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[Abstract]

Shopping difficulties that make daily shopping difficult due to aging are becoming
social problems. However, there are few studies on the method of grasping the location
of people who are difficult to shopping specifically, and the method for considering
support according to needs.

This study has done two studies.

In the research (U, we built a model to grasp the location of the shopping difficulties
in the area using the logistic regression model.

In research (), we revealed that the needs of people who feel inconvenienced in shopping
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differ depending on personal attributes and products that are difficult to buy.
Shopper difficulty Food desert problem Multiple logistic regression
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