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The existence of Indonesian traditional market in the post reform order has a lesson learn of survival com-
munity. Traditional market represents a micro-economy, which contribute the national economy stability during
the crisis. Most of traditional market in Java island is influenced by ancient Mataram Kingdom as figure out
on the relief of Borobudur Temple. Mechanism of transaction in traditional market, such as bargaining process
and selling culture has a distinctive local wisdom of Indonesia. The revitalisation of public market in Indonesia
has a mediocre performance in general. Most of revitalisation projects among traditional market did not given
a strategic bargaining position of previous market vendors to involve for market development process. This
research focuses on modelling the revitalisation of traditional market in Indonesian context. A case study in
five metropolitan cities was adopted. The findings underline that the pattern of Indonesian Traditional market in
each metropolitan city on Java Island revealed that transportation access, distinctive local food and sociology
aspect influencing the revitalisation process. This research suggests the model of Indonesian traditional market
revitalisation to encourage the local authorities in sustainable community. The proposed model has a strategic
issue, in terms of public building policy and capacity building of local authority.
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1. INTRODUCTION
A program of traditional market revitalization as an attempt
to strengthen micro economy is an initiative by the Ministry
of Trade of the Republic of Indonesia. The program aims at
responding to the proliferation of modern markets after Refor-
mation Era, such as hypermart or mini market in urban areas,
particularly in Jakarta as the capital city. Semeru, as one of
the non-governmental organizations (NGOs), reveals that the
decrease of the traditional market performance started since the
beginning of economic crisis in Indonesia. In addition, liberal-
ization in retail sector has triggered to the declining number of
traditional markets. In contrast, large supermarkets with foreign
capital start to exist in many cities in Indonesia, so that it is
possible that the decreased number of traditional markets is not
solely caused by the growth of modern markets. There are indeed
internal issues on the existence of traditional markets in Indone-
sia. Management of most traditional markets is unrecorded; most
markets have limited, irregular, and unhygienic facilities and
infrastructure, and street vendors are often sporadic and likely
to be unprofitable for the common buyers.1 Jakarta is one of
metropolitan city plays a role as the center of circulation of daily
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necessities, which are largely distributed through traditional mar-
kets. A Lesson learnt from the post economic crisis between 1999
to 2007, traditional markets in Jakarta could not compete with
modern markets. Such situation became worse with the ratifica-
tion of regulation on modern markets through Commission for
the Supervision of Business Competition (KPPU), which even-
tually supports setup and limitation of modern markets. Since
2007, there are many regulations from the central government to
local governments with respect to their commitment to improve
competitiveness and increase protection to the traditional mar-
kets. This is evidenced by the stipulation of Presidential Decree
No. 112 year 2007 concerning Structuring and Construction of
Traditional Markets, Shopping Centers and Modern Stores to
promote better market structuring as the impact of trade liberal-
ization, and as an empowerment effort in microeconomic sectors.
Such decree is part of effort to promote “Revitalizing traditional
markets” in urban areas. Jakarta become a “role model” on the
revitalization program in Indonesian Traditional Market based on
considerations as a capital city, has complex areas, and its infras-
tructure has fulfilled the requirements, representing urban devel-
opment at the national level.2 PD Pasar Jaya as a special agency
under the local government of DKI Jakarta, is the agency who in
charge of the development of traditional markets.2 Referring to
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policy on empowerment of traditional markets, PD Pasar Jaya has
been appointed as the executor which would ensure the success
of the revitalization pogram. KGM Project (anonymous) is the
first successful traditional market revitalization project in Jakarta
since year 2009.2 The framework developed in the research on
revitalizing traditional markets provides direction for conducting
similar activities in other areas. According to,2 sustainability of
revitalization program on traditional markets would be achieved
if constructed based on capabilities and balance between profit
and technical performance. However, according to the past expe-
rience, a successful market revitalization in Jakarta still needs
to consider the local context, such as local community tradition,
demographic factors, and local infrastructure.

