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Abstract

We address the disparity between availability of information and its actual implementation in
decisions in the context of Web Accessibility (W-A). Organizations are aware of the importance of
W-A for alleviating barriers to interaction with online platforms, such as visual, motor, hearing,
and cognitive impairments. Information regarding inclusion design is abundant but
implementation is partial. Applying W-A refers to implementing technical and graphical solutions
to assist people with disabilities in access and use of online systems. We hypothesized that people
who produce information are more likely to decide to apply W-A than information consumers. A
total of 651 participants took part in a set of eight experiments. Consumers read information about
W-A and producers created the same information. Decisions regarding applying W-A knowledge
were measured before and after information use. Results reveal that (1) collaborative information
consumption is related to a change in decision; (2) The extent of change in decision relates to the
number of collaborating producers, (3) Collaborative information production increases the intent
to make a practical decision to apply W-A. This study emphasizes the interaction between
information experience and peer collaboration regarding applying W-A knowledge. Insights
contribute to organizations knowledge definitions while highlighting the impact of group activity
on decision-making.

Keywords: Information experience, Web Accessibility, online collaborative platforms.
Introduction

Accessibility has become an important goal in the drive to promote inclusion in today’s
information society (Freire et al., 2008). New tools and techniques have evolved to enable
everyone everywhere to access websites and online information systems (Freire et al., 2007;
Ramakrishnan et al., 2017). Nevertheless, while research shows that attitudes toward accessible
content are positive and encouraging (Yesilada et al., 2015), some studies reveal that Web
Accessibility (W-A) is partially implemented and supported (Alahmadi & Drew, 2017; Rau et al.,
2016).

As awareness of inclusive design rises, and information regarding W-A is available and abundant,
professionals such as teachers, publishers, universities, website developers, marketing people etc.,
can make a decision to use this information for the purpose of increasing inclusiveness and
accessibility in online systems for people with disabilities (Freire et al., 2008). Researchers define
frameworks for the design of accessible collaborative tools for educators (Florez-Aristizabal et al.,
2019) or considerations for accessibility improvements for graphical designers (Li et al., 2019). If
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knowledge management refers to getting the right knowledge to the right people and helping
people to share and improve organizational performance (Girard & Girard, 2015), then W-A
support can improve knowledge management due to inclusion design benefits. However, people
and organizations are not eager to change the status quo, and prefer to be entrenched in their
original views (Lord et al., 1979). This is one reason why inclusive design is still an unfulfilled
goal.

The current research aims to determine how two types of information experience affect decision
making to apply inclusive design, specifically human W-A for the needs of people with disabilities.
Information experiences include consumption or production of information. Hence, this study
places participants in the position of consuming or producing information (a presentation about
W-A) in order to measure influence on decision-making. Both information consumers and
producers make use of information. They may then use the knowledge gained to make a decision
whether to invest in supporting accessibility for people with disabilities or not. Support is reflected
in technical and graphic actions as well as content changes on online websites. The decision is
made after using the information and in fact understanding the need, benefits and manner in which
websites can be supported. The working hypothesis is that people who produce information are
more likely to make practical decisions than people who consume information. In addition, this
research examines peer effects on decision making regarding W-A. The working hypothesis is that
when decisions are made in the presence of peers, intent to make a practical decision to apply W-
A increases. Conclusions can be applied in organizations' knowledge management practices.

This paper opens by describing the importance of applying inclusion, specifically W-A. Since we
are interested in turning available information into actionable knowledge, this paper continues with
highlighting the role of information in making an actionable decision to implement W-A
knowledge. In the context of information, we explain the experiential nature of information goods,
used individually or in groups, as both modes are relevant to organizational activities. The study’s
hypotheses follow the theoretical background. The methods section describes a knowledge test
administered before the experimental assignment. Experiments were conducted with eight
experimental groups. Finally, the paper presents and discusses the resulting effects of the
dependent variable: decision to implement W-A.

Theory

Willingness to Support Web Accessibility

The structure of the web supports browsing with any hardware, device, language, and location,
and by people who have any physical and mental ability (Henry et al., 2014). Tim Berners-Lee,
Director of the World Wide Web Consortium (W3C) and inventor of the World Wide Web, said
in 1997: “The power of the web is in its universality. Access by everyone regardless of disability
is an essential aspect” (Berners-Lee, 2013, p. 2). Yet today, over 20 years since this important
statement was made, the universal web does not realize its full potential.

