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Abstract 


Statement of the Problem/Background 


Empowered by rapid advances in Business-to-Consumer (B2C) digital infrastructure, consumers are be-
 ginning to follow an increasingly convoluted path when making purchase decisions for products and ser-
 vices. They use technologies on B2C match-making platforms to guide their decision journeys in ways 
 that  are  neither  premeditated  nor  intended.  This  emergent  technology  use  has  remained  poorly  under-
 stood within extant literature due to the implicit assumption that consumers adhere to well-defined deci-
 sion-making  processes  in  which  the  effectiveness  of  technologies  remains  constant  regardless  of  how 
 they are used. 


Research Question/Hypothesis 


How do consumers engage in emergent use of the technologies on B2C match-making platforms during 
 their decision journeys? 


Research Design and Methods Used in the Investigation 


In this thesis, behavioral analytics, as conceptualized in the computational social sciences field, was em-
 ployed to empirically validate hypothesized relationships. Process modeling was combined with econo-
 metrics to analyze emergent technology usage behavior that was embedded in event log data. Essay 1 is 
 devoted to a field experiment conducted with the goal of examining the emergent use of search features 
 on  a  custom-made  restaurant  review  platform.  Three  hundred  and  seventy-seven  crowdworkers  were 
 recruited from Amazon Mechanical Turk to participate in the experiment. Essay 2 is an investigation of 
 consumers’ emergent use of platform features based on an analysis of a secondary cruise-booking dataset 
 provided by a major travel-planning platform. This dataset contains 117,218 records of bookings made 
 by 74,557 consumers between 2015 and 2017. 


Results/Summary of the Investigation 


The results show that consumers adjust their emergent search strategies to take advantage of the search 
features  that  enable  them  to  find  the  most  desirable  restaurants.  The  effectiveness  of  each  emergent 
search  strategy  in  economizing  the  costs  and  maximizing  the  benefits  of  a  search  depends  on  the  goal 
specificity of the search task. Likewise, consumers make emergent use of eWOM and the cross-channel 



(8)access provided by travel-planning platforms to rebook their trips. How consumers change their previous 
 bookings can be leveraged to predict whether they will switch companies. Additionally, consumers who 
 rebook appear to be less likely to abandon their purchases and more likely to share their experiences via 
 eWOM. 


Interpretation/Conclusion of the Investigation 


The results of this investigation showed that consumers’ emergent technology use is indeed enabled by 
 digital generativities. Moreover, the attention allocation propensity that drives consumers’ emergent use 
 of technologies is the key to predicting the outcome of a consumer decision journey. Future studies can 
 leverage the process-as-propensity approach advanced in this thesis to theorize emergent technology use 
 in various contexts, including those of digital innovation and mixed reality. Empirical findings from this 
 thesis can  yield insights for  enhancing  service  marketing  and  platformization  in relation to  consumers’ 


increasingly emergent decision journeys. 


Keywords:  Consumer  Decision  Journey,  Digital  Generativity,  Emergent  Behavior,  Attention  Allocation 
Propensity, Emergent Search Strategy, Opportunistic Rebooking. 
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Abstrakt


Erklæring om problemet / baggrunden 


Styrket af den hurtige udvikling af den digitale infrastruktur mellem virksomheder og forbrugere (B2C) 
 begynder forbrugerne at følge en stadig mere indviklet vej, når de jager efter produkter og tjenester. De 
 bruger teknologier på B2C-matchingsplatforme til at styre deres beslutningsrejser på måder, der hverken 
 er planlagt eller beregnet. Denne nye teknologibrug er forblevet dårligt forstået i den tidligere litteratur 
 på  grund  af  den  implicitte  antagelse  om,  at  forbrugerne  bruger  veldefinerede  beslutningslinjer,  hvor 
 effektiviteten af teknologier forbliver konstant, uanset hvordan de bruges. 


Forskningsspørgsmål / hypotese 


Hvordan bruger forbrugerne nye teknologier på B2C-matchingsplatforme under deres beslutningsrejser? 


Forskningsdesign og metoder anvendt i undersøgelsen 


I denne afhandling blev adfærdsanalyse, som begrebet inden for computational social science, vedtaget 
 for empirisk at undersøge hypoteserne. Processmodellering blev kombineret med økonometri for at ana-
 lysere beviset for ny teknologi, der var indlejret i hændelseslogdata. Essay 1 afstemmes til et felteksper-
 iment  udført  med  det  formål  at  undersøge  den  nye  brug  af  søgefunktioner  på  en  skræddersyet  restau-
 rantanmeldelsesplatform.  Tre  hundrede  og  syvoghalvfjerds  crowdworkers  blev  rekrutteret  fra  Amazon 
 Mechanical Turk til at deltage i eksperimentet. Essay 2 er en undersøgelse af forbrugernes nye brug af 
 platformfunktioner baseret på en analyse af et sekundært datasæt til cruise-booking leveret af en større 
 rejseplanlægningsplatform.  Dette  datasæt  indeholder  117.218  registreringer  af  bookinger  foretaget  af 
 74.557 forbrugere mellem 2015 og 2017. 


Resultater / resumé af undersøgelsen 


Resultaterne viser, at forbrugerne tilpasser deres nye søgestrategier for at drage fordel af søgefunktion-
erne,  der  gør  det  muligt  for  dem  at  finde  de  mest  eftertragtede  restauranter.  Effektiviteten  af  hver  nye 
søgestrategi  til  at  spare  omkostningerne  og  maksimere  fordelene  ved  en  søgning  afhænger  af  målop-
gørelsen af søgeopgaven. På samme måde bruger forbrugerne nye eWOM og den tværkanaladgang, der 
leveres af rejseplanlægningsplatforme, til at ombooke deres rejser. Hvordan forbrugere ændrer deres tid-
ligere bookinger kan udnyttes til at forudsige, om de skifter virksomhed. Derudover ser det ud til, at for-



(10)brugere, der booker om, er mindre tilbøjelige til at opgive deres køb og mere tilbøjelige til at dele deres 
 oplevelser via eWOM. 


Fortolkning / konklusion af undersøgelsen 


Resultaterne af denne undersøgelse viste, at forbrugernes nye teknologibrug faktisk er muliggjort af digi-
 tale  generativiteter.  Desuden  er  den  tilbøjelighed,  der  tildeles  opmærksomhed,  der  driver  forbrugernes 
 nye  brug  af  teknologier,  nøglen  til  at  forudsige  resultatet  af  en  forbrugerbeslutningsrejse.  Fremtidige 
 studier kan udnytte den proces-som-tilbøjelighed-tilgang, der er foreslået i denne afhandling, for at teore-
 tisere  nye  teknologibrug  i  forskellige  sammenhænge,  herunder  dem  inden  for  digital  innovation  og 
 blandet virkelighed. Analysen i denne afhandling kan give indsigt i forbedring af servicemarkedsføring 
 og platformisering i forhold til forbrugernes stadig stigende beslutningsrejser.. 