Referring to Agenda 21, sustainability of local construction,
local capability to adapt technology, and availability of natural
resources and human resources are contextual and unable to be
generalized.3 On a previous study of Ref. [2], the concept of revi-
talization was still limited to one case study of a traditional mar-
ket. In fact, from some market revitalization projects in Jakarta
and in several cities in Java Island, the concern of policy makers
in each region is still limited to the physical aspect of the build-
ing and the use of budget.2 The social economic aspects, despite
having implication to the market activity after revitalization was
not seen as significant factors. Thus, this research is necessary
to construct a conceptual model that approximates the ideal form
of revitalizing traditional markets in Indonesia. A model of revi-
talizing traditional markets in Indonesia is a new thinking on the
concept of development of public sector. Currently, the guide-
lines of market development according to FAO are still around
management of raw materials and fresh food4�5 and integration
of shopping centres in urban areas;6 otherwise, the guidelines are
merely as a tool in the “community development.”7 The model
that will be developed in this research focuses on public build-
ing policies in Indonesia. The infrastructure development con-
sidering several factors namely location and quality of public
facilities, while sustainability of planning program of revitalizing
traditional markets will also be discussed in this research. Pro-
grams on revitalizing traditional markets in Indonesia have a rel-
atively large risk of failure. The tendency for failures is indicated
from market conditions after revitalization, such as the decline
in number of traders especially the existing traders, decreased
buying and selling activity compared to the situation before revi-
talization, and disappearance of local cultures from the traditional
market, namely traditional bargaining style, cultural sense on the
goods and price of the goods. About 60 percent of the construc-
tion business sector is still dominated by large contractors in big
cities in Java.8 The phenomenon gives rise to the research ques-
tion: “How is the ideal form of revitalizing traditional markets in
Indonesia that are located in urban areas in Java Island?”

2. RESEARCH METHOD
Case study was adopted as research method to investigate the
standard of revitalisation on Indonesian Traditional Market. The
examination method of this research still follows the prominent
approach in explanatory and evaluation approach towards tradi-
tional market from five metropolitan cities in Java island.9 Con-
sidering the sensitive community in public market will affect the
validity of the data, the semi-structured interviews (with market
vendors, local authority and contractors) are conducted during
the field observation on each location. This research conducts

the field observation among five cities: Semarang, Bandung,
Surabaya, Solo and Yogyakarta. Since the ethical consideration
rises during the data collection, this research attempts to fill
the gap of information to corroborate the observation data with
previous research works.2 The justification of the results con-
ducted through historical data of traditional market from rep-
utable sources such as published journals that relevant to the
issue of traditional market revitalization by Indonesian context,
thesis and some official report of the local authority (i.e., detail
design of traditional market revitalization). The purpose of this
study is to build a conceptual model of Indonesian traditional
market revitalization in 5 metropolitan cities in Java island.
The model is generated by the role model from KGM market
Jakarta.2 The model of revitalization will formulate a practical
guidance for practitioners of public buildings in local context.
This study will contribute to the research domain of strategic
management in public infrastructure, especially the traditional
market for Indonesian context.

3. RESULTS AND DISCUSSION
3.1. Traditional Markets and Urban Development in

Java Island
The construction of infrastructure in Indonesia is still dominated
in cities in Java Island. Back then, the history proves this has
happened before the 19th century, where discussions on urban
development in Java Island show that development activities are
concentrated in big cities.9�10 Traditional markets in some big
cities in Indonesia have a specific character that often provides
less competitive conditions. For example, the access to the mar-
ket is not sufficient, dirty and unhygienic, and street vendors
are often sporadic.1�2 The phenomena are depicted in Figure 1,
as they become fundamental issues which influence the market
revitalization program in Indonesia. An issue that is often over-
looked in revitalizing markets is the socio-economic aspect as
market is the ‘soul’ of the micro economy. According to,10 street
vendors which are running informal business have a significant
contribution to the microeconomic development in some areas in
Indonesia. Furthermore, those small traders have a strategic role
as a microeconomic force for the low-economic community and
the unemployed when an economic crisis hits a nation. There-
fore, the socio-economic aspect has been the essential foundation
for sustainable local economic development.
In line with Ref. [10], demographic factors become the other