Although W-A relates to people with disabilities such as visual, motor, hearing, and cognitive
impairments, improvements in accessibility benefit everyone (Henry et al., 2014). One benefit of
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W-A is considerably higher content quality. There is a significant relationship between the level
of accessibility and the quality of the web contents (Lorca et al., 2018).

The web offers free and abundant information explaining how to apply W-A. Examples of online
information that assists in supporting W-A include open source repositories of W-A
implementation, code examples and published Web Content Accessibility Guidelines for web
developers, designers and content authors. In addition, accessibility tools have been developed to
aid designers, editors and developers. For example, Wave (“WAVE Web Accessibility Tool”) and
W3C validation service (“The W3C Markup Validation Service”).

However, there are factors which delay full W-A, such as lack of management interest, insufficient
accessibility education, and low awareness (Hong et al., 2015). This implies that availability of
information about W-A provides partial motivation to introduce web site accessibility. We are
interested in turning the available information into actionable knowledge.

Various forms of information support the purpose of increasing awareness to the additional
benefits of W-A, beyond those for people with disabilities. For example, overlap between
designing for accessibility and designing solutions for mobile phones is likely to increase
understanding by developers who can more efficiently meet both goals (Henry & Thorp, 2012).
Awareness in China shows that e-government websites had improved significantly with respect to
accessibility due to the promulgation of accessibility regulations. Lack of awareness rather than
lack of technical skills is the reason for low W-A in China (Rau et al., 2016). Brown and Hollier
(2015), in their study of universities, supported these findings, and claim that disability awareness,
more than technology and policy, is the primary obstacle to a more universally accessible web.
Eventually, notwithstanding that information is free and public, if awareness is low, searching for
and using this information is also limited in organizations and by individuals. The following
section explains how varying the usages of information may help to increase awareness to apply
knowledge regarding W-A.

Information Consumption and Production as Web Experiences

Information is an experience good, meaning that the actual evaluation of the product is revealed
to the user only after it is used (Alstyne, 1999; Nelson, 1970). Information experiences on the web
vary. For this research, we define two types of information experience in online environments:
consumption and production. Consumption describes users who search, select, collect and read,
view or listen to information published by others. In the current research, the information
consumption experience is accomplished by exposure to information, by reading and responding
to it within a specially designed experimental system described in the Method section.

The second type of online information experience is production of information, which occurs when
participating in a creation process of information good such as writing text, preparing a
presentation, filming a video clip and so on. In the present research, information production
experience follows a circular five-stage process in which an information product, a presentation,
is created (Rusho & Raban, 2019). In previous research, we showed that when individuals are
engaged in producing information they develop a higher evaluation of their self-created
information product as compared to an identical information product created for them (Rusho &
Raban, 2018, 2019). This is a form of expression of the Ikea Effect as applied to digital information
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(Norton et al., 2012). Based on our earlier findings we assume that the enhanced perceived value
of self-produced information will lead to more positive and actionable decisions compared with
the traditional consumption of information, such as exposure to and reading of information.

The next section describes changes expected in information experiences as a result of peer
presence, which is an integral behavior of ongoing activities online and in organizational contexts.

Information Web Experiences in Collaborative Environments

In this research, web experience refers to consumption or production of information, specifically,
a professional presentation about W-A. Yet, the evolution of computing and communication
technologies changes the way people can meet and make group decisions (Kiesler & Sproull,
1992). Web communication tools, such as blogs, social networking sites, and wikis, allow users to
share content with each other and collaborate online (Soltysik-Piorunkiewicz, 2015). Indeed,
consumption and production occurring online often take place in the presence of others. In
addition, collaborative activities, such as sharing goods and services on the web, impact every
sector of society (Owyang et al., 2013). With the growth and implementation of social and online
collaborative platforms in everyday life, this research addresses web experience in both individual
and social contexts and the effect of these varying experiences on W-A support decisions.

The first type of collaborative web experience relates to collaborative consumption. In the current
research we define collaborative consumption as the activity of granting of access at a certain point
of time, by multiple obtainers, to a shared version of an information good. Massive Open Online
Courses (MOOCs) are an example of collaborative consumption, where collaborative access to
resources increases motivation and commitment (Borras-Gene et al., 2016).

