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We explore the effect of briefly glancing at an object while making a decision about it. We find elevated confidence in the decision

and higher decision quality, even when the decision is not related to the visual information provided by looking at the object.
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132 / Consumption Begins with the Eyes:Building Connections between Vision and Consumption 

Experiment 3 directly contrasts our proposed resource alloca-
tion account with the alternative account that fluency may be the 
result of increased neural activity generated from the changing im-
age that, in turn, increased stimulation from exposure (Janiszewski 
and Meyvis 2001)  I in a fully crossed forced choice experiment 
participants are more likely to select moving over non-moving logos 
and importantly, logo movement had no effect on the evaluation of 
the advertisement within which the logos were embedded, suggest-
ing that the increased preference for the logos is not the result of a 
general stimulation account, but instead is driven by an increased 
evaluation of only the moving logo. Thus, these results favor the 
resource allocation account over an increased stimulation account.
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The Glance Effect in Decision Making

ExTENDED ABSTRACT
People often give a short glance at an object (e.g. one’s pet) 

when they think about it or make decisions related to it (e.g. whether 
to buy a new food bowl). Allegedly, when the object of a decision 
is familiar and well known, there is no need to look at it in order to 
make decisions because the relevant information already exists in the 
mind. Moreover, in many cases the decision about a familiar object 
has nothing to do with the object’s looks. Thus, a glance at one’s pet 
would not contribute information to the decision about whether it 
needs a new bowl. We suggest, however, that although there are no 
pertinent cues in the object’s external appearance or spatial location, 
giving the object a glance while making a decision about it can influ-
ence decision making. This may occur because a glance at the object 
raises the accessibility of (non-visual) information about the object 
that is stored in the mind (e.g. Uchida, Kepecs and Mainen 2006). 
We expect this Glance Effect to affect a variety of metacognitive and 
decision processes, including the quality of the decision, depth of 
thought and post decisional attitudes, such as confidence in the deci-
sion and satisfaction with it. We explore the Glance Effect in three 
experiments, described below. 

In study 1, we show the predominance of the Glance Effect phe-
nomenon. Forty university employees were interviewed regarding 
their building facilities and various objects within these buildings. 
Notably, the questions had nothing to do with the objects’ looks (e.g. 
“Are there many people allergic to carpet dust here?”). After each 
question, the experimenter asked the participants to rate on a 7-pt 
scale their confidence in their reply. While the participants were giv-
ing their replies, the experimenter made record of their glances and 
also wrote down their replies. Out of 120 replies, 101 (84%) were 

accompanied with a glance at the object, while 19 (16%) were not. 
Further, glances at objects produced higher confidence in subsequent 
decisions than decisions made without glancing.

In study 2, 152 participants answered a series of decision 
questions about familiar objects (e.g. “should cats be named after 
national heroes?”), with answers ranging from “definitely yes” to 
“definitely not” on a 7-pt. scale. Half of the sample saw a picture 
of the object (e.g. a cat) along with the question. Decision time and 
post decisional attitudes (perceived accuracy and correctness of the 
answers, as well as the difficulty to make a decision and confidence 
in the decision) were recorded for each item. . We find that a glance 
at a picture of the object elevates both one’s confidence in the de-
cision and perceived accuracy, and reduces perceived difficulty of 
making the decision, compared to the no glance condition. However, 
decisions with glances did not take significantly longer time than de-
cisions without an image, implying no additional processing effort. 

Study 3 addresses the effect of object familiarity on the role of 
the glance. We predict that glances will be more deliberative when 
objects are unfamiliar and thus information comes only from the im-
age (Glimcher and Dorris 2004). In this experiment, we also make 
an initial measurement of decision quality. In a 2 (yes/no previous in-
formation) by 2 (yes/no image at decision stage) design, 240 partici-
pants were presented with 3 decision questions about unfamiliar ob-
jects (e.g. “Would you recommend planting Acokanthera Schimperi 
around a public playground?”). Response options ranged from “defi-
nitely yes” to “definitely no” on a 7-pt scale, with “I have no clue” as 
an additional option. Half of the sample received the question with 
a picture of the object and the other half saw no image. Also, prior 
to making a decision, half of the sample learned information about 
the object and the other half received no information prior to mak-
ing the decision. For instance, participants learned that Acokanthera 
Schimperi is an extremely poisonous plant used to prepare poison 
arrows in Ethiopia. Data collection is ongoing. For the group who 
has prior knowledge when making the decision, we expect the image 
to enhance confidence in the decision, while not changing the deci-
sion itself. As a replication of the result in Study 1, we also expect 
no effect of glancing on decision time among these participants, as 
the Glance Effect does not require extra processing. However, for the 
group who has no previous information about the object, we expect 
decision time while viewing an image to increase due to the time it 
takes to learn the image. Further, we expect no significant difference 
in confidence between glance and no glance condition among these 
participants,) as the visual information they will receive by glancing 
at the objects is unrelated to the questions and therefore cannot help 
make a decision.

