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買い物に行くか、行かないか
To go or not to go, that is the question.

People decides whether to go shopping or not everyday.
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日用品少なくなってきたし
今日買い物行こうかなあ…
I should go shopping because

I’m running out of commodities.

でも今日仕事で疲れたし土
日にまとめて買おうかな…
But I’m tired from my work 

so I’ll go on the weekend



リサーチ・クエスチョン
Research Question

今後交通空白地帯では購買難民が発生することが予測される

It is expected that some people will have difficulty going shopping due to 
retreat of public transportation.

→人々の購買行動の特性にマッチしたデマンド型交通導入の必要性

It is necessary to introduce on-demand transportation matching people’s 
characteristics of purchase activity.
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人々の購買行動の「間隔」の影響因子を明らかにしたい！
We want to reveal main factors that affects the intervals of 

purchase activities…

駅やバス停から遠いと不便、高齢者も増えるし…
Bad accessibility to stations and bus stops is a 
severe problem especially for elderly people.  



購買特性の基礎分析
Basic analysis of purchase activities
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・Average number of people who do(or do not) shopping on a given day ( N = 
17)  
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ID: yd007
Genger: M
AGE: 53

ID: yd025
Genger: F
AGE: 37

ID: yd028
Genger: M
AGE: 37

• ある閾値に達したときに買い物をする傾向がある

People tend to do shopping when the number of elapsed 
days has reached a given threshold.

• その閾値は個人によって異なる
The threshold differs depending on the person.

購買特性の基礎分析
Basic analysis of purchase activities



買い物の発生間隔モデル
Need-based shopping interval modeling
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𝑈 = 𝑉1 + 𝑉2 + 𝑢 + 𝜀2

൝
𝑉1 = 𝛽 𝑑 − 𝑠 : growth of desire

𝑉2 = 𝛼𝑑𝑎𝑦𝛿𝑑𝑎𝑦 + 𝛾𝐿𝑋𝐿: 𝑏𝑎𝑠𝑖𝑐 𝑢𝑡𝑖𝑙𝑖𝑡𝑦

𝑑 − 𝑠 : 𝑖𝑛𝑡𝑒𝑟𝑣𝑎𝑙

𝛿𝑑𝑎𝑦: weekday dummy

𝑋𝐿: 𝑙𝑎𝑏𝑜𝑟 𝑡𝑖𝑚𝑒

𝜀2: 𝑖. 𝑖. 𝑑 𝐺𝑢𝑚𝑏𝑒𝑙

𝑢 = 𝐶1 + 𝐶2 𝐹𝑒𝑚𝑎𝑙𝑒 𝑑𝑢𝑚𝑚𝑦 + 𝐶3(𝐴𝑙𝑡𝑖𝑡𝑢𝑑𝑒) + 𝐶4(𝑅𝑎𝑡𝑖𝑜 𝑜𝑓 𝑐𝑎𝑟 𝑡𝑟𝑖𝑝)

閾値𝑢
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Estimation Result


