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Online Purchasing Behavior of Japanese  

：From the perspective of Pre-Purchase Image  

 

Abstract 

Japan’s BtoC electronic commerce (EC) market is the fourth largest market in 

the world, but EC conversion rate is lower than other major countries. Japan’s EC 

market size is expected to continue expanding in the near future. Thus, the target of this 

paper is online purchasing behavior of Japanese consumers. Many previous studies 

focused on online information from consumers, because the importance of SNS is 

increasing. The noteworthy thing of this paper is to focus on not only online information 

but also offline information. We conducted interviews with consumers and practitioners, 

and consumer survey. Then, we found a significant factor called “Pre-Purchase Image” 

which is formed by information and leads to online purchase intention. These 

remarkable findings are to suggest advantages of offline information and information 

from companies. Hence, the results of this study will provide unique and important 

implications for all companies which sell high-involvement merchandises for Japanese 

consumers.  

 

Keywords: Online purchasing behavior, Japan’s EC market, Pre-Purchase Image, 

Consumer’s perception  
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1. INTRODUCTION 

Recently, digitalization is progressing remarkably around the world. As 

smartphone ownership rates increase, the online shopping rates also increase. The global 

BtoC Electronic Commerce (EC) market including online-shopping is 313 trillion yen in 

2018 (Ministry of Economy, Trade and Industry, 2019). According to the survey results 

of eMarketer (2019), China is the largest EC market size in the world, accounting for 

55.8% of the global EC market. Japan is the fourth largest EC market size in the world 

and the market size in 2018 was about 18 trillion yen, an increase of 8.96% from 2017 

(Ministry of Economy, Trade and Industry，2019: 6). Although Japan is the fourth largest 

EC market in the world, EC conversion rate in Japan is lower than other major countries 

such as China, US and UK. EC conversion rate shows the proportion of EC market size 

in all commercial transactions (Ministry of Economy, Trade and Industry, 2019). 

Therefore, EC market in Japan is expected to continue expanding in the near future. 

Also, companies are required to understand the characteristics of Japanese consumers. 

Along with the digitalization, many studies on online purchasing behavior have 

been undertaken in Japan (e.g., Bi, 2016; Hato, 2018; Terui and An, 2012; Uchida, 2018). 

In previous studies, there are many studies related to the influence of “electronic Word-

of-Mouth (e-WoM)” such as online reviews posted by consumers (e.g., Aoki, 2014; Bi, 

2016; Shimizu, 2013; Uchida,2017). However, previous studies on online purchasing 

behavior do not address two important questions; (1) the role of all information including 
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both online and offline and, (2) how the information other than e-WoM affects consumer’s 

perception and online purchasing behavior. Perception is one of the psychological factors 

that can influence consumer purchase behavior, and it is the process by which an 

individual selects, organizes and interprets the information he or she receives from the 

environment (Wee et. al., 2014: 382). 

Therefore, the objectives of this study are to reveal these research questions. 

 

RQ1: Which sources and what kind of information influence consumers’ online 

purchasing behavior? 

RQ2: How does information stimulate consumers’ perception and influence their online 

purchasing behavior? 

 

To answer these two research questions, we conducted 3 steps in this paper. In 

the First step, we conducted consumer group interviews to capture a more complete 

profile of current purchasing behavior. In our group interviews, we asked subjects to 

assume that they would purchase a product online and the actual purchase behavior. In 

the Second step, we conducted interviews with EC managers. Next, we constructed five 

hypotheses based on results of our interviews with consumers and practitioners. In the 

Third step, we conducted a consumer questionnaire survey to test our hypotheses, then 

we conducted second company interviews to get feedbacks of our analysis results. In 
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previous studies, researchers only conducted quantitative surveys or consumer group 

interviews, and none of them has conducted all the three steps.  