The second type of collaborative web experience relates to collaborative production. Collaborative
platforms reduce time and effort required for the production of information and increase the quality
of the generated information (Kavasidis et al., 2014). Wikipedia and Stack Overflow are examples
of collaborative products. Wikipedia is a unique knowledge resource created by active peers
around the world (Chen et al., 2017). In the software development and crowdsourcing knowledge
fields, Stack Overflow is a question-answering distributed repository of knowledge created in a
collaborative process (Anderson et al., 2012). Collaborative information production activities
create business value for consumers and organizations. For example, users may collaborate in the
process of offering design ideas to a particular jewelry company (Wilson et al., 2017). Similarly,
in the current research, peer production refers to multiple producers contributing to the creation of
a single copy of an information product: multiple teachers producing a joint presentation.

In both collaborative web experiences, people arrive to the task with prior knowledge and
proficiencies. Their prior experiences contribute to the collaborative task (Sillito Walker &
Bonner, 2018). In addition to prior knowledge, collaborative technologies such as wikis increase
the quality of peers' decisions for intellectual tasks. Quality decision is defined according to
participants' feeling toward team output during the decision making process (Heidrich et al., 2015).
Other collaborative platforms might be Stack Overflow and shared Google Docs for collaborative
online documents editing.
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Research Questions and Hypotheses

Having explained that W-A information is widely available but underutilized, this study examines
whether consumption or production of information, by individuals or collaboratively, relate to
practical decisions to apply W-A. In order to fine-tune the decisions to apply W-A, we examine
three levels of decision making: (a) change in decision; (b) the extent of change; and (c) the
willingness to make a practical decision to apply W-A. The three levels are represented in three
sequential research questions, as seen in Figure 1.

RQ3

Making a practical
RQ2 decision
Extent of change in

RQ1 decision

Changing a decision

Figure 1. Levels of information influence on decision regarding W-A

Each research question is related to a level of decision making, as shown in Figure 1. The
corresponding research questions are:

RQ1. Do information experiences induce a change in decision?
RQ2. Do information experiences affect the extent of change in decisions?
RQ3. Do information experiences induce more practical decisions?

All hypotheses are examined in four independent groups: (1) individual consumers of information;
(2) individual producers of information; (3) consumption as part of a collaborative experience in
three levels; and (4) production as part of a collaborative experience in three levels.

Having explained the roles of information usage in the process of decision-making, the experiential
nature of information, and the differences between consuming and producing information as
individuals or as part of a collaboration experience, the first hypothesis is:

H1: Consuming or producing information in an online collaborative environment causes a
change of decision to adopt W-A.

Individual information production enhances information value perception more than information
consumption (Rusho & Raban, 2019). We assume that collaborative experiences will show a
similar effect on decision making, i.e. collaborative production enhances extent of change in
decision to apply W-A. Therefore, the second hypothesis is:

H2: A collaborative information production experience increases the extent of change in
decision to apply W-A more than a collaborative consumption experience.

While RQ1 and RQ2 investigate whether a change of decision will occur and to what extent, RQ3
investigates the link between information usage experience and willingness to make a practical
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decision to support W-A. To answer RQ3, two approaches are employed. The first compares
participants who used information to participants who did not use information. The second refers
only to participants who experienced information as well as compares consumption and production
of information in various peer group sizes in an online collaborative platform.

The first approach in answering RQ3 examines whether using information affects willingness to
make a practical decision to apply W-A. Without the use of information, it is not relevant to
calculate a change in decision. Therefore, the third hypothesis refers to a final decision made as a
result of using information compared to an initial decision made without the use of the information:

H3: Information experience promotes a practical decision to apply Web Accessibility.

The second approach in answering RQ3, examines the experience of information by comparing
consumption and production usages of information. The final hypothesis is, therefore, as follows:

H4: A collaborative information production experience increases the probability of making
a practical decision compared to a collaborative consumption experience.

In summary, Figure 2 shows the hypotheses in the context of the research model.

H3 Independent van'able ]
No experience i
i Dependent variable D
i "// ‘\‘ "/: \ / Making a
et "‘ Changing a ) Extont \( ractical \
Experience L \ decision /\ of change N P )
Individually or in groups L / \\ \ decision /

of 3/27/243 peers S~— ~ L

] 1
Production _H—T T
H2
H4

Experience
Individually or in groups,_
of 3/27/243 peers

Figure 2. Research model
Method

With the purpose of examining the influence of information experience on decision to apply W-A
knowledge, the main method was a series of digital experiments.

