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1. INTRODUCTION

1.1 Background

Development of information technology has brought significant changes in information
communication environment. The computer based on products or systems, such as internet, cell
phones, personal data assistant products, are combined with traditional information channels
including TV, broadcast, movie and print to conform into a complex information environment. In
this environment, mass data are transmitted and presented to people in the multimedia expression
by multiple communicative channels. Human sensory are enriched and excited by the diversified
information, they deal with the data actively or passively. All these indicate that human behavior
towards information acquisition and utilization have been changed all aspects of their lives.

It surely becomes more convenient to access information for human being, but normal
information consumers have not been clearly aware of the hidden troubles even if they are
suffering them. Too long time and efforts are spent on television, movie, smart phone, world
web wet and computer entertainment. Some people are sinking into mass of data, spending much
more time to access much more information, even if it maybe similarity or helpfulness. Massive
information is changing personal ways of information management and utilization. Deep
thinking and view generating were blocked while most time had been spent on searching and
accessing, even decision making became more difficulty because of burden of mass information
on daily routine. All these changes result in the study of human information behaviors had been

paid more attention presently than ever before.

1.2 Definition of Information Behavior
Some definitions have been given on information behavior as, “how people need, seek,

"', and “the totality of human

manage, give and use information in different contexts” :
behavior in relation to sources and channels of information, including both active and passive
information seeking, and information use” 2" In this research, information behavior is

suggested as goal oriented behaviors of information seeking, managing and using.
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1.3 Necessity of Kansei Supporting Information Behavior

There are a lot of researches concentrated on the rational and cognitive process of
information behavior. Ellis, ef al. "*! found the common characteristics in information behaviors
of scientist researchers. These characteristics most displayed as an action flow, and they are
starting, chaining, browsing, differentiating, monitoring, extracting, verifying and ending.
Wilson’s information behavior model '’ suggested steps and process of information seeking
behavior aroused by needs of information user.

More recently studies on information behavior have focused on the topics related with the
information environment of World Wide Web. A research project supported by Chinese Social
Sciences Fund reported regularity of Chinese internet users’ behaviors in information retrieving,
browsing and selecting, then proposed internet information serving strategy "*) Furthermore,
some studies discussed supporting ways for information retrieval via Internet. Yoshioka’s study 6
examined the effect of activating metacognitive process on university students’ information
retrieval from the Internet searching engine of Yahoo. Marc Stadtler, et al. . developed a
computer tool to support laypersons’ Internet research for medical information by the means of
metacognitive prompting and ontological classification. The former researches indicated that
people’s information behavior can be improved by external supporting means. Literature research
shows that, last researches more focused on the rational mental process of information behavior.

In this research, human information behaviors are considered as complex processes
including seeking strategy making, information selecting, and decision making. Besides rational
mental processing, the processes usually are affected by user’s personality, affective appraisal
and value orientation what are considered as human Kansei. For example, information user
sometimes makes a final choice according to his/her personal favor. Sometimes trade-offs
may be struggling that user cannot make a reasonable evaluation on information because of
affective entanglements. In this research, Kansei methodology is proposed as a new approach
for supporting human information behavior. Kansei is commonly considered as an implicit
information processing system on monitoring and interacting with cognitive information

processing, including personality, affective appraisal on objects, personal experience depended




value orientation, emotion acting on decision making, etc. It is important to clarify how user
Kansei involves information behavior, furthermore to understand strategy to support information

behavior from Kansei approach.

2. OBJECTIVE OF THE RESEARCH

The research aims to explore possible directions in supporting user information behavior
from Kansei consideration. The objective of the research consists of,

(1) Investigate processes and constructions of information behavior in practical context.

(2) Discuss the user’s kansei concerning aspects and its effect on the information behavior
in practical context.

(3) Inspect possibility and means of supporting user’s information behavior.

3. RESEARCH METHOD

In the research, online clothes shopping and online group-buying in daily routine were
selected as study cases. In recently years, online shopping has been become one of the important
shopping and leisure ways, especially for young people in china. Internet provides multiple
information channels for consumers to seek, select and pay for commodities. People’s shopping
action or habit has been remarkably changed in this information environment. Online shopping
is a typical information behavior in which people are required to retrieve, integrate, and
discriminate what they want in amounts of information. Therefore, it is necessary to investigate
how the normal consumers perform when they are in this huge information environment.

