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ABSTRACT

This study examines the development of the informialo-business sector and
how it is influenced bydatin the traditional village markets of Gianyar Reggon the
island of Bali, Indonesia. Informal micro-businéssn important element of the
Indonesia domestic economy. Tédat commonly defined as customary ancestral laws
and cultural traditions, refers specifically to mmary laws, both oral and written, and is
ingrained in the everyday lives of the Balinespeesally at the local village level. These
“laws” act as codes of conduct that the citizenhefcommunity must maintain and
abide by. The traditional village is the place vehdreadatis firmly entrenched and
inextricably linked to economic activities. Theditgonal village market is also the place
where informal micro-businesses gather and perftaity economic transactions. Using
ethnography and mental map research methods gdesurch seeks to further the
knowledge and understanding of the informal micustbess sector in and near the
traditional village markets of Gianyar Regency aod their development is influenced
by theadat The district markets of Payangan, Ubud and Sukaalang with several
random village markets, are selected as the rdssdss to demonstrate the
commonalities, differences and tendencies in tditional markets despite the presence
of various economic forces.

This research finds that tlaelat significantly influences the informal micro-
business sector and provides an opportunity foeprgneurs to satisfy village customary
and cultural needs. Further, the research findsttiestraditional village, known as the
Desa Adatis the primary source of tleglat’'sinfluence in the traditional market.

Key Words:Indonesia, BaliTraditional Market, Informal Micro-Business Sectédat,
Social Capital
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INTRODUCTION

The research examines the informal micro-busidesslopment within the
traditional village markets in Bali Indonesia armhhadat, the customary laws,
influences the cultural and economic landscapéetraditional markets. An
ethnographic study and a mental map study are g@glas the main research methods
to understand this traditional economy and theugrite ofadatin Gianyar Regency on
the island of Bali.

With a population of nearly 245 million, Indonegkagure 1) is the fourth largest
country in the world, following China, India ancetbinited States respectively (CIA
World Fact Book, 2010). It is also the largest grelago in the world, consisting of
17,508 islands, of which over 6,000 are inhabitedtaining an estimated 350 ethnic
groups and 583 languages and dialects (Weightm@®)2Dominated by an Islamic
population (Muslim 88%, Protestant 5%, Roman CatHgslo, Hindu 2%, Buddhist 1%,
other 1% ) Indonesia, the largest Islamic coumnirthe world, still remains significantly
economically and culturally diverse (Brown 2003).

Trade and religion are the primary factors influagdndonesian history (Brown
2003). For centuries, Indonesia has been a fogat foy international trade in Southeast
Asia. Its location between the Indian and Pacifieans places Indonesia on a vital trade
route between China and India, two of Asia’s mgstasnic emerging economies
(Weightman 2006). Regional trade coupled with tiséonical influence of the Dutch
East Indies Company (VOC) has impacted Indonesidtsire and religions by dispersal

of ideas, merchandise and religious beliefs. Bustdhlindu, Islamic and, more recently,
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Christian influences, carried through these inteonmal and local trade processes, have
significantly influenced the cultural landscapdmmdonesia. Yet, these primary religious
ideologies present in Indonesia have often blergtedintermingled with local cultures
and belief systems, taking on dynamic and uniqwdities. Local animism and customs
have ofterchangedriginal religious doctrines, such as with Islantpiunique religious
beliefs. These dynamic beliefs have formed uniqustanary and cultural laws, known
asadatin Indonesia

Since the Asian financial crisis of 1997, Indonewidh its emerging global and
national economy, has been recovering quickly nwoat pre-crisis levels with an
emerging global and national economy (World Ban®7Z0Although its major trading
partners are China, Japan, Korea and Malaysia (&f#&dment of Commerce 2006),
Indonesia is an emerging economic force througtieitvorld and is expanding into the
global economy. However, even as Indonesia erfterglbbal economic system with its
natural resource assets comprised of petroleunerais) agricultural products and
limited light manufacturing, it is the small busssesector that represents the bulk of the
nation’s economic activity. According to the Indsia World Bank Country Report
(2001) 78% of non agricultural enterprises in Inelkian are in the informal sector.

After the financial crisis in 1997 that caused fdléof President Suharto in 1998,
there was a national power vacuum within which lgecavincial authority once again
began to assert itself (Weightman 2006). Recoggittiis “grassroots” groundswell,
President Susilo Bambang Yudhoyono (elected in 20@4known by citizens as SBY)

began promoting the “Reform Era,” a program thabgmized what was already
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occurring. The program’s goal was to liberalize ¢daenomy through decentralizing
control over local regions in an attempt to promotal authority of community
development (Warren 2005a). Because of this libeabn, the local economic and
cultural landscapes of Indonesia are entering @gef rapid change (Weightman 2006).
This change and sense of autonomy is currentlyvailplocal people to reaffirm
traditional customary values and laws, diminishedar Suharto’s rule, into local
development decisions (Warren 2005a). In Baligiample, locaBanjars(traditional
village social and civic organizations) are noweassg their authority to determine and
define village boundaries basedantat.

Indonesia is divided into 33 provinces, each ofchtgurrently has significant
autonomy from the central government. The Provofdgali (Figure 2) has especially
significant autonomy due to its lucrative touristliistry and international visibility. The
regencies, in which the province is divided intayé gained significant control over
local cultural and land use issues. This local @mé currently gaining strength in terms
of political power as local village authorities aeasserting their renewed power to
maintain and control land-use and cultural deteatnom (\Warren 2005b). There is now
clearly a lack of respect for the national law vihis evident through several observable
actions: non licensed vehicles, refusal to obdfi¢reegulations, and most recently the
refusal of the Balinese government to accept anqdement a national law regarding
pornography (M. Tika, personal communication 2008).