Nøgleord:  Forbrugerbeslutningsrejse,  Digital  generativitet,  Emergent  Behavior,  Attention  Allocation 
Propensity, Emergent Search Strategy, Opportunistic Rebooking. 
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1  INTRODUCTION 


The  rapid  advancement  of  business-to-consumer  (B2C)  digital  infrastructure  and  Internet  connectivity 
 have  empowered  consumers  to  play  a  more  proactive  role  in  leveraging  technologies  and  have  made 
 more  information  available  to  help  them  hunt  for  whatever  they  want  (Edelman  and  Singer  2015; 


Kleweno et al. 2019). In 2019, over half of all families relied on travel reviews and booking platforms 
 when making travel plans (V12 2019). A large-scale study showed that, on average, consumers took 19 
 days and engaged in 30 online sessions across 12 platforms to make a single booking decision (Kleweno 
 et al. 2019). It is not uncommon for consumers to follow an “infinitely” convoluted path before making a 
 purchasing  decision  (Dichter  2018;  Kleweno  et  al.  2019).  The  increasingly  unpredictable decision 
 journey of purchasing service offerings on B2C match-making platforms often includes multiple sessions 
 and  involves  numerous  searches  and  comparisons  (Kleweno  et  al.  2019).  Consumer  decision  journeys 
 pose  an  enormous  challenge  to  companies  attempting  to  attract  and  retain  consumers  (Edelman  and 
 Singer 2015). 


In a decision journey, consumers harness technologies in ways that are neither pre-planned nor intended 
 by  designers.  For  instance,  30%  of  consumers  deliberately  over-purchase  and  return  unwanted  items, 
 whereas 19% order multiple versions of the same item so that they  can choose which to keep after the 
 items are  delivered (Charlton 2020). This unintended “wardrobing” behavior emerges when consumers 
 take advantage of the flexibility afforded by B2C platforms. Similarly, 8% of consumers were found to 
 cancel  a  previous  booking  and  rebook  their  trip  (Kleweno  et  al.  2019).  In  this  sense,  consumers’ 


technology  use  is  neither  planned  nor  intended  by  designers  (Zittrain  2008,  2005).  This  emergentuse 
 pattern challenges the well-defined decision-making process in the past literature (Batra and Keller 2016; 


Stankevich 2017). To address the understudied emergent technology use in consumer decision journey, I 
 aim  to  examine  this  phenomenon  via  behavioral  analytics.  Gaining  a  better  understanding  of  emergent 
 technology use is also essential for companies to achieve better personalization and positive outcomes in 
 each interaction with consumers (Dichter 2018; Kleweno et al. 2019; Mittiga et al. 2018). 


Emergent  technology  use  can  be  either task-oriented  or opportunistic.  As  illustrated  in  Figure  1,  it  is 
common  for  a  decision  journey  to  span  multiple  sessions  with  each  driven  by  specific  objectives.  For 
example, when consumers seek a desirable restaurant online, they initiate a search session to find one on 



(18)a  restaurant-booking  site  (Mittiga  et  al.  2018).  How  consumers  use  search  features  to  specify  their 
 preferences and choose from viable alternatives can be considered as an example of the emergent use of 
 such  technologies.  By  design,  search  features  do  not  force  consumers  into  predetermined  action 
 sequences nor should they do so. When provided with a search feature, consumers tend to form emergent 
 strategies  regarding  when  to  make  use  of  it  in  their  search  processes  (Mirabeau  and  Maguire  2014). 


These  strategies  make  it  difficult  to  anticipate  how  search  features  will  affect  consumers’  search 
 performance. It is not uncommon  for search features to hinder consumers’ search processes because of 
 unanticipated ineffective use patterns (Farrell 2017; Teevan et al. 2004). For this reason, understanding 
 consumers’ emergent strategies is key to identifying and remedying the ineffective use of search features. 


Conversely, consumers may also engage in additional sessions and adjust their purchasing decisions for 
 opportunistic  reasons  (Mittiga  et  al.  2018).  As  shown  in  Figure  1,  the  opportunistic  emergent  usage  of 
 technologies  results  in  additional  decision-making  sessions.  The  ubiquitous  presence  of  real-time 
 information  on  B2C  platforms  allows  consumers  to  take  advantage  of  opportunities  as  they  arise, 
 regardless  of  planning  or  principle  (Macintosh  and  Stevens  2013;  Wirtz  and  McColl-Kennedy  2010). 


Consumers’  purchasing  decisions  are  contingent  on  their  changing  preferences  and  updates  in  the 
 availability of service offerings. In anticipation of these unforeseeable changes, consumers tend to make 
 temporary decisions that are subject to change in later sessions. For example, it is common for consumers 
 to purchase multiple clothing items in various sizes with the intention of returning those that do not fit 
 (Harris  2008;  Ma  et  al.  2020)  or  to  book  flight  tickets  with  no  cancellation  fees  in  case  of  possible 
 changes  in  their  travel  plans.  Companies  that  can  identify  and  accomodate  consumers’  changing 
 preferences can thus gain an edge over competitors. 


Consumers’ emergent use of technologies in their decision journeys is not well-understood. Past studies 
 were  based  on the implicit  assumption that  the  influence  of technologies  on  purchasing  decisions  does 
 not depend on the process of use (Häubl and Trifts 2000). Moreover, within extant literature, consumers’ 


decision  journeys  are  conceptualized  as  a  sequential  process  consisting  of  distinct  phases  (Batra  and 
Keller 2016; Stankevich 2017). In recent studies, researchers have begun to apply behavioral analytics to 
gain further insights into consumers’ decision-making processes (Humphreys et al. 2020). Nonetheless, 
the  implicit  assumption  that  consumers  go  through  well-defined  phases  in  their  decision  journeys 
remains largely unchallenged. As illustrated in Figure 1, consumers can decide how to use technologies 
without  premeditation  either  within  a  single  decision-making  session  or  across  multiple  ones.  In  my 
thesis, I seek to expand on the prior literature on consumer decision journeys by examining both forms of 
emergent  technology  use.  The  overarching  research  question  that  I  strive  to  address  is  this:  How  do 
consumers make emergent use of technologies in their decision journeys? 
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 Figure 1. Emergent Behavior in Consumer Decision Journey 


