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Table 3 Test Results for Two Factors Variance Analysis
of Average Fixation Time for Experience Products( Cloth)
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PRETEZ x KIRET & 0.100 4 0.025 0 0.997
RE 3 220.760 17 189. 456
Bt 206 086. 630 16
RIESIT 35 689. 624 15

i . EHEA 69 R 40,756, 98 6 R H0.625,

R ERDEBEAFHIUANKIERSELIMRBER
Table 4 Test Results for Two Factors Variance Analysis of Average Fixation Time for Search Products

T 245777 HHE ¥y F{g pfE
il i 27 064. 130 3 9 021.377 2.691 0
i 3 479 271.178 1 3479271.178  266.341 0
BT, 20 621.085 1 20 621.085 1.579 0.212
18R 6 341,404 1 6 341.404 0.485 0.488
T x R AR R 0.153 1 0.153 0 0.997
wE 1 149 562.103 88 13 063. 206
Bit 4 645 387.850 92
BT B 1 176 626.233 91

. E A 69 R2H0.562, 98 26 R 40,517,

TS RERERATNIARKIABERLDELINORER
Table 5 Test Results for Two Factors Variance Analysis of Average Fixation Time for Experience Products

T &Y 77 HHE i) F{ pfE
T IE AR 56 722.515 3 18 907. 505 1.763 0
e 3 229 553.774 1 3229553.774 301.101 0
iR 244.905 1 244.905 0.023 0. 880
B A 5929,130 1 5929.130 0.550 0.459
FERETE R x (AR08 BIRg 5 52 094.203 1 52 094,203 4.857 0.030
wE 858 064.981 80 10 725.812
Hit 4 154 366. 240 84
FeIE St 914 787.497 83

VE A EHEA & R? 50,514, 8 6 R 50,497,
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Table 6 Moderating Effects of Gender

i MBS J5 #0 H B ¥ F{l pfa
ey Ei 5 256. 875 7 750. 982 2.010 0.014
HEE 47 456. 125 1 47 456.125  703.125 0
ZHH TFEER 2 331.125 1 2 331.125 2.756 0.204
[lEE 1 443.375 3 481.125 1.545 0.098
PHETE A x B 2Rl 3 812.375 3 1270.792 2.257 0.042
T AR 7 881.875 3 2 627.292 3.456 0.001
HEE 16 811.125 1 16 811.125  879.213 0
BAaH B 3828.125 1 3 828.125 5.432 0.021
(e 3 168.375 3 1 056.125 3.103 0.543
TEBTES < e il 885.375 3 295.125 0.076 0.034

ok EHA 4R A0.718, 45 R 4 0.596,
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How the Product Type Influences Consumer Cognition about Online Review .
An Eye-tracking Experiment

DIAO Yajing'” ,HE Youshi' , WANG Nianxin® , WANG Zhiying’
1 School of Management, Jiangsu University, Zhenjiang 212013, China
2 School of Economics and Management, Jiangsu University of Science and Technology, Zhenjiang 212003, China

Abstract ; Online review is an important source of information for the consumers who intend to buy products or services online. In
recent years, many sellers have encouraged consumers to provide pictures besides verbal review, which shows that most sellers
think photographic review is more helpful to consumers’ cognition. Previous studies have extensively explored the influence of
verbal reviews on consumers’ decision making. Many scholars have investigated the effects of quantity and quality of online re-
views, the polarity of reviews, and the hierarchical features of online reviews on the usefulness of consumer comments, yet ig-
nored the comparative study of verbal reviews and photographic reviews.

Based on schema congruity theory, this paper proposed the hypothesis about online review cognitive behavior for two product
types, and explored the impact of product types on consumers’ review cognitive mechanism from the perspective of cognitive psy-
chology. We collected data by an eye-tracking experiment, and tested the hypotheses by Independent sample t test and two fac-
tors variance analysis. Then, this paper examined the moderating effect of gender. Through the validation, the influence of prod-
uct types on consumer online reviews has been proven theoretically, and empirical support has been provided to verify the internal
mechanism of product types, reviews forms and gender.

It turns out that product type has a significant impact on consumer online reviews. Eye-tracking research has proved that
consumers rely more on verbal reviews to make decisions when they buy search products. And as to experience products, the con-
clusions of female fixation time support all research hypothesis. When female consumers intend to buy experience products, they
pay more attention to photographic reviews. When female consumers intend to buy search products, they pay more attention to
verbal reviews. Furthermore, the research method has proved that gender plays a moderating role in the relationship between
product type and online reviews. Male consumers and female consumers have different cognitive styles for verbal reviews and pho-
tographic reviews on different product types. For female consumers, regardless of the product type, they pay more attention to
photographic reviews. And eye-tracking experiment show a more complex interaction between multiple factors.

The findings indicate that there exist the differences in consumers’ cognition of verbal review and photographic review, and
reveal the laws of how online review influences consumer behavior. They are also of practical significance for sellers and social
commerce platforms to implement customized promotional strategies. What's more, the eye-tracking experiment casts new light on
the research of consumer behavior.
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