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ABSTRACT
The economic development and implementation of two-day weekend have facilitated people in Taiwan to demand for quality
lifestyle and leisure, thus, drinking coffee has become a trend. In the recent years, the Agricultural Council, Executive Yuan, has
promoted transformation of agricultural industries in rural areas aggressive, garden caf? has become a popular choice for
holidaymakers. Shinshe Township now has a variety of garden caf? under this background. This study aimed to discuss the
impression of visitors on the space of garden caf? in Shinshe Township, in order to find out a representative spatial impression of
garden caf? in Shinshe Township. The themes are as the following: 1)Spatial impression: Using questionnaire to survey the visitors
and analyze the representative spatial impression. 2)Design elements: Through literature review and field observation, analyze the
design elements and atmosphere elements of the garden caf? based on the spatial design concepts. 3)Evaluation: Integrating data
from visitor survey and in-depth interview with business owners, to select the representative spatial impression and design elements.
The results of the questionnaire survey showed that visitors’ main spatial impression of garden caf? in Shinshe Township include
comfort, relaxation, nature, and health. The sunshine, fresh air, garden landscaping, and green mountains create a sense of leisure.
Therefore, “ leisure and carefree” is the spatial impression expected by visitors in garden caf? in Shinshe Township. The results of
this study could be provided to designers as reference when designing garden caf??
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