As  shown  in  Figure  1,  my  thesis  is  composed  of  three  essays  that  tackle  various  aspects  of  emergent 
 technology use in consumer decision journeys on B2C platforms. Essay 1 is based on the optimal forag-
 ing theory (Hantula 2010; O’Brien et al. 1990; Perry and Pianka 1997), which is used to decode emer-
 gent  strategies  for  using  search  features.  Emergent  strategies  refer  to  consumers’  attention  allocation 
 propensities, which emerge through interactions with search features. I conducted an online experiment 
 on a custom-made restaurant review site to examine how consumers performed search tasks differently 
 when provided with various search features. I adopted a process modeling approach (i.e., hidden Markov 
 models  a.k.a.  HMMs)  (Breuker et  al.  2016) to analyze  the  action transitions  embedded  in  each  partici-
 pant’s search log. The findings in Essay 1 were used to address the following research questions: 


➢ What emergent strategies are employed by consumers to use search features? 


➢ What is the level of effectiveness of each emergent strategy? 


Essay 2 draws on the opportunistic behavior theory, which posits that self-interested individuals continu-
ously  probe  their  environment  in  search  of  ways  to  serve  their  welfare  (Nagin  et  al.  2002),  to  unravel 
consumers’  opportunistic  trip-rebooking  tendencies.  Opportunistic  trip-rebooking  is  prevalent  on  B2C 



(20)platforms because these platforms make service quality transparent while providing multiple channels for 
 consumers to modify bookings. I investigated this phenomenon by conducting an econometric analysis of 
 a dataset provided by a major online travel-planning platform. The findings in Essay 2 shed light on the 
 following research questions: 


➢ How do consumers engage in opportunistic rebooking on trip-planning platforms? 


➢ What is the impact of opportunistic trip-rebooking? 


Synthesizing the insights derived from Essays 1 and 2, Essay 3 is a research commentary that advances 
 the process-as-propensity method  as  a  novel approach  for theorizing emergent behavioral  processes in 
 general. In Essay 3, I conducted a literature analysis to categorize 42 past studies on such processes into a 
 taxonomy of process types, which includes deterministic, stochastic, and emergent processes, and corre-
 sponding theorization approaches, including the variance, mixed, and process approaches. The empirical 
 results in Essay 1 are incorporated into Essay 3 to illustrate how technologies can affect consumers’ at-
 tention allocation propensities and, in turn, engender emergent use patterns. The approach used in Essay 
 3 can help to achieve the following research objectives: 


➢ Establish emergent processes as a distinctive technology-use pattern. 


➢ Advance the process-as-propensity approach, a novel method for theorizing emergent process-
 es. 


➢ Shed light on potential research avenues for applying the process-as-propensity approach. 


This Kappa is written to summarize the theoretical underpinnings, key empirical findings, and key impli-
 cations of all three essays in this thesis. This Kappa also highlights the synergy among all three essays in 
 my thesis and provides a broad view of how they contribute to understanding emergent technology use in 
 consumer  decision  journeys.  The  empirical  context  of  this  thesis  is  consumers’  purchasing  of  service 
 offerings.  Comparing  to  product  purchases,  consumer  decision  journey  for  service  purchases is  usually 
 more  complicated  and  unpredictable  due  to the  intangible  and  heterogeneous nature  of  services  (Grön-
 roos 1984). Furthermore, consumers need to coordinate with service providers prior to making purchases 
 by making appointment due to their personal involvement in the consumption of the purchased services. 


In particular, Essay 1 focuses on restaurant search because the proportion of consumers who research a 
 restaurant online before making reservation is higher than any other types of services (Resendes 2020). 


Essay 2 focuses on cruise booking since opportunistic decision changes are more prevalent in such a con-
text.  Consumers  book  their  trips  12  weeks in  advance  on  average  (Delgado  2019).  Consequently,  con-
sumers have more opportunities to change their decisions through rebookings over the course of a pro-
tracted decision journey. Although this thesis focuses on services for which more consumers make emer-
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gent  use  of  technologies  in  their  decision  journeys,  findings  of  this  thesis  can  also  be  generalizable  to 
 other types of services. 


In  the  following  section,  I  will  provide  a  literature  review  to  illustrate  how  my  thesis  can  advance  the 
 existing research on technology  use in consumer decision journeys.  I  will then  provide an overview  of 
 the theory’s development across three essays. After that, I will provide a brief description of the research 
 designs employed in Essays 1 and 2 before showcasing the key findings. Last but not least, I will elabo-
 rate on the implications pertaining to how examining consumers’ emergent technology use can renew our 
 understanding of consumer decision journeys in the digital age. 



2  LITERATURE  OVERVIEW  ON  TECHNOLOGY  USE  IN  CONSUERM  DECISION JOURNEYS  



2.1  Consumer Decision Journeys 


Due to rapid technological advancements in the past decade, consumer decision journeys have been con-
 stantly evolving. The “consumer decision journey” includes all activities and events relevant to consum-
 ers’ access to product/service choices through a series of touchpoints (Zomerdijk and Voss 2010). The 
 marketing funnel was one of the first well-known frameworks adopted by marketing researchers to navi-
 gate  opportunities  to  influence  consumers’  purchasing  decisions  throughout  their  decision  journeys 
 (Court  et  al.  2009).  The  funnel  model  posits  that  consumers  gradually  shrink  their  consideration  sets 
 through  a  four-phase  process  (Court  et  al.  2009).  In  the awareness  phase,  consumers  recognize  their 
 needs and become conscious of all the available products/services that can potentially fulfill them. Sub-
 sequently,  consumers  familiarize  themselves  with  the  details  of  each  viable  option  via  an  information 
 search in the familiarity phase. Consumers then compare a few desirable alternatives in the consideration 
 phase and make purchasing decisions in the purchase phase. The use of marketing  funnels is based on 
 the  assumption  that,  because  companies  exert  influence  on  consumers  in  each  of  the  four  phases,  con-
 sumers  are  likely  to  become  loyal  to  any  brand  from  which  they  have  made  a  purchase  (Court  et  al. 


2009). 


Because of the expansion of choices and digital channels in recent years, consumer decision journeys are 
 increasingly deviating from the rigid funnel that was originally envisioned (Court et al. 2009; Noble et al. 


2010). For instance, the size of a consumer’s consideration set can become enlarged, rather than shrink, 
because  of  the  development  of  enhanced  information  accessibility  (Noble  et  al.  2010).  A  new  model 



(22)called  the customer  life  cycle  was  proposed  to  relax  such  assumptions  about  consumers’  pre-purchase 
 information-gathering and evaluation  activities through digital channels (Court et al. 2009; Noble et al. 


