100 39.8 86.1

40,001-60,000 22 8.8 94.8

60,001-80,000 10 4 98.8

80,001-100,000 2 0.8 99.6

100,001 1 0.4 100
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Table 9. Respondent spending profile

n Percentage (%) Accumulative percentage (%)

Last purchase

Within a week 170 67.7 67.7

Within two weeks 28 11.2 78.9

Within three weeks 10 4 82.9

Within a month 28 11.2 94

Within two months 4 1.6 95.6

Within three months 11 4.4 100

Time spent 
during last 
purchase

Within an hour 124 49.4 49.4

1–2 hours 95 37.8 87.3

3–4 hours 15 6 93.2

More than 4 hours 17 6.8 100

Amount spent 
on last purchase 
(NT$)

≤$50 59 23.5 23.5

501–1,000 75 29.9 53.4

1,001–1,500 42 16.7 70.1

1,501–2,000 26 10.4 80.5

2,001–2,500 8 3.2 83.7

2,501–3,000 5 2 85.7

>$3,000 36 14.3 100

Table 10. EFA results of the revised scale

Dimensions Items Component 1 Component 2 Component 3 Component 4 Explained variance

Content 
Validity

F1-3 0.854 37.759

F1-5 0.808

F1-2 0.803

F1-1 0.747

F1-4 0.725

Information 
Scope

F2-3 0.84 16.459

F2-2 0.79

F2-4 0.687

F2-1 0.648

Presentation 
Quality

F3-2 0.84 8.982

F3-1 0.817

F3-3 0.699

F3-4 0.692

Hedonic 
quality

F4-1 0.879 6.979

F4-3 0.852

F4-2 0.806
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factor loadings of items were at a significant level of p<0.001, and the AVE value of each dimension 
was greater than 0.5, meeting the requirement for convergent validity. The AVE values   of the four 
dimensions were between 0.566 and 0.667, which were all greater than the shared variance estimates 
between the dimensions (ranging from 0.02 to 0.45). Thus, the requirement of discrimination validity 
was also met.

Second-Order Analysis
In addition to the aforementioned first-order factor analysis and testing, a second-order confirmatory 
factor analysis was used to further test the validity of the information quality scale. The four dimensions 
that emerged from exploratory factor analysis (content validity, information scope, presentation 
quality, and hedonic quality) were first-order factors. To demonstrate that there was a potential higher-
order factor, second-order confirmatory analysis was conducted. Figure 2 shows the second-order 
confirmatory analysis model of this study.

In terms of model fit, χ2= 357.83, P-Value = 0.00, df = 100, χ2/df = 3.57, GFI = 0.85, CFI = 
0.94, NNFI = .92, and RMR = 0.042. This model did not reach the GFI requirement for being >0.9. 
Doll et al. (1994) found that if the estimated parameters of the model increase, it will be difficult 
for the GFI to reach the standard of 0.9, so it is recommended to relax the standard to GFI>0.8. 
Therefore, the model met all the standards of model fit (Hu & Bentler, 1999). All t-values of the path 
coefficients were greater than 1.96, reaching the significant level. The second-order confirmatory 
analysis verified that the information quality is indeed a second-order construct, which is composed 
of content validity, information scope, presentation quality, and hedonic quality. Among them, the 
loading value of the information scope was the largest.