 

2. THEORETICAL BACKGROUND 

In this section, first, we reviewed a variety of literature to understand how 

online purchasing behavior has been discussed. Second, we reviewed the information 

searching behavior in order to know why studies of Word-of-Mouth largely affect the 

online purchasing behavior in previous studies. Then, from these previous studies, we 

understood that obtaining information of products is important on online purchasing 

behavior. Moreover, we also found that consumers value information from other 

consumers over information from companies with the spread of the social networking 

service (SNS). 

 

2-1. Factors Affecting Online Purchasing Behavior 

In general, purchasing behavior consists of five steps decision-making process: 

problem recognition, information search, evaluation of alternatives, purchase decision, 

and after-purchase action (Inoue, 2012: 76-83). We reviewed existing studies in an effort 

to understand how online purchasing behavior has been discussed. We used the following 

keywords to search in Google scholar: “online”, “EC”, and “purchasing-behavior”. We 

found out 915 studies in Japanese (as of August 2019). From these studies, we selected 
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the most relevant studies related to the factors affecting online purchasing behavior. 

Through our comprehensive reviews, we found “website functionality”, “product 

characteristics”, e-WoM”, “trust on websites” and “perceived risks” which affect online 

purchasing behavior.  

Website functionality is “ease to search, ease to use and interactivity between 

consumers and companies on websites” (Uchida, 2018: 74). Product characteristics are 

“detail information of products, design and price” (Watabe and Iwasaki, 2010). E-WoM 

is that “informal information exchange related to goods, services and firms between 

consumers and consumers without commercial intent on internet” (Su, 2015: 17). In 

previous studies about online purchasing behavior, studies related to e-WoM accounted 

for the majority of them. According to Hato (2018: 1), e-WoM is becoming more and more 

important in marketing with the spread of the Internet, especially SNS. The reason why 

e-WoM is important is that it is independent from companies and is exchanged by general 

consumers. Moreover, e-WoM send consumers positive and negative information. Thus, 

e-WoM is reliable information compared to mass-advertisement (Su, 2015). The 

importance of e-WoM in marketing is obvious, and companies must consider how to 

utilize it (Hato, 2018).  

According to Uchida (2017: 53), while online shopping has given more 

satisfaction to modern consumers who want convenience and speed, some consumers still 

feel uncomfortable on online purchasing behavior. For instance, the lack of trust on 
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websites and perceived risks have a negative effect on online purchasing behavior in 

previous studies (Kim et al., 2013; Uchida, 2017). Trust on websites is “trust for trade 

and service online” (Nakagawa, 2018: 26). It is stated that trust is one of factors which 

affect online purchasing behavior, and return procedure and guarantee of products affect 

trust of consumers on online shopping (Uchida, 2018).  

 Perceived risks are “feeling anxiety on purchase decision-making process” 

(Terui and An, 2012: 15). It is revealed that they are negative factors on online shopping 

(Nakamura and Yano, 2013). However, it is clarified that consumers collect information 

about products to reduce perceived risks such as resistance and anxiety about online 

purchasing behavior (Nakamura and Yano, 2013; Watanabe and Iwasaki, 2010) 

Therefore, it is important to get information of products when consumers purchase a 

product online, because they cannot confirm actual products on the websites (Someya et 

al., 2007).  

 

2-2. Consumer Information Searching Behavior 

In this section, we reviewed the literatures on consumer information searching 

behavior to better understand why studies of e-WoM largely affect the online purchasing 

behavior in previous studies.  

According to Bi (2016: 2), with the widespread use of the Internet, consumers 

are searching for sufficient information of products online before purchasing products. It 
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is revealed that consumers tended to focus on information of details of transaction more 

than external evaluation information such as e-WoM (Nojima, 2002). However, in recent 

studies, consumers tend to focus on e-WoM more than information of details of 

transaction and products from companies with the spread of Internet (Nakamura and 

Yano, 2013; Shimizu, 2013). It is assumed that consumers consider information from 

companies to be doubtful, because the information is convenient for companies only 

(Shimizu, 2013).  

