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Chia-Yi, Taiwan

ABSTRACT
Social media platforms have been major channels for consumers to search for 
product-related information, compare market prices, and consult other experienced 
buyers. Particularly, social media influencers play a crucial role in consumers’ 
decision-making process. Scholars have confirmed that information-seeking behavior 
enhances the efficiency of decision-making. However, a fundamental question arises 
about what other variables influence the relationship between information-seeking 
behavior and consumer efficiency. By combining the theory of consumer shopping 
productivity and para-social interaction, this study proposed a model that explains how 
information-seeking behavior enhances consumer efficiency through social media 
influencers and consumer knowledge. The study further extends the theory of consumer 
shopping productivity to a social commerce setting. This study used representative data 
from a national survey through face-to-face interviews in Taiwan. The results identified 
consumer knowledge as the strongest variable in the consumer decision-making 
process. Furthermore, social media influencer exposure moderately helps consumers to 
make efficient decisions. Finally, consumer knowledge moderates the relationship 
between information-seeking behavior and perceived consumer efficiency.

1.  Introduction

The rise of social media has empowered individuals to seek, select, and assess information (Cropf, 2008), 
while also reshaping the ways in which purchasing decisions are optimized through features such as 
subscriptions and interactions with social media influencers and other savvy buyers. Therefore, social 
media has become a popular source for buying and selling products. Taiwanese users mainly search for 
information from social media platforms (YouTube, Facebook, Instagram, and forums) (Kemp, 2023). The 
information that Taiwanese users consider most helpful in making purchase decisions is product-comparison, 
expert’ opinions, online user reviews, and word of mouth (Kemp, 2023). While the information is rich, the 
vast mount of information from different sources can cause users to be overloaded.

User-generated market-related content, social media influencers, social networks, and marketplace 
information overload transform the way people gain market knowledge and make purchasing decisions 
(Chen et  al., 2017; Erkan & Evans, 2018). The product information available on social media is from mixed 
sources. Some are users sharing authentic personal experiences, and others are paid messages disguised 
as user recommendations. The abundance of product information online might not help the consumer 
make efficient decisions. Consumer efficiency refers to ‘obtaining the best price and quality of products 
with the least time and effort’ (Atkins & Kim, 2012; Voropanova, 2015). With too much information, con-
sumers might spend time and energy processing information and might get confused or overwhelmed. 
Sufficient information is needed to make a good decision, but excessive information may hinder the 
decision-making process (Aw et  al., 2021; Flavián et  al., 2020).
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Studies have mentioned the influence of information seeking, word of mouth, and purchase intention. 
Specifically, information-seeking behavior affects shopping decisions (Atkins & Kim, 2012; Hill & Beatty, 
2011; Shengli & Fan, 2019; Voropanova, 2015). In addition, online word of mouth positively influences 
consumers’ decision-making (Wang et  al., 2021), and online purchase intention (Davis, 2017; Taylor & 
Levin, 2014). However, studies of product information-seeking behavior have lacked consideration of the 
social networking process. Studies regarding consumer decision-making mainly focused on digital tech-
nology, shopping motivation, and information processing, but overlooked the aspect of shopping effi-
ciency (Lăzăroiu et  al., 2020; Qin et  al., 2021; Sharma et  al., 2023). Shopping efficiency studies examined 
factors in the context of shopping websites and mobile devices, but were not focused on social media 
(Frick & Matthies, 2020; Voropanova, 2015; Yilmaz & Temizkan, 2020). In addition, consumer knowledge 
helps people go through the decision-making process when shopping, assisting people as they search 
for information and evaluate and compare products (Karimi et  al., 2015). However, the extent to which 
consumer knowledge interacts with information seeking and social media influencer exposure in influ-
encing shopping efficiency has not been extensively explored.

This research gap calls for future investigation of consumer efficiency on social media, incorporating 
the influence of social media influencer exposure (SMIEX) and consumer knowledge. Therefore, the pur-
pose of this study is twofold. First, I intend to examine whether social commerce-related behaviors con-
tribute to consumer decision-making when there is a surplus of market information on social media. 
Second, I will explore what increases the efficiency of decision-making and influences how decisions are 
made. In terms of theoretical contribution, this study identifies three distinct factors—product 
information-seeking behavior, SMIEX, and consumer knowledge—each helps to explain a specific facet 
of consumer efficiency. In terms of practical contribution, this study helps improve consumer efficiency 
on social media by recognizing its factors.