significant factors in issuing policies on public infrastructure,
including traditional market infrastructure. Development and
characteristics of population growth in a region have been the
focus of an ongoing infrastructure planning.11 Therefore, revital-
izing traditional markets in urban areas in Java Island such as
in Jakarta, Bandung, Semarang, Yogyakarta, Solo and Surabaya
should become the concern of regional government. Revitaliza-
tion is not merely about the management of budget, but also gives
space to the socio-economic aspects while paying more attention
to the local wisdom and local needs.
The urban development in Java Island within the last two

decades has changed the management of provision of public
facilities quite significantly. Public infrastructures such as roads,
clean water, electricity networks, and the settlement are refer-
ring to population density. The existence of traditional markets is
another interesting phenomenon to the microeconomic develop-
ment in line with national economic turnaround, as shown in the
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Fig. 1. General situation of indonesian traditional markets in Jakarta and in other cities.

study by SEMERU in 2007. Moreover, optimism for Indonesia’s
economic growth tends to rise in post 2004.12 Those two studies
have provided justification that traditional market and national
economy are two inseparable topics. In fact, politically in every
election of both regional and national leaders, traditional mar-
kets are often the media of strategic communication since the
traditional market is one of development components.13�14 How-
ever, several contradictions and criticism also appear in each
region on the planning of revitalizing traditional markets, that
give rise to social unrest as well as changes in economy from
market traders.15�16 Therefore, traditional markets are part of the
development planning that are inseparable of the city develop-
ment. Research on the model of revitalizing traditional markets
in Indonesia aims to depict urban development in Java, especially
in markets in the urban areas, from several perspectives, namely
the role, location and governance.

3.2. Indonesian Traditional Market:
Roles, Location and Phenomena

Traditional markets have sufficient strategic role in the devel-
opment of a city. Market as the public sector have a strategic
position as a place of marketting and distributing agricultural
products.17 The market acts as a place to trade or purchase
various types of groceries and fresh food, and as a medium
of social interaction.5�17 However, the market can also act as
“the tools of community development” especially in large cities
where many job seekers from the countryside are lying their
hope for a better living.7 Revitalizing traditional markets as
the central issue of economic development aims to restructure
the governance and renew the conventional system to be the
modern one.17�18

The location of markets in Java as part of the city plan-
ning follows a regular pattern as can be seen from some

documents showing city morphology.19 Reference [19], argues
that the traditional markets are positioned as part of the centre
of governance while also performing a religious function. The
location of markets is always attached to the King’s palace or
residence of the local leaders, center for worship, and the town
square. Several metropolitan cities in Java island have a concen-
tric radial typology (such as Jakarta and Semarang), although
some of them (such as Solo, Bandung and Yogyakarta) tend to
be grid.19

The traditional markets, if viewed from the city development
patterns in Java, are situated in a strategic position. For exam-
ple, they are mostly near the square or mosque, or at the centre
of public activities in subdistrict or district capital. One of the
hallmarks of traditional markets compared to modern market is
its location which is always located near the city centre and cen-
tre of governance.15�19 The close distance of modern markets
to traditional markets also triggers to the decreased number of
prospective buyers to the traditional markets.20 It is no wonder
when modern markets were proliferating, such as hypermart or
supermarket in 2007, there was a decrease in number of tradi-
tional markets in city centres.1 The argument is in line with the
research findings of Ref. [21] that the price of goods is affected
by how far potential buyers could reach a traditional market. Fur-
thermore, different characteristics of each city in Indonesia will
also affect the patterns of traditional market buildings. Though
in nature, a traditional market has a typical strategic location,
affected by the distance and demand-supply (between buyers and
sellers), density of the region both in demographics as well as
in the road network system, and characteristics of the traders in
interacting with prospective buyers.

Land-Rent Theory proposed by Ref. [22] is regarded as the
base of theory of location cited in this research. The topic on
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location in infrastructure management relates to some aspects,
such as:
(1) population density and the feasibility of supporting infra-
structure in a densely populated area,23�24

(2) effectiveness of services and cost of public
transportation,16 and
(3) psychological perspective that is able to change the mindset
of its inhabitants.25

In fact, location of the market that is near the street is most pre-
ferred by buyers, so sellers (street vendors) grow like “loranthus”
around the traditional markets.10 This phenomenon still raises a
dilemma that has not found any solution.

