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As consumers believe that larger (smaller) number is associated with the right (left) side of a display, their perception of the

quantifiable attribute of a product (e.g., amount, price) is influenced by the location where the product is shown. Furthermore,

showing numerical information in its compatible location (large number at right side) can increase consumers’ evaluation toward the

information by making them feel fluent when making the judgment.
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ExTEND ABSTRACT
Extant literature shows that people spontaneously associate 

numbers with space: a small number is associated with a left location 
whereas a large number is associated with a right location (Wood and 
Fischer 2008).

 Perceptual symbols system theory suggests that people often 
behave like as though perceptual associations are literal (Barsa-
lou 1999; Barsalou 2008). People’s judgment and decision are 
consequently biased by the perceptual factors in those associations 
(Schuber 2005; Nelson and Simmons 2009). For example, because 
of the association between cardinal direction and vertical position—
“North is up”, people feel that heading north is going uphill, and 
hence expect that northbound travel(vs. southbound) will take 
longer time. Accordingly, we expect that consumers might treat the 
association between number and location literally. As a result, once 
the number-location association is activated, consumers’ judgment 
about the quantifiable attributes of a product could be biased by 
location. 

This research will test the effect of location on consumers’ judg-
ment from two different perspectives. 

Firstly, location can directly bias the consumers’ numerical 
judgment outcome if people incorrectly take location into consider-
ation when making the judgment. In study1 and study2, we presented 
the stimulus (circles/squares in study1, product image in study2) ei-
ther on the left side or on the right side of a display, and found that 
participants estimated that there are more hollow circles or squares 
(19.87 vs. 16.22, F(1,78)=5.72, p<.05) and provided a higher mar-
ket price (36.59 vs. 34.88; F (1,58) =4.40, p<.05) if the stimulus is 
shown on the right (vs. left) side.

After the demonstration of the location effect on numerical es-
timation, study3 and study4 further showed that the effect of loca-
tion on consumers’ judgment depended on whether the judgment is 
related to numerical judgment. In study3, participants were exposed 
to two pictures of wine on a wall and were asked to indicate which 
wine was more expensive and was of a better quality. The order of 
questions was counterbalanced such that either price question or 
quality question was asked first. We found that when participants 
were asked to consider price first, more participants (94% vs. 74%; 
p for chi-square test <.05) regarded the wine displayed on the right 
(vs. left) side as more expensive due to the activation of the number-
location association. However, if participants were asked to consider 
the quality first, the location did not influence quality perception 
(82% vs. 89%; p for chi-square test >.25), as quality is not typically 
represented in terms of a number. The interaction above is significant 
(Wald=4.73, Exp(B)=9.90, p<.05). Study4 follow the same logic of 
study3, and showed that location could also influence consumers’ 
quality judgment as long as the quality judgment is framed as nu-
merical judgment. 

Secondly, location can also influence consumers’ judgment 
by facilitating the judgment process. Dehaene, Bossini and Gi-
raux (1993) demonstrated that showing numerical information in 
its compatible location (large numbers at right locations and small 
numbers at left locations) can significantly reduce people’s response 
time, and increase accuracy rate. Reduction of response time and 
high accuracy rate are typical indicators of processing fluency, and 
processing fluency can increase people’s evaluation (Schwarz 2006). 

Therefore, we expect that showing numerical information in its com-
patible location can make people feel fluent, and that the fluency feel-
ing in turn makes consumers evaluate the target in a more favorable 
way than otherwise. Study5 and Study6 tested this proposition. In 
study 5, we manipulate the location of a low price slogan in an ad-
vertisement. In one condition, the slogan was located on the left side 
of the store image; in the other condition, the slogan was located on 
the right side of the store image. Then, participants were requested to 
indicate their opinion about their patronage intention to the supermar-
ket along a scale from -3(definitely no) to 3(definitely yes). We found 
that participants’ patronage intention was significantly higher when 
the low price slogan was on the left side (M=2.04) than when it was 
on the right side (M=0.92, F (1, 48) =21.44, p<.001), and this effect 
is mediated by processing fluency. In study 6, we manipulated the 
location of discounted price. For half of participants, the discounted 
price was left to the original price. For the other half of participants, 
the discounted price was located right to the original price. Simi-
larly, consumers perceived the discount as more attractive when the 
discounted price was left to the original price (M=-0.18) than when it 
was on the right to the original price (M=-1, F (1, 59) =6.05, p<.05). 
Taken together, study 5 and study 6 showed that presenting market-
ing information related to numerical magnitude such as low price 
slogan and discounted price in its compatible location can make con-
sumers evaluate the marketing information in a more favorable way, 
and processing fluency plays a mediating role in this effect. 

This paper could contribute to extant literature in several 
ways. First, it may provide new evidence for the number-location 
association by demonstrating the effect of location on numerical 
judgment. Second, this paper adds to the research on consumer 
behavior by proposing an undocumented factor that influences 
consumers’ judgment. Thirdly, this paper explicitly proposes and 
demonstrates two different ways that location influences consumers’ 
judgment as well as the underlying mechanism for each effect. 
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