Recently, consumers are surrounded by an environment where they can collect 

not only mass media information and advertisements, but also reviews of other 

consumers (Togawa, 2015). Therefore, there are many studies which focused on 

information sources online (e.g., Shimizu, 2013; Terui and An, 2012). Meanwhile, it is 

pointed out that information sources should be subdivided to understand the difference 

in influence of each information (Shimizu, 2013). However, there is no study that 

revealed the role of information other than online information. Moreover, many studies 

so far have built stimulus-response type empirical models in which information is an 

independent variable and the influence of information is a dependent variable (Su, 2015). 

Such models can explain the impact of the information, but it doesn’t enough to interpret 

how consumers process all kinds of information including online and offline, then how 

the information connects to their online purchase decision-making.  

While much information gives consumers convenience, some consumers 
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perceived information overload in recent years (Nagai, 2013). Information overload is 

“the phenomenon of too much information overloading a consumer and causing adverse 

judgmental decision making” (Herbig and Kramer, 1994: 45). It is pointed that 

information overload has a negative effect on purchasing behavior (Iyengar and Lepper, 

2000). In previous studies, it was not cleared how consumers process all kinds of 

information connect to their online purchase decision-making. Moreover, previous 

studies pointed out that too much information cause information overload when 

consumers search information. To clarify how they process information, we conducted 

group interviews in the next step.  

 

3. HYPOTHESES DEVELOPMENT 

In this section, we conducted consumer group interviews and company 

interviews, and developed our hypotheses based on previous studies and the results of 

our consumer group interviews and company interviews. 
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Figure1. Our research flow 

 

Source: authors 
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3-1. Fieldwork 

In this section, we carried out the fieldwork to understand the reality of 

consumers and practitioners. There are two steps. The first is that we conducted the 

group interview and asked consumers their opinions about online purchasing behavior. 

The second is that we conducted the company interviews and asked practitioners their 

opinions about the results of our group interviews. When we carried out the fieldwork, 

we selected apparel industry in Japanese EC companies. The reasons are as follows. 

First, apparel industry is the largest in Japanese EC market (Ministry of Economy, 

Trade and Industry, 2019). Second, apparel products are high-involvement merchandises, 

so consumers carefully purchase them (Inoue, 2012). In the other words, we can verify 

the purchasing decision-making process from subjects following five steps more clearly. 

Therefore, we set the apparel industry as a target. 

 

3-1-1. Voice of consumers: Group interview with consumers 

In this section, we carried out group interviews to understand realities of 

consumers’ opinions, because previous studies did not concretely reveal what kinds of 

information consumers refer to and how they process it. The group interview is different 

from quantitative questionnaire in terms of including an element of debate. The 

advantages of the group interview are to cause a chain reaction by discussing with other 

people and to gather spontaneous and pure opinions (Hess, 1968). From these 
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advantages, the group interview is suitable for understanding the phycological aspects 

of consumers. Therefore, the group interview is appropriate for exploring investigations 

and the early stage of a study (Sharon Vaughn et al, 1996). 

  We set subjects as male and female in their 18 to 29 years old because they are 

the age group with the highest smartphone ownership and online shopping rates 

(Consumer Affairs Agency, 2017). The number of samples is 17. We divided them into 

groups of 3-4 people and carried out five times. It is necessary that the survey results 

are repeatable, and getting sufficient group numbers that a new information cannot be 

obtained (Sharon Vaughn et al., 1996: 64). Based on this, we ended in five times because 

we could get stable responses from consumers (Figure 2).  

The main question contents in our group interviews are: (1) How do you get 

information?; (2) How do you feel about online shopping?; and (3) What do you think 

about the characteristics of online shopping? Details of our group interviews are shown 

in Figure 2.  
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Figure 2. Voice of consumers 

Source: authors  

 

We obtained the qualitative data in the relaxing atmosphere where subjects 

were able to discuss a topic deeply. Moreover, we summarized their opinions and 

confirmed whether there was a discrepancy between us and the subjects about the 

opinions of subjects. Through our group interviews, we found that consumers have 

formed a Pre-Purchase Image. We define “Pre-Purchase Image” as consumers’ own image 

perceived by imagining their using a product through information searching. It is based 

on various information and leads to online purchase decision-making. Various types of 

information are information generated by online consumers and companies, and 

information we saw and heard in the real world. However, this result was not taken into 
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account in previous studies. Moreover, there is no research that verified the influence of 

each information sources such as information generated by online consumers and 

companies, and information we saw and heard in the real world. 