Table 11. Measurement property

Items Loadings T-Values

Content Validity 
Cronbach’s α = 0.87, Share variance =0.02~0.13, AVE=.566

F1-1 
F1-2 
F1-3 
F1-4 
F1-5

0.75 
0.77 
0.83 
0.64 
0.76

13.23 
13.71 
15.30 
10.74 
13.46

Information Scope 
Cronbach’s α = 0.84, Share variance =0.13 ~ .45, AVE=.582

F2-1 
F2-2 
F2-3 
F2-4

0.64 
0.86 
0.87 
0.65

10.85 
16.34 
16.61 
10.96

Presentation Quality 
Cronbach’s α = 0.85, Share variance =0.13 ~ .45, AVE=.593

F3-1 
F3-2 
F3-3 
F3-4

0.70 
0.71 
0.83 
0.83

11.96 
12.40 
15.34 
15.43

Hedonic Quality 
Cronbach’s α = 0.86, Share variance =0.02 ~ .26, AVE=.667

F4-1 
F4-2 
F4-3

0.83 
0.82 
0.8

15.12 
14.85 
14.33
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To establish the nomological validity, a nomological network model was tested by structural 
equation modeling analysis. Prior research supports that information quality affect customer 
behavioral intentions. Figure 3 shows a nomological network of information quality and customer 
intentions. Information quality was measured by the newly developed scale. The model had good 
fit, with χ2=453.91, p-value=0.01, df= 165. χ2/df = 2.75, GFI = 0.85, CFI = 0.95, NNFI=.94, and 
RMSEA = 0.084 all meeting the fit threshold. All path coefficients were significant. The hypothesis 
was supported.

Group Comparison
An additional analysis compared two groups of consumers in terms of their information quality 
perceptions. This study distinguishes high and low consumption users based on the amount spent 

Figure 2. Second order model
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on the e-commerce platform. Consumers with a spending amount of less than 1,000 NT$ are low-
consumption users, and consumers with a spending amount of more than 1,001 are high-consumption 
users. There were 134 respondents who fell into the category of low and 117 in high category. SEM 
analysis of second-order model was conducted on both samples. Results can be found in Table 12. 
Both models have good fit, and all path coefficients are significant. But two samples showed different 
patterns in the path loadings. For the low consumption group, presentation quality has the highest 
loading while content validity is the lowest. For the high consumption group, information scope is 
the highest while hedonic quality is the lowest. It shows that groups may value different aspects of 
information based on the purpose and concerns of their consumption activities. If the product they 
are looking for is a big-ticket item, we would think that the quality and reliability of the product 
would weigh more. Thus, when looking through e-commerce sites for information about the product, 
users are to gather more relevant information rather than have fun. On the other hand, if the product 
involves less money, whether the information is correct will have less of an impact on us. Thus, we can 
relax and pay attention to other aspects of information. As a matter of fact, people sometimes engage 
in petty buying to relieve stress and having fun becomes more important. An appealing interface 
is instrumental to achieving this goal. The difference shown in our results provides evidence of the 
sensitivity of the information scale to different shopping tasks.

dISCUSSION

The purpose of this research was to develop a scale of information quality suitable for e-commerce 
platforms. Such a scale can measure consumers’ perceptions of e-commerce platform information 
quality, which has an impact on consumer behavioral intentions.

Before creating the information quality scale, this research reviewed relevant literature of 
e-commerce and information quality in the past. Wang and Strong (1996) and related literature on 

Figure 3. A nomological model of information quality and customer intentions
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information quality in various fields have revealed the important role played by information quality in 
e-commerce environments. In addition to the dimensions created by Wang and Strong (1996), hedonic 
value (Venkatesh et al., 2012) was added to reflect the hedonic usage of information systems even 
as mundane as online shopping. The initial set of 20 items included four dimensions identified as 
significant aspects of the information needs of consumers on an e-commerce platform. The scale was 
revised using data collected in the pilot study. The final scale consisted of four dimensions: content 
validity, information scope, presentation quality, and hedonic quality, with a total of 16 items. More 
data were collected in the main study. Reliability and validity of the scale were established through a 
set of rigorous statistical analyses. In addition, the research showed that there is a second-order factor 
of information quality. When tested in a nomological model with related theoretical constructs of 
behavioral intention, the scale showed good model fit. The scale can be used in studying e-commerce 
consumer behaviors regarding information issues.