2010). The “customer life cycle” refers to a circular journey in which consumers’ post-purchase experi-
 ences influence their subsequent purchasing decisions. A stream of marketing research builds upon the 
 consumer life cycle by identifying more key decision moments (Batra and Keller 2016) and examining 
 the impact of social media marketing (Hudson and Thal 2013; Pescher et al. 2014). Nonetheless, the im-
 plicit  assumption  that  consumers  progress  through  clearly  defined  phases  sequentially  in  their  decision 
 journeys remains unchanged. 


Indeed, consumers’ preferences and purchasing behaviors constantly change when engaging with digital 
 touchpoints  (Van  Bommel  et  al.  2014).  Advances  in  technologies  spur  highly  contextualized  decision 
 journeys  so  that  consumers  likely  go  through  different  paths  even  when  making  the  same  purchase. 


Companies that view the consumer decision journey as a rigid, hierarchical process are beginning to risk 
 losing consumers (Van Bommel et al. 2014). Taking advantage of behavioral analytics to keep up with 
 and anticipate consumers’ changing decision journeys will be necessary for companies to survive in the 
 digital landscape (Van Bommel et al. 2014). The latest studies have begun to reflect recognition of the 
 value  of  using  behavioral  analytics  to  gain  more  insights  into  consumers’  varied  decision  journeys 
 (George and Wakefield 2018; Humphreys et al. 2020). It has been shown that consumers do not usually 
 follow a fixed sequence of phases in a decision journey (Pauwels and van Ewijk 2020). This thesis hence 
 furthers this line of scholarly inquiry by shedding light on the comparatively free-flowing consumer deci-
 sion journeys enabled by B2C match-making platforms. This thesis is focused on the process occurring 
 between information searches and purchasing decisions, which remains largely a black box (Stankevich 
 2017).  Specifically,  in  this  thesis,  I  examine  how  consumers  use  technologies  in  ways  that  are  neither 
 pre-planned nor pre-determined in relation to information searches and alternative evaluations. 



2.2  Emergent Technology Use 


The technological features provided on digital platforms  are beginning to play an increasingly essential 
role in determining how consumers make purchasing decisions (Shavitt and Barnes 2020). Nonetheless, 
in the prior literature, the effect of technologies on consumer decision-making processes did not depend 
on the manner in which consumers used such technologies (cf. Häubl and Trifts 2000). Prior research on 
technology use when conducting information searches did not address emergent technology use. Earlier 
studies focused on digital decision aids, such as adaptive information presentations that functioned con-
sistently once displayed to consumers  (Adipat et al. 2011; Mennecke et al. 2000). Subsequent research 
identified  common  action  sequences  through  which  consumers  tended  to  use  search  features,  such  as 
using search engines to narrow consideration sets, following hyperlinks to extend the scope of searches, 
and  opening  multiple  browser  tabs  for  multitasking  (Thatcher  2006;  Xie  and  Joo  2010).  More  recent 
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studies have begun to harness behavioral analytics to infer consumers’ search objectives based on their 
 search logs (Cole et al. 2015; Humphreys et al. 2020). 


Essay  1  in  this  thesis  contributes  to  this  research  stream  by  presenting  an  investigation  of  consumers’ 


spontaneous  propensities  when  using  search  features.  In  an  information-searching  process,  consumers 
 determine  whether  to  use  a  search feature for the  next  action.  Consumers’ emergent use of search fea-
 tures is driven by how they allocate their attention. Search features can determine consumers’ attention 
 allocation by disseminating information scents or helping them keep track of their search criteria. Con-
 sumers pay attention to information scents when attempting to anticipate whether using a search feature 
 can help them identify desirable choices. Consumers can also refer to their previous search criteria as a 
 traceable  record  to  reflect  on  their  choices  and  make  adjustments.  Consequently,  consumers’  use  of 
 search features at each step of the search process can be influenced by the characteristics of  the search 
 features. 


Emergent technology use has also contributed to a rise in consumer opportunism since advances in tech-
 nology  has  rendered  the  cost  in  accessing  information  and  making  transactions  negligible.  A  growing 
 body of literature is being devoted to consumers’ opportunistic behaviors (Macintosh and Stevens 2013; 


Wirtz and McColl-Kennedy 2010). Nonetheless, past studies were focused on consumers’ opportunistic 
 behaviors in relation to their exploitation of service policies instead of technologies (Macintosh and Ste-
 vens 2013; Rosenbaum et al. 2011; Rotman et al. 2018). For instance, it has been shown that consumers 
 exploit  product-return  policies  on  B2C  e-commerce  platforms  by  engaging  in  wardrobing  behaviors 
 (Shang et al. 2017). That is, consumers deliberately purchase multiple items with the intention to try each 
 of  them  and  return the  undesirable  ones.  Moreover, consumers  were found to intentionally exploit  ser-
 vice-recovery  policies  by  misrepresenting  damage  in  claims  of  service  failure  (Macintosh  and  Stevens 
 2013; Wirtz and McColl-Kennedy 2010). 


Both electronic word-of-mouth (eWOM) and cross-channel access are platform features that encourage 
consumers to alter previously made purchases to capitalize on better deals as they emerge  (Shavitt and 
Barnes 2020). Essay 2 in this thesis is focused on identifying consumers’ emergent use of platform fea-
tures  for  opportunistic  purposes.  In  particular,  research  on  consumers’  opportunism  in  trip-planning  is 
gaining traction (Dichter 2018; Kleweno et al. 2019). Essay 2 furthers this research stream by presenting 
an examination of how platform features encourage consumers to engage in trip-rebooking, which refers 
to consumers’ alterations to previously booked travel packages. Like the attention-steering properties of 
search  features,  platform  features  can  also  be  used  to  attract  consumers’  attention  by  catering  to  their 
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 multiple decision-making sessions to change previously made bookings. Essay 2 hence differs from the 
 prior  literature  that  was  predominantly  focused  on  isolated  consumer  decision-making  sessions  (cf. 


Ghasemaghaei et al. 2019). 


There  are  two  features  that  encourage  opportunistic  behavior  among  consumers  that  are  prevalent  on 
 travel-planning platforms. eWOM allows consumers to compare deals on the basis of other consumers’ 


reviews of a product/service (Manning and Raghavan 2009; Wetzer et al. 2007; Yang 2017). Consumers 
 give social endorsements of the quality of a product/service by voicing their satisfaction or dissatisfaction 
 via  eWOM  (Filieri  2016; Xie  et  al.  2016).  eWOM  can  be  especially  beneficial  for  consumers  who  are 
 evaluating service providers, such as travel companies, due to the intangible and heterogeneous nature of 
 such services (Grönroos 1984). Opportunistic consumers can be enticed to reverse previously made pur-
 chasing decisions in favor of products/services that have received glaringly positive eWOM. 


