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CHAPTER 5 

CONCLUSIONS AND IMPLICATIONS 

 

5.1. Introduction 

The last chapter discusses about the conclusion of the research 

findings. Next, this chapter will discuss about the managerial implication to tell 

what management should do to overcome and avoid consumer confusion 

dimensions effect on word of mouth, trust and consumer satisfaction. Afterward, 

part of this chapter discusses about limitation of research during conducting the 

research. The last part discusses about the suggestions for the next research. 

 

5.2. Conclusions 

This present research has presented issue of how consumer confusion 

proneness effect word of mouth, trust and consumer satisfaction in Indonesia 

smartphone market. Then, form nine hypotheses, five hypotheses were supported. 

Afterward, the finding indicates that similarity and overload confusion have 

significant negative impact on word of mouth, trust, and consumer satisfaction. 

On the other hand, ambiguity confusion has insignificant impact on word of 

mouth, trust, and consumer satisfaction. Therefore, confusion dimensions that 

affect word of mouth, trust and consumer satisfaction are similarity confusion and 

overload confusion.  
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5.2.1. Similarity Confusion 

Similarity confusion has significant negative impact on word of 

mouth, trust and consumer satisfaction. Similar Confusion can be happened when 

the consumers face me-too products or parity products or similar product. 

Whenever consumers deal with similarity confusion, they may find difficulty in 

differentiating the look-alike product and they cannot evaluate the products 

satisfactorily.  

Additionally, when the consumers bought the wrong product, it could 

create negative consumption experience and it drove consumers dissatisfied with 

the bad experience. Then as the impact, it induces the decreasing of word of 

mouth activities since they feel reluctant or embarrassed to share their negative 

experience. Then, their trust decreases because they cannot make sure the right 

product. Therefore, the higher similarity confusion induces the lower consumers 

are involved in word of mouth activities, the lower consumers trust and the higher 

consumer dissatisfaction. 

 

5.2.2. Overload Confusion 

Overload confusion has significant negative impact on word of mouth, 

trust and consumer satisfaction. This situation caused by overload confusion is 

problem that comes from much Information accepted and processed by consumes. 

Consumers find difficulty to process all information, then, consumers decreased 

their activity to do word of mouth because they can be saturated to evaluate the 

information. Next, much information drives the consumers to not trust all 

information from the manufactures or sales person about the product that will be 
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bought. They do so because they get confused and do not know which the right 

information to be trusted. Hence, the higher overload confusion, the lower 

consumers are involved in word of mouth activities and also the lower consumer 

trust. 

Subsequently, consumers can be dissatisfied from the overload 

information. Overload information leads them buying wrong product or postpone 

their purchasing as the impact. The impact of their dissatisfaction is caused by 

their capacity to hold the information is limited so that they can experience losing 

information and fading information. Thus, the higher overload confusion, the 

higher consumer dissatisfaction. 

 

5.3. Managerial Implications 

Consumer’s confusion is an issue that should be concerned by 

manufactures. Sometimes manufactures only focus intensively on how to get the 

product sold and producing new products to compete the competitors without 

thinking about inter-brands different and product information in the market place. 

Thus, it seems manufactures do not think about the consumer interest, want and 

needs. They force their marketplace to receive their new products to compete 

other brands or other manufactures in order to attract the consumer attention. So, 

no wonder, there are product similarity, overload information and ambiguity 

information.  

This research found that consumer’s confusion gives negative 

consequences for the manufactures. The research result indicates that consumer 
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confusion drives decreasing of consumer word of mouth activity, trust and 

satisfaction decreasing. Hence, this research gives insights that consumer behavior 

should be understood by manufactures. Then, to overcome consumer confusions, 

marketers can assess their customer by using consumer confusion scale developed 

to make more informed their decisions. There some suggestions to help 

manufactures to overcome consumer confusion related to its behavioral 

consequences, they are: 

a. Word of Mouth 

In the business world word of mouth has strong impact on consumer 

purchase behavior (Mowen, 1994).  Word of mouth can help to promote the 

products more effectively. Then, when consumers are involved in less word of 

mouth activities due to similar products and information overload, it means that 

the manufactures lose its medium to spread their product information.  

