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In this comparative US-Japan study, it is intended to examine the effects of visual stimuli,
especially the visual cues provided on the web review screens, on consumers' decision-making
processes. By conducting a cross-cultural study, we aim to find some universal and/or culture-
specific reactions of review users toward given visual stimuli, such as layout and quality of
restaurant photos, rating distribution, etc.

Data were collected in the U.S. and Japan in 2018 (college students). In the Japan Study, 36
participants' data were collected by Tobii X2-60 Eye Tracker. Based the data analyses, some
Japanese-specific tendencies were found. Japanese participants were more attentive to the photo
information, judging the quality of the restaurants from the photos of the restaurants or table-
settings. It suggests that Japanese participants are more sensitive to the holistic visual information
than the U.S. counterparts. This finding is congruent with the previous findings of Asian-
Westerners comparative studies. By analyzing the interview and questionnaire data collected after
the eye-tracking experiments, specific nature of visual stimuli will be further examined for effective
presentation of reviews in the U.S. and Japan.
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Effects of Visual Stimuli on Consumers’ Decision—Making Process
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In this comparative US—Japan study, it is intended to examine the effects of visual stimuli, especially the visual cues provided on the
web review screens, on consumers’ decision—-making processes. By conducting a cross—cultural study, we aim to find some universal
and/or culture—specific reactions of review users toward given visual stimuli, such as layout and quality of restaurant photos, rating
distribution, etc.

Data were collected in the U.S. and Japan in 2018 (college students). In the Japan Study, 36 participants’ data were collected by
Tobii X2-60 Eye Tracker. Based the data analyses, some Japanese—specific tendencies were found. Japanese participants were more
attentive to the photo information, judging the quality of the restaurants from the photos of the restaurants or table—settings. It
suggests that Japanese participants are more sensitive to the holistic visual information than the U.S. counterparts. This finding is
congruent with the previous findings of Asian—Westerners comparative studies. By analyzing the interview and questionnaire data
collected after the eye—tracking experiments, specific nature of visual stimuli will be further examined for effective presentation of
reviews in the U.S. and Japan.
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