 

3-1-2. Voice of practitioners: Interviews with EC managers 

  In this section, we interviewed practitioners to ask what they consider the 

results of our group interviews. From our group interviews, we found that consumers 

collect various information of products before they purchase products online, then they 

form a Pre-Purchase Image. How much do you care about forming “Pre-Purchase 

Image”? It lacks the reliability by secondary datum, so we carried out company 

interviews with practitioners next. We selected all of EC companies in Japan. We 

narrowed the apparel industry as well as our group interviews. We extracted 1,152 

articles from NIKKEI telecom using the keywords “apparel” and “EC” (as of August 

2019), and 77 companies were extracted from these articles. From these companies, 

seven companies were extracted based on the following criteria. The criteria for selecting 

are: (1) Companies which sell apparel products; (2) Companies which have only online 

channels because we can find out the countermeasures of companies online. We 

telephoned and emailed them, and we send them our research materials. Then we were 

able to interview three companies (Figure 3). 
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Figure 3. Voice of practitioners  

 

Source: authors 

 

The purpose of interviews with EC managers is to confirm that how much companies 

understand “Pre-Purchase Image” and make consumers form it. The main questions of 

interviews with EC Managers are: (1) How much do you care about forming “Pre-Purchase 
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Image”?; (2) What do you actually do to form “Pre-Purchase Image”?; (3)How much do you 

concern about difficulty of consumer online purchasing?; (4)What do you face to next 

challenges?  

From the company interviews, we found that practitioners consider that consumers 

concern about gaps between actual products and a product that they imagined by forming a 

Pre-Purchase Image. Thus, practitioners dedicate to post detail information of products. 

Moreover, they are particular about how to take photographs to form a Pre-Purchase Image. 

For instance, they make use of both magazines and information from consumers who are 

famous on SNS. In addition, practitioners post photographs that consumers are easy to 

understand situations that they use a product, and practitioners also request consumers to 

share their opinions about a product. 

 Through our interviews with EC managers, we found that it is important for EC 

companies to make use of information to form a Pre-Purchase Image.  

 

3-2. Conceptual framework and Hypotheses 

   In this section, we constructed a framework and hypotheses based on 

assembled data from previous studies and voice of consumers and practitioners.  

 

3-2-1. Conceptual framework 

From previous studies, we understood that information is a very important 
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factor on online purchasing behavior. In our group interviews, we found that four types 

of information formed a Pre-Purchase Image. Moreover, forming this image has become 

a decisive factor on online purchasing behavior. 

Our conceptual framework takes account of all kinds of information such as 

information generated by online consumers, online companies, offline consumers and 

offline companies which is not considered in previous research. Furthermore, in our 

conceptual framework, we are able to verify how consumers process the information, and 

make a decision on online purchase behavior.  

 

Figure 4. Conceptual framework  

Source: authors  
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 We defined these variables based on previous studies and our group interviews 

(Figure 5). 

 

Figure 5. Definition of each variable 

Source: authors 

 

3-2-2. Hypotheses 

  In this section, we constructed five hypotheses based on the findings from our 

data. As described in Figure 4 in this study, we understood that consumers form a Pre-

Purchase Image with various types of information and it leads to online purchase 

intention. 
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In the previous research, it is stated that information is important for online 

purchasing behavior. However, it wasn’t clear how each information including online and 

offline affects consumer’s perception and online purchase decision-making. 

