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Abstract

Background With the expansion of large-scale distributors, including mega-
discount stores and corporate supermarkets, the situation for the small-scale
markets has become grimmer. However, it is still true that alley markets are ar
a disadvantage in terms of the services, prices, and brand awareness. In order
to invigorate the market spaces, continued policy supports are necessary. The
purpose of this study is to identify possible aspects of improvement in terms
of the spatial design for the alley market spaces and distributors. The aim is to
strengthen the competitiveness of the market spaces in order to invigorate the
small-scale distributors and market places at the community level. For this
purpose, this study's aim is to investigate the current status and problems of the
alley markets in Suwon city and identify possible for improvement.

Methods The research method and procedures for this study were as
follows. Firstly, research on the existing literature concerning spatial designs was
conducted in order to summarize the concept of the alley market spaces. In this
stage, the spatial characteristics of such market places, their current conditions,
and problems were identified. Secondly, in order to provide suggestions for the
improvement of the spatial designs of the alley markets, the current situations
of these markets were examined. An analysis of the results of the surveys on
customers' desires was conducted, with a view to examine plans for invigoration
and revitalization of the alley markets in the region by enhancing their
competitiveness. Thirdly, the outcomes of the above mentioned studies are to be
summarized to present suggestions to invigorate and support the alley markets.
Results It was discovered as a result of this study that, firstly, it is necessary
to expand the spatial space improvement plans continuously in addition to the
modernization policies by the government for such distributors with a view to
diversify the support systems. Secondly, in order to invigorate the alley markets,
it is necessary to organize a local design, cooperative structure for community
designs and a comprehensive, continued local space design. Thirdly, support
programs to build up the competitiveness of small-scale market places are needed,
and such programs may utilize differentiated spatial designs, brand marketing,
and managerial supports. Fourthly, the operators of the small distribution outfits
should make their own efforts to survive and strengthen their autonomous
capabilities by means of market-management training and improvement of the
support programs.

Conclusion  The results of the study are as follows; firstly, the participants
judged the future of the alley markets negatively and saw the regulation of the
mega-discount stores as having positive effects on the invigoration of the alley
markets. Also, for the growth of alley markets. it was required for the business
owners of such markets to be more proactive in addition to supportive public
space initiatives for education and the promotion and improvement of the
markets. It is expected that this study would have a basic implication on the
studies to autonomous invigoration and improvement of competitiveness of the
alley markets space.

Keywords Alley Market, Space Activity, Suwon-City, Questionnaire Survey,
Merchant and Consumer
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Figure 1 Research Process
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Figure 2 A Difference of Traditional Markets, conventional market, and Alley Markets

Figure 3 A Comparison of Space Composition between Alley Markets and Ohter Markets
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Figure 6 Map and Picture of Seryu-dong Site
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Table 2 Questionnaire Survey Methods
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Table 5 Market Type

T= SEX M E(%)
Ehlees 24 22.2
S48 24 22.2
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Figure 7 The Sales Revenue of Survey Markets Last Year

Table 6 Inhibiting Elements of Alley Market Activity
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UMHIA O 3 2.8

SH A /AEYH dd 21 19.4
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Figure 8 Activity Methods of Alley Market
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Table 7 Methods of Alley Market Activity of Industrial Types

X IT x{ Z EAM3 S S}H=El
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gzm B2 3.60 3.80 3.80 3.60 3.20
x BZETA  0.894 1.095 1.095 1.140 1.643
E yanien B2 338 2.92 3.15 3.08 3.69
A BEWA 0.768 0.954 0.987 0.760 0.480
& e BE 344 3.25 2.75 331 353
BZEWA 0.892 1.065 0.856 1.014 0.743

512 gz 3.55 3.55 3.64 3.18 3.27
h BZEWA 0.820 0.688 0.809 0.751 0.786
J1Et T 3.47 3.80 2.93 3.53 3.86
BZEWA 0.834 0.775 1.033 0.915 0.770

st mE 3.46 3.44 3.08 3.34 3.59
| Exmx 0.891 0.930 0.982 1.015 0.881

Table 8 Requirements for Alley Market Activity

T= SEA HME (%) =2
g8 7y 21 19.4 2
gs=g 714 7 6.5 6
Edst A2 X 28 25.9 1
el e 14 13.0 4
HZ QISH| =y 10 9.3 5
gools 20 18.5 3
7|Ef oA 7 6.5 6
FSH 1 0.9