First, I will introduce the concept of consumer efficiency. Then, I will address the constructs of con-
sumer efficiency, as well as its antecedents (product information-seeking), mediators (SMIEX and per-
ceived consumer knowledge), and perceived consumer knowledge as a moderator. Findings from 
quantitative research combined with parasocial interaction theory and social learning theory will provide 
rationales for the model. Survey data of 1823 respondents serve to assess the model and hypotheses. 
Finally, discussion, limitations, and ideas for future research appear.

2.  Literature review

2.1.  Consumer efficiency

Consumer efficiency, smart shopping, and shopping productivity are similar concepts that refer to the 
difference between the costs and the benefits of a purchase process (Atkins & Kim, 2012; Voropanova, 
2015). The cost of shopping includes time, effort, and energy spent on researching (searching for product 
information and price comparisons) before purchase. The benefits involve utilitarian (when obtaining a 
necessary and quality product) and hedonic benefits (pleasure and satisfaction). Consumers derive con-
sumer efficiency when they obtain the greatest shopping outcome (right purchase, good deal, good 
quality, and satisfaction, etc.) with the least input (Atkins & Kim, 2012; Voropanova, 2015).

Voropanova (2015) mentioned four dimensions of the conceptualization of consumer shopping pro-
ductivity: right purchase, pleasure, time/effort saving, and money saving. Similarly, Ingene (1984) men-
tioned information obtained and time invested during shopping process are elements of shopping 
productivity. Combining Voropanova (2015) and Ingene (1984)’s idea of consumer shopping productivity, 
several factors were identified: Interactive information communication technology, the value of informa-
tion, and shopping time (Ingene, 1984; Voropanova, 2015). Social media influencers influence followers 
by generating content about brands, products, and market knowledge. Interactions with experienced 
buyers create para-social relationships that offer a social learning in users’ purchase decisions (Sokolova 
& Kefi, 2020; Wang et  al., 2021), followers gain the knowledge from social media influncers and thus 
enhance their consumer efficiency. Therefore, by combining the conceptulization of consumer shopping 
productivity and para-social interaction, this study further examined the influence of SMIEX and con-
sumer knowledge on the relationship between information-seeking and consumer efficiency.
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Interactive information communication technology increases consumer efficiency as ICTs provide easy 
access to product information, minimizing the cost of information searching (Aw et  al., 2021; Kim & 
LaRose, 2006). Consumers collect product information, reviews, and prices to determine the best fit and 
assess risks resulting from purchasing mistakes. Interactive communication technology helps users collect 
useful information (Park & Park, 2009). Sufficient, useful, and easy-access product-related information can 
help consumers make good decisions quickly (Aw et  al., 2021; Voropanova, 2015).

On social media, interactive communication includes interaction with social media influencers. 
People learn what is acceptable and how to avoid risks from observing and imitating the social 
media influencers’ behavior (Lorenzo et  al., 2012). Consumers tend to search word-of-mouth reviews 
online to manage purchase and product risks. Word-of-mouth learning enhances consumers’ search, 
evaluation, and purchasing efficiency (Wang et  al., 2021). Opinions from experts and experienced 
buyers assist in selecting helpful information from an abundance of brands and unhelpful messages 
(Sokolova & Kefi, 2020; Wang et  al., 2021). Product reviews help consumers evaluate the quality effi-
ciently (Wulandari & Rauf, 2022). Social learning increases decision efficiency, especially when (1) 
consumers have a utilitarian motivation or strong motivation; (2) when consumers need to save time 
and energy on shopping (Wang et  al., 2021). Previous studies (Azzara et  al., 2023; Moretti, 2011; 
Voropanova, 2015; Wang et  al., 2021) have extensively looked into how social learning and 
information-seeking behavior improve consumer efficiency. However, whether information searching 
behavior and social media influencers help consumers make decisions efficiently in a social media 
context full of excessive information has been overlooked in shopping productivity and social com-
merce literature.

2.2.  The relationship between product information-seeking behavior and perceived consumer 
efficiency

In social commerce, consumers are inclined to search user comments online to minimize risk when buy-
ing a new product (Bansal & Voyer, 2000; Wang et  al., 2021). Information-seeking behavior positively 
influences consumer efficiency (Hill & Beatty, 2011; Park & Park, 2009; Sproles et  al., 1978). Sproles and 
colleagues found that sufficient information increases consumer efficiency (Sproles et  al., 1978). 
Information about a product brand and price level is helpful for product evaluation and consumers’ effi-
ciency in decision-making increases as they are provided with an increasing amount of information. 
Information-seeking behavior plays a crucial role in acquiring enough information. The results of Sproles’ 
study showed a significant difference in the ability to make the right purchase (the ability to purchase 
good quality products) between those with more information and those with less information (Sproles 
et  al., 1978).