Location turns out to be not fully determining the success
of the market revitalization program. Indeed, the shape of the
market building plays a significant part in gaining a success-
ful market. Often a traditional market becomes “suspended”
after revitalization. Old traders do not want to come back to
their stall as the market becomes more quite with the change
in position and layout; this is surely uneasy for buyers to
reach. Thus, it is common few years after revitalization, the
market is turned back to the previous condition prior to the
revitalized.26

3.3. Characteristic of Indonesian Traditional Markets
The characteristic of Indonesian traditional markets (see Table I)
from five metropolitan cities in Java island was identified from
field observations and confirmed by some supporting document

Table I. Characteristic of traditional market.

Name of market City Characteristics

Pasar Gede Solo The market is located at the crossroads until the local authority built the stalls as market facilities. This
market very close to the history of Mataram Kingdom or Mangkunegaran.

Pasar Glodok Jakarta The market traders display their merchandise on the floor. Most of them is Chinese descent. They sell thrift
or secondhand stuffs. The merchandise was taken using large baskets. The market located on the open
field and stalls allocated around there. Nowaday, this market prominent as electronic market in Jakarta
Kota district.

Fruit market (Pasar Buah) Solo The market building has a modern long stall. On top of stone pillars there is a wooden construction with tile
as cover roof. Traders outside the stall using large umbrellas which material made by bamboo and
leaves.

Fish market (Pasar Ikan) Jakarta The old buildings market with classical pillars have been replaced with new construction. The fishing boat
does not need to be attracted to the beach, but it can be directly anchored beside the market complex.
In this market, we could be distracted with very strong fish smells.

Pasar Gelap Surabaya Located in the heart of Chinatown, on the river banks of Kali Mas next to Jembatan Merah (Red Bridge).
Gelap market well known as black market which are sold an illegal goods, such as items obtained from
shoplifting, stealing, or stow.

Pabean market Surabaya The market consists of two lines with six stalls. The building market is not able to accommodate most of
traders, so that traders spilling outside the market building. In this market, fresh fish from the fishing
boats sold, usually at the evening. Customs Markets never quiet both day and night.

Bird’s market (Pasar Burung) Yogyakarta Having a birdsong as pet is a part of Javanese tradition. A lot of birds available in this market. This market
was initially a part of the Beringharjo market (at Malioboro street), but because the market is too crowded
and cramped, thus it relocated to a bigger place.

Pasar Baru Bandung Located in the Chinatown area as a trade centre. Along the road was built the market stalls for regularity
and cleanliness. There are clean water resources facilities and special meat stalls which covered by
gauze anti flies. On the right and left doors are built a small tower with a roof that is typical as the
entrance gate. That tower serves as the police station and market office.

Pasar Senen Jakarta At the beginning, the market day is only Monday, then people namely Pasar Senen or Monday market. The
market has become a center of domestic goods, especially vegetables. Its location near Kali Lio once
used to bring merchandise by boats.

Johar market (Pasar Johar), Semarang Located on the old city area that well known as Central Business District (CBD) in the Dutch Colonial
period. The influence of river culture, this market has a distinctive character as central market in central
Java. The harbour of Tanjung Mas also influencing the trading activities since 1900s. Semarang city has
similar typology with Jakarta. Thus, more and less the appearance of traditional market very close the
local tradition of harbour city, china town community and radial concentric road network pattern.

Bulu market (Pasar Bulu)

about traditional market (detail design of market revitalization,
historical notes and news from local documentary report, ref-
erence book and other research works from thesis or disser-
tation). Each character represents the local condition and the
nature of market activities. Some of markets figure out the pattern
of infrastructure, such as road networks, how strategic location
affect to the local authority management, thematic groceries and
local wisdoms, local fashion and local food.
This research also investigate the similar dishes ingredient

from each part of Java Island that representing the local resources
such as local production of fruit, vegetables and ground spices
in Java island.28 The various local product in traditional market
means that logistic supply chain of market groceries stuffs also
contributes the transportation support. These facts justify that
from the period of 1900s, the traditional market among five cities
in Java (Table I), the location-based refers to the transportation
of their product.

