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A Study on the Design Development of S.I.(Space Identity) for
Culturre and Tourism Market Development: Based on Jecheon
Central Market

Jin-Soo Park’
Professor, Dept. of Industrail Design, Mokwon University
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Abstract The purpose of this study is to establish an S.I. (Space Identity) considering the spatial location and
cultural specificity of Jecheon Jungang Market, the oldest and largest market in Jecheon with historical
characteristics. To this end, we identify the flow of the cultural tourism market, investigate and analyze the
current state of Jecheon Central Market, and present a direction based on storytelling for each space. The
concept of space design was divided into space, time, people, and culture as coexistence, and merchants,
products, and shopping malls share temporality and coexist in one space. Therefore, the facilities for each
floor consisted of a gate, information board, lighting, rest area, design bench facility, information center,
business compliance line, floor sign, and gate floor sign for each floor. Through this, it is necessary to establish
a mid- to long-term development strategy by establishing a step-by-step promotion strategy to predict the
economic effect of creating new demand and increasing sales in Jecheon Central Market.
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Excellent Traditional Market

Fig. 1. Excellent traditional market certification
system
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Table 1. Government-specific business changes

Lee Myung—bak Park Geun-hye Moon Jae-in
government government government
20084 2015 20184
Culture and ) .
Tourism Market | Desired project Regional Leacing
Global Luxury project Culture and
Culture and Tourism Market Tourism
Market Regional Leading Building a First
Market Specialized First | Step Foundation
Alley market Step Market First Stgp
Consulting
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Fig. 2. The status of the surrounding area of the
central market
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Table 2. A photo of the central market

Location

Floor plan Photo

Central market
Building

Central market
surroundi-ngs

Central market
roof

Central market
internal
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Fig. 3. Problems around the central market
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Table 3. Problems by Central Market Floor

Location photo problem
Underground Space Aging
Undgg;)und MD Configuration Review
v lack of epresentative food
Lack of expertise and diversity
The ground . Darkness in the middle
floor ; Lack of location recognition and
guidance
= Poor readability of signboards a
Second floor * narrow passage
Lack of expertise and diversity
=l Waterproof aging (leakage)
Roof : Facility aging
No space utilization
. Poor perception of entrances
Parking lot Crossing with pedestrian traffic
entrance -
line (safety)
Entrance to the Lack of entrance awareness
food alley Outdoor Stage, Tech Aging

TR AREFAIES |71 34 She 4
A9 oz AEF Aol 7= S
ARG FHSA 98 A L TREF
SREl= =US Soto] A SFAIEY 84
=R 4 9l Aot

3.2 HIESUNE F7H Aseiey
AR BT AT 2neidy e

—4FU

%

0 3

Lo

| SGA = AA AL A3}
517} Ik & Al Ak, Al
Aty Ffote o2 s

Flg 33
TQ~—
AZE, A7kt

£
&
X

HIIJ >2
f
re

g A9 5 thFet DAY 1EsAtgo] 88 4= 9l
tH10].

Table 4. Apply space—specific storytelling of
jecheon central market[9]

Division Apply space-specific storytelling
Under [ Connection Trust
gmm‘l coexistence .
Underground layer center Service
layer
Connection
Coexistence
The ground center
floor
Connection |
Second Coexistence
noo' center
Second floor . .
Connection center of a ]
Coexistence center of
center center of time
Roof
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Table 5. Direction of Space Planning
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Fig. 4. Torytelling of jecheon central market
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Basis Planning direction
Internally Leveraging th_e_ Advantages of the Building Market
. By actively utilizing the advantages of the building-type
Basis R
market, the central market's unique identity is given
Linkage with local resources and surrounding commercial
districts
Resourceful | The composition of a space that is linked to the co—prosperity
Basis and local specialties, tourism resources, and surrounding
environment, along with pedestrian-only roads, food valley,
Naeto market, and Dongmun market
Restoration of the former Central Market's reputation of the
central market
Regional | As one of the major commercial districts located in the central
Basis area of Jecheon-si, it has regained its vitality as a new living
and cultural space in the region and established itself as a
Jecheon attraction
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Table 6. Space design concept

Concept Details
Main Coexistence _ There is, connect

Concept | Realizing the New Spatial Value of Jecheon Central Market
Merchants, commodities, the basic building blocks of the market.
Space The shopping district is It exists together in one space, the

market.

- Share space

Stores with a long history and newly starting stores move

Time together from the present time to the future time

- Share your time

Convenient living and living spaces exist for various people who
People | sell various items, and for various generations of people
(tradesmen and users).

Space induces action and life, and is defined as a new cultural
area. Culture and space coexist in places.

Culture
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Table 7. Propose a program by space

Place Solution plan

1. Expansion of parking lots

2. Plan as a food space

3. Public warehouse:Provision of storage area
Under 4. Aisle planning: new rest area, sales line compartment,

ground layer floor, wall sign and graphic, lighting, signage maintenance.

5. Maintenance of existing stores: external annealing, signage
maintenance

6. the maintenance of autographs

1. Main entrance plaza plan: Gate maintenance, installation of
symbols

2. Park Facilities - Formation of street vendors, landscaping,
and squares

3. the formation of a restaurant district

4. Attracting banks and setting up tourist information centers

5. Installation of an aisle rest area

Ground floor

1. Corridor rest area, sales line section, sign maintenance
2. Space Bridge Partial Rest Area Installation

3. Introduction of cultural content

4. Youth Mall Expansion

Culture Plaza

Traditional Playground

Creating a rest garden

Install graphics and lighting

Second floor

Roof
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Table 8. Proposal of Facilities by Space

Place Facility plan Place Facility plan
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Under Second
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Table 9. Apply S.I. by space

Space Apply Space Apply
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