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ABSTRACT

This study examined the efficiency of Filipino consumers in using print-

media information regarding consumer issues.

Consumers were said to utilize cognitive processing on information they
receive. Using theories from the fields of communication and marketing,
cognitive processing was defined in terms of expected and extracted

information, their potential value, and actions taken toward them.

In addition, factors such as consumer characteristics, issue involvement, and
perceived risks were also said to influence cognitive processing.
Subsequently, consumer efficiency was measured in terms of the

relationships among the above-mentioned variables.

A survey regarding consumer efficiency was conducted among College of

Business and Economics De La Salle University students.

Prior to the survey, a content analysis of existing consumer articles and a
couple of structured interviews were conducted. These facilitated the

construction of a consumer article that was included in the survey.

Survey findings showed that the respondents' awareness of consumer

columns is minimal. Their degree of information search varied. In addition,



the respondents, although exhibiting interest, demonstrated minimal

involvement in consumer issues.

The respondents' expectations on the content of consumer columns did not
go beyond the Four Ps (product/service, price, place, and promotion). This
was also true of their information recall and evaluation of information as

having potential value.

The respondents were diffused in their involvement in consumer issues. The

same was true with their efficiency in information use.

Based on the conceptual framework, a number of hypotheses were

formulated. Results of the hypotheses-testing showed that:

» As the level of involvement increases, efficiency also increases;

» Perceived risk is not associated with information use efficiency;

> There is no difference in the recalled information among respondents in
terms of their degree of information search;

> Respondents who are routinized in terms of information search consider

more consumer issue information as having potential value;

> Respondents tend to validate information regardless of their degree of

information search; and

> Respondents will validate information to preclude the occurrence of

perceived risks.
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