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Abstract
The behaviors of consumers buying in a supermarket are dealt, for understanding rare but significant
needs among various data from the market. The meaning of consumer-behaviors are underlying a set
of products to be bought, and we make a system for visualizing such sets and the relations between
sets by KeyGraph. By the Double-Helix Model for chance discovery, we show how the researchers of
the market achieved the discovery of unfamiliar, i.e., hidden demands of potential customers anc
of potential increase in the money of user, in the market. The success of these discoveries are

validated statistically.
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