Theoretical Contribution
In various fields, the information quality scale has been considered an important aspect of information 
provision. However, though information quality is critical for success in e-commerce, there has 
been little effort to develop a scale for its own needs. Therefore, this research developed this scale 
considering the uniqueness of e-commerce platforms. It is recommended that future scholars follow 
this research approach to compare applications of information quality scales in different industries 
and to further explore different views on information quality.

In this research, information quality of e-commerce platforms was conceptualized as a second-
order construct with contributing dimensions. Our data and analysis supported this conceptualization. 
The contributing dimensions are content validity, information scope, presentation quality, and hedonic 
quality. Although there exist a few scales for information quality, most of them focus on enterprise 
portals and database systems and very few are suitable for e-commerce platforms. Our research 
filled this gap and answered the call for meeting the challenge presented by ubiquitous information 
intermediation (Lukyanenko, 2016).

Online shoppers are also information consumers. They share common characteristics with 
information users of other types of information systems. Additionally, shopping as a task possesses 
both utilitarian and hedonic value for consumers. Thus, the uniqueness of the information needs 
of online shoppers needs to be recognized and addressed. The four dimensions of the information 
scale developed in this research embody this consideration. The facets of information include the 
information itself (internal quality), its size (depth and breadth), and its external format (presentation). 
Information in e-commerce contexts helps with the online shopping tasks, bringing both utilitarian 
and hedonic values to consumers. Correspondingly, the four dimensions of the information quality 
scale developed in this study are content validity, information scope, presentation quality, and hedonic 

Table 12. Group comparison: low consumption vs. high consumption

Dimensions Low consumption High consumption

Construct Loading T-Value Construct Loading T-Value

Content validity 0.25 2.35* 0.55 5.07**

Information Scope 0.73 6.25** 0.93 6.25**

Presentation Quality 0.97 7.42** 0.72 5.98**

Hedonic quality 0.76 7.12** 0.47 4.44**

Goodness of fit GFI=0.81, CFI=0.92, RMR=0.044 GFI=0.79, CFI=0.93, RMR=0.062

Note: t-value=1.96, * p=0.00; t-value=2.56, ** p<0.01
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quality. Our study not only supports the conceptualization but also provides evidence of the differences 
of e-commerce platforms from other information systems.

The results of structural modeling of information quality and customer intentions showed that 
the information scope and presentation quality had the greatest influence on consumer behavioral 
intentions among all the information dimensions. On the other hand, it was surprising to see that the 
content validity made the smallest contribution.

The information scope mainly emphasizes the breadth and depth of information on the e-commerce 
platform. Klein et al. (2014) studied the differences between traditional information and Internet 
information and found that subjects paid more attention to the scope of information on the Internet 
because the information distributed through the Internet was usually fast and could be quickly obtained 
in large quantities. Maybe the same logic goes on here regarding consumers browsing e-commerce 
platforms. The value and advantage of platforms are in providing “collections” of vendors and thus 
collections of information. They are supposed to have good breadth of data with needed details. 
Another advantage of the e-commerce platform is to sift information for consumers, solving the 
information overloading problem for consumers. This is one of the reasons that consumers are attracted 
to e-commerce platforms. Customers save time and money while obtaining useful information. On 
the other hand, e-commerce platforms should be careful not to become information overloading 
platforms themselves.

Presentation quality is another dimension with great influence on consumers’ overall perceptions 
of information quality. It is interesting to see that the more external aspects, such as scope and 
presentation format, receive more attention from consumers. Information on e-commerce platforms 
is used by consumers to make purchase decisions. Most times the impact of such decisions is on 
individuals or a family. In this comparatively low-stake situation, the right amount of information 
and the right way of presenting it outweigh other aspects of information quality.