Recently, scholars have shifted focus to information found on social media and have similar findings. 
Wang et  al. (2021) found that Electronic Word of Mouth (EWOM) positively influences the decision effi-
ciency of the online shopping process. The information about other consumers’ experiences and com-
ments is informative and comprehensive, which saves consumers’ time and energy when making 
purchasing decisions. Wang and colleagues also discovered that EWOM reinforces shoppers’ intrinsic 
motivation (e.g. the curiosity to try a specific product because of personal experience), increasing con-
sumer efficiency. Similarly, Shengli and Fan (2019) found that online reviews and product ratings from 
users are more persuasive than advertisers in downloading software, suggesting that information search-
ing behavior helps consumers make decisions based on more credible information than advertising 
(Shengli & Fan, 2019). In addition, Adolescents with information-searching skills can also make the right 
purchase. They have a relative influence on household purchase decision-making, suggesting that ado-
lescents with better information-searching skills than their parents are knowledgeable about market 
information and help parents make more efficient purchasing decisions (Hill & Beatty, 2011).

As a result, information-searching behavior is positively associated with consumer efficiency. The fol-
lowing hypothesis is posited:

H1 Product information-seeking behavior on social media is positively related to consumer efficiency.
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2.3.  The mediation role of social media influencer exposure (SMIEX)

Horton and Wohl (1956) introduced the theory of parasocial interaction, suggesting that a viewer could 
be subconsciously influenced by a performer due to the perceived intimacy in their relationship, which 
resembles that of genuine interpersonal connections (Dibble et  al., 2016; Kelman, 1958). Parasocial inter-
action theory explains why influencers are influential in endorsing brands. Followers feel connected to 
brands and positively influence purchase intention through interaction with social media influencers 
(Sokolova & Kefi, 2020; Sokolova & Perez, 2021). Based on this theory, through reading posts, watching 
videos, commenting, and sharing messages from social media influencers, followers are influenced 
unconsciously by the perceived values of product brand perceptions. Interaction with social media influ-
encers enhances their purchase intention (Lee & Watkins, 2016; Sokolova & Kefi, 2020).

Sokolova’s and Lee & Watkins’ arguments suggest a mediation relationship between product 
information-seeking behavior and consumer efficiency through SMIEX as a mediator (Lee & Watkins, 
2016; Sokolova & Kefi, 2020; Sokolova & Perez, 2021). Product information-seeking behavior on social 
media may be positively associated with consumer efficiency (Erkan & Evans, 2018; Park & Park, 2009). 
However, in the current media environment full of mixed product information, information-seeking 
behavior alone is insufficient to deal with the overload. Social media influencers’ opinion is what many 
users consult before making purchasing decisions (Beer, 2018; Harrigan et  al., 2021).

Social media influencers influence followers’ attitudes toward and perceptions of a product in two 
ways. The first is credibility. Social media influencers are market mavens because of their product knowl-
edge and proficiency (Aljukhadar et  al., 2019). Market mavens are more credible and persuasive than 
advertising (Lou & Yuan, 2019; McGuire, 2001; Venciute et  al., 2023). Relying on credible products makes 
the purchase decision-making process efficient. The second way that social media influencers affect their 
followers is through para-social interaction. Social media influencers build their influence by socializing 
with followers (Aljukhadar et  al., 2019; Fan et  al., 2024; Kiani & Laroche, 2019). For example, through 
socializing with influencers, followers gain more affection for a product and internalize the influencers’ 
experiences and attitudes towards a product, which, in turn, enhances the followers’ purchase intention 
(Sokolova & Kefi, 2020). Consumer efficiency results from socialization as users share and discuss product 
information and personal experiences (Hill & Beatty, 2011). According to social learning theory which 
indicates that individuals’ learning process is dependent on social interactions (Bandura, 1977). People 
make satisfying choices by observing others’ behavior (Wang et  al., 2021). In other words, the knowledge 
followers learn from social media influencers helps followers make efficient purchas decisions 
(Jiménez-Castillo & Sánchez-Fernández, 2019). Thus, social media influencer exposure might directly 
increase consumer efficiency.

