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Computational Approach on Elucidating How Online Customer Service Affect To
Purchasing Context
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Various purchasing contexts will affect to consumers’ purchasing decision
processes. It is considered that previous purchasing experiments or other consumer’ s purchasing
expe;iments may compose the purchasing context, as well as direct purpose or background of the
purchase.

In this study, we made psychological models explaining how online replies from companies to the
unsatisfied consumer will affect to following purchasing decisions, and verified the model by
psychological experiments. In addition, we found out how these online communication will affect to
other considering consumers® decision making.
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