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Abstract

In recent years, many economists regard investment, consumption and export as the three “car-
riages” that drive economic development. With the continuous development of China’s economy,
people’s consumption level and consumption demand are also increasing. Among them, food con-
sumption is an important part of China’s consumption expenditure, but there is a large gap be-
tween the consumption concept and consumption level of different consumer groups, and urban
residents are significantly lower than urban residents. Although urban residents have increasing
consumption demand and consumption tendency, the actual consumption level is low due to the
impact of the consumption environment. Based on the perspective of consumers, this paper takes
Hongxi town as the research case, carries out questionnaire survey and participatory interview,
obtains first-hand data, uses Lorentz curve to reveal the spatial distribution status of food stores
in Hongxi Town, and then uses Heff model to identify the attraction of three food store shopping
areas to consumers, and discusses the rationality of the layout of food stores in Hongxi town.
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Figure 1. Location map of Hongxi town
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Figure 2. Distribution map of villages in Hongxi town
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Figure 3. Hongxi town shopping district indication map
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Table 1. Number of food stores in Hongxi town
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Table 2. Statistical table of types of food stores in Hongxi town
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Figure 4. Spatial Lorenz curve of each shopping district
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Figure 5. Proportion of consumer origin
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Figure 6. Consumer satisfaction
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Figure 7. Word cloud of consumers’ perception of shopping areas
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Figure 8. Respondents’ sensitivity to distance

8. #WEEEXEENHRIERE

DOI: 10.12677/mm.2022.127118 862 AR HE


https://doi.org/10.12677/mm.2022.127118

%w%
K
Bl

A
ARE
Bt B
A
A

0.00%  5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Figure 9. Respondents’ sensitivity to the types of goods and services
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Table 4. The attractiveness of different shopping districts to different consumers
4 FEMYX T EIHEERIWS] 5
UDEALIX ALk REEAT EIMER mg KRN SN XIREN AR
ZET 0.33 0.35 0.09 0.28 0.15 0.27 0.32 0.14 0.10
B8 0.93 0.12 0.03 0.09 0.08 0.12 0.10 0.06 0.04
(i 0.67 0.13 0.03 0.08 0.10 0.11 0.09 0.06 0.05
DOI: 10.12677/mm.2022.127118 863 BUARE 2


https://doi.org/10.12677/mm.2022.127118

Wi 4, 7 EAHFIEA R P XA [FTE P R ] 7T, KRR o R B A R R T
IR P TTROEEE, 5 Afis e B S, JE4 5] /4% X 8] : 0.93~0.67; 0.27~0.35; 0.10~0.15; 0.09~0.03
BEATRISY, B TULRA X N R ROE B AR AT B4 RV TR SR AR R T b A el &, ArLAE
AR IR =AM X R )\ R 51 77, W& 10.

N e 0205 5

A

5304 Geo
G
[
\
= 027035 \
B hom MEw
o [ S Y
Il ]
1IE ¢ ot
® LGNl
L L IF%
0 095 19 3e

Figure 10. Probability map of consumer shopping area selection in Hongxi town
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