2.4.  The influence of consumer knowledge on consumer efficiency

Social commerce gives users easy access to excessive product-related information. However, the abun-
dance of product information may be a double-edged sword in purchasing. The abundance of informa-
tion is not always helpful for making purchase decisions because not all information online fits consumers’ 
needs (Marsden et  al., 2006; Phillips-Wren & Adya, 2020). Users spend more time and energy processing 
the information and may need more consistent information, thus rendering decision-making harder and 
inefficient (Jiang et  al., 2022). Research has explored how consumer knowledge increases consumer effi-
ciency. Consumer knowledge refers to familiarity with market information, prices, stores and brands 
(Clark et  al., 2001). Consumer knowledge is helpful for product evaluation and reducing perceived risk 
(Nepomuceno et  al., 2014; Sproles et  al., 1978). The cost and energy of information searching can also 
be decreased through consumer knowledge (Park & Kim, 2008). Social media influencers may help indi-
viduals make purchasing decisions, and consumer knowledge serves as a moderator in the relationship 
between product information seeking and perceived consumer efficiency.

Social commerce includes two behaviors related to consumer knowledge: Network expansion and 
knowledge creation. Network expansion refers to the idea that users subscribe to channels, follow brands’ 
social media accounts, join forums and fan pages, and interact with other users for rich information 
(Aljukhadar et  al., 2019). Consumer knowledge is generated from network expansion. Product reviews 
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and shopping experiences users share help consumers better understand marketplaces. Social media 
users create and disseminate consumer knowledge on social media platforms and thus help users have 
maven-like behaviors (Aljukhadar et  al., 2019), suggesting that through social learning from social net-
works, individuals gain knowledge and make efficient purchase decisions.

2.5.  Consumer knowledge as a moderator

Cervi and Brei (2022) has shown that consumer efficiency depends on the level of consumer knowledge. 
On social media full of mixed product information, including paid advertising and authentic information, 
people who can find helpful information make purchase decisions quickly, but those less knowledgeable 
about the product might get lost in the overflow of information (Jiang et  al., 2022). For example, con-
sumers with low levels of knowledge had more difficulties making decisions than those with higher 
levels of knowledge (Cervi & Brei, 2022). Thus, the relationship between product information-seeking 
behavior and consumer efficiency may be contingent on the level of consumer knowledge.

Voropanova (2015) examined how different amounts of market knowledge impact shopping efficiency 
in the context of mobile phone usage. The results showed that individuals keen to search for more infor-
mation are better than those who search for less information regarding the amount of product knowledge, 
the depth of analysis, and the evaluation of the purchase outcome. Therefore, individuals with more knowl-
edge make more efficient purchase decisions than those without knowledge (Voropanova, 2015). Karimi 
et  al. (2015) found that compared to consumers with a higher level of knowledge, those with a lower level 
have more alternatives and spend more time making decisions. In other words, consumers with less knowl-
edge cannot decide as efficiently as those with more knowledge (Karimi et  al., 2015). The findings indicate 
that information-searching behavior can help an individual make purchase decisions efficiently, but the 
efficiency level depends on consumer knowledge. Therefore, the following hypothesis is posited:

H2 Consumer knowledge moderates the relationship between product information-seeking behavior and con-
sumer efficiency.

The conceptual framework of consumer efficiency is proposed in Figure 1.

3.  Method

The study used representative data from the Taiwan Communication Survey (TCS), a national survey 
done through a face-to-face interview conducted by Academia Sinica, a national academy of Taiwan. TCS 
is an annual nationwide survey that focuses on how new communication technology benefits people’s 
daily lives.

Figure 1.  Hypothesized model.
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The population was Taiwanese residents over 18 years of age. With Stratified Multi-Stage Probability 
Proportional to Size Sampling, the Taiwan area was divided into seven primary levels and 19 sublevels to 
ensure the sample’s representativeness. For the first three stages, we used systematic sampling to sample 
cities and counties, then to sample townships and villages, and in the third step, we sampled households. 
In each household we sampled, we randomly selected one member within each household to interview. 
The response rate was 30.05%, and the refusal rate was 12.2%. The total valid sample size was 2109.

3.1.  Sample

This study weight data based on census data released from The Ministry of the Interior (responsible for 
national interior affairs such as population and land, etc.) under Executive Yuan of Republic of China. The 
study used raking ratio estimation to weight the data. Raking formula:

	 w w
N

N

n

n
fin sel

i

i

= × × 	

wfin: final weights

Wsel: unequal probabilities of selection, sampling weights
N: The number of the population
n: The number of the valid sample
Ni: The number of the population of each variable
ni: The number of the valid sample of each variable

Chi-Square Goodness of Fit Test was used to examine if the sample matches the population. After 
weighting, the sample matches the population in terms of gender, age, and education. See Table 1.