To conclude, glances can significantly affect metacognitive de-
cision experiences such as confidence, post-decision attitudes, and 
they may improve decision quality as well. Understanding the role 
of visual information search in individuals’ judgments and decisions, 
even judgments and decisions that are logically unconnected to this 
visual information, is thus important for future decision research and 
application. For example, marketers and consumers both may benefit 
from exposure to objects related to current decisions, as these deci-
sions might involve greater deliberation, more positive attitudes, and 
less decision-making difficulty.
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The Road to Fantasized Consumption is 
Paved with Visual Roadblocks

ExTENDED ABSTRACT
The consumer decision-making process begins when potential 

consumers imagine themselves using a product. Robust findings in-
dicate that people choose options that they imagine will maximize 
their prospects of enjoyment, reward, and happiness. Thus, positive 
fantasies about products or experiences are often the first step toward 
consumption. However, little research to date has examined when 
people generate such positive fantasies. 

We conducted a series of studies on this topic, focusing on 
the effect of one prominent variable: visual processing fluency, or 
the metacognitive experience of ease or difficulty associated with 
perceiving written information (cf. Alter & Oppenheimer, 2009). 
Experiencing disfluency—encountering visuoperceptual or other 
cognitive roadblocks—leads people to think more deeply and more 
abstractly than does experiencing fluency (Alter et al., 2007; Alter & 
Oppenheimer, 2008). Accordingly, we posited that disfluency should 
aid in generating fantasies that depict richly imagined hypothetical 
scenarios which transport people out of the mundane constraints of 
daily life. That is, disfluency should lead people to generate fantasies 
that are more positive and less constrained by reality. 

To test these ideas, we manipulated the fluency of descriptions 
of various hypothetical scenarios, and asked participants to fantasize 
themselves in the scenarios. In multiple studies employing differ-
ent paradigms, student participants who generated fantasies about 
scenarios such as eating a favorite candy bar, touring a dream home, 
and taking a vacation reported that their fantasies were more posi-
tive when these scenarios were presented in disfluent fonts than in 
fluent fonts. When participants were asked to write down the con-
tents of their fantasies, and naïve raters coded the degree to which 
these fantasies were constrained by reality (e.g., conceding that the 
dream home was presently unaffordable), participants in the disflu-
ent prompt condition were also found to have generated fantasies 
that were less constrained by reality than participants in the fluent 
condition. 

Additional studies applied these ideas outside the lab. Dieters 
were given a fluent or disfluent prompt to fantasize about a hypo-
thetical future after completing a weight loss program. Fantasies 
were seemingly less constrained by reality in response to the disflu-
ent prompt: Participants reported thinking that it would be easier to 

lose their desired amount of weight after fantasizing in this condition 
than in the fluent fantasy prompt condition. In a second naturalistic 
application, raters examined whether blogs that described fantasies 
differed in content depending on whether the blogs were formatted 
fluently or disfluently. The blog descriptions were rated by separate 
groups of participants for positivity and for fluency (ease of reading). 
The fantasies were perceived to be more positive the less fluent they 
were, suggesting that visual disfluency prompts positive fantasies 
even in daily life. 

The present findings differ from a plethora of existing research 
showing that—with some exceptions—people evaluate fluent stim-
uli more positively than disfluent stimuli. However, whereas these 
earlier findings examine the direct relationship between fluency and 
evaluation, we examine how fluency affects evaluation indirectly by 
shaping the cognitive approach that people adopt when perceiving 
and processing the target stimuli. That is, fluency changes the way 
people process information, which in turn alters their preferences in-
directly.  Accordingly, disfluency not only guides judgment directly 
by making a product feel more appealing, instrumental, or special; 
it also influences evaluation indirectly by stimulating unconstrained 
positive consumption fantasies.

These findings have clear implications for consumer behavior, 
as they highlight a relatively simple way to enhance enjoyment in 
fantasy, and to in turn increase the likelihood that a fantasized prod-
uct or experience is selected amongst others. Since consumption 
begins when purchasers imagine the benefits of a new acquisition, 
advertisements and promotional material that are somewhat visually 
disfluent should promote consumption by compelling richer, more 
enjoyable fantasies. Paradoxically, then, the same cognitive road-
blocks that follow metacognitive difficulty also encourage people 
along the road to positive fantasies.
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