Therefore, the manufactures should build positive word of mouth 

activities. One of the ways is by holding focus group discussion. Focus group is 

activity involving a trained moderator and 8-12 people to talk freely about their 

feelings and thoughts toward products or services (Mowen, 1995). Focus group is 

used to encourage the consumers to discuss their reactions to the product, services 

concept, new advertising or marketing communication campaigns (Schiffman and 

Kanuk, 2010). By doing so, it can stimulate word of mouth activities, give clear 

insight for the customers and measure consumer confusion on their products or 

services. 
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b. Trust 

Smartphone products are continuous innovations because they change 

every time in line with the competitive environment and the products come from 

the improvement. Trust is the key to face rapid changing competitive environment 

that forced business marketing manufactures to be more creative and flexible to 

meet the competition (Doney and Canon, 1997). So, fierce competition 

environment has resulted in similar product (decreasing inter-brand difference), 

much information about the product flows everywhere, and ambiguous 

information is created in the market because of mazy information.  

Therefore to overcome these impacts, the manufactures should keep 

good relation with the consumers by being honest and reliable in presenting their 

products to the consumers. Then, manufactures and also the sale person should 

manage customer relationship when doing product promotion by providing 

valuable information and reliable public speaker. Then valuable information and 

the consultation to members of the buying center can extent the consumer reliance 

(Doney and Canon, 1997).  

c. Consumer Satisfaction 

From the research found that consumer that get confused are 

dissatisfied because they cannot evaluate the product or the product information 

satisfactory. Based on the Mowen (1994), the most important to create consumers 

satisfaction is the level of the performance of the product, so the consumer will 

satisfy whenever the level of product quality is high. Then the manager should 

analyze the quality control and the brand promotion. By doing so the 
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manufactures can build brand loyalty to the consumers even though there are 

many similar product from others manufactures. Then, manufactures can build the 

positive word of mouth. Subsequently, good quality can overcome bad rumor that 

lead consumers get confused to the products. Whenever promoting the brands, the 

information delivered by using advertisement through some media should be 

clear. Beside that, product information should be proven by demonstrating the 

product performance so that it can attract the consumers and fulfill the expectation 

of the consumers to the product.  

 

5.4. Limitations of Research 

In this research there were some limitations. The limitation bordered 

the research because unconditional situation and the weaknesses during 

conducting the research. The limitations of this research as follows:  

5.4.1. The research used convenience and purposive sampling so that the author 

should ask firstly to the students met whether they had experienced in 

purchasing smartphone or not and what kind of smartphone they had. The 

sampling method and the way to get the respondents seemed create 

inconvenience situation for respondents, as the impact many students 

rejected to fill the questionnaire and mostly they did not have any 

enthusiasm to fill the questionnaire. Then, 50 questionnaires could not be 

analyzed further because of incompleteness and inconsistency in 

answering the questionnaire.  The usage of student samples and non-
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probability sampling methods lead the results may have limited 

generalizability. 

5.4.2.  In the questionnaire, it would be better to ask the time when they bought 

their smarphone because it could straighten out their perceptions about 

purchasing a smartphone. From the average of the respondents answer 

they tended to use their present perception about their experience in 

purchasing smartphone in which different from their previous experience 

in purchasing smartphone. As the impact from the average of consumer 

confusion answer they tend to be neutral in answer the question.  

5.4.3. This research was conducted in Daerah Istimewa Yogyakarta and the 

product context (smartphones) may also limit its generalizability. 

Furthermore, non-probability sampling method and student samples usage 

may have limited generalizability. 

5.4.4.  Furthermore, this research drew 150 respondents. The number of 

respondents may not cover all university students in Yogyakarta. Because 

of the time limitation in collecting respondents led the author drew 

available respondents that met the qualification. Therefore the real 

condition might not fit with the result in this research and it can lead low 

response rate.  

5.4.5. The previous research (Walsh and Mitchell, 2010) employed SEM as data 

analysis and the present study used multiple regressions. The present 

research used simpler analytical tool. Hence, this research might not cover 

some further analyses compared to the original one. 
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5.5. Suggestions 

Ambiguity Confusion has insignificant result and it does not influence 

word of mouth activities, trust and consumer satisfaction. Therefore, for further 

research, it might need deeper research to measure ambiguity confusion in 

Indonesia. By doing so it can help to approve that ambiguity confusion affect on 

word of mouth, trust and consumer satisfaction in Indonesia.  

This research found different result caused by different culture 

between German and Indonesian. So, Leek and Kun (2006), Walsh et al. (2007), 

and Walsh and Mitchell (2010) recommended similar research in a different 

cultural context. Moreover, it is interesting and necessary to examine consumer 

confusion by using different research context such as cultural setting, product 

choice (or services), and sample composition (i.e. age and gender) to find distinct 

empirical result.  

