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The present study examines the implications of &ear Hardesty, & Rose’s (2001) consumer self-
confidence scale for external information searchilg@/the consumer behavior literature has long eatggl that
consumer information search is influenced by tlseif-confidence, a rigorous analysis of the infatiora search
strategies of consumers with different levels dfsenfidence is lacking. The present study aim§iltahis void by
employing the Bearden, Hardesty, & Rose scale 8esss consumer self-confidence for the specific adse
university extension provided consumer informatidfe have shown that consumer self-confidence measat as
significant predictors of information search adgyithat high-CSC consumers are engaged in morelseativity,
and that consumer self-confidence scores are depemth a number of demographic influences. Thasdings
provide strong support for the view that consunegf-confidence improves the prediction of the shdrehavior of
consumers.
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