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An Effect of Presentation Order on Product Evaluation
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ABSTRACT

The purpose of this research is to verify whether presentation order has an effect on the evaluation of products. In the empirical
study, three types of humidifier and those of toaster were used. These products have 6 different sets of combination (3! = 3x2x1), and
each set was evaluated by 15 subjects who were provided with two sets of images from humidifier and toaster in empirical study
(N=90). Subjects completed measures assessing the five aspects: attractiveness, convenience, hygiene, efficiency and durability of
the product. Each of the dependent measures was assessed on Likert-scale ranging 1 to 7. The ratings to the five aspects were added
individually. Three types of humidifier and those of toaster were divided into 3 classes in terms of ‘class A’ which consists of the
highest rated product, ‘class C* which consists of the lowest rated product, and ‘class B’ which consists of the rest. Two main
findings were discovered: First, the presentation order of both class A and class C influences the product evaluation whereas that of
class B does not. As class A was presented as the last one, the subjects evaluated it the most positive. In the case of class C, on the
contrary, when it is presented as the first is the best for itself; Secondly, the result shows that presented C-B-A sequence combination
has a greater effect on entire evaluation than all other conditions in this study.
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