Study participants: A total of 651 participants took part in eight experimental treatments. All were
adults with an academic education. Each participant received a small remuneration for
participation, about $2 per person. Partial support for this research was provided by the I-CORE
Program of the Planning and Budgeting Committee and the Israel Science Foundation. The
experiments were performed online.

Study participants’ prior knowledge in the field of W-A: The purpose of the knowledge quiz was
to verify the normal distribution of participants’ knowledge in the field of W-A. The Knowledge
Quiz included seven questions regarding W-A. Results of the quiz are displayed in Table 1.
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Table 1. W-A Knowledge Quiz Results

Number of Participants Number of correct answers
89 0
187 1
187 2
116 3
47 4
Procedure

At the heart of the experiment lies an information-based task, in which participates consume or
produce a professional presentation regarding W-A. The presentation included information about
the support of visual, motor, hearing, and cognitive impairments. Each participant was randomly
assigned to one of eight groups. In the four consumption groups, consumers were presented with
the scenario that they are students in an online international course about web technologies,
including the topic of W-A. As part of the scenario, the university introduced them to an online
collaborative platform for viewing presentations with additional information relevant to the course.
Consumers were offered the option to acquire a presentation concerning W-A while being
informed about the number of peers who simultaneously gained access to the presentation in the
online collaborative platform. The act of acquisition by submitting a purchasing bid was designed
to enhance their role as consumers. In the four production groups, producers read a description
that they are lecturers in an online international course and, thus, they are expected to create the
same information (presentation) described above, via an online collaborative platform. Producers
were offered to sell their creation to a publishing company in order to enhance their self-perception
as producers. To summarize, in a set of eight experiment groups, participants were randomly
assigned to one of groups 1-8, as shown in Table 2.

Table 2. Response Counts of The Variables

Experience Type | Number of Peers | Numbers of Participants
1 1 96
2 3 81
Consumption
3 27 85
4 243 68
5 1 100
6 3 76
Production
7 27 70
8 243 75
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Participants progressed throughout the experiment across four steps. In the first step participants
indicated their decision to apply W-A knowledge both before and after using information. In the
second step participants submitting a bid to purchase or sell information: Beside the
aforementioned aim to create a realistic consumption or production experience, price bids were
instrumental in identifying participants who made their decisions without exposure to information
consumption or production. Those participants are a control group for hypotheses H3 and H4. A
total of 576 participants managed to purchase or sell information, the other 74 participants made
decisions without exposure to information. Aiming in making the experiment as similar to reality
as possible, participants were informed about the existing of a (random) market price. Participants
did not know the market value and were unable to affect it. Participants had three attempts to buy
or sell the information (presentation). In the third step participants consumed or produced the
information. The information consumption process includes reading and interacting with a
presentation. The information production process included five steps of the conceptual model:
specification, design, implementation, validation and evolution (Rusho & Raban, 2019).
Accordingly, producers were asked to select audience, purpose, and content for the presentation.
In the fourth step participants indicated again their decision to apply W-A.

Experience Interface: Figure 3 shows a sample screenshot of the experiment. Next to the eye icon
appears an indication to the producer that additional 243 peers are collaborating. A list of 243
names and photos is displayed on the left side. To clarify, the screenshot shows one of the decisions
presented to the producers regarding W-A. The progress bar on the bottom gives the participants
an indication regarding how many peers have joined. In addition, during the process, producers
received feedback regarding their choices. If their choice conformed to the majority opinion, they
were presented with a green V icon and text in the following style: “14 out of 243 answered like
you” (as can be seen in Figure 3, for Group 8 of Table 2). If their choice was different from majority
opinion, they were presented with a red sign. The user instructions stated: “The presentation will
reflect the majority vote on the choice of content.”
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Figure 3. Sample Screenshot for Collaborative Decision Making in the Presence of 243
Producers (in Hebrew)
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The variables analyzed were:

Independent variables: (1) information experience type: consumption or production; (2) group
size: 0, 3, 27, or 243 peers. Participants were randomly assigned to experience type and group size.

Dependent variables: (1) Decision BEFORE experiencing information; (2) Decision AFTER
experiencing information. Decision alternatives included four optional answers: (a) to pay an
outsourcing company that will apply W-A knowledge; (b) to learn from web information how to
apply W-A, and apply it themselves; (c¢) to not apply W-A knowledge; or (d) “I do not know.”