A 108 100.0

Table 9 Other Requirements for Alley Market Activity
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3.4, O|2X}of| CHSt o A=A} Z 3}
SEA AEL 9/4de] 70.6%(142%), FAL 29.4%(598)Ath. AP EE = 50
34.8%(70%), 409 30.3%(619), 20 12.4%(25%), 609 o] 11.4%(239), 30d)
10.9(22%) <ol Ak, 7HEA-2 4910] 41.3%(837), 3% 23.4%(47%8), 291 16.4%(33%)
<0 & Yepyt
4 Al AF717& 104 o] AT -FFATE 44.3%(89), 3~104 30.8%(6278)= H]
WA YA AF7|7o] Atk 7MY B2 A& HEf of oHHL o] 4|} 72 AgH|
%—OIE}E SHE A7 54.2%(1098)E 7H WL, the 0 & F&H] 23.9%(48%), 58
H[E 11.4%(23%) <02 Yetdth S5AA o §d82 Hat 1 °E‘ o 3.13] 24 ZFA|
F& ol gote BTt Wttt
AT} | WS uf) FEAPY o] 3159 Zpolof] tisi A= Bt 2.57- 02 Wdtgich
a’lour(xhiu 53.7%), EQth= AT 40.3%@B18)E Yeh ZEAF o] 837

> rr
olo
s

=~

#

—

J;—%AWOM FE HESHE 4% 2 x| dieiis SEFAE A, v, 24,
ol8, & A3t 52 sl AuAFA o] 7HA WoFI(46.6%), THE o R WYl ok A
g, gl PCH, 7HAE St 22 Ag/HO AETL 21.9%, 54 18.7%E UEh 4§
FFuE g Rl wrh

U A2 dFrE/Z19E wHIAY o]§ Sla= A vl wsto] Mgtk &
o] AA 9] 49.8%¢1 10082 7P BT, EUhE S8 27.4%(55%)F e A
deoll Hjsto] )& HFE Bk T2 dPuE/ZIHE v o 4 A7t &
A7 o4 Aol vlsl Hol 7] 119 ddko] ZEAR © A YedE & 4 Yt
HPE/7 198 Azl 423 ol A FRE % S SR HED AUA

of tis] Bt 3.198 0l T k= FHA} 50.3%(101%8)E ottty SEe &

30.9%(62%8)ell Hl3] Eoket, SHAEOlA FEAILY o]-g3t A A7 A o] L/ stet A7}
ek Az o gt 2AL Ay Bt 3.7740 2 280ty AZehe SEAF AA 9
76.6%(1547) A ZEAG o] SA57} A A7 A ok Aol st AYzstar Qi gl
SEAEY e 7P e SHATL AR T (27.0%% 1227), FAE(26.8%<
121%), 7FA(12.4%%1 56%‘) H(9.7%% 447) <= 2.2 ettt o] AFAHE o] 85t
g Rlo] Yast 2FS thFo R Lolote wHo] f5 9 S7pE0] FUIE Q1§ gl
Ao 7 gH)

SEAOA AT g, @39S U, 2R 8, AEBA A, T
FE/ZRJEFIE WY wigAH| A T AH|IAZE Al FHTH 0§ St oA F A
7ol disfiAl & o]8¢] & Aolehe 50l 21.9%(448)E FF alrh17.4%)°l Bl ket
(Table 10). AT I3 LA FEA A5, FFYA, ZAE 7= %—4 AFe A gt
o o, AEA, AL, B Y Fe] AlEE 21.9%(4478)7F shal AL, T Bt 2 A0l
e $H0] 40.8%(828)EA §1& Aolgte S9 32.3%(657)l Hle] tha ot FITR
o SHE et Hebsop & A o7 BA AT

O
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Table 10 Using Problem of Alley Market

= SEX= HME (%)
gEol oy 122 27.0
=2 44 9.7
7t 56 12.4
YE: 35 7.7
g 12 2.7
HEEAE 18 4.0
Al 21 4.6
A 121 26.8
B2y 23 5.1
A 452 100.0

WA A 20.9%(608)7 AR S 91913, Tatel AN E 48.3%07H)7 9L Ao
2 B7ska gt

=

koo

Ak 551 HE % 73547} 7}%} 3. 78@2E L}E}b&i, oo gs tgrtE/
wuplo] gt Ao 2HA BErt 3,704, 545 2514 3.594, ddizt
71 3.524 o= vetdth o] 2 FEAGY] 085}l digt del
SAS HET Aolgtke 970l 60.5%(1218)2 W

olghz 94 11.5%(2378)5r Y2 o8 go A H o2 Agstal Yl

TEA] B4 A I} 2 Aol disiAs FAE 7441808 7P &
AL, T o2 RAR(4.265), BelRt AA4.255), A Au| 2ok HAd(4.243), 7F
A7 (4.215)9] ol k. ol Aol tidt 2AFA IO AR A o=, et o8
A R A e BAk, Wt A AR CR FAdsord ARFe R 0171 9L
QAck(Figure 9).
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Figure 9 User Opinion to Activity Methods on Alley Market

| 19709] wf| S0l Eo gt o AT} o820 ZEAR o] SI4E vl wstd, A
AEL F 1.817 22 St 9 A0] 81.5%(88H)E Y= o2 we Aof u]s, o]¢
AEL HF 257407 Eth= $H0] 40.3%819)E Ethe $H(6.0%, 12799 H]
sto] f= A 0 & wokth, o] Aol iy HE Y wpES] FAJo] o] 44} AH| Fefoll W
e F, ol ThA] AlelAl F3S wH Holzta & = Sl dYutE/7 1Y 4+
npl 9] 423 ol AEFH7F FEAF] A4St =o] Hrhe Al 299 (26.8%)2