In comparison, the content validity showed the smallest influence. Does this mean that the intrinsic 
quality of information is not important or not valued by consumers? Xu et al. (2013) found that content 
validity has no significant impact on consumers in the electronic service environment; that is, when 
consumers use e-commerce platforms, they believe that content validity is a necessary information 
quality. This study believes that the content value has generally been valued as a precondition. That 
is, consumers perceive it as necessary and assume the baseline quality of information provided by 
platforms, so attention is paid to other needs. Another factor that explains this is our sample. Based 
on the group comparison result, more than half of the respondents engaged in less valuable purchases. 
In these situations, content validity is not the priority. When higher value items are involved, content 
validity is paid more attention as shown in the high consumption group.

The analysis of the research model shows that it has an impact on consumer behavioral intentions. 
This result supports the conclusions made by previous scholars (Venkatesh et al., 2012; Klein et al., 
2014). The effects of information quality on consumer behavioral intentions in this study is in line 
with the research hypothesis. From the path analysis, the path loading value was 0.46, indicating that 
information quality positively affects consumer behavioral intentions.

Managerial Implications
The information quality scale developed in this study can be used as a base measure of the information 
quality of e-commerce platforms. E-commerce platform operators can gain insights about their 
businesses and thus improve the information quality of their platforms. Dimensions of information 
quality identified by this research can provide e-commerce operators with an in-depth understanding 
of the contributing factors of information quality.

Information scope is the highest contributing dimension to overall information quality assessment. 
With the advent of the e-commerce era, information content continues to increase. E-commerce 
platform operators continue to expand in hardware and software equipment in hopes of meeting the 
needs of consumers. The purpose is to attract more consumers to the platform and generate brand 
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loyalty. Therefore, updating the information of the e-commerce platform in real time and increasing 
the breadth, depth, and quantity of the content is imperative to ensure that “lack of information” 
perception will not occur.

With the increase of e-commerce platforms, the design of the platform interface also has 
increased in significance. Presenting content with consistent and appropriate formats, colors, fonts, 
and graphics improves customer understanding. The goal is to reduce search time and cognitive load. 
For example, the flat design and user-friendly design of Shopee Shop enables consumers to operate 
intuitively, without having to spend time and cost in learning how to use the platform. Customers 
can start searching and purchasing products immediately. Additionally, simple, clear, and visually 
appealing design augments a good shopping experience.

The hedonic quality dimension is an addition to the research in recognition of the dual motives of 
information system usage, including online shopping. Our data and analysis supported its inclusion. 
This dimension is more important than content validity, which has been the main focus of information 
quality in previous research. In the era of rapidly growing social media and e-commerce, the boundaries 
of transactional behavior, entertainment, and social activities have become blurred. Purchasing goods 
can be fun. E-commerce platforms can combine these three modes and add entertainment features 
to provide more experiential value to customers and increase the stickiness of their platform. For 
example, the chat function of Shopee Shop combines the functions of social software. Customers and 
sellers can communicate in real time, accelerate the resolution of problems, and increase consumers’ 
purchase intentions.

The aspect of content validity is generally a high priority of information users (Koivumaki et al., 
2008), but it is surprising to see its low path coefficient in our study, which is significant, nevertheless. 
However, it was not the only research to have this finding. Xu et al. (2013) also found similar results 
of the non-significant impact of information reliability on consumer intention, but this is not saying 
that this aspect is not important but rather is the basic expectation from a customer’s point of view. 
Therefore, it is recommended that e-commerce platform operators provide more accurate, credible, 
and clear information to consumers. A platform system can require merchants to enhance the quality 
of goods and shopping mall information. In addition, it can further improve information quality by 
putting in measures and algorithms on its own platform. High information quality becomes part 
of their brand, thus increasing consumers’ brand loyalty to the platform and strengthening their 
willingness to use it.

Shopping can mean different things to people. So do the information needs when the shopping 
tasks are different. This is shown in our findings, too. As an e-commerce platform operator, it is 
imperative to know target customers. If the products are high value and are important purchases, 
the more information the better. Presenting low stake items in a good and fun way will bring good 
customers perception.