To clarify, in this research, willingness to make a practical decision to apply W-A knowledge is
considered a positive direction to apply W-A, whereas a negative direction reflects a lack of
support for W-A. For H2 we assess the difference in decisions to apply W-A before and after
consumption and production of information.

Results
Descriptive statistics of the variables, are displayed in Table 3.

Table 3. Descriptive Statistics of the Variables

Experience Decision BEFORE experience Decision AFTER experience
Number of |OutsourcingSelf-  [No, I don't (Outsourcing (Self- No, I don't
Setup Peers participants Developfthank |know Develop [thank |know
ment  [you ment lyou
1 92 53 17 13 9 56 17 13 6
3 78 27 30 7 14 27 38 3 10
Consumption
27 77 27 33 1 16 30 36 1 10
243 59 16 26 6 11 28 29 0 2
1 86 46 13 23 4 47 14 23 2
3 62 35 16 0 11 37 21 1 3
Production
27 55 26 16 2 8 33 21 1 0
243 67 43 18 2 4 38 26 0 3
Total n/a 576
No-experience’| n/a 75 32 24 7 12 n/a

* - “No-experience” relates to participants who were not able to purchase or sell the information and, therefore, did
not experience information.
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H1 results: A Chi-square test (y2) of independence was calculated to compare the change in
decision made by participants after exposure to information in various group sizes. The test was
limited to data from participants who used information (576 participants). The calculated variable
change in decision was assigned with the value of ‘1’ when participants changed their decision
following the use of information, and with the value of ‘0’ when there was no change in decision.
A statistically significant main effect was found y?(7)=14.26, p=0.047. Table 4 shows that the
probability to change a decision when making a decision individually is 0.32 for consumers of
information and 0.29 for producers. Peers in all levels of presence increase this probability in both
consumption and production scenarios. Peers amplify the effect of exposure to information.
Results show that among the consumers groups, the highest probability to change decision is in
small groups of three peers (p= 0.49). Among the producers groups, the highest probability to
change decision is in larger groups of 27 peers (p= 0.49), as detailed in Table 4.

Table 4. Probability to Change Decision Following Information Experience

Experience Type Number of Peers N Probability to Change Decision
1 65 0.32
3 41 0.49
Consumption
27 54 0.37
243 37 0.46
1 71 0.29
3 49 0.39
Production
27 36 0.49
243 46 0.36

Hypothesis H1 was accepted. Experiencing information in a collaborative platform is related to a
high probability to change decision, either by consumption or by production of information.

H2 results: The calculated variable extent of change in decision was assigned with value ‘major’
for participants who (1) changed their decision from avoiding making a decision (by choosing the
option ‘I don't know’ in the experiment interface), to a decision to act following the use of
information; (2) changed their decision from a negative decision to a positive one or vice versa.
The variable was assigned with the value 'minor' for participants who (1) changed their decision
from supporting W-A by the use of outsourcing company to supporting W-A by self-development;
(2) changed their decision from avoiding making a decision to taking a decision to not take any
action or vice versa. A Chi-square test (y?) of independence was calculated comparing the extent
of change in decision made by participants who used information, after their exposure to
information, in various group sizes. A statistically significant main effect was found y?2(7)=24.32,
p=0.04.

Results for Consumers

Based on Table 5, following are results for consumers, divided to minor and major changes:
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A minor change: The lowest probability to make a minor change in decision occurs when
consuming information individually (p=0.15). Highest probability is when consuming information
in groups of 27 peers (p=0.20). The probability trend is shown in Figure 4 by a solid line.

A major change: The lowest probability to make a major change in decision occurs when
consuming information in groups of 27 peers (p=0.17). Highest probability is when consuming
information in groups of three peers (p=0.30). Probability trend is shown in Figure 5 by a solid
line.

Results for Producers

Based on Table 5, following are results for producers, divided to minor and major changes.