Then, for the next research is expected to relate other effects or 

behavioral consequences (i.e. dissonance, shopping fatigue, brand loyalty, product 

misuse and consumer self confidence) to enrich consumer dimensions 

measurement. Hence, to improve the understanding of consumer confusion 

dimensions and their behavioral consequence, it needs more studies. 
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Appendix1: Questionnaires in English Version  
 

Questionnaire Research:  
The Effect of Consumer Confusion Proneness on Word of Mouth, Trust, and 

Customer Satisfaction from the Case of Smartphone 
 

This questionnaire is made as a tool to find data, facts, and 
information to complete Thesis in Atma Jaya University. Before going to the list 
of statements that should be filled, you are asked to fill the respondent’s profile to 
get demographic data stated bellow: 
 
Sex     : Female / Male (**circled) 
University    : 

Level of Study    : □S1     □S2     □S3    (ticked (√)) 
Smartphone you have   : 
(For example: Blackberry torch, Samsung galaxy II, Nokia E72, Iphone 4s,dll ) 

 
Based on your experience as the customers or the consumers of 

Smartphone, you are expected to fill the table by giving tick (√) to one of the 
statement scales. Twelve statements are used to measure customers’ confusion 
proneness traits (similarity, overload, and satisfaction). The scale for every 
statement: 

1 = strongly disagree 
2 = disagree 
3 = neutral 

4 = agree 
5 = strongly agree 
 

No. Statements 
Scale 

1 2 3 4 5 

1. 
Owing to the great similarity of many Smartphone 
products it is often difficult to detect new products.  

     

2. 
Some brands look so similar that it is uncertain 
whether they are made by the same manufacturer or 
not.  

     

3. 
Sometimes I want to buy a Smartphone seen in an 
advertisement, but cannot identify it clearly between 
scores of similar products.  

     

4. 
I do not always know exactly which Smartphone meet 
my needs best.  

     

5. 
There are so many Smartphone brands to choose from 
that I sometime feel confused. 

     

6. 
Owing to the host of stores it is sometimes difficult to 
decide where to shop.  

     

7. 
Most Smartphone brands are very similar and are 
therefore hard to distinguish.  

     

8. 
Smartphone products often have so many features that 
a comparison of different brands is barely possible.  
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No. Statements 
Scale 

1 2 3 4 5 

9. 
The information I get from advertising often is so 
vague that it is hard to know what Smartphone can 
actually perform. 

     

10. 
When buying a Smartphone I rarely feel sufficiently 
informed.  

     

11. 
When purchasing certain Smartphone, I feel uncertain 
as to product features that are particularly important 
for me.  

     

12. 
When purchasing certain Smartphone, I need the help 
of sales personnel to understand differences between 
products.  

     

 
 Next, you are asked to give tick (√) in the column given to one of the 

statement scales. The range of the scale is 1-5 (Strongly disagree –strongly agree). 
10 (ten) statements are used to measure the consumers’ word of mouth, trust and 
satisfaction as the outcome variables. 
1 = strongly disagree 
2 = disagree 
3 = neutral 

4 = agree 
5 = strongly agree 

No. Statements 
Scale 

1 2 3 4 5 
1. I like introducing new brands and products of 

Smartphone to my friends.  
     

2. I like helping people by providing them with 
information about many kinds of Smartphone 
products.  

     

3. People ask me for information about Smartphone 
products, places to shop, or sales.  

     

4. If someone asked me where to get the best buy on 
several types of Smartphone products, I could tell him 
where to shop. 

     

5. My friends think of me as a good source of 
information when it comes to new Smartphone 
products or sales.  

     

6. Think about a person who has information about a 
variety of Smartphone products and likes to share this 
information with others. This person knows about 
new Smartphone products, sales, stores, and so on, but 
not necessarily feel he or she is an expert on one 
particular product. How well you say this description 
fits you?  

     

7. In general, I trust the Smartphone products I buy.       
8. In general, I trust the manufacturers of the 

Smartphone products I buy.  
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9. In general, I trust the store personnel that sell me 
Smartphone products.  

