2017 2019

Information Processing Cost & Consumers® Purchasing Decision

Ohno, Yuka

4,900,000

Decision Making

In this research, we study the decision making mechanism of consumers when
the information process cost exists. To do so, we conducted an investigative research on how to do
an eye tracking analysis. In particular, in the field of brand research, we examined what consumers
would pay attention to. Furthermore, we investigate which information job hunters were interested in

detailed recruiting brochures of top brand companies. We find out that job hunters who were
interested in the company were looking at the important details of the brochure, but those who were
not interested in the company to begin with paid little attention to the details in the brochure.
Hence, it can be seen that the name value of the firm first raises the interest of consumers and
induces job seekers to collect information. Such results indicate that contrary to what signal
theory predicts, brands and observable information are not substitutes,

but complements.
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