  

Shimizu (2013) clarified that information generated by online consumers 

encourages other consumers to purchase products. In our group interviews, it became 

clear that consumers formed a Pre-Purchase Image based on information about products 

such as e-WoM posted by general consumers on SNS. Hypothesis 1 was constructed 

based on this consideration.  

 

H1: Information generated by Online Consumers has a positive impact on forming a 

Pre-Purchase Image 

 

  Previous research has pointed out that information generated by companies has 

little effect on online purchasing decisions (Nakamura and Yano., 2013; Shimizu, 2013). 

However, in our group interviews, it was found that consumers formed a Pre-Purchase 

Image with reference to information generated by companies on SNS, applications, and 

websites. Hypothesis 2 was constructed based on this consideration. 

 

H2: Information generated by Online Companies has a positive impact on forming a 
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Pre-Purchase Image 

 

According to previous research, consumers collect information generated by 

other people who are actually using a product (Miyata, 2006). Moreover, it was found 

that consumers formed a Pre-Purchase Image based on information they saw and/or 

heard from friends and people in a community from our group interviews. Hypothesis 3 

was constructed based on this consideration. 

 

H3: Information generated by Offline Consumers has a positive impact on forming a 

Pre-Purchase Image 

 

Previous studies have stated that consumers get information from magazines 

and advertising in train (Miyata, 2006; Shimizu, 2013). In addition, in our group 

interviews, it was found that a Pre-Purchase Image with reference to actual products 

and exhibits at real stores and information from store clerk were formed. Hypothesis 4 

was constructed based on this consideration. 

 

H4: Information generated by Offline Companies has a positive impact on forming a 

Pre-Purchase Image  
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We found that forming a Pre-Purchase Image is a decisive factor for online 

purchase intention from our group interviews. According to Shimizu (2013: 98), the 

definition of purchase intention is “intention consumers want to purchase a target 

product, and forming a purchase intention leads consumers to purchase”. There are 

many studies which use purchase intention as a dependent variable of perception, so we 

selected purchase intention to test our hypotheses (e.g. Wu and Lo, 2009; Wee et. al., 

2014). Hypothesis 5 was constructed based on this consideration. 

 

H5: Forming a Pre-Purchase Image has a positive impact on Online Purchase Intention.  

 

4. HYPOTESES TESTING 

In this section, we conducted a consumer questionnaire survey to test our 

hypotheses. There are two reasons why we conducted this questionnaire. First, we test 

our hypotheses by larger size data to generalize our assumption. Second, we verify that 

our hypotheses specifically target Japanese consumers due to the purpose of this study. 

We selected Chinese as Non-Japanese to clearly show the characteristic of Japanese 

consumers. 

 

4-1. Sampling 

Our five hypotheses were tested using data collected from a survey about 



22 

 

purchasing apparel merchandise online. The target is Japanese and Chinese consumers. 

It was said that one of the characteristics of Japanese consumers is that they are risk-

averse consumers (Fields et al., 2000; Hofstede, 1991; Melville, 1999). Japanese 

consumers tend to avoid risks by making various comparisons to and evaluations of 

alternatives (Perera and Hewege, 2007). Moreover, they have another characteristic: 

that is variety-seeking (Andres, 2010; Azuma and Fernie, 2001). Variety-seeking is 

defined as “the tendency of individuals to seek diversity in their choices of services or 

goods” (Kahn, 1995: 139). Consumers who have the variety-seeking behavior tend to 

refer various information (Dodd et al., 1996). Japanese consumers also evaluate 

information of products through various channels (Perera and Hewege, 2007). From 

these characteristics, we consider our hypotheses framework is particular to Japanese.  

Thus, we compared to Non-Japanese to show clearly these characteristics of 

Japanese. We chose Chinese as Non-Japanese. The reason why we chose Chinese is that 

different resources are used when Japanese and Chinese consumers look for information. 