As Indonesia forges ahead into the global econoittytive export of natural

resources and importation of modernity, the natiecanomy is made up primarily
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6
of informal enterprises. The informal sector, enpassing unregulated micro-
businesses, is commonly linked to localized culamé religion. Impacting this sector is
the vast and diverse geography of the archipeBBggond this geographical diversity,
what happens to local traditional economies isugrficed by what form the regeneration
of local authority takes. In Indonesagat(local traditional and customary law) has
deeply influenced informal micro-businesses devalept. This influence is especially
apparent in the traditional village markets whiaport theadatand the daily
consumptive needs of villagers.

Although Bali includes a large Hindu unlike mostiefionesia, the islands
informal economic landscape typifies the generahemic situation throughout the
Indonesian Archipelago in that it contains a sigabformal micro-business sector and it
includes localizedraditional village market systems. Both of thesermmic features
serve the public by providing affordable necessita both consumption and for the
purposes of satisfying the requirementa@ét. The dominance of a single religion and
ethnic group, as in Bali, are also common demogcdehatures in the different regions of
Indonesia. However, small pockets of diversity thate been propagated by
transmigration programs and economic opportunigyadso evident throughout
Indonesia. Gianyar Regency, one of eight adminiggainits, on the Island of Bali, is
one place where the influencearfaton the local economy can be measured.

Bali’s culture has long been a tourist attractiod ¢he island has been developed

into a worldwide tourism destination. The Dutclsfiencouraged cultural tourism in Bali
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during the early 1900’s (Picard 1996). In the y2@00, over four million tourists visited
Bali (DeMeulenaere, Lietaer 2008 ianyar Regency has been the focal point of this
recognition. Known for its handcraft, art and ctddsignificance, Gianyar Regency is
well established in the tourism, trade and expecta. Although tourism and the export
economy are significant factors reflected in thengenic and cultural landscape in
Gianyar Regency, a vibrant relatively unstudiedl@onomy that supports the culture
exists. This research seeks to understand thisédosoaomy by examining the informal
micro-business sector in the traditional villagerke#s of Gianyar Regency and analyze

how adatinfluences this sector.

Research Objective

Indonesia is a diverse country in physical and hugeography. Each ethnic,
regional and religious enclave has its cadatthat defines its local cultural and
economic landscapes (Weightman 20@@)atis an integral part of Indonesia’s culture
and provides a model for acceptable behavior (Tu2A87). It is a primary influence in
the social economic situation in the city (Turn802). The defining features atlatare
also evident in the informal micro-business develept in and near the traditional
village markets of rural Indonesia. In the Provint®ali, adatand its influences are
especially apparent and seemingly a substantihdriorce in the local economy.

Adatis commonly defined as customary ancestral lawiscaitural traditions.

The laws are often written but can be oral as wealhtis ingrained in the everyday lives

of Indonesians, particularly at the local villageél, and act as “codes of conduct” that
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the community and all of its residents must folldmvBali, adatis written into village
law, known locally a®\wig-Awig,and orally discussed at village, civic, social and
ritualistic gatherings. The traditional village rkat is one place where tlagatis firmly
entrenched and inextricably linked to local ecormattivities. The traditional village
market is also the place where micro-businesses fihe informal sector gather and
perform daily economic transactions.

Through a qualitative approach using ethnographicraental map study
methods, this research seeks to further the kn@eladd understanding of thdat’s
influences on the informal micro-business develapineand near the traditional village
markets. Gianyar Regency (Figure 3) in Bali hassld®sen as a geographic area in this
research due to its apparent strong traditionaldeape. Examining the role of thdat
will produce a greater understanding of how culiofliences the traditional economy in
Bali and possibly throughout the Indonesian Arclage.

There are two types of traditional markets in Bdistrict markets administered
by the Regency government and village markets adtened by local traditional village
leaders. Both districts and village market sitesiacluded in this research in order to get
a comprehensive understanding of the traditionaketa in Gianyar Regency. In
particular, the district markets of Payangan, Ulard] Sukawati and several random

village markets are thoroughly examined.
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Figure 3. Bali Province and Gianyar Regency. Atmntified is Mount Agung which has
particular cultural significance within the region.

This research will focus on the traditional markebnomy. However, each of the
district and village markets in this study hastlo#vn defining dominant economic
activities that characterize their economic langesaThe Payangan market is purely a
traditional market that serves the surrounding camitires by providing traditionabdat
related) products and agricultural goods for consion. The Ubud market is a
traditional market and also acts as a tourist nailkee Sukawati market is a
combination of traditional, tourist, art, and expoiarket. Village markets primarily

provide traditional and consumptive goods for dasg. The markets are examined and
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described comprehensively in order to understaaattimplete picture of the market
landscape and to determine the influencadzton informal micro-business

development.

Main Question

The primary question of this research is hemfatinfluences informal micro-
business development in and near the traditioflalge markets in Gianyar Regency.
Furthermore, this research describes the informalasbusiness sector in the traditional
village market and its economic and cultural lamgec Researching the dynamic
relationship between the informal micro-businesd®eand local customary rule aflat
is essential for gaining a comprehensive undergtgraf local economics in Bali and
throughout Indonesia. This knowledge can be appbetetermine how best to sustain
and promote a stable village economy while simeltarsly addressing local cultural and
customary issues. A deeper understanding of teeactions between village economy
and local customary laws will generate more resetapics that explore local cultural
differences, local market theories, and globalessa other developing countries.

Academic thought about the phenomenon of the indbsactor as being a
marginal, residual, black-market oriented, andresighificant economic activity has
shifted to consider this sector as a central aggfdbie economic and social dynamics of
any developing country (Gérxhani 2004). Yet, themissue discussed in the literature
has been the significance of the informal sectadritarelation to the formal