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A preliminary cross-cultural study has been conducted with a researcher in the U.S. In order to
examine the universal or culture-specific influence of visual information, especially the ones that
constitute online reviews, which is said to greatly affect consumers' purchasing decisions, a study
with eye-tracking experiments and questionnaire survey was conducted in Japan and the U.S. In
the study, statistically significant differences were found between Japanese and U.S. consumers
(participants in the experiment) in where and how much they focused on visual stimuli in online
reviews. In addition to quantitative analysis obtained from eye-tracking experiments, qualitative
analysis obtained from questionnaire surveys also suggested cultural influences in consumers'
decision-making process. The results indicate that the visual elements (images) of the review
screen that present the product (restaurants in this study), such as color, layout, and atmosphere,
influence the purchasing decision making process. By combining further qualitative, content-based
analysis of the interview data with the quantitative analysis based on the eye-tracking experiment
data, we would be able to provide an even more holistic view and understanding of how visual
stimuli influence consumer's decision-making process when the visual images are the primary
sources for purchase decisions.
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A Cross—Cultural Study of Visudal Effects on Consumers’ Decision—-Making Process
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A preliminary cross—cultural study has been conducted with a researcher in the U.S. In order to examine the universal or culture—
specific influence of visual information, especially the ones that constitute online reviews, which is said to greatly affect consumers’
purchasing decisions, a study with eye—tracking experiments and questionnaire survey was conducted in Japan and the U.S. In the
study, statistically significant differences were found between Japanese and U.S. consumers (participants in the experiment) in where
and how much they focused on visual stimuli in online reviews. In addition to quantitative analysis obtained from eye—tracking
experiments, qualitative analysis obtained from questionnaire surveys also suggested cultural influences in consumers’ decision—
making process. The results indicate that the visual elements (images) of the review screen that present the product (restaurants in
this study), such as color, layout, and atmosphere, influence the purchasing decision making process. By combining further qualitative,
content—based analysis of the interview data with the quantitative analysis based on the eye—tracking experiment data, we would be
able to provide an even more holistic view and understanding of how visual stimuli influence consumer’ s decision—making process
when the visual images are the primary sources for purchase decisions.
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