When Chinese consumers look for information, they typically make a decision based on 

other belief such as family but not an individual cognition and emotion (Zhou and 

Shanturkovska, 2011). It is important for them to belong to a specific group (Zhou and 

Shanturkovska, 2011). It is because that Chinese consumers tend to be more conscious 

of face and act based on opinions of family and friends in social community (Kim et al., 

2010). The definition of face is that “the image that one cultivates and manages in order 
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to gain acceptance and recognition from others” (Huang, et. al., 2011: 561). A culture of 

face has the powerful influences in China (Zhou and Shanturkovska, 2011). It is said 

that face is a significant cultural factor in the purchasing decision-making process (Li, 

2016: 67). Therefore, Chinese consumers tend to rely on family and friends more than 

formal and traditional advertising (Zhou and Shanturkovska, 2011).  

 In addition, we selected the Japanese and Chinese who passed two criteria. 

The criteria are: (1) the subject has used online shops to purchase apparel merchandises; 

(2) the subject is 18 to 29 years old as well as our group interviews. 
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Figure 6. Sample 

Source: authors 

 

Our questionnaire is 18 items based on our five hypotheses that are derived 

from the literature reviews and our group interviews. The answer items are scored on 5-

point Likert scale from 1 (strongly disagree) to 5 (strongly agree). 
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Figure 7. Questionnaire items 

Source: authors 

 

4-2. Data analysis and result 

In our research, we used Structural Equation Modeling (SEM). SEM is a 

statistical method widely used in fields such as behavioral science for the purpose of 

investigating causality (Hox and Bechger, 2007). We analyzed a causal relationship of 

the independent variables and dependent variables to test H1 to H5.  In this analysis, 

we used JASP to take statistics. JASP is a software based on C++, JAVA and R (JASP 

Team, 2019). JASP uses R package called “lavaan” to analyze SEM. 

In the chapter 4-2-1 and 4-2-2 we will report the results of standardization 
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estimates, P-Value indicating the significance probability and four fit indices. We 

selected Chi-square statistic, SRMR, RMSEA and CFI to report model fit evaluation 

because Ockay and Choi (2015) suggested that these four indices to report model fit 

evaluation. They suggested that SRMR values should be close to .08 or below, RMSEA 

values should be close to .06 or below, and CFI/Tucker-Lewis index values should be close 

to .95 or above (Ockay and Choi, 2015: 313). 

 

4-2-1. Results of Japan 

The results of standardization estimates and P-Value between “Information 

generated by Online Consumers” and “Pre-Purchase Image” was recorded (H1, β= -.180, 

p=.023), between “Information generated by Online Companies” and “Pre-Purchase 

Image” was recorded (H2, β=.249, p=.003), between “Information generated by Offline 

Consumers” and “Pre-Purchase Image” was recorded (H3, β=.139, p=.014), between 

“Information generated by Offline Companies” and “Pre-Purchase Image” was recorded 

(H4, β =.309, p<.001) and between “Pre-Purchase Image” and “Online Purchase 

Intention” was recorded (H5, β=.170, p<.001). Next, we will report fit indices of this 

model. Chi-square statistic was recorded 410.150, SRMR was recorded 0.073, RMSEA 

was recorded 0.062 and CFI was recorded 0.940. 

As a result of hypotheses testing, H2, H3, H4 and H5 are supported, but H1 is 

not supported because it is showed a negative correlation. 
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Figure 8. Results of Japan 

Source: authors 

 

4-2-2. Results of China 

The results of standardization estimates and P-Value between “Information 

generated by Online Consumers” and “Pre-Purchase Image” was recorded (H1, β=.026,  

p=.883), between “Information generated by Online Companies” and “Pre-Purchase 

Image” was recorded (H2, β=.445, p=.013), between “Information generated by Offline 

Consumers” and “Pre-Purchase Image” was recorded (H3, β=.009, p=.900), between 

“Information generated by Offline Companies” and “Pre-Purchase Image” was recorded 

(H4, β =.085, p=.227) and between “Pre-Purchase Image” and “Online Purchase 
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Intention” was recorded (H5, β=.411, p<.001). Next, we will report fit indices of this 

model. Chi-square statistic was recorded 310.297, SRMR was recorded 0.071, RMSEA 

was recorded 0.070 and CFI was recorded 0.929. 