2 73)& Frhe $H(14.8%, 168)Ect Wttt o] 42} F o|Z sty T& AHE& 7t
2 9 Aolate SHA7 10198(50.3%) 2. 2, oFTtH30.9%, 62)d]| H]ake] wek
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3.5. AlQI3} O|Xto| EHAI510f TS OlAIZAL bl
RG] 27 BASH] that 9Lt o §4ko] OlAL lws) H, AAH 02 Aluch
o8 4r5o0] Aol UE BaAE o 27 LT el o] 5 -
ol B R 9% ny, b 42, 2 49 55U AE JA%E
H A5kl 7P £83% R A Hrkshect

o,

of

Table 11 Requirements Items of Merchants and Customers for Improvements

MHIATHMAE HREZS MHILYS megls - mest Ut
Aol iz 8 1 6 74 18
MEo| 3.87 (%) 7.4 0.9 5.6 68.5 16.7
oy olgxt CIE - 4 159 37
4.15 (%) 05 - 2.0 79.1 18.4
Aol glE 3 1 9 74 20
MEo| 4.00 (%) 28 0.9 8.3 68.5 18.5
=3 0|2X} gE 3 - 3 154 41
4.14 (%) 15 - 1.5 76.6 204
Arol iz 3 2 8 68 26
2424 a2y 4.05 (%) 2.8 1.9 7.4 63.0 241
olext gl 2 - 3 144 52
4.21 (%) 1.0 - 1.5 71.6 25.9
Atol FIE 1 2 73 30
. 4.21 (%) 09 0.9 1.9 67.6 27.8
olgxt CIE - 2 141 57
4.26 (%) 05 - 1.0 70.1 28.4
Aol I 1 2 75 28
RIS 4.20 (%) 09 0.9 1.9 69.4 25.9
AfH| A olgxt gl 2 - 4 137 58
4.24 (%) 1.0 - 2.0 68.2 28.9
Atol glE 3 1 13 72 18
rgite 3.94 (%) 2.8 0.9 12.0 66.7 16.7
MNEItS  olgxt gl 3 - 6 147 45
4.15 (%) 15 - 3.0 73.1 22.4
Aol I 3 73 30 107
w25t 4.22 (%) 09 2.8 67.6 27.8 99.1
Al 0|2Xt gz 2 1 3 134 61
4.25 (%) 1.0 0.5 1.5 66.7 30.3
Atol I 1 53 52 107
=xixto] 445 (%) 0.9 0.9 49.1 48.1 99.1
] 0|2} B 3 1 5 93 99
4.41 (%) 1.5 0.5 2.5 46.3 493
Ao HE 2 3 72 30 107
Haw 4.20 (%) 1.9 2.8 66.7 27.8 99.1
olgxt Mz 3 1 12 138 47
4.12 (%) 1.5 0.5 6.0 68.7 23.4
Atol HE 2 1 6 78 20
Ljel=o]  4.06 (%) 1.9 0.9 5.6 72.2 18.5
Cixol eSS Bz 4 1 15 150 31
4.01 (%) 20 0.5 7.5 74.6 15.4
Tk AdlE2 %X AEo A2t E} o7 E’Oﬂl U= BT E5AE 39S F8
} 701:.4% Ho] ARIE
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TFAE a3 BAS Wete 2 135l P A0 ehdd,
SEAA ot AF A AR Hei s, Al FAE FHI7E 4453 02 1
Bt g2 Mgt AlAo] 42280191, A% 4.214, WAT Au|aet H2A
0] 4204, AFo AR AHI2]A] 4,134, U o] t]x}el 4.064, 712 AR 4.053, A
F9 4 4.008 o= Yeylt o8t FAE] 7441808 7wk, o
A Hals A4 4.254, AAT Qu| A0 HaA o] 4244, 714 AR

g 4214 <02 vepidth 548 A @5l tiside A o] 84 B A4
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VO 2UN FHAY AU ol §AE o AT FRA B2 BT 24
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7o) A9, AQAESE & 44291 A LAA Beko] a7,

A, $200) SRS A GAT YO IATS 1334 BA 19 3
Ao Bt AL BEG A0 eheh, thebA] A7 AR FRpe] 83 B4R
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Figure 10 Activity Methods of Alley Market
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B=lo] glof F4 AwAlet Zo| U EARFS 741 AFRAFe] AR TR 7
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