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A Non-linear Statistical Geometric Model of Shoppers® Purchase Behavior at
Supermarkets

KANEKO, Yuta

PD

2,700,000

@ ;(2)
:(3) HO)

In this study, we developed a three-dimensional visualization system of
shopping paths in a Japanese supermarket, defined the geometric complexity of shopping paths as an
indicator, and, using a consumer behavior model, analyzed how they influence consumer purchases.
Adding a time axis to the visualization made it possible to understand intuitively when customers
would likely gather on a specific sales floor. Our consumer behavior model revealed that in the
commodity category of fresh produce such as seafood and meat, customers became easier to buy
products as the complexity of the shopping path increased. Results suggest that managers can
encourage customer movement with displays and notifications targeted at shoppers who most often
purchase specific commodities, such as housewives among family shoppers.
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