The other platform feature is cross-channel access, through which consumers can access available prod-
 ucts/services  and  change  their  past  purchasing  decisions  across  multiple  touchpoints,  including  offline 
 agents, desktop websites, and mobile applications, with a consistent identity (Dichter 2018; Edelman and 
 Singer  2015;  Xiang  et  al. 2015).  Cross-channel access  helps to maintain  a consistent  consumer  experi-
 ence  across  multiple  channels  so  that  consumers  can  engage  in  their  decision  journeys  whenever  and 
 wherever  they  desire.  Consumers  who  are  aware  of  cross-channel  access  tend  to  use  their  fragmented 
 time to search for more appealing deals (Harvey and Pointon 2017; Oulasvirta et al. 2005). Hence, con-
 sumers become more opportunistic in that they make purchasing decisions more casually with the inten-
 tion of abandoning them for better alternatives. 


As evidenced by the literature analysis in Essay 3, there is a paucity of research on consumers’ emergent 
technology  use.  I  identified  three  studies that  employed  design science  (Lee  et  al.  2008)  and  grounded 
theory building (Austin and Devin 2009; Markus et al. 2002) to develop design principles for digital arte-
facts that facilitate emergent design process (Lee et al. 2008), knowledge activities (Markus et al. 2002), 
as well as software development (Austin and Devin 2009). This thesis extends this line of scholarly in-
queries, by qualifying consumers’ emergent use of technologies in purchase decision-making. In the fol-
lowing  section,  I  elaborate  on  the  theoretical  development  for  understanding  emergent  technology  use 
patterns embedded in digital traces left by consumers on the digital space. 
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3  THEORETICAL UNDERPINNINGS 



3.1  Attention Allocation Propensity and Emergent Process 


In this thesis, I examine the consumer decision journey as an emergent process of technology use. Few 
 previous  studies  have  been  devoted  to  emergent  behaviors.  Mirabeau  and  Maguire  (2014)  investigated 
 how  front-line  employees’  automatic  strategic  behaviors  could  be  articulated  and  routinized  into  an 
 emergent strategy. In the same vein, Wee and Taylor (2018) confirmed that changes made by front-line 
 employees could be amplified and accumulated into organizational changes via an attention-based search 
 mechanism. The term “emergent process” in an organizational context describes how employees exercise 
 their agency and ingenuity to behave in ways that are not intended or anticipated by management. 


On  B2C  match-making  platforms,  consumers  can  make  emergent  use  of  available  features  for 
 information searches and opportunistic decision changes. Consumers’ emergent technology use is neither 
 premeditated  nor  forced  by  the  features’  design.  Consumers  exercise  their  own  agency  to  determine 
 when  and  how  to  use  technologies  to  facilitate  their  decision-making  processes  (Leonardi,  2011). 


Consumers  are  more  likely  to  use  a  piece  of  technology  when  it  draws  attention  to  opportunities  for 
 personal gain. In this thesis, the  consumer decision journey is viewed as an emergent process in which 
 the  technological  features  provided  by  B2C  match-making  platforms  steer  consumers’  attention 
 allocation propensities. 


As summarized in Table 1, the concept of an emergent process differs from the extensively studied idea 
of a deterministic process, in which transitions between states are triggered by predetermined conditions 
(e.g.,  Rezazade  Mehrizi  et  al.  2019),  and  stochastic  processes,  in  which  states  are  manifested 
probabilistically (e.g., Hao et al. 2018). The emergent process is spontaneous and participatory in nature 
(Markus  et  al.  2002).  It  unfolds  through  the  accumulation  of  a  consumer’s  attention  allocation 
propensities (Lee et al. 2008; Wee and Taylor 2018). Each state in an emergent process is constructed by 
the  consumer,  who  channels  attention  toward  a  potentially  beneficial  technology,  employing  what 
Markus et al. (2002) termed vigilance to opportunities. Such a propensity is characterized by its direction 
and  intensity  (Wee  and  Taylor  2018). Propensity  direction  indicates  the  technological  feature  toward 
which  a  consumer  directs  their  attention. Propensity  intensity  refers  to  the  level  of  persistence  of  a 
consumer  in  focusing  their  attention  on  the  same  technological  feature,  which  is  often  reflected  in  the 
frequency of technology use. 
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Process Type  Deterministic Process  Stochastic Process  Emergent Process 


Definition  


A process consisting of pre-
 determined states and triggers 


for state transition 


A process consisting of 
 probabilistically manifested 


states 


A process consisting of the 
 accumulation of actors’ 


attention allocation 
 propensities 
 State  Pre-determined states  Probabilistic states  Constructive states 
 Driver of State 


Transition  Triggers  Probabilities  Propensities 


Role of Digital 
 Artefacts 


▪ Frame context 


▪ Facilitate process 


▪ Reduce uncertainty  ▪ Enable generativity 


Purpose for 
 Research 


▪ Identify states and triggers 


▪ Examine input to output 
 transformation 


▪ Formulate probabilistic 
 models 


▪ Enable simulation and 
 prediction 


▪ Derive generativity of 
 emergence 


▪ Understand and predict 
 unanticipated outcomes 


Example 


▪ Information systems 
 discontinuation process 
 (Rezazade Mehrizi et al. 


2019) 


▪ Organizational learning 
 process (Ramasubbu et al. 


2008) 


▪ Business process (Breuker 
 et al. 2016) 


▪ Healthcare process (Yeow 
 and Goh 2015) 


▪ Design process (Lee et al. 


2008) 


▪ Emergent knowledge 
 process (Markus et al. 2002) 


In the search process, consumers shift their attention between three hotspots: orienting features for speci-
 fying  search  criteria,  browsing  features  for  listings  and  traversing  the  retrieved  offerings,  and  seeking 
 detailed  information  for  each  option.  Consumers’  attention  allocation  determines  which  search  feature 
 they use to advance the search process. Accordingly, consumers’ attention allocation propensities deter-
 mine the likelihood of them transitioning into use of the next search feature. Coincidentally, animal for-
 aging studies have shown that predators adopt emergent foraging processes when hunting prey (O’Brien 
 et al. 1989, 1990). Predators choose each subsequent move from a repertoire: turning, moving in the cur-
 rent direction, and pausing to locate prey, based on the surrounding terrain and the traces left by the prey. 


