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Consumer Behavior and Restaurant Spatial Planning Based on Big Data
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(Jiangnan University, Wuxi 214122, China)

ABSTRACT: To provide the basis for restaurant spatial planning optimization, it studies the relations between the
restaurants planning and consumer behavior based on the big data. According to the consumer behavior mode, the research
finds the types of behavior data which influence the restaurant spatial planning, and explores the bilateral relations between
them. The communication data derived from the consumers behavior such as looking for seat, leaving seat are the direct
factors to restaurant spatial planning. Whereas, the temporal data and the consumption date such as waiting for seat, having

dinner, etc are the indirect factors.The correlation analysis between the data of behavior—experience—space, would become
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the reference for spatial planning and optimization, and promoting the consumers satisfaction and table turnover rate.
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Fig.1 Mode of consumer behavior process
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Fig.2 Types of behavior data
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Fig.3 Data correlations of space and experience
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Fig.4 Consumer behavior data collection
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Tab.1 Correlations of "space—experience—behavior"
=l HE [
] Wi | W | R0 AW OGS )] SR ] HE |
MEE| MEE | niE e g e b e |||l||.' Bl
TR
i e [T
en
B
L EiF
mE |[kirh
BTk
1 En. 0
B ol
L1
U L
W, |
| M |r.'!l"':A
-

Wl e I 4R B A I A SR, 36 1 R s (]
T2 B A, R SA07 8 e i B A ] ) R, DA
LAH o) s A R, 75 LR G e 83 IR TR] 7H
BT IN R A REAIE A

SN2 (BRI A T A A P JBE A ML 2, 7%
YD RERA R b, ATSE AR R BN , b N 7E S50 DX
Wk FRAERAIE S, LA P F R4 AR (25
() b, AT LRI 25 4 e JOe A3 DX L ) 73k, fe
PeH AL O E A —Fh Zaa gk, LUHsi/b I8 2 3 E
FAINTE]

F2 RS (A R AT o R Y A

Tab.2 Strength distribution of behavior data influencing spatial

planning
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