Table S. Probability to Make Minor or Major Changes in Decision Following Information

Experience.
Experience Number | N | Probability to NOT Probability to make | Probability to make a
type of peers . | change decision a MINOR change in | MAJOR change in
P decision decision
1 N 65 14 17
P 0.68 0.15 0.18
3 N 41 16 24
P 0.51 0.198 0.296
Consumption
27 N 54 17 4
P 0.64 0.20 0.165
243 N 37 13 18
P 0.54 0.19 0.27
1 N 71 18 11
P 0.71 0.18 0.11
3 N 49 14 13
p 0.65 0.18 0.17
Production
27 N 36 20 14
p 0.51 0.286 0.20
243 N 46 20 9
p 0.61 0.267 0.12

*p=probability

A minor change: The lowest probability to make a minor change in decision occurs when
producing information individually (0.18) and the highest probability occurs when producing
information in groups of 27 peers (0.29). The probability trend is shown in Figure 4 by a dotted
line. Probability to make a major change in decision increases for peer-producers up to dozens (27)
of peers. Figure 4 shows probability to make a minor change in decision following consumption
(solid line) and production (dotted line) of information.
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Figure 4. Trends Between Group Sizes and Probability to Make a Minor Change in Decision

A major change: Those who produced information individually (1 producer) were less likely to
make a major change in their decision (0.11) compared to participants who produced information
in groups. Probability increases when three peers join the production process (0.17), and continues
to increase when 27 peers join (0.20). When hundreds of peer producers join, the probability to
make a major change decreases to 0.12. The probability trend is shown in Figure 5 by a dotted
line. Figure 5 shows probability to make a major change in decision following consumption (solid
line) and production (dotted line) of information. Results reveal that for producers, probability to
make a major change in decision increases as more peer producers join the production experience,
up to 27 peers. Dozens (27) of peer producers is the upper boundary of probability to make a major
change in decision for producers of information. From 27 peers, probability decreases.
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Figure 5. Trends Between Group Sizes and Probability to Make a Major Change in Decision

Hypothesis H2 was accepted. A statistically significant main effect was found, meaning that the
extent of change in decision is related to the number of peers collaborating.

H3 results: To fine tune, we created a new calculated variable: final decision. A value of ‘1’ was
assigned to participants whose final decision was to apply W-A knowledge (Options 1 & 2). For
participants who did not purchase or sell their information and thus did not experience information,
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their initial intent to apply W-A knowledge was taken as their final decision. For participants who
experienced information, it was their final intent to apply W-A following the use of information.
A final decision to not take any practical action was assigned with the value of ‘0’. Final decision
does not take under consideration any previous decisions and thus we report only the final decision
taken by participants. A Phi correlation test (@) was calculated to analyze the relationship between
the use of information (used information=1, no use of information=0) and a final decision made
by participants (practical final decision=1, non-practical decision=0). The results indicate that
people who use information are significantly associated with making practical decisions (p= 0.865)
than people who do not use information (p= 0.747) ®=.106, p=0.007. Results are displayed in
Table 6.

Table 6. Probability to Make a Final Practical Decision With or Without Using Information

] N Probability to NOT MAKE | Probability to MAKE a
Information Use - . A .
P a final practical decision final practical decision
. . . N 19 56
WITHOUT information experience P 025 0747
. . . N 78 498
WITH information experience P 0.135 0.865

Hypothesis H3 was accepted. The use of information increases probability to take a practical
decision.

H4 results: A Chi-square test (y?) of independence was calculated comparing the final decision
made by participants after various experiences of information. The calculated variable final
decision was assigned with a value of 1 for participants whose final decision was to support W-A
following the use of information. A significant main effect was found y?(7)=41.20, p<0.0001.
Results suggest that consumers and producers making decisions on their own were less likely to
make practical decisions than in the peer groups. Moreover, results suggest that consumers in 243
peers group size and producers in 27 and three peers group size have the highest probability to
make practical decisions, as displayed in Table 7 in descending probability order, where producers
are highlighted in bold.

Table 7. Probability to Make a Final practical Decision According to Information Experience

Experience Type and Extent N | Probability to Make a Practical Decision
27 peer-producers 69 0.986
243 peer-consumers 65 0.956
3 peer- producers 72 0.947
243 peer- producers 71 0.947
27 peer-consumers 72 0.847
3 peer-consumers 68 0.84
1 peer-consumer 77 0.80
1 peer-producer 74 0.74
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Hypothesis H4 was accepted. Experiencing information in groups is associated with higher
probability to take a practical decision, compared to individual experience, especially in the case
of production experience, where even small groups have a significant influence.