3.4. Impact of Traditional Market Revitalization on
Local Economic Activities

Revitalizing traditional markets attempts to improve the competi-
tiveness of local economy through improved environment quality
namely by ensuring the flow and quality of daily needs (such as
food, drink and the Earth), parking lots, environmental hygiene,
waste disposal and social interaction within community.5�7

Reference [29] did a survey by distributing questionnaires and
found that the intention to buy goods at a traditional market in the
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Fig. 2. Factors that affect Indonesian traditional market revitalization model.

city of Bandung was greatly influenced by two factors, namely
the quality of service and identification of buyers. According
to,29 buyers in the market tend to be loyal customers if the
service is friendly and the trader understands what is needed
by the buyers, including remembering the name of the buyer
and offering special products during transactions. Social inter-
action forming intimacy between the traders and the buyers is
also the advantage of traditional markets.15 The similar findings
are also revealed by Ref. [2] on revitalizing KGM market in
North Jakarta, that the key success of socialization of revital-
ization program depends on the cooperative and communicative
attitude of the market traders. Some failures in market revitaliza-
tion in Jakarta are due to less responsive contractors or investors
in handling complaints from existing traders. Then, ideally, revi-
talization program should bring physical changes of the building,
followed with sustainability of social interaction in the traditional
market after revitalization.

Various factors that could affect the success of traditional mar-
kets revitalization in every city in Indonesia need a reference
that is expected to draw a perspective holistically while pay-
ing attention to local characteristics. It requires a standardiza-
tion, namely “Indonesian Traditional Market Model.” The model
refers to the earlier research by2 namely Framework of Sustain-
able Dynamic Capability (FSDC) which describes the balance
of resources to achieve successful revitalization projects. Refer-
ence [2] found that the success of traditional market revitalization
is determined from a strategic approach used to maintain the con-
tinuity of the market. The liveliness is a major consideration in
the strategic approach to revitalizing traditional market buildings.

The earlier research concluded, at least two core factors that
would keep traditional market activities alive, namely: (1) loca-
tion of the market and (2) behavior of traders during socialization
of the revitalization program. Both factors are interlinked and
contribute to the performance of traditional markets before and

after the revitalization. Factors mentioned in the literature review
are later hypothesized as a framework (see Fig. 2) that will be
used as the basis of the establishment of a revitalization model
and then presented on the data which would support the case
study in each city being examined. Figure 2 shows three layers
that form the traditional market revitalization system in Indone-
sia. First, the primary stakeholders are the contractors, local gov-
ernments and the public community. The second is about the
dominant factors determining the success of such revitalization,
and the third is the technical factors that could be socially engi-
neered to build a balanced system or socio-engineering aspect.
The third layer is a representation of the traditional market insti-
tutions in Indonesia that influence each other.

The arrangement of public buildings including traditional mar-
ket is still around physical aspect. The traditional market as a
component of urban activities in Java Island still follows the city
development pattern since the 17th century. The sustainability of
traditional markets as the heart of micro economy is determined
by location and social interaction within, involving traders, buy-
ers, market managers and local governments. The process of revi-
talization should not be around technical matters but also include
social perspective for sustainable city development. In other
words, socio-engineering is the most logical approach to provide
solutions for local governments. This research comes from the
idea to achieve the most fundamental objective of the revitaliza-
tion, that is, improving the life quality of society and support
local, economic, and ecological competitiveness.

4. CONCLUSIONS
It has been argued that revitalization a traditional market based
on the local context can be generalized only the structural or
physical perspective. There are sustainable aspects will contribute
the model of revitalisation, “socio-engineering” and economy.
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Socio-engineering in Indonesian traditional market incurred by
market vendors as the centre of successful factor and local
authority has another role for developing appropriate infrastruc-
ture planning. Lesson learnt from the historical pattern of tradi-
tional market among five metropolitan cities, we could found that
three dominant aspects of revitalization are: transportation access,
distinctive local food and sociology. Transportation access can
be a backbone of activities of construction, supply chain of mar-
ket stuffs or groceries circulations and generating economy in
general. Distinctive local food and sociology aspect is a part
of local brand and consideration of local authority in terms of
regulation and public building management purposes. We could
achieve from role model-1 from successful revitalization project
of KGM Jakarta. Market trader is the key success in upgrading
competitiveness of Indonesian Traditional Market among urban
area.
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