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ABSTRACT
Current study aims to investigate the influence of presentation order of multiple pieces of information on Internet users’ judgment. Further, the study also examines that whether the occurrence of order effect was influenced by participants’ response modes. A laboratory experiment was conducted which includes four pieces of information with different presentation order and response mode. The result indicated a significant recency effect. In addition, the order effect occurred only when the participants response in Step-by-Step procedure. No order effect was observed in End-of-Sequence procedure. 
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INTRODUCTION

When there are more than one piece of information were presented, the situation is more complex than that involves only one piece of information. Specifically, there are two possible situations. First, the presentation order of multiple information pieces might influence the effect of message on Internet users’ judgment. Two types of order effects have been identified: primacy effect and recency effect [2]. A primacy effect occurred if people’s final judgment is more consistent with the first message. On the other hand, a recency effect is observed if the final judgment is more consistent with the final message in a series of evidence. Thus, the purpose of this research is to investigate the influence of information presentation order on the Internet uses’ decision making. 
Second, some of the decision makers form their decisions based on different response modes [2]: Step-by-Step (SbS) and End-of-Sequence (EoS). According to the belief adjustment model [2], recent information is weighted more than prior information and thus results in recency effect when the respondents were to respond in SbS procedure. In contrast, primacy effect will occur when the information was presented all at once and then respondents provide their final judgment because people will anchor on the message presented first and adjust it based on the subsequent information. It is thus the second goal of current research to examine that whether the decision makers’ judgment be different when they response in different ways.
Many of the researches that investigate order effect involved only two pieces of information [1]. In current study, a laboratory experiment was conducted to examine the order effect where each participant was exposed to four pieces of information. 
Conclusions and Discussion
This study tests the influence of information presentation order on Internet users’ judgment. A laboratory experiment, which included four information pieces, was conducted to examine the order effect. Participants in both experiments were exposed to the same series of information but presented in different order (either P-P-N-N or N-N-P-P). Results from experiment indicated that the same series of information presented in different order did have a significant influence on Internet users’ attitude and behavioral intention toward a hotel. Thus the order effect was observed. 
This paper provides contribution to message framing research in Internet user behavior context. When Internet users are surfing the web, they were exposed to multiple pieces of information and final judgments were made by integrating all the information pieces. In current study we test the order effect four pieces of information, and the result revealed that the presentation of multiple information pieces lead to recency effect. That is, information that presented last has greater influence on the participants’ final judgment. This result provide suggestions for the web content organizer that positive information presented after the negative information is expected to result in more favorable responses than the reverse order. 
Further, the participants’ response mode revealed to be a moderator in order effect, in which SbS procedure induces recency effect, while EoS response mode produced no order effect. This result provides some implications for the web content providers. First, if the information was displayed in separate pages and thus the Internet users’ judgment was made when information in each page was processed, negative information should be provided in proceed to positive information, as the recency effect should occur. In contrast, if all the information was provided in the same page, then the order of positive and negative information will not result in different responses. 
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