Interaction effect between two independent variables: A two-way Analysis of Variance
(ANOVA) was conducted on the influence of two independent variables (group size, experience
type) on probability to make a practical decision. Meaning that whether probability increases or
decreases in relation to group sizes depends on the type of experience condition. Group sizes
included four levels (1, 3, 27, or 243 peers) and type of experience consisted of two levels
(consumption or production). The main effect for group size yielded a significant difference
between using information individually (M=0.75, SD=0.433, N=178), using in groups of three
peers (M=0.88, SD=0.328, N=140), using in groups of 27 peers (M=0.91, SD=0.289, N=132) and
using in groups of 243 peers (M=0.96, SD=0.196, N=126), F(3, 568)=11.71, p<0.0001. The main
effect for experience type indicated that the effect for experience type was not significant,
consumers (M=0.85, SD=0.355, N=306) and producers (M=0.88, SD=0.328, N=270), F(1,
568)=1.38, p=0.246. The interaction effect was significant, F(3, 568)=3.31, p=0.020. The
interaction between experience and group size affects the probability to make a practical decision
is shown in Figure 6.

Probability to make a practical decision

1 3 27 243

Consumers « = - Producers

Figure 6. Interaction Between Group Size and Probability to Make a Practical Decision
Discussion

The main finding of the present research is that to make knowledge actionable, it is advisable to
experience information in a social environment. In our case, the presence of peers in the process
of consuming or producing information led to higher probability to apply W-A knowledge. By
comparing participants who used information with participants who did not use information; and
by comparing consumption with production information experiences, in four peer group sizes, the
varying effects of information experience emerged. Results are discussed in three steps: changing
a decision; the extent of changing a decision, including reference to valence; making a final
practical decision following the use of information.
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Changing a Decision:

The quest for knowledge through information consumption in the information age is growing.
People consume information selectively, based on subjective value and expected outcomes
(Ambuehl & Li, 2014; Hall et al., 2018; Levy et al., 2010). Yet, people choose information that
assists them in justifying their initial beliefs. The tendency to seek and use information in a way
that confirms one's existing beliefs is known as confirmation bias (Nickerson, 1998; Wason, 1960).
People have a tendency to overestimate their judgment and thus fail to consider other beliefs
(Mynatt et al., 1977). As aresult, people prefer to maintain their initial position (Lord et al., 1979).
It is therefore reasonable to assume that people will not change their decisions following
information experiences, even if it is embedded in knowledge management definitions.
Nevertheless, this research found that experiencing information in the presence of peers does
indeed affect the probability of changing a decision. Results suggest that both in the consumer and
producer groups, those who experienced information individually were less likely to change their
decisions compared to participants who experienced information in collaborative groups. These
findings are consistent with the social proof theory (Cialdini, 1987), referring to the tendency of
people to copy other people's behavior. Results show that when participants consume or produce
information individually, tendency to refuse to apply W-A (by selecting “No, thank you”) is high.
The highest number of participants who chose not to apply W-A knowledge before and after the
experience, is in the single consumers and single producers’ experiments.

Comparing consumers and producers in terms of probabilities to change decisions reveals that
producers are less eager to change their decision compared to consumers, in contrast to our early
expectations. Following the production experience process, producers maintain their original
decisions and are not fervent to change them. The influence of the production experience repeats
itself in the presence of peers: in the groups of three peer consumers, the probability to change
decision was higher than in the group of three peer producers. In the groups of 243 peer consumers,
the probability to change decision was higher than in the group of 243 peer producers.
Interestingly, the only group size where probability to change a decision was higher for producers
than for consumers was in the dozens (27) peers. For dozens of peer producers, probability to
change decision was almost 0.49, where probability in the group of dozens of peer consumers,
probability to change a decision was only 0.37.

Extent of Changing a Decision:

A change in a decision does not necessarily indicate the extent of the change: the change can be
minor or major. Therefore, the second hypothesis compared extent of change in decision after
experiencing information in varying peer group sizes. A major change refers to changing decisions
from avoiding making a decision to a decision to act, or to cases when participants changed their
decision from a negative to a positive one, or vice versa. Starting with consumption experience,
the lowest probability to make a major change in decision was by individual consumers. When
three peers join, probability increases, with further increase in the presence of 27 peers, probability
increases again. This trend is shown in Figure 5 (solid line). In the presence of hundreds of peers,
probability to make a major change in decision decreases. Continuing to production experience,
this study reveals that producers who experience information individually are less likely to make
a major change in a decision compared to producers who experience information as part of a
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collaborative activity. Probability to make a major change increases when more peers join the
production process (up to 27 peer producers). When hundreds of producers join, the probability of
making a major change decreases. This trend is shown in Figure 5 (dotted line).