Likewise, the process through which consumers change previously made decisions (i.e., rebooking travel 
packages) in a decision journey is emergent in nature. Opportunistic consumers are encouraged to  stay 
vigilant  to  potentially  more  desirable  deals  through  eWOM  and  cross-channel  access  (Macintosh  and 
Stevens  2013;  Wirtz  and McColl-Kennedy  2010).  As  new  offerings  become  available,  consumers  who 
have been paying attention to opportunities to take advantage of more desirable deals tend to cancel their 
original  bookings  and  rebook  their  travel  packages  (Macintosh  and  Stevens  2013;  Wirtz  and  McColl-
Kennedy 2010). There are two ways for consumers to use digital channels to rebook. Consumers engage 
in exclusive rebooking when they modify existing bookings with the same travel company. Alternatively, 
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consumers engage in inclusive rebooking if they abandon existing bookings and book a different travel 
 package offered by a different travel company for the same trip. 



3.2  Digital Generativity 


Generative technologies allow consumers to decide when and how to use them in their decision journeys 
 (Avital  and  Te’Eni  2009;  Eck  et  al.  2015;  Igamberdiev  and  Shklovskiy-Kordi  2016).  Generative 
 technologies  are  characterized  by  several  properties,  including  editability,  interactivity,  openness,  and 
 distributedness  (Kallinikos  et  al.  2013). Editability  indicates  the  possibility  of  technologies  being 
 modified  or  updated  systematically. Interactivity  refers  to  the  process  of  using  the  technology  being 
 determined  by  consumers  rather  than  being  fixed by design. Openness  refers to  the  possibility  that  the 
 technology  can  be  publicly  accessed  or  modified.  Last  but  not  least, distributedness  pertains  to  the 
 transient  property  of  technologies,  which  allows  them  to  be  duplicated  and  moved  within  an 
 interconnected digital infrastructure (e.g., the Internet). 


Although  there  is  a  growing  body  of  literature  focusing  on  the  transformative  potential  of  digital 
 generativity,  few  researchers  have  systematically  and  empirically  examined  the  impact  of  digital 
 generativity on consumer behavior (Avital and Te’Eni 2009; Henfridsson and Bygstad 2013; Markus et 
 al.  2002).  In  this  thesis,  I  seek  to  address  this  gap  by  investigating  how  digital  generativity  affects 
 consumers’ emergent technological use by steering their attention allocation propensities. In particular, 
 Essay  1  in  this  thesis  adopts  the optimal  foraging  theory  to  theorize  how  the  generativities  of  search 
 features  engender  consumers’  emergent  search  strategies.  For  example,  a faceted  filter  is  a  categorical 
 filter that displays preset values for various attributes so that consumers can specify their preference for 
 each attribute as a search criterion (Hearst 2006). A search feature like a faceted filter is editable because 
 users can edit their search criteria by selecting and deselecting filtering options. It is interactive because 
 the results page is rendered through the interaction between the filtering options specified by consumers 
 and the dynamically indexed service offerings. 


Two  generativities  of  search  features  can  draw  consumers’  attention  in  their  search  processes.  Search 
 features  can  disseminate information  scents  to  alleviate  consumers’  uncertainty  about  available  service 
 offerings  (Moody  and  Galletta  2015;  Pirolli  and  Fu  2003).  A  search  feature  can  either  disseminate 
 information  scents  about  the  attributes  of  the  available  options  or  minimize  the  dissemination  of 
 information  scents  to  avoid  interfering  with  consumers’  expression  of  search  criteria  (Cothey  2002; 


Wang  et  al.  2000).  Simultaneously,  search  features  can  make  it  easier  for  consumers  to  recollect  and 



(28)adjust  past  search  actions  by  retaining traceable  memory.  Search  features  can  either  retain  consumers’ 


search queries (e.g., selected filtering options)  as an explicit memory or impose an implicit memory by 
 rearranging the consideration set in a logical order (e.g., an ordered list of results) (Teevan et al. 2004). 


Table 2 summarizes the various configurations of the generativities provided by search features. 


Essay  2  draws  on  the  the  opportunistic  behavior  theory  to  examine  how  the  generativities  of  platform 
 features influence consumers’ opportunistic rebooking tendencies. The generativities of platform features 
 can be attributed to their openness and distributedness (Kallinikos et al. 2013). For instance, B2C match-
 making  platforms  allow  consumers  to  share  their  experiences  with  a  service  offering  in  the  form  of 
 eWOM  (Manning  and  Raghavan  2009).  Additionally,  the  distributed  infrastructure  of  B2C  match-
 making platforms enables cross-channel access (Cao and Li 2015). Both eWOM and cross-channel ac-
 cess tend to draw consumers’ attention and entice them to change previously made decisions to achieve 
 better  personal  outcomes.  eWOM  can  incentivize  decision  changes  by  making  more  desirable  alterna-
 tives  stand  out  (Harris  and  Gupta  2008).  In  contrast,  cross-channel  access  provides  more  opportunities 
 for consumers to check the changing availability of services and make changes to previously made deci-
 sions whenever and wherever they desire (Dichter 2018). 


Table 2. Generativities of Search Features 


Information Scent [Prospective Thinking] 


Scent Dissemination  Scent Deprivation 


Cruising ↓ Saltating ↑  Path-Taking ↓ Path-Seeking ↑ 


Traceable Memory Retention [Retrospective Thinking] Explicit Memory Path-Following ↓ Zigzagging ↑


Scented Orienting Feature: Disseminate information 
 scents and retain search criteria 


Unscented Orienting Feature: Disseminate no infor-
 mation scent but retain search criteria 
 Example:  Faceted  filter,  a  categorized  filter  that  dis-


plays  pre-defined  categories  of  attributes  and  corre-
 sponding attribute values for users to determine their 
 search  criteria  by  selecting  one  or  more  values  for 
 each attribute. 


Example:  Search  bar,  a  standard  tool  that  allows 
 users  to  specify  a  category  of  keywords  and  type  in 
 one or more keywords to conduct a search. 


Implicit Memory Sprinting↓ Marathon↑


Scented Browsing Feature: Disseminate information 
 scents and retain browsing trajectory 


Unscented Browsing Feature: Disseminate no infor-
 mation scent but retain browsing trajectory 
 Example: Interactive map, a feature that allows users 


to search for information items in two ways: (1) Mov-
 ing or zooming in on the viewport of the map to find 
 information  items  within  the  updated  viewport.  (2) 
 Drawing  boundaries  around  an  area  of  interest  via 
 the  cursor  to  find  information  items  within  the  area 
 of interest. 


