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[Abstract]

This study is intended that mechanism of unplanned purchasing discovers at online
supermarket handling perishables. This study focused on “the purchasing process” of
consumers before reaching the action after the problem recognition of consumers
enunciated for consumer behavior theory, an information search, the evaluation of the
replacement, purchasing decision, post-purchasing. Therefore an author performed two
surveys that focused on consumer’s purchasing behavior in this study. The first
collected data about the purchasing of the subjects. The second collected data about the
purchasing behavior process of the subjects. An author took subjects along all the time
to observe the ways of the product search in the second investigation closely with an
opportunity of the unplanned purchasing. As a result, at online supermarket, it became
clear to have the mechanism that the unplanned purchasing performed occurrence by
associating a keyword in the head of consumers.

Unplanned purchasing, product selection, keyword search, spend time,

cognitive item
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