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THE DISTRIBUTION OF CVS IN BEIJING URBAN AREA AND THE

CHARACTERISTICS OF THE CONSUMER BEHAVIOR
—A CASE STUDY OF 7—11

ZHOU Qian— jun, CHAI Yan—wei, PENG Xue
(Department of Urban and Regional Planning, Peking University, Beijing 100871, China)

Abstract: Based on the data collected from questionnaire survey as well as the on— site observation, taking 7— 11 as an example, this paper
has discussed the distribution of convenience store (CVS) in Beijing and the characteristics of the consumer behavior. We shall reach the con-
clusion that CVS in Beijing has not well— developed yet. Stores of 7— 11 often centralize in given areas of a city and form characterized loca-
tion types. This research has showed that young white— collars and students turn out to be the main consumers of 7— 11 in Beijing. They ma-
inly walk or take bus to get to the store, and usually spend fewer minutes on way. They buy fewer things each time but visit the store frequent-
ly. With the further development of CVS in Beijing, consumer behavior of residents in Beijing will be affected much more.
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