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[ig. 1: Some Starting Points for a Discussion of CADMM

In this paper software offers and software conceptions are used to apg 2 the ar
CADMM. Of course, one has always wished that the only thing a potential of a decision
support system has to do is to deliver her/his inputs/requests while everything else is done by

, the CADMM software. However, a computer system, e.g. able to select from the data available
those pieces of appropriate © “>rmation which should be evaluated, "~ ":2to = ose a1
out suitable algorithms included in statistical packages, able to apply adequate
methods from market research and marketing, and able to ass  the type and amount of
inforration which should be given back to the user, would need a lot of “expert” knowle:'
{rom different knowledge areas to perform the tasks mentioned. Thus, the CADMM disc  ion
has to include aspects where recent developments from the area of ¢  ort systems and decision

support interact. We will describe how own research tries to incorporate problems of this kind.

Finally, an outlook to further research are given.

2 SOFTWARE as Starting Point for the CADMM Discussion
2.1 Software Offers

For those convinced that they would like to have some of their problems tackled by CADMM
approaches a choice problem can arise. There are so many software offers which could be used
for market research and marketing problems that it may be difficult to decide for the adequate

(mixture of) software.
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