As this study explores consumer behavior on social media, it is relevant to understand the respon-
dents’ usage patterns. The respondents use social media frequently. The result showed that 1823 respon-
dents use social media. They spent 5.9 days a week on Facebook (M = 5.93, Mdn = 7, SD = 1.99), 4.9 days 
a week on Instagram (M = 4.9, Mdn = 7, SD = 2.5), and five days a week on Youtube (M = 5.05, Mdn = 7, 
SD = 2.30).

3.2.  Measurement

3.2.1.  Product information-seeking behavior
The measurement is self-developed based on the concept and measurements of consumer information 
seeking behavior from previous studies (Chaturvedi et  al., 2016; Kiel & Layton, 1981). Product 
information-seeking behavior measures the frequency of searching for product reviews and comments 
from social media influencers and online users before buying a product. On a 4-point scale from 1 
(never) to 4 (always), the respondents were asked (1) how often do you search online for product 

Table 1. A  comparison of the sample and population by gender, age, and education after raking.
Sample Population After weighting

N % % χ2 P value

Gender Male 1041 49.36 49.12
Female 1068 50.64 50.88 0.0484 P > .05

Age 18–29 396 18.78 18.49 3.1860 P > .05
30–39 394 18.68 17.90
40–49 399 18.92 18.86
50–59 358 16.98 18.29
60–69 331 15.69 15.26
70 and above 231 10.95 11.20

Education Under elementary school 258 12.24 12.15 4.0374 P > .05
Junior high school 234 11.10 11.69
Senior high school 557 26.42 27.71
College 247 11.72 11.84
Graduate school 812 38.52 36.61

After weighting, the valid sample size is 2109 in terms of gender, 2109 in terms of age, and 2108 in terms of education.
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information (product introduction, reviews, and comments) from social influencers and (2) how often do 
you search online for product information (product introduction, reviews, and comments) from online 
users (M = 2.15, SD = 1.13).

3.2.2.  Perceived consumer knowledge
Adapted from the idea of product knowledge, market knowledge, and market maven (Aljukhadar et  al., 
2019; Cacciolatti et  al., 2015; Clark et  al., 2001), consumer knowledge includes familiarity with product 
information and the ability to evaluate the quality of a product. On a 5-point scale from 1 (strongly 
disagree) to 5 (strongly agree), consumer knowledge was measured by (1) I am more knowledgeable 
about a product because of the product information from social media influencers and online users I 
found online (M = 4.03, SD = .62), (2) I have the ability to evaluate the quality of a product because of 
product information from social media influencers and online users I found online (M = 3.67, SD = .79). 
The responses were summed and averaged into an index with acceptable reliability (M = 3.85, SD = .62, 
Cronbach alpha = .70) (DeVellis, 2003; Kline, 2005).

3.2.3.  Social media influencer exposure
This study adopts the measurement of Social Media Influencer from Pan et  al. (2022) and the measure-
ment of exposure to influencers’ social media from Chae (2018); both measurements used a Likert scale 
to measure the frequency of social media influencers exposure. Respondents were asked how often they 
encounter influencer-generated content on social media, from 1(never) to 4 (always). (M = 2.45, SD = 1.18).

3.2.4.  Perceived consumer efficiency
Consumer efficiency refers to making the right purchase and purchasing a product while spending less 
time, money, and energy (Atkins & Kim, 2012; Voropanova, 2015). Respondents were asked to evaluate 
how social media influencers and online users helped them. On a 5-point scale from 1 (strongly disagree) 
to 5 (strongly agree), Respondents evaluated the likeliness of three different statements (a, b, & c): The 
product information from social media influencers and online users I found online helps me (a) save 
more time when deciding which product to buy (M = 3.79, SD=.81), (b) save more money on purchasing 
a product (M = 3.58, SD = .84), and (c) purchase the product I need. (M = 3.63, SD = 0.79). These responses 
were averaged into an index with acceptable reliability (M = 3.67, SD = 0.68, Cronbach’s α = .80).

4.  Results

Overall, age is negatively significantly related to social media influencer exposure (SMIEX)(r = -.55, p < 
.05), consumer knowledge (r = -.16, p < .05), and consumer efficiency (r = -.20, p < .05), suggesting that 
younger individuals are more likely than older individuals to search for product information from social 
media influencers and online users, to be exposed to information shared by social media influencers, 
have higher consumer knowledge, and shop more efficiently online. Consumer knowledge (r = .33, p < 
.05), income (r = .1, p < .05), and consumer efficiency (r = .38, p < .05) and SMIEX (r = .56, p < .05) are 
positively associated with product-information searching, suggesting that individuals who search 
product-information online have higher market-knowledge, income, consumer efficiency and being 
exposed to information shared by social media influencers than those who do not search 
product-information from social media influencers and online users.

