(®)
2016 2018

A study for theory construction on consumer®s preference reversal

Moriguchi, Takeshi

11,070,000

It has been pointed out in the past that the phenomenon of preference

reversal can be explained by a natural change in consumer preferences as time passes, as a
consequence of the discrepancy in the cnstrual levels, as well as a response to sensory and physical
stimuli. We have conducted empirical research on this subject and compiled the new findings
pertaining to these various effects. By focusing on processing fluency and embodied cognition as the
theoretical underpinnings of changing consumer preferences due to sensory stimuli, we have compiled
the instances of changes in preferences that were triggered by the weight of product packaging, the
position of product imagery, the background color, etc., and examined the mechanism behind this
phenomenon. These findings constitute a significant contribution to academic research that is
related to preference reversal in consumer behavior and sensory marketing.
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