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Abstract 

The aim of this study was to evaluate the effect of 
text information on object recognition. It is difficult to 
recognize an object based only on texts. Therefore, we 
investigated the effect of information ordering on 
object recognition through large-scale subject 
experiments conducted via crowdsourcing. The 
participants identified all the possible target objects 
from the information passages provided. The 
identified objects could be classified into the following 
two types. While the correct answer rates for the first 
type—such as ladybirds, wolves, and 
shrimps—increased with additional information, the 
ones for the second type—such as fur seal—dropped 
according to the information ordering. Thus, findings 
suggested that information ordering is critical to the 
identification of the second type of objects. This 
indicates that when we realize the difference in the 
information among the other members of a category 
based on our assumptions formed by former 
information, we can recognize the target object easily. 
On the contrary, when we cannot categorize the target 
object, our recognition is confused by the increasing 
information. 
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