     

10. Overall, I am satisfied with the Smartphone products I 
buy.  
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Appendix1: Questionnaires in Indonesia Version 
 

Angket Penelitian: 
The Effect Of Consumer Confusion Proneness On Word of Mouth, Trust, 

and Customer Satisfaction From The Case of Smartphone 
 

Kuesioner ini dibuat sebagai alat untuk mencari data, fakta, dan 
informasi untuk menyelesaikan Skripsi di Universitas Atma Jaya. Sebelum 
menuju ke daftar pernyataan yang harus diisi, anda diminta untuk mengisi profil 
responden untuk mendapatkan data demografis yang ada di bawah ini: 
 

Jenis Kelamin    : Perempuan   /   Laki-laki    (**lingkari)  
Asal Universitas   : 

Pendidikan yang sedang ditempuh : □S1     □S2     □S3    (beri tanda centang (√)) 
Smartphone yang anda memiliki :  
(misalnya: Blackberry torch, Samsung galaxy II, Nokia E72, Iphone 4s,dll ) 

 

Berdasarkan pengalaman anda sebagai pelanggan atau konsumen 
Smartphone, anda diharapkan untuk mengisi tabel yang tersedia dengan 
memberikan centang (√) ke salah satu skala pernyataan. 12 (dua belas) pernyataan 
ini digunakan untuk mengukur dimensi kebingungan pelanggan (kesamaan, 
kelebihan, dan kepuasan). Skala untuk setiap pernyataan: 

1 = sangat tidak setuju 
2 = tidak setuju 
3 = netral 

4 = setuju 
5 = sangat setuju 

No Pernyataan 
Skala 

1 2 3 4 5 

1. 
Karena banyak produk smartphone yang mirip sehingga 
sangat sulit mendeteksi produk smartphone yang baru. 

     

2. 
Beberapa produk smartphone tampak sangat mirip 
sehingga sulit memastikan apakah merek-merek tersebut 
dibuat oleh produsen yang sama. 

     

3. 
Kadang-kadang saya ingin membeli smartphone tetapi 
saya tidak bisa membedakan berbagai macam smartphone 
yang teriklankan.  

     

4. 
Saya tidak selalu tahu dengan persis produk smartphone 
yang paling mampu memenuhi kebutuhan saya. 

     

5. 
Terlalu banyak merek smartphone yang beredar, sehingga 
kadangkala saya bingung memilihnya. 

     

6. 
Terlalu banyak toko yang menjual smartphone, sehingga 
kadangkala saya sulit memutuskan tempat untuk membeli 
smartphone. 

     

7. 
Kebanyakan merek Smartphone sangat mirip dan 
karenanya sulit untuk membedakannya. 
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Berikutnya, Anda akan diminta untuk memberikan tanda centang (√) 
pada kolom yang diberikan ke salah satu skala pernyataan. 10 (sepuluh) 
pernyataan ini digunakan untuk mengukur kata konsumen dari mulut ke mulut 
(Word of Mouth), kepercayaan dan kepuasan sebagai varibel akibat. Skala untuk 
setiap pernyataan: 

1 = sangat tidak setuju 
2 = tidak setuju 
3 = netral 

4 = setuju 
5 = sangat setuju 

No. Pernyataan 
Skala 

1 2 3 4 5 
1. Saya suka memperkenalkan merek Smartphone dan 

produk Smartphone baru kepada teman-teman saya 
     

2. Saya suka membantu orang dengan menyediakan 
informasi tentang berbagai jenis produk Smartphone. 

     

3. Orang-orang meminta informasi kepada saya tentang 
produk, tempat belanja, dan toko yang menjual 
smartphone. 

     

4. Jika seseorang menanyakan tempat terbaik untuk 
membeli berbagai jenis produk smartphone saya bisa 
memberitahukan mereka. 

     

5. Teman-teman  menganggap saya sebagai sumber 
informasi yang baik tentang  produk atau penjualan 
Smartphone baru. 

     

6. Coba anda bayangkan seseorang yang memiliki informasi 
tentang berbagai macam produk smartphone dan ingin 
berbagi info tersebut dengan orang lain, orang tersebut 
memahami produk, penjualan, dan toko smartphone, 
namun dia belum tentu menganggap dirinya pakar tentang 
produk tertentu. Apakah diskripsi di atas menggambarkan 
diri anda? 

     

8. 
Produk Smartphone memiliki begitu banyak fitur sehingga 
tidak mungkin membandingkan antar merek. 

     

9. 

Informasi yang saya dapatkan dari iklan sering samar atau 
tidak jelas sehingga sulit bagi saya untuk mengetahui 
produk Smartphone apa yang benar-benar dapat bekerja 
dengan baik. 