As a result of hypotheses testing, H2 and H5 are supported.  

 

Figure 9. Results of China 

Source: authors 

 

5. DISCUSSION AND IMPLICATION 

In this section, we discuss about our findings based on the results. Then, we 

clarify our academic and practical implication of our research.  
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5-1. Discussion 

First, we discuss about analysis results of Japanese consumers. Information 

generated by Online Consumers (H1) has a negative impact on forming a Pre-Purchase 

Image. We couldn’t expect this result, because the effect of information from online 

consumers was confirmed a lot by our group interviews and previous studies, and it 

seemed the most important factor to form a Pre-Purchase Image. We consider that this 

result may be related to information overload. According to Togawa (2015: 144), 

information overload makes smooth decision-making of them difficult in purchasing 

behavior of consumers. Also, it is stated that information from online tend to cause 

information overload (Park and Lee, 2008). Therefore, information overload could be the 

reason why we received this negative impact.  

However, Information generated by Online Companies (H2) has a positive 

impact on forming a Pre-Purchase Image. We considered that information from online 

companies could be related to information overload as well as information from online 

consumers, because both are online information. We infer that the result of H2 is 

involved in the efforts of companies. When we conducted first interviews to three 

companies, the all practitioners mentioned that they approach to provide the detail 

information of products and improve how to take a photo to form a Pre-Purchase Image 

online. From our findings, we could suggest that information from consumers may not 

be well organized. On the other hand, information from companies has been selective 
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and well organized in online purchase decision-making process of consumers.  

Both Information generated by Offline Consumers (H3) and Information 

generated by Offline Companies (H4) have a positive impact on forming a Pre-Purchase 

Image. In addition, H4 shows the highest positive correlation of all hypotheses we tested. 

These results suggest that not only online information but also offline information are 

used by consumers in online purchase decision-making. In our first company interviews, 

the practitioners (two out of three) told us that “Pop-up store may give consumers 

opportunity that they can confirm actual products”. “Pop-up store” is opening a real 

miniature store in a few days. Our findings suggest that offline information provided by 

“Pop-up store” is valid to form a Pre-Purchase Image more easily. Moreover, from H1 to 

H4 results, our findings could demonstrate that information from companies have more 

influence than information from consumers on online purchasing behavior. In recent 

years, it was stated that information from consumers largely affects more than 

information from companies (Shimizu, 2013). However, we could clarify the role of 

information that companies have in our study. Thus, we found a gap between previous 

study and our findings. 

 We found that forming a Pre-Purchase Image has a positive impact on Online 

Purchase Intention (H5). From this result, we could demonstrate that a Pre-Purchase 

Image is one of significant factors on online purchasing behavior. Also, our findings 

indicate one of the online purchase decision-making process of consumers that refer 
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information and form a Pre-Purchase Image, then it leads to Online Purchase Intention. 

Therefore, our findings suggest that companies need to make consumers form a Pre-

Purchase Image by improving how to generate and provide a selective and well-

organized information. 

 Second, we discuss about analysis results of Chinese consumers, how they differ 

from Japanese consumers. We found that information generated by Online Companies 

has a positive impact on a Pre-Purchase Image (H2). However, when Chinese consumers 

look for information, they make a decision based on other belief such as family and 

friends but not an individual cognition and emotion (Zhou and Shanturkovska, 2011). 

Also, they tend to rely on family and friends more than formal and traditional 

advertisements (Zhou and Shanturkovska, 2011). Therefore, it is supposed that 

information from offline consumers has more influence than information from online 

companies. From our results, we found that there is a gap between our finding and 

previous study.  

A Pre-Purchase Image has a positive impact on Online Purchase Intention (H5). 

The finding is that our hypotheses framework which specifically target Japanese 

consumers could adapt Chinese consumers. In other words, Chinese also form a Pre-

Purchase Image by collecting information and it leads to online purchase intention.  