Making a Final Practical Decision:

The last two hypotheses examined the influence of information experience on the tendency to
make practical decisions. The third hypothesis compares final practical decisions made following
the use of information, to practical decisions make without use of information. We find that
following the use of information, practical decisions increases by 11.8%. Experiencing
information increases the intent to apply W-A. A practical decision occurs when a participant’s
final decision is to take an action to apply W-A knowledge, as opposed to final decisions by
participants not to apply W-A. Focusing on the experience itself, results suggest that consumers
and producers in the individual level were less likely to make practical decisions compared to
consumers and producers who experienced collaborative information exposure. Experiencing
information in groups is associated with a higher probability of deciding to act, especially in the
cases of production experience, than when experiencing information individually. In the case of
consumption of information, large groups are needed to have a similar effect. In other words, in
order for consumption use of information to influence the direction of the change in decision,
information must be consumed in mass consumption peer groups. Overall, active involvement in
information production coupled with a social environment is conducive to the adoption of W-A
and constitutes an efficient way to promote knowledge exposure in an inclusive manner.

Limitations

The research method employed in this study was an experiment, which was the main limitation.
Although efforts were made to reduce the effect of interruptions, there is no certainty that other
factors outside the experiment itself affected the results. Nevertheless, it is arguable that these
outside factors are in any event part of the overall experience that affects decision-making. In order
to be able to apply the conclusions outside the context of this study, we used a real-world online
interface and a contemporary challenge in the field of W-A, in which both consumers and
producers of information on the web are involved due to social influences and requirements by
regulations. Information disclosed to producers and consumers was identical.

Future Work

The current study focuses on the influences of information experience on making decisions, as part
of information-based assignment concerning W-A. Further research should examine additional
types of information experience, prosumers who switch roles between being producers and
consumers of information, and varying information products and contexts. Since the subject under
discussion relates to practical decision making, it is recommended that future study will examine
the impact information use on decision-making among managers and employees in organizations,
lecturers and students, teachers and students, and so on. Moreover, broader scenarios other than
W-A are suggested to be investigated. For example, decisions regarding health care or strategic
decisions. Further to the findings obtained in the experiments- A positive relationship was found
between the number of peers producing information and the probability to make a major change
in decision, in line with the diminishing value of information (Rusho & Raban, 2018, 2019). Self-
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production, which leads to the highest value perception, exemplifies the low probability to make
a major change in decision following the production process. It follows that the higher the value
of information as a result of labor, the lower a person's readiness to make a major change in his or
her decisions. Investing in information production leads to stronger entrenchment in initial
decisions. Future research should further investigate the links between information production,
value perception and probability to make major change in decisions. Finally, future research can
apply the procedure in the current study and conduct experiments for additional group sizes.

Conclusion

With the aim of finding the links between information usage and decision to apply W-A knowledge
in practice, this research compared two types of information usage: consuming and producing a
presentation about W-A. Each type of information usage was applied to four group sizes- from
using as individuals to groups of hundreds of peers joining in the information experience activity.
The main findings in this research are divided to three tiers: the first tier refers to the impact of
using information to changing decisions. This study reveals that about half of the participants are
not eager to change their decisions and prefer to be entrenched in their original views. However,
following a short 20 minutes experiment, experiencing information indeed influences decision-
making of the other half of the participants. Furthermore, probability to change decision is greater
when information is experienced in groups. The second tier in this study refers to the extent of the
change, showing the clear difference between information consumers and information producers.
Results reveal that the extent of change in decision is related to number of producers collaborating.
The third tier in this research compared users of information with participants who did not use
information. In addition, the third tier investigated the link between information usage and
probability to make an actionable decision. Results revealed that the use of information increases
probability to take a practical decision. Moreover, mass consumption and producing information
in a collaborative environment increase the intent to make a practical decision to apply W-A.

The web requires extensive support for W-A. There is social and economic awareness of the
importance of accessibility, and there are technical tools and professionals who know how to
support W-A. Moreover, free information regarding how to support accessibility exists on the web.
Still, the web is far from being fully supported for everyone using it. For that reason, the current
study's goal was to find the link between information usage and decision-making. Thus,
contributions are both academic and practical. In order to promote greater involvement in applying
W-A knowledge, this study recommends teamwork to jointly consume and produce information
about W-A in organizations. Users who adopt collaborative practices tend to adhere to
collaborative environments. In addition, they are more open to producing collaborative products.
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