Kumamoto Univ.

COVID-19

Analysis on the purpose of transportation behavior
after leaving the office in COVID -19 disaster
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Behavior change by COVID
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Changes in work styles, including the use of telework
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Focus on changes in behavior

Many people are shopping

STAY HOME

Understanding the purpose of trips after leaving the office

2017



» [1. K (Dataset used)
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Toyosu Three years of data before and after COVID -19
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Analysis target data

Trips made by users who commuted on weekdays, between 3pm and 3am after leaving the office



m . 0 (Basic analysis)
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(Weekdays)

Commuting to and from work and returning home are prominent times

Daytime trip increase appears
(Holidays)

Increased number of trips, especially during the day

10~11

Subjects are all shopping trips from October to November in each year
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Percentage of trip purposes done after leaving the office
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Notable increase in shopping trips
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Allocate 12 hours to shopping (j = 1) and other activities (j = 2)
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Increased time spent
shopping in the evening

Shopping time is shorter on
foot and longer by public
transport




FEbB . €4 p (Policy simulation)
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FEbB . €4 p (Policy simulation)

Histogram of time1