H1 hypothesized that product information-seeking behavior on social media is positively related to 
consumer efficiency. The result showed that product information-seeking behavior is positively related to 
consumer efficiency (β = .17, p < .001). H1 is supported. Hierarchical multiple regression was conducted 
to examine the degree to which product information-seeking, consumer knowledge, and social media 
influencer exposure predict consumer efficiency. Consumer knowledge (β = .53, p < .001) was the stron-
gest predictor and uniquely accounted for 25% (sr = .5) of the variance in consumer efficiency. Product 
information-seeking behavior (β = .17, p < .001) was the second strongest predictor and uniquely 
accounted for 2.3% (sr = .15) of the variance in consumer efficiency. Social media use and influencer 
exposure were not associated with consumer efficiency (Table 2).
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4.1.  Mediation model analysis

To explore how product information-seeking behavior increases consumer efficiency, I used the PROCESS 
macro for SPSS to conduct mediation analysis. The PROCESS procedure for model 6 was used to evaluate 
direct and indirect effects (Hayes & Little, 2018). Both direct and indirect effects were found, and based 
on 5,000 bootstrap samples, these effects had 95% bootstrap confidence intervals (Hayes & Little, 2018).

Social Media Influencer Exposure mediates the relationship between product information-seeking 
behavior and consumer efficiency. Relative to those who seek product information online less frequently, 
those who seek product information online are more frequently exposed to social media influencers (as 
a1 is positive), which in turn was associated with the increase in consumer knowledge, and this increase 
translated into a greater consumer efficiency (because b2 is positive). Overall, consumer knowledge is 
the strongest predictor of consumer efficiency.

4.2.  Moderation analysis

A hierarchical multiple regression was conducted to examine H2, consumer knowledge moderates the 
relationship between product information-seeking behavior and consumer efficiency. There was a statis-
tically significant moderator effect of consumer knowledge, as evidenced by adding the interaction term 
explaining an additional 0.5% of the total variance, p < .01. A GLM test revealed the difference in con-
sumer efficiency between high and low consumer-knowledge individuals. Those with high consumer 
knowledge had a predicted consumer efficiency of 3.84, while the score was 3.3 for those with low 
consumer knowledge. The difference in consumer efficiency for low consumer knowledge individuals 
(M = 3.302, SE = .034) and high consumer knowledge individuals (M = 3.85, SE = .021) was .55, 95% CI 
[.469, .625], p < .001. The results are shown in Figure 2:

5.  Discussion

While previous researchers examined information-seeking behavior (Bennett & Mandell, 1969; Case, 2010; 
Chaturvedi et  al., 2016) in the process of consumer decision-making and the influence of social media 
influencers on consumers’ buying behaviour, the current study links these two variables with perceived 
consumer knowledge. This study examines how engaging in social media activities, such as seeking 
product information and exposure to social media influencers, relates to consumer knowledge and effi-
ciency. The main research question focuses on how product information-seeking behavior and social 
media influencer exposure enhance consumer efficiency and to what degree. The result confirms existing 
research that information-seeking behavior and consumer knowledge facilitate the consumer 
decsisions-making process (Hill & Beatty, 2011; Karimi et  al., 2015; Park & Kim, 2008; Park & Park, 2009). 
At the same time, this study identifies consumer knowledge as a major variable associated with 

Table 2.  Hierarchical OLS regression of predictors for perceived consumer efficiency.
Consumer efficiency

Model 1 Model 2 Model 3

Variable B β SE B β SE B β SE
Age −.006 −.093* .003 −.005 −.079 .003 −.001 −.013 .003
Gender .066 .053 .054 .068 .055 .055 .004 .004 .044
Income .009 .050 .009 .008 .040 .009 −.001 −.005 .007
Education −.004 −.005 .034 −.009 −.011 .034 −.037 −.047 .027
Facebook use .017 .046 .016 .023 .061 .013
IG use .006 .024 .012 .009 .035 .009
Line use .048 .054 .038 .030 .034 .031
YouTube use .010 .033 .013 −.003 −.012 .011
Perceived consumer 

knowledge
.566 .528*** .038

Product information 
seeking

.131 .166*** .028

Social media 
influencer 
exposure

.026 .035 .027
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perceived consumer efficiency. Additionally, the results echo previous studies that social media influenc-
ers help consumers make decisions (Jiménez-Castillo & Sánchez-Fernández, 2019; Venciute et  al., 2023), 
but the benefit of social media influencer exposure is limited. SMIEX has only an indirect effect on con-
sumer efficiency. Overall, the findings suggest that the major factor in increasing consumer efficiency lies 
in individuals’ information-seeking behavior and knowledge. Dependency on social media influencers 
without one’s knowledge proves ineffectual in facilitating efficient decision-making processes. The follow-
ing findings merit notice.

