BN Simulation modelfor spatial pla

public place
for multipurpose use

Taste
Sense

Safety
Convenience
Amenity

Cost
Maintenance

Marketing
strategy

This PDF processed with CutePDF Plus Eval uation Version

<

How

architects
work out
plans???

Estimates of
prospect user’s
-behavior
-Attributes

e.g.
- How many user’s are
expected to come?

- Around what age are they?

- They may get tired after
40 minute-walk

-They will spend 2 hours
here on average

-Most of them leave from
the same gate as the one

they used when they enter
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-Observation
- Analysis on successful plans

,, -Ergonomics

- e.g. Width of corridor
DeSIQn pattern How large the area should be
to have a seating capacity of 1000

It can’t deal with
MOVEMENTS

] What's the difference in user’'s movements
Behavior model between plan A and plan B?



Attributes
Restriction
(knowledge, tim

-avoid obstacles
-keep the same
walking speed

I Agent Simulat7n

-keep distance
between other peds

Aigh

Peds agent

int@ction

Built environment

agent
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Stimulous-Response

*The shortest route
*The widest route
- Avoid turning

routing

-head to the shops
that fit to their tastes
e.g.

elders like shop A

v

L

Young people prefer

Physical attributes
( area, size of window)

Events

Shop B

marketing




L 3 levels of pedestrian’s behavior

environment

Stimulous-Response Basic walkingﬁ ‘ New info col Iecting

patterns

information
=" 55 routing 5
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cognitive map 3
‘ scheduling §
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routing trigger

Which way to takeﬁ ‘ Draw attention

Set destination

o _‘ Marketing Strategy of each User’s
Shops Attributes

Tastes
Budget
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W Surveys

Concourse of railroad stations
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Influential factors on routing

Attributes

Tastes

‘Response to new info
*Relationship between
his/her taste and
destinations




Marketing strategy of shops Profile & preferences
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;—_h ) _:——: P Not my taste | ! ! Very fond of it
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. . Any patterns or relations? ’QX
Correlation analysis
Events Routes that shoppers took ( Observed preference )

External info

Changes of shops
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x3times Survey on migration behavior

‘ Any influence on behavior?

Interviews

‘ Impressions on the shops they visited




W Survey on pedestrian movement in a

Esurvey

2003/02/21(fri) 5:00 - 2003/02/22(Sat) 25:00
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Routes = consecutive series of
coordinates(ID, t, x, y)



W Analysis on basic walking patterns

Circulation diagram

Time series behavior of peds who stay at the same place more than 5 minutes
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Analysis on basic walking patterns

Main traffic flows
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