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A preliminary study of the relationship between shoppers’ traits and choice
of route in Taiwanese urban street shopping areas

I. Aims and Objectives

Because of the lack of space for outdoor activities and given the nature of consumer habits in
Taiwan, shopping is one of the locals’ main forms of leisure activity, and street-based shopping areas
are one of the main places that shoppers visit in cities. Hence, discussing the planning and
environment of urban street shopping areas is an important part of the mapping out of Taiwan’s
shopping environments. The planning of space and traffic patterns in business street areas is an
important part of the planning of shopping environments because shoppers’ characteristic patterns of
movement are closely relevant to the survival of businesses (Borgers and Timmermans, 1986). For
this reason, understanding the characteristics of shoppers’ choice of route will help provide
recommendations for businesses in regard to selection of locations and shopping districts. Two
questions of great interest are: What are the behavioral properties of shopper movements? What

factors impact on shoppers’ choice of route?

In their research on the relationship between route choice and shopping environments, Chebat et
al. (2005:1591) concluded that wayfinding is an important factor in shoppers’ reactions to the
shopping environment and shopping behavior. According to Cavanaugh, when shoppers lose their
bearing, the consumer’s psychological cost rises and the desire to purchase lowers; this is one of the
main reasons for stagnation of business in shopping centers. Passini (1996:319) has found that losing
one’s bearing causes an unpleasant effect on experience, and impacts on people’s impressions of the
environment as a whole. He also considers that wayfinding is the most frustrating aspect of the
shopping process, and has a negative influence on the ability to find merchandise while shopping.
Dogu and Erkip (2000) have found that when tourists visit a new location, especially when language
issues make it hard to ask for directions, wayfinding difficulties lead to the feeling that the

environment is unsafe and unfriendly. This impacts on their overall impression of a location and
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hence, wayfinding is a core factor that influences consumers’ movement decisions. Hence, in a study

of the planning of shopping area spatial traffic patterns, wayfinding is an important topic.

However, few foreign studies have been conducted on this topic, with only Titus and Everett
(1996) having compared the different wayfinding strategies used by shoppers with different
purchasing goals. According to the study results, utilitarian shoppers and hedonistic shoppers use
different wayfinding strategies. Dogu and Erkip (2000) measured shopper wayfinding issues in the
shopping environment and discovered that despite shoppers’ understanding of the layout of a
shopping center, they still need systematic assistance when it comes to finding the way to an activity
point that is not in plain view. Chebat and Therrien (2005) used factor analysis and variable factor
analysis to discover that male shoppers prefer more than female shoppers to use landmarks as
references, rather than asking people for directions. Also, shoppers familiar with the location are less
likely than those unfamiliar with the location to use a map or to ask people for directions, and on the
way back from the target location, men are less likely to select the same route. In addition, shoppers
familiar with the location are less likely than those unfamiliar with the location to use the same route.
Shoppers with a higher hedonistic rating are less likely to use landmarks during wayfinding. However,
gender and familiarity with the location do not appear to influence either the sources or the processing

of information.

Due to the lack of studies of shopper traits and choice of route, both in Taiwan and abroad, this
study examines data about the differences between the wayfinding strategies and route choice
principles of different shoppers (differing in gender, age, and sense of direction) in different street
shopping areas in order to offer a preliminary study of this topic. With regard to research content and
methods, this study analyzes and categorizes factors according to shopper traits (sense of direction),
cognitive understanding of environment (environmental recognition), ease of wayfinding,
attractiveness of area environment) in the street shopping area, and measures strategic principles
(wayfinding strategies, route choice principles). For measurement, a Likert scale was used in the
questionnaire and an analysis of differences was used to reach a preliminary understanding of the
various characteristics of the wayfinding strategies and route choice principles of shoppers in

different street shopping areas and with different traits.
I1. Summary of Study Areas

Due to limitations of labor and time, this study was restricted to the research locations of Taipei’s
Simen street shopping area, Shihlin street shopping area and Taoyuan street shopping area. The Simen
street shopping area is located in the west area of Taipei city, a main transfer hub for commuters and
shoppers (Jhonghua Street N. S. Station): an MRT station is located in this area (MRT Simen Station)
as well as many bus routes. As a busy hub joining many forms of transportation from many different
areas, this street shopping area is a popular venue for teenagers to exchange news, to meet and engage
in activities, and many businesses flourish along the streets (Wang Pei Ci, 2000:58). The activity

points in this street shopping area each have their own unique characteristics and there is a substantial
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business space configuration, with little interference by passing vehicles (car and scooter traffic is
limited to certain hours). The Shihlin street shopping area, located beside Jhongshan N. Road and
close to convenient transportation at MRT Jiantan Station, possesses unique local characteristics. This
street shopping area has a clear linear axial development formation with flourishing business and
leisure activities. The Shihlin Tourism Nightmarket is in this area and, due to busy business activities
at night, this area meets the requirements of an appropriate research location for this study. The
Taoyuan street shopping area is in front of the Taoyuan City Train Station, and is a street shopping
area developed according Taiwan’s classic pattern of urban business growth around a train station.
The street shopping area extends from Jhongjheng Street in front of Taoyuan Train Station in linear
axial form, while the main activity area begins at the Far Eastern Department Store, IDEE Fashion
Store, and connects to Tonlin Department Store on Jhongjheng Street, with many businesses gathered
along Jhongjheng street. For the above reasons this study selected the Simen street shopping area,

Shihlin street shopping area and Taoyuan street shopping area as research locations.
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