5.1.  Knowledge is power

The wealth of product information on social media can either help or retard consumers’ decision-making, 
depending on consumers’ knowledge. The results aligned with a previous study that showed that users 
with high consumer knowledge make efficient decisions (Cervi & Brei, 2022). In contrast, those with low 
consumer knowledge make inefficient decisions, as evidenced by a moderation model indicating that 
consumer knowledge moderates the relationship between product information-seeking behavior and 
consumer efficiency.

The findings reveal that exposure to an abundant information environment is insufficient for making 
efficient decisions because excessive product information online contains brand messages, misleading 
and useful information, thus making people overloaded (Al-Youzbaky et  al., 2022; Singh et  al., 2023). 
Particularly, social media is full of personal experiences, opinions, and product reviews shared by ordi-
nary users and mavens. Exposed to an information-rich environment where professional opinion, paid 
brand message, and personal comments are mixed, consumers have to be able to evaluate what infor-
mation is suitable and what is not. This study suggests that those who perceive themselves as possess-
ing high consumer knowledge can avoid unhelpful information and get useful information that helps 
make decisions.

However, for those with insufficient consumer knowledge, the abundance of product information 
undermines their efficiency. Being unfamiliar with a product, they spend more time and energy locating 

Figure 2.  Findings of mediation and moderation models with major variables. Figure presents standardized 
coefficients.
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useful information and processing it. In addition, users make poor decisions when overwhelmed by 
excessive information (Huang & Zhou, 2019; Huseynov et  al., 2016; Zhang et  al., 2018).

This finding explains information avoidance phenomenon where information-seekers ignore the exces-
sive amount of information to avoid information overload, which results in poor decision-making and 
confusion (Marsden et  al., 2006; Sweeny et  al., 2010). In contrast, other information seekers who strive 
for adequate information are able to process much more information (Voropanova, 2015). The difference 
between those who can process extensive information and those who are not lies in the amount of 
knowledge they possess.

5.2.  SMIEX moderately increases perceived consumer knowledge

Given the significant role of perceived consumer knowledge in the social commerce shopping process, 
the current study found two variables that enhance perceived consumer knowledge. The first one is 
product information-seeking behavior. The result showed a positive relationship between product 
information-seeking behavior and consumer knowledge, suggesting that consumers increase their knowl-
edge by obtaining knowledge from the product information on social media. In addition, the results 
showed that those who seek product information on social media usually have higher consumer knowl-
edge than those who do not. In the context of social commerce, consumers with sufficient knowledge 
also have rich information sources and know where to collect information. The positive relationship 
between information-seeking and consumer knowledge is dynamic and reciprocal. Though a causal rela-
tionship cannot be asserted, a positive relationship is confirmed.

Seeking product information online increases social media influencer exposure, suggesting that the 
sharing of product information by social media influencers turns users who search for product informa-
tion into their viewers. This finding proves that consumers treat social media influencers as information 
channels for seeking product information. Exposure to social media influencers moderately enhances 
perceived consumer knowledge. In other words, individuals who encounter information from social 
media influencers occasionally gain consumer knowledge. The reason might be that only some of the 
content from social media influencers is product-information-related but can increase knowledge on a 
small scale. As Wasike’s study showed, social media influencer exposure helps users gain knowledge, but 
mildly (Wasike, 2023).

5.3.  Social media influencers slightly increase perceived consumer efficiency

The current study answered the question: Does exposure to social media influencers increase consumer 
efficiency? The finding revealed that social media influencers increase consumer efficiency, but mildly. 
Among predictors of consumer efficiency, product information seeking, perceived consumer knowledge, 
and social media influencer exposure, the effect of SMIEX on consumer efficiency is the weakest (b1 
= .0049).