Example:  List-sorting,  a  feature  that  allows  users  to 
sort  the  list  of  information  items  according  to  pre-
defined categories in either ascending or descending 
order. 
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3.3  The Process-as-Propensity Approach 


As elaborated on in Essay 3, in this thesis, I endeavored to advance a new approach, called process-as-
 propensity,  to  connect  digital  generativities  and  attention  allocation  propensities.  In  comparison  to  the 
 existing  approaches  for  theorizing  processes,  process-as-propensity  is  centered  on  eliciting  attention 
 allocation  propensities  that  drive  action  transitions  in  emergent  behavioral  processes.  These  attention 
 allocation  propensities  differ  in  their  directions  and  intensity.  The  propensity  direction  indicates  a 
 consumer’s  inclination  toward  approaching  or  avoiding  a  transition.  Propensity  intensity  reflects  the 
 probability of carrying out each action transition. Process-as-propensity pertains to the selective attention 
 tendencies (i.e., attention allocation propensities) that can be influenced by digital generativities and can 
 sway consumers’ decision-making processes. In this regard, as a natural progression from the established 
 theories  for  designing  generative  technologies  (Austin  and  Devin  2009;  Lee  et  al.  2008;  Markus  et  al. 


2002), the process-as-propensity approach can be utilized to examine the emergent use patterns enabled 
 by  digital  generativities.  The  insights  gleaned  from  investigating  emergent  technology  use  through  a 
 process-as-propensity  lens  can  further  inform  design  theories  and  improve  the  design  of  generative 
 technologies.  Both  Essays  1  and  2  in  this  thesis  can  serve  as  illustrative  examples  for  applying  the 
 process-as-propensity approach to examining emergent technology use. The next sections will offere an 
 overview on how the process-as-propensity approach is applied to develop the theoreticl foundation for 
 each essay. 



4  EMERGENT SEARCH FEATURE USE 


Consumers’ use of technology in a decision-making session dedicated to a specific task can be emergent. 


An  information  search  is  a  task  in  which  consumers  use  the  available  search  features  to  shortlist  and 
 evaluate  the  available  offerings  (Browne  et  al.  2007).  It  is  a  task-driven  endeavor  through  which  con-
 sumers  proactively  locate desirable  offerings  based  on  their  preferences.  An  information  search  can  be 
 further distinguished as goal-oriented or exploratory, depending on the goal specificity of the search task 
 (Browne et al. 2007; Nadkarni and Gupta 2007; Novak et al. 2003). Both forms of information searches 
 are prevalent in the consumer decision journey. 



4.1  Optimal Foraging Theory 


The optimal foraging theory has been widely adopted by ecologists studying animal foraging behavior to 
investigate  their  emergent  foraging  patterns  (O’Brien  et  al.  1990;  Perry  and  Pianka  1997).  Empiricists 



(30)studying  foraging  behavior  have  extended  the  classical  optimal  foraging  theory  by  demonstrating  that 
 optimality is not merely genetically determined but rather depends on foragers’ behavioral adaptations to 
 ecological  factors  (Hantula  2010;  O’Brien  et  al.  1990;  Perry  and  Pianka  1997).  According  to  previous 
 studies on animal foraging, predators indeed rely on emergent search strategies, unplanned-yet-persistent 
 foraging  patterns,  to  optimize  their  energy  intake  over  expenditure  (O’Brien  et  al.  1989,  1990).  These 
 emergent foraging patterns depend on the varied frequency of predators switching between moving and 
 pausing to scan for prey (O’Brien et al. 1989, 1990). For instance, cruising describes a strategy in which 
 predators,  such as large fish and soaring hawks, constantly scan for  prey while moving. Ambush repre-
 sents  the  opposite strategy,  in  which  foragers,  like herons and  rattlesnakes, pause  indefinitely  and  wait 
 for prey to come across their paths. Saltating is a strategy that is situated between cruising and ambush. 


Saltatory  foragers  alternate  between  moving  and  pausing  at  a  much  lower  rate  and  only  scan  for  prey 
 when paused. 


Consumers who hunt for desired service offerings share the same evolutionary roots as their animal an-
 cestors (Hantula 2010). Previous information foraging research showed how temporal delays imposed on 
 orienting (e.g., switching between online stores) affected consumers’ likelihood of continuing orienting 
 toward  the  next  store  after  browsing  a  store’s  offerings  (DiClemente  and  Hantula  2003;  Difonzo  et  al. 


1998; Hantula et al. 2008; Rajala and Hantula 2000). It was found that consumers were reluctant to tran-
 sition from browsing to orienting if the long temporal delay made it difficult to recollect the effectiveness 
 of  previous  orienting  actions  (Hantula  2010).  Essay  1  in  this  thesis  examines  attention  transitions  be-
 tween orienting and browsing as well as between browsing and examining as emergent search strategies 
 that can be steered by digital generativities of search features. 



4.2  Emergent Search Strategies 


Past research has established the emergent strategy as an alternative mode for strategy formation, which 
 stands in contrast to the intended strategy (Mirabeau and Maguire 2014). The term “strategy” refers to a 
 patterned  action  of  iterated  resource  allocation  (Mirabeau  and  Maguire  2014).  In  the  same  vein,  an 


“emergent  strategy”  is  defined  as  a  pattern  in  action  realized  regardless  of  intentions  (Mirabeau  and 
 Maguire 2014). Following the prior literature on emergent strategies, in this thesis, an “emergent search 
 strategy”  is  defined  as  a  spontaneous  propensity  for  using  a  search  feature  when  proceeding  from  one 
 action to the next in a search process. Accordingly, a consumer’s emergent search strategies are reflected 
 in the transitional probabilities between orienting and browsing and between browsing and examining.  


This notion of an emergent search strategy expands on the established literature on search strategies. In 
past studies, search strategies have been conceptualized as composed of search task characteristics (Fidel 
et al. 1999; Marchionini 2006), searchers’ idiosyncratic preferences (Dumais et al. 2010; Kim 1999; Liu 
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and Wei 2016; Navarro-Prieto et al. 1999), predominant search actions (Aula et al. 2005; Cothey 2002; 


Ford  et al.  2005; Wang et al.  2000),  and  specific  sequences  of  search  actions  (Thatcher  2006;  Xie  and 
 Joo 2010). In more recent studies, attempts have been made to explore whether search strategies emerge 
 as distinct patterns from searchers’ sequences of actions through a process modeling approach  (Cole et 
 al. 2015; Xie and Joo 2010). 


