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Decision-making Support for On-line Shopping
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This study addressed the information presentation method to help the customers make a concept-articulation type of
purchase. When customers follow the concept-articulation type of thinking, they only have vague requirements, and try to
make a gradual clarification of what they want through the interaction with salesclerks and so forth. We constructed a system
caled S-Conart (Concept Articulator for Shoppers) to support the concept-articulation type of purchase based on the
observations from an analysis of human behavior in actual purchase activities. The user study conducted using S-Conart
suggests that S-Conart is expected to be useful for building the decision-making support system for concept-articulation type

of shoppers..
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