Limitations and Future Research
There are limitations to this research, based on which we suggest the following future research 
directions.

Information Quality is highly contextual. There are many factors that affect the information 
quality of e-commerce platforms. This study used the information quality scale from prior research as 
a theoretical basis and then incorporated the aspects suitable for e-commerce platforms. However, due 
to time and cost constraints, it was not possible to conduct more in-depth interviews with consumers. 
Therefore, there might be overlooked factors, such as relevant regulations of e-commerce platforms, 
platform brand loyalty, and so on. It is suggested that researchers in the future include more factors 
and dimensions that pertain to the e-commerce environments at the time.

One example stems from online shopping items. In the current study, because of the amount 
spent and sample age group, we can assume that items involved were small. The information needs 
are different from small items, such as soft drinks and grocery items, to big and serious items, such 
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as washing machines or jewelry. Although small purchases are the majority of purchases made in 
online shopping worldwide (Chevalier, 2023), it would be beneficial to investigate what and which 
dimensions of information quality are important in the decision-making process.

Another example is types of e-commerce models. This research attempted to develop an 
information scale for all e-commerce types. However, e-commerce covers a range of different business 
models, with each being very different. This research mainly used the B2C and C2C models of 
e-commerce platforms from which to collect data. Overlooked types of e-commerce models included 
B2B and O2O. It is suggested that future research incorporate other business models and validate the 
scale by considering possible different attributes reflecting their unique characteristics.

Social environments and cultural traditions influence individuals (Klein et al. 2011b), and there is 
no exception for consumers. Although there were many similarities between online users and shoppers 
in Taiwan and those in the world (Ecommerce in Taiwan, 2020), we could argue that various cultures 
view the information quality of e-commerce platforms differently. In the future, researchers may test 
the scales developed in this research using data from different cultures to explore the differences 
among them. Cross-region or cross-country analyses and comparisons will further the contribution 
of the scale to understanding consumers via their information needs.

In this study, online channels were used for distributing questionnaires. It was found that many 
respondents filled in the same answers, omitted questions, and incorrectly filled out the questionnaires, 
resulting in many invalid responses. This phenomenon may be due to the misunderstanding of the 
research purpose and the inconvenience of taking online surveys. Therefore, it is recommended that 
future researchers pay more attention to the design of questionnaires when using online and mobile 
channels to collect data in order to reduce the number of invalid responses.

CONCLUSION

E-commerce platforms are the trend of the future, and they are also undergoing rapid development. 
Due to the outbreak of the global pandemic of Covid-19 at the end of 2019 and early 2020, people 
reduced going-out activities and resorted to online options to carry out many daily tasks, including 
shopping. While at home for a long time, their frequency of using the Internet has greatly increased, 
and online shopping has become the main shopping mode during the pandemic. This change of habit 
may extend beyond the end of the pandemic. Major brands and players in the retail industry have 
successively launched e-commerce platforms to facilitate making purchases at home for consumers. 
Information quality will only continue to be more important. We developed and tested a scale for 
measuring information quality for e-commerce platforms. This scale will be able to help platforms 
pinpoint any gaps in their information and improve their services to customers.
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APPENdIX

Selected Research on Information Quality

Table 13. Selected research on information quality

Research Focus Methods/Subjects Major dimensions

Miller (1996)
Define information quality 
dimensions from user 
perspective

Opinion

1. Relevance 
2. Accuracy 
3. Timeliness 
4. Completeness 
5. Coherence 
6. Format 
7. Accessibility 
8. Compatibility 
9. Security 
10. Validity

McKinney et 
al. (2002)

Web customers’ 
information needs

Survey of 586 
students (web 
shoppers)

1. Relevance: applicable, related, clear 
2. Timeliness: current, continuously updated 
3. Reliability: believability, accurate, consistent 
4. Scope: sufficient, complete, covers a wide 
range, detailed 
5. Perceived usefulness: informative, valuable, 
instrumental