In  a  typical  search  session,  consumers  begin  by  specifying  search  criteria  with  orienting  actions.  They 
 proceed by browsing through the retrieved list of offerings. When spotting a potentially desirable option, 
 they  may  examine  more  detailed  information  by  inspecting  its  page.  Owing  to  the  continuity  of  visual 
 attention, consumers shift their attention between approximate visual elements (Yarrow et al. 2001). Be-
 cause  orienting  features  are  placed  next  to  browsing  ones,  the  latter  include  all  available  options  for 
 close-up  examination.  Emergent  search  strategies  only  concern  the  transitions  between  orienting  and 
 browsing  or  those  between  browsing  and  examining.  Consequently,  after  browsing,  searchers  may 
 choose to proceed to examine the details of a potentially desirable item, continue browsing, or revert to 
 orienting to adjust the search criteria. 


Since  an  emergent  search  strategy  determines  both  the  direction  and  frequency  of  action  transitions,  I 
 identified four dyads of plausible emergent search strategies. Each dyad concerns the same action transi-
 tion but with two opposing propensities of either approaching or avoiding it. The directionality of each 
 dyad  depends  on  whether  the  transition  moves  toward  the  end  goal  of  locating  desirable  options  (i.e., 
 prospective thinking) or moves away from this end goal (i.e., retrospective thinking) (Rollier and Turner 
 1994). To illustrate this process, transitioning from orienting to browsing helps consumers move closer to 
 the set of potentially desirable options. In contrast, transitioning from browsing to orienting requires con-
 sumers to shift their attention away from evaluating options toward previously specified search criteria. 


Likewise,  transitioning  from  browsing  to  examining  involves  shifting  one’s  attention  to  evaluating  the 
details of a chosen option. Conversely, transitioning from examining to browsing moves one’s attention 
away from assessing the details of a chosen option back to scanning the previously traversed considera-
tion set. The “Propensity Toward Attention Allocation” section in Figure 2 illustrates the four dyads of 
emergent search strategies as consumers’ propensities for approaching or avoiding the four search action 
transitions. 



(32) Figure 2. Framework for the Drivers and Outcomes of Emergent Search Strategies 



4.3  How Information Scents Affect Emergent Search Strategies 


As  shown  in  Figure  2,  the  generativities  of  search  features  (i.e.,  information  scents  and  traceable 
 memory)  can  affect  consumers’  propensities  for  approaching  or  avoiding  each  search  action transition. 


The  two  strategic  planning  styles  of  prospective  and  retrospective  thinking  (Rollier  and  Turner  1994) 
 determine  how  consumers  switch  emergent  search  strategies  when  provided  with  digital  generativities. 


Specifically, searchers who provide information scents are encouraged to anticipate future outcomes on 
 the  basis  of  the available  information  (Einhorn and Hogarth  1987).  Conceivably,  the  availability  of  in-
 formation  scents  can  be  expected  to  influence  the  searchers’  propensities  for  approaching  or  avoiding 
 specific action transitions.  


When deprived of information scents in the orienting phase,  consumers tend to focus their  attention on 
 specifying search criteria, hence delaying the ensuing browsing phase (Moody and Galletta 2015; Pirolli 
 and Fu 2003). Thus, consumers adhere to a path-seeking strategy and avoid the transition from orienting 
 to browsing. In contrast, if the scarcity of information scents is relieved, consumers tend to adhere to a 
 path-taking strategy. Consumers tend to shift their focus on browsing a consideration set with more cer-
 tainty while being informed by information scents, which encourages them to transition from orienting to 
 browsing.  This  sniff-and-act  pattern,  in  which  searchers  spontaneously  pick  up and  follow  information 
 scents while browsing for potentially desirable options, has been confirmed in previous studies (Fu and 
 Pirolli 2007; Moody and Galletta 2015). 


On the other hand, consumers adhere to a cruising strategy when they perceive the consideration set as 
unpredictable. Heightened uncertainty makes it difficult for consumers to focus their attention on brows-
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ing the consideration set without shifting their attention to inspecting the details of a specific option, and 
 they display a tendency to approach the transition from browsing to examining. Similarly, animal preda-
 tors exhibit a foraging pattern that closely resembles the cruising strategy when traversing an unfamiliar 
 environment (O’Brien et al. 1990). Consumers tend to adhere to a saltating strategy when the outcome’s 
 uncertainty is mitigated by an abundance of information scents (Moody and Galletta 2015; Pirolli and Fu 
 2003). A more predictable consideration set can hold consumers’ attention for an extended period. Thus, 
 it is less likely that consumers will examine specific options in detail throughout the browsing process. 


Consequently,  searchers  refrain  from  transitioning  from  browsing  to  examination  when  adhering  to  a 
 saltating strategy. This saltatory pattern is prevalent in natural environments where foragers know how to 
 follow  the  traces  left  by  prey  and  locate  patches  where  the  prey  are  more  concentrated  (O’Brien  et  al. 


1990). 



4.4  How Traceable Memory Affects Emergent Search Strategies 


Consumers who are offered traceable memory tend to make adjustments to past actions with the aim of 
 achieving  better  outcomes  (Wicker,  1979).  If  a  previous  search  action  is  made  more  traceable  by  the 
 available search features, it becomes more likely that consumers will revisit the search features to make 
 adjustments (Remus and Kottemann 1995). When provided with search features that retain search que-
 ries, consumers tend to pay more attention to the retained ones. Therefore, they adjust their search crite-
 ria more frequently during browsing. Likewise, the provision of search features that help instill a logical 
 structure  in  the  options  in the consideration  set  tends  to  encourage  consumers  to  retrace  and  alter their 
 previous browsing trajectories after examining an option. 


If  the  search  criteria  specified  by  consumers  are  not  retained  by  the available  search features,  the  con-
sumers are less likely to pay attention to these criteria. Therefore, when explicit traceable memory is ab-
sent, consumers tend to  focus  on  browsing  the consideration  set  rather  than  diverting their  attention to 
modifying search queries (Rollier and Turner 1994). In doing so, consumers adhere to a path-following 
strategy, meaning that they avoid transitioning from browsing to orienting to minimize the modification 
of  the  consideration  set.  In  contrast,  when  search  criteria  are  retained  by  the  available  search  features, 
consumers tend to engage in a zigzagging strategy. With an explicit traceable memory, it is more likely 
that consumers will shift their attention back to the search queries they specified. Hence, consumers tend 
to modify the consideration set during the browsing process by adjusting the search criteria (Rollier and 
Turner 1994). They adhere to a zigzagging strategy by approaching the transition from browsing to ori-
enting (Bates 1996). 
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