     

10. 
Ketika membeli produk Smartphone saya jarang merasa 
mendapatkan informasi yang memadai. 

     

11. 
Saya merasa sulit memastikan fitur produk yang benar-
benar penting bagi saya. 

     

12. 
Ketika membeli produk Smartphone tertentu, saya 
membutuhkan bantuan wiraniaga untuk memahami 
perbedaan antar produk. 
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7. Secara umum, saya mempercayai produk Smartphone 
yang saya beli. 

     

8. Secara umum, saya mempercayai produsen dari produk 
Smartphone yang saya beli. 

     

9. Secara umum, saya mempercayai karyawan toko yang 
menjual produk Smartphone kepada saya. 

     

10. Secara keseluruhan, saya puas dengan produk 
Smartphone yang saya beli. 
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Appendix3: Reliability and Validity 
 
Reliability and Validity 
Scale: Similarity Confusion 
 

Case Processing Summary 
 N % 

Cases Valid 150 100,0 

Excludeda 0 ,0 

Total 150 100,0 

a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

,772 3 

 
Item Statistics 

 Mean Std. Deviation N 

SC1 3,1600 1,08114 150 
SC2 3,2333 1,08940 150 
SC3 2,9333 1,09708 150 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

SC1 6,1667 3,509 ,656 ,638 
SC2 6,0933 3,696 ,586 ,716 
SC3 6,3933 3,690 ,579 ,723 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

9,3267 7,336 2,70842 3 

 

 

 

 



134 
 

Reliability and Validity 
Scale: Overload Confusion 

 
Case Processing Summary 

 N % 

Cases Valid 150 100,0 

Excludeda 0 ,0 

Total 150 100,0 

a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

,750 4 

 
Item Statistics 

 Mean Std. Deviation N 

OC4 3,0400 1,15206 150 
OC5 3,3267 1,25584 150 
OC6 3,5333 1,12128 150 
OC7 2,9267 1,08743 150 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

OC4 9,7867 7,592 ,521 ,706 
OC5 9,5000 6,359 ,677 ,611 
OC6 9,2933 7,833 ,499 ,717 
OC7 9,9000 8,010 ,493 ,721 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

12,8267 12,225 3,49640 4 
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Reliability and Validity 
Scale: Ambiguity Confusion 
 

Case Processing Summary 
 N % 

Cases Valid 150 100,0 

Excludeda 0 ,0 

Total 150 100,0 

a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

,627 5 

 
Item Statistics 

 Mean Std. Deviation N 

AC8 3,0333 ,95127 150 
AC9 3,5067 1,00833 150 
AC10 2,9800 ,97945 150 
AC11 3,0933 1,07658 150 
AC12 3,5000 1,09759 150 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

AC8 13,0800 8,061 ,287 ,615 
AC9 12,6067 7,140 ,438 ,544 
AC10 13,1333 7,740 ,333 ,595 
AC11 13,0200 6,906 ,433 ,544 
AC12 12,6133 6,950 ,408 ,558 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

16,1133 10,517 3,24303 5 
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Reliability and Validity 
Scale: Word of mouth 
 

Case Processing Summary 
 N % 

Cases Valid 150 100,0 

Excludeda 0 ,0 

Total 150 100,0 

a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

,797 5 

 
Item Statistics 

 Mean Std. Deviation N 

WOM1 2,7600 1,03418 150 
WOM2 3,2867 ,98537 150 
WOM3 3,0267 ,98271 150 
WOM4 3,1933 ,96723 150 
WOM5 2,8733 1,01199 150 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

WOM1 12,3800 9,499 ,490 ,786 
WOM2 11,8533 8,824 ,666 ,730 
WOM3 12,1133 9,282 ,575 ,759 
WOM4 11,9467 9,380 ,570 ,760 
WOM5 12,2667 9,056 ,593 ,753 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

15,1400 13,692 3,70023 5 
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Reliability and Validity 
Scale: Trust  
 

Case Processing Summary 
 N % 

Cases Valid 150 100,0 

Excludeda 0 ,0 

Total 150 100,0 

a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

,726 3 

 
Item Statistics 

 Mean Std. Deviation N 

T7 3,8800 ,75902 150 
T8 3,6333 ,73655 150 
T9 2,9800 ,77260 150 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

T7 6,6133 1,621 ,584 ,594 
T8 6,8600 1,517 ,698 ,454 
T9 7,5133 1,903 ,388 ,824 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

