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Practical Study on Methods
to Revitalize Traditional Market

Yoon, Seongwons

ABSTRACT

The The purpose of this study is to have a positive impact on the evaluation of the traditional
market revitalization project by discussing the business details and implementation process of the
commercial district revitalization project in depth. The research method uses practical methods for
traditional market revitalization projects. First, the activation method of the place was examined
through the concepts of Oldenburg’s ‘Third Place’ and Carr et al.’s ‘Five Demands for Public Space’
and the theories related to non-face-to-face transactions were examined. The first study case was
the commercial district revitalization project of the Cheongju Global Market Development
Project(Seongan-gil Street Shopping Mall and Yukgeori traditional Market), which discussed
revitalization of open space, revitalization through reproduction, and revitalization through festivals.
The revitalization project through representation is a project to install a symbolic sculpture at the
estimated location of the ‘Namseokgyo buried in Yukgeori traditional Market. The revitalization
through the festival is the Korea Sale Festa, which is a vibrant business due to increased sales at
traditional markets and shopping malls and floating population in open spaces. The second study
case was the Cultural Tourism Promotion Project(Hanmin traditional Market), which discussed
revitalization through the development of local brands and SNS content. In the conclusion, the
relationship between the six projects and commercial district revitalization methods was discussed,
and policy recommendations were made, mentioning the importance of reflecting regional
characteristics in design planning. We hope that this study will be used to positively evaluate the
traditional market revitalization project, showing that stakeholders are working hard to produce
positive results within institutional limitations.
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