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Elucidation of external stimuli effect on transient state of consumers® purchase
process
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In this study, we focus on consumer behavior process and conduct theoretical
and empirical analysis on what external stimuli influence to purchase behavior decision in the
consumer behavior pre- and post-purchase. In particular, through some experiments, we were able to
clarify the exploratory behavior of the pre-purchase process and how information transmission in the
consumer network affected the connection between consumers.
Furthermore, by analyzing the relationship between purchasing behavior and the prices, the pattern
of information transmission on word-of-mouth sites, etc., consumers evaluated the purchasing
deciding factors from multiple perspectives.
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