10,4933 3,325 1,82358 3 
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Appendix4: Table Distribution                             

Sumber :  
• http://teorionline.wordpress.com/ 

Table r Product Moment 
Sig.0.05 (Two Tail) 

            
N r N r N r N r N r N r 

1 0.997 41 0.301 81 0.216 121 0.177 161 0.154 201 0.138 
2 0.95 42 0.297 82 0.215 122 0.176 162 0.153 202 0.137 
3 0.878 43 0.294 83 0.213 123 0.176 163 0.153 203 0.137 
4 0.811 44 0.291 84 0.212 124 0.175 164 0.152 204 0.137 
5 0.754 45 0.288 85 0.211 125 0.174 165 0.152 205 0.136 
6 0.707 46 0.285 86 0.21 126 0.174 166 0.151 206 0.136 
7 0.666 47 0.282 87 0.208 127 0.173 167 0.151 207 0.136 
8 0.632 48 0.279 88 0.207 128 0.172 168 0.151 208 0.135 
9 0.602 49 0.276 89 0.206 129 0.172 169 0.15 209 0.135 

10 0.576 50 0.273 90 0.205 130 0.171 170 0.15 210 0.135 
11 0.553 51 0.271 91 0.204 131 0.17 171 0.149 211 0.134 
12 0.532 52 0.268 92 0.203 132 0.17 172 0.149 212 0.134 
13 0.514 53 0.266 93 0.202 133 0.169 173 0.148 213 0.134 

14 0.497 54 0.263 94 0.201 134 0.168 174 0.148 214 0.134 
15 0.482 55 0.261 95 0.2 135 0.168 175 0.148 215 0.133 
16 0.468 56 0.259 96 0.199 136 0.167 176 0.147 216 0.133 
17 0.456 57 0.256 97 0.198 137 0.167 177 0.147 217 0.133 
18 0.444 58 0.254 98 0.197 138 0.166 178 0.146 218 0.132 
19 0.433 59 0.252 99 0.196 139 0.165 179 0.146 219 0.132 
20 0.423 60 0.25 100 0.195 140 0.165 180 0.146 220 0.132 
21 0.413 61 0.248 101 0.194 141 0.164 181 0.145 221 0.131 
22 0.404 62 0.246 102 0.193 142 0.164 182 0.145 222 0.131 
23 0.396 63 0.244 103 0.192 143 0.163 183 0.144 223 0.131 
24 0.388 64 0.242 104 0.191 144 0.163 184 0.144 224 0.131 
25 0.381 65 0.24 105 0.19 145 0.162 185 0.144 225 0.13 
26 0.374 66 0.239 106 0.189 146 0.161 186 0.143 226 0.13 
27 0.367 67 0.237 107 0.188 147 0.161 187 0.143 227 0.13 
28 0.361 68 0.235 108 0.187 148 0.16 188 0.142 228 0.129 
29 0.355 69 0.234 109 0.187 149 0.16 189 0.142 229 0.129 
30 0.349 70 0.232 110 0.186 150 0.159 190 0.142 230 0.129 
31 0.344 71 0.23 111 0.185 151 0.159 191 0.141 231 0.129 
32 0.339 72 0.229 112 0.184 152 0.158 192 0.141 232 0.128 
33 0.334 73 0.227 113 0.183 153 0.158 193 0.141 233 0.128 
34 0.329 74 0.226 114 0.182 154 0.157 194 0.14 234 0.128 
35 0.325 75 0.224 115 0.182 155 0.157 195 0.14 235 0.127 
36 0.32 76 0.223 116 0.181 156 0.156 196 0.139 236 0.127 
37 0.316 77 0.221 117 0.18 157 0.156 197 0.139 237 0.127 
38 0.312 78 0.22 118 0.179 158 0.155 198 0.139 238 0.127 
39 0.308 79 0.219 119 0.179 159 0.155 199 0.138 239 0.126 
40 0.304 80 0.217 120 0.178 160 0.154 200 0.138 240 0.126 
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Appendix6: Descriptive Statistics 

 
Descriptive Statistics 
 N Mean 

Similarity confusion 150 3,1091 
Overload Confusion 150 3,2067 
Ambiguity Confusion 150 3,2227 
Word of Mouth 150 3,0227 
Trust 150 3,4977 
Consumer Satisfaction 150 3,6600 
Valid N (listwise) 150  

 

 