The study investigated the role of SMIEX in the relationship between product information-seeking 
behavior and perceived consumer efficiency. The result showed that SMIEX mediates the relationship 
between product information-seeking behavior and consumer efficiency. To be specific, opinion leaders 
who filter and decode brand messages for followers help a consumer make efficient decisions in an 
environment of information overload. Although not all the content generated by social media influencers 
is product-related, consumers observe their actions and adapt their behaviors based on social learning 
theory. Followers unconsciously form their perceptions, attitudes, and knowledge from social media influ-
encers by accessing the general content they share (Aljukhadar et  al., 2019). In addition to content cre-
ated by social media influencers, discussions with other followers have also influenced consumers’ 
perceptions. Followers gain knowledge from socializing with other social media users, and word of 
mouth improves purchase decision efficiency (Aljukhadar et  al., 2019; Wang et  al., 2021).

Although the indirect effect of social media influencer exposure on product information-seeking 
behavior and perceived consumer efficiency is modest, the effect is confirmed. This result is sup-
ported by other studies indicating that influencers’ experiences have an impact on their followers’ 
purchasing behaviors (Sokolova & Kefi, 2020; Venciute et  al., 2023). Specifically, role models such as 
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entertainers and athletes positively influence the market knowledge of teenagers because role mod-
els are credible and provide essential market information (Clark et  al., 2001). The study discovered 
that social media influencers not only influence their followers’ perceptions but also consumer 
efficiency.

Combining the theories of consumer’ shopping productivity and parasocial interaction (Horton & 
Wohl, 1956), this study proposed a model that explains how information-searching behavior enhances 
consumer efficiency through social media influencers and consumer knowledge. Based on parasocial 
interaction theory, influencers can impact followers’ brand perceptions and purchasing intentions (Lee & 
Watkins, 2016; Sokolova & Kefi, 2020; Sokolova & Perez, 2021). This study further found that influencers 
moderately increase followers’ consumer knowledge and thus enhance their consumer efficiency. This 
study further extends the theory of consumers’ shopping productivity to the social commerce setting by 
incorporating the SMIEX, and also discovers that consumer knowledge moderates the relationship 
between information-seeking behavior and perceived consumer efficiency.

Although the evidence found in this study has provided some important insights, some questions 
remain. This study measures users’ perception of consumer efficiency instead of an objective measure-
ment of consumer knowledge and efficiency. This study can only identify how users perceive them-
selves. This study could be improved by finding a more specific way to distinguish between the 
consumer knowledge levels of users and their efficiency. In addition, the influence of social media 
influencer exposure this study examined included general content generated by social media influenc-
ers, which fails to distinguish the exclusive effect of branded content created by social media influenc-
ers. Future studies are encouraged to measure ‘branded messaging from social media influencers’ alone 
to better assess the impact of product information provided by social media influencers on consumer 
efficiency.

6.  Conclusion

As social media has become a primary source consumers turn to before making purchase decision, the 
research aimed to examine what makes consumer decision-making efficient within the abudance of 
information on social media. In addition to product information-seeking behavior, the study incorporates 
SMIEX and consumer knowledge to investigate the factors of consumer efficiency. The results confirm 
previous findings that product information-seeking behavior and consumer knowledge are both signifi-
cant factors in enhancing consumer efficiency (Hill & Beatty, 2011; Karimi et  al., 2015; Park & Kim, 2008; 
Park & Park, 2009). However, this study reveals that information-seeking behavior alone is not enough to 
make an efficient decision. The influence of consumer knowledge is stronger than product 
information-seeking behavior, suggesting that those with high consumer knowledge are capable of 
product-information seeking and thus making efficient decisions.

Regardless of the positive influences of social media influencers on brand endorsement and followers’ 
purchase intention (Sokolova & Kefi, 2020; Sokolova & Perez, 2021), the current finding showed that the 
effect of social media influencers in enhancing consumer knowledge and consumer efficiency is not as 
strong as expected. Social media influencers’ mildely increase perceived consumer knowledge and effi-
ciency. Overall, the findings highlight the significance of consumer knowledge in enhancing consumer 
efficiency. Individuals with high consumer knowledge are proficient in recognizing useful information 
among the information flood on social media.

By identifying consumer knowledge as the strongest variable in the consumer decision-making pro-
cess, and further revealing the moderate effect of SMIEX on consumer knowledge, the theoretical 
implication of this study demonstrates a holistic picture explaining the moderation role of consumer 
knowledge in the relationship between product information seeking behavior and consumer efficiency. 
The practical implication suggests that social media influencers might not be the best source for gain-
ing consumer knowledge. Future studies are recommended to explore causal relationship between 
information-searching ability and consumer efficiency. Therefore, the research contributes to a better 
understanding of factors enhancing consumer knowledge and consumer efficiency in decision-making 
process.
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