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ABSTRACT
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Project Title : Promoting Vernacular Identity of Tungfabod Cattle Market Chiang

Mai for Community Tourism
Investigators : Oranratmanee R., Ounchanum P.
Chiangmai University
E-mail Address : rawiwan@mail.arc.cmu.ac.th, earthy_017@hotmail.com

Project Duration : 1 August 2009 — 31 July 2010

Cattle market is a community market found in rural areas of Thailand, being a
central, large and significant place for exchanging cattle, goods and services in the
socio-economic system of agricultural society. Despite so cattle markets in Thailand
have struggled to survive through time and change; as is evident a number of cattle
markets continue closing down; less could remain its vernacular identity.

This research studies the spatio-social relationship of Tungfabod cattle market in
Sunpatong Chiang Mai. The objectives are to explore the physical and social
characteristics that create the vernacular identity and sustain the market through time
and change; and to apply the vernacular identity to environmental design concepts to
conserve and promote identity for community tourism. Two conceptual frameworks are
used: the combined concept of environmental design and vernacular identity helps
identify the vernacular identity of the market; and the combined framework of
environmental design, community tourism and conservation helps find development
guidelines for the market. The methods are qualitative survey, observation and in-depth
interviews with users including the owner, merchants and customers about the physical,
economic, social and cultural characteristics that construct the identity of the place.

The findings reveal that physical, economic, social and cultural characteristics of
the markets are significant factors that create vernacular identity of the place. Spatial
identity includes largely central place and prime location; the existence of spontaneous

transitional spaces that are user-responsive; the diversity of goods and stalls; and the



spatial organization responding to rural way of life. Social identity includes the history of
the market; transmission of seller custom from previous generation to the next; long
period of sales; shared space for locals and non-locals; warm, close and relative-like
social relationship of rural community; spatial marks according to groups, genders and
ages; and social place for festivals and customs. The identity as identified herein makes
the market a significant and multi-function node of both rural and urban economy,
allowing rural people to spend time to strengthen community spirit as well as sharing
recreational place for tourists to experience the charms of community tourism and the
livelihood of local way of life.

The synthesis of vernacular identity leads to guidelines for conserving identity of
the cattle market which can strengthen the sustainability of the market. These include re-
arranging community center for multipurpose uses; promoting vernacular architecture
and environment; adding transitional spaces for recreation; conserving and managing
diversity of goods and stalls; enclosing spaces spontaneously for warm, friendly and
close interpersonal relations; using natural materials and vernacular construction
methods responsive to natural context; and promoting and cultivating pride of tales and
history of community market for long term conservation.

Finally this research contributes both knowledge about vernacular identity of
cattle market and practical guidelines and policies for conserving and promoting
vernacular market applicable for other community markets seeking ways to remain their

identity through time and change.
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