Kahn et al. 
(2002)

Develop a two-by-two 
conceptual model for 
describing information 
quality from a product 
and service performance 
perspective

Study 1: 45 
professionals, 
Study 2: survey of 75 
in each 3 healthcare 
companies

1. Sound information: free of error, concise 
representation, completeness, consistent 
representation 
2. Dependable information: timeliness, security 
3. Useful information: appropriate amount, 
relevancy, understandability, interpretability, 
objectivity 
4. Usable information: believable, accessible, 
ease of manipulation, reputation, value-added

Lee et al. 
(2002)

Develop a methodology 
for assessing information 
quality

Survey of 261 
respondents in five 
organizations.

1. Accessibility 
2. Appropriate Amount 
3. Believability 
4. Completeness 
5. Concise Representation 
6. Consistent Representation 
7. Ease of Operation 
8. Free of Error 
9. Interpretability 
10. Objectivity 
11. Relevancy 
12. Reputation 
13. Security 
14. Timeliness 
15. Understandability

DeLone and 
Mclean (2003)

Update D&M success 
model, its application for 
e-commerce

Literature review

1. Completeness 
2. Ease of understanding 
3. Personalization 
4. Relevance 
5. Security

continued on following page
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Research Focus Methods/Subjects Major dimensions

Melkas (2004)

Information quality 
within multi-actor service 
networks offering safety 
telephone services for 
aging people

Structured interviews 
and written 
questionnaires of 40 
participants from 
several companies

All dimensions from Wang and Strong (1996); 
additional attributes include traceability, 
appropriate velocity, flexibility, cost 
effectiveness, ease of operation, authority of 
person handling, and sustainability

Miller (2005)
Information quality’s 
effect on market share in 
e-commerce

Simulation of 3 
firms, over 40 
periods

1. Intrinsic IQ 
2. Contextual IQ 
3. Representational IQ 
4. Accessibility IQ

Katerattanakul 
and Siau 
(2008)

Refine and validate an 
instrument to assess 
information quality of 
personal web portfolio

Pilot study: 64 
participants 
Main study: 307 
students

1. Presentation Quality 
2. Contextual Quality 
3. Accessibility Quality

Michnik and 
Lo (2009)

Develop strategies for 
improving information 
quality

Focus groups of 
experts, case study

In addition to all dimensions from Wang and 
Strong (1996), Convenience

Gorla et al, 
(2010)

Impact of information 
quality on organizations

Survey of 90 
managers Content, Format

Baškarada 
(2011)

The effect of spreadsheet 
on information quality

Ethnographical study 
of user behaviors in a 
big company

All dimensions from Wang and Strong (1996)

Urbach et al. 
(2010) Company portal websites

Online survey of 
6,210 employees 
from 22 companies

1. Useful 
2. Understandable 
3. Interesting 
4. Reliable 
5. Complete 
6. Up-to-date

Xu et al. 
(2013)

Information quality’s 
effect on website adoption, 
in addition to system 
quality and service quality

Experiments of four 
types of services, 128 
subjects

1. Completeness 
2. Accuracy 
3. Format 
4. Currency

Fehrenbacher 
(2016)

The influence of 
satisfaction and 
complexity and their 
information quality 
tradeoffs.

121 students of 
one large German 
and one large Irish 
university

1. Accessible 
2. Accurate 
3. Believable 
4. Complete 
5. Concise 
6. Consistently represented 
7. Secure 
8. Timely

Wahyudi et al. 
(2018)

Develop a generic 
process pattern model for 
improving big data quality.

A case study of 
a large telecom 
company

All dimensions from Wang and Strong (1996)

Guo and Klein 
(2020)

Longitudinal studies 
of user perceptions of 
information quality of 
Internet sources and 
traditional text sources in 
China

A series of studies 
of survey of college 
students

All dimensions from Wang and Strong (1996)

Table 13. Continued
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