From these results, we suggest that Japanese consumers refer various 

information and form a Pre-Purchase Image compared to Chinese consumers. In the 
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previous studies, Japanese consumers tend to avoid risks by making various 

comparisons to and evaluations of alternatives before making actual purchasing decision 

(Perera and Hewege, 2007). Also, they have another characteristic: that is variety-

seeking (Andres, 2010; Azuma and Fernie, 2001). Therefore, our findings could 

correspond to previous studies. However, Chinese consumers refer only information from 

online companies to form a Pre-Purchase Image. Hence, these findings indicate that 

Japanese consumers tend to form a Pre-Purchase Image based on various information 

more than Chinese consumers. We could interpret that this may be a unique online 

purchasing behavior specific to Japanese consumers. 

 

5-2. Theoretical and Practical Implications 

 In academic field, the findings contribute to previous studies of online consumer 

behavior. We reviewed a lot of previous studies and considered various factors which 

affect online purchasing behavior of consumers. In previous studies, there were 

specifically many studies about e-WoM among various factors. These studies clarified 

how it was generated and affected online consumer behavior. However, there were no 

research that how information resources other than e-WoM affect consumer’s perception 

and online purchasing behavior of consumers. Through group interviews, we found a 

Pre-Purchase Image as one of the psychological factors of consumers when they make a 

purchasing decision online. Therefore, we revealed how a Pre-Purchase Image is formed 
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and it leads to purchase intention. Furthermore, we clarified that information from 

online consumers has negative effects on forming a Pre-Purchase Image. In previous 

studies, information from online consumers has a positive impact on purchasing 

behavior of consumers (Shimizu, 2013; Terui and An, 2012). However, our findings could 

indicate that information from online consumers don’t necessarily have a positive impact 

on online purchase decision-making process. Therefore, we found there is a gap between 

previous studies and our findings. 

 Our study also contributes to not only Japanese EC firms but also other foreign 

EC firms. We revealed that only information from online consumers has a negative 

impact on a Pre-Purchase Image in the case of Japanese consumers. In second company 

interviews to get feedbacks of our analysis results, we confirmed that the practitioners 

couldn’t expect this result, because they considered that information from online 

consumers has positive effects on forming a Pre-Purchase Image. Thus, we could provide 

them with beneficial results. Also, our findings indicate that Japanese consumers form 

a Pre-Purchase Image based on various information and it leads to online purchase 

intention. Therefore, EC companies should utilize not only online information but also 

offline information provided by “Pop-up store” to form a Pre-Purchase Image. From these 

reasons, our findings contribute to improving how to provide and utilize information on 

online purchasing behavior. 
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6.CONCLUSION 

  The EC market in Japan is the fourth largest market in the world, however the 

EC conversion rate is lower than other major countries. The EC market in Japan is 

expected to continue expanding in the near future. From this perspective, we focused on 

online purchasing behavior of Japanese consumers. In previous studies, there are many 

studies of online purchasing behavior related to effects of e-WoM. However, previous 

studies do not address two important questions: (1) the role of all information including 

both online and offline and, (2) how the information other than e-WoM affects consumer 

perception and online purchasing behavior. To solve these problems, we conducted 

interviews with consumers and practitioners, and found a factor called Pre-Purchase 

Image. Then, we constructed five hypotheses and test them. As a result, we found two 

important things in this paper. First, we clarified that consumers form a Pre-Purchase 

Image based on various information on online purchasing behavior. Second, information 

from online consumers has a negative impact on forming a Pre-Purchase Image. Our 

notable findings indicate clearly the advantages which information from offline and 

information from companies have. We could suggest that our findings might be the 

significant implications for every EC company which sells high-involvement 

merchandises for Japanese consumers.  

However, this paper has two limitations. First, we constructed and tested our 

hypotheses by high-involvement merchandises for less than 30s Japanese consumers. 
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Second, we need to consider relationship between Pre-Purchase Image and other 

phycological factors. These limitations are left to future study.  
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