The research principally used empirical method through questionnaires survey to internet
users. The questionnaire was designed respectively for each study case, distributed through
the website of http://www.sojump.com, answered and retrieved depending on the web visitors

voluntary.

4. CASE STUDIES

Questionnaire investigation was conducted respectively in the two case studies. The case
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study 1 was online clothes shopping, and the case study 2 was online group-buying. In each
case study, common online shopping performance was firstly discussed. The online shopping
behavior model was built through the discussion. Figure 1 shows the behavior model of online
clothes shopping, and the model emphasis on the action flow expressing the main processes in
a shopping behavior. Figure 2 shows the general behavior model of online group-buying, and it

describes the relationships among the three elements in group-buying.

search

- JIN choice YN — BN take W, ;
motivation - order delivery

evaluation browse

Figure 1. Online Clothes Shopping Behavior Model ( initially suggested in case study 1)

Figure 2. Online Group-buying

Behavior Model ( initially suggested ustome
in case study 2 ) 2ge gender

HELIS
income
education

products

variety

price

quality

after service
logistics

service
function
usability
technic

entrust

Afterwards, centering on two shopping models, brain storm method was conducted
to collect points or problems concerning with online shopping as far as possible.

Then the investigate questionnaire was designed based on the checklists by the brain




storming.

4.1

Case study 1: online clothes shopping

4.1.1 Questionnaire 1 design

Questionnaire 1 was designed into 21 choice questions. The questions included under

contents,

Personal information such as age, gender, monthly living expense etc.,

Experience of online cloths shopping such as frequency of internet cloths shopping,
normal shopping cost, recently shopping expense, usually browsing website, recently
shopping website, the reasons of surfing these website,

What kinds of information is usually to be paid more attention when browsing the
website,

How to take notes of the interesting information,

How to select the information,

The reasons of making purchase decision,

The attitude to purchased clothes.

4.1.2  Result of Questionnaire | investigation

Questionnaire 1 was distributed to university students and retrieved 196 effective copies.

There were 42% male and 58% female among the respondents. Total respondents ranged from

18 to 35 ages. 79.9% respondents had the experience of online clothes shopping.

About the reasons of online shopping ( Chart 1) , 71% users agreed that competitive

price was one of the reasons for them to select online shopping, and the reasons of rich field of

choices and kept indoors got 47% and 55% approval rate, while only 29% users agreed that it

was easy to find cloths through internet.

About reasons of why selected the website in the latest shopping activity ( Chart 2 ) , 43%

respondents selected that they had clear target in the website, while the items of poking around

the internet, online advertisement, online sales promotion, selecting from former collection,

or recommended by friends etc., got varying degrees approval. These indicated that most
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of consumers had no clear shopping aim. They usually began their browsing action with an
information push or a browsing habit.

Over 70% consumers paid more attention on the information of buys’ message and
reviews, price, sales volume, etc. ( Chart 3 )

Over 60% consumers paid close attention on information of clothes total effect, details
pictures, and dressed effect ( Chart 4 ) . They usually got the information through pictures,
clients’ reviews, or connected with customer service directly. About 13% of them also took a
reference from physical stores.

Over 48% consumers used keyword searching or category searching to find what they
wanted, and about 24% consumers could select clothes from their former favorite clips ( Chart 5 ) .

Almost all users had the habit to record their favorite goods. Over 60% consumers got used
to use favorite clips both in shopping website or Web browser. Some others would use other
methods, such as using software of Word or Excel to take notes, downloading pictures, even
writing down notes in notebook ( Chart 6 ) . They would made a selection from the favorite
clip ( over 50% ) , or some other ways, such as screening contrast by text editor software, or in
written note ( Chart 7 ) .

Among the 13.5% respondents who never went online clothes shopping. 70.3% of them
questioned the quality of clothes by online shopping. 48.6% persons showed that they had been

more accustomed to traditional shopping way ( Chart 8 ) .

4.2 Case study 2: online group-buying

4.2.1 Questionnaire 2 design

Questionnaire 2 was designed into 24 choice questions, including the contents as,

e Personal information such as age, gender, monthly living expense etc.,

e Experience of online group-buying such as frequency of online groups-buying, usually
browsing group-buying websites and the reasons, how to get information about group-
buying, normally purchased commodities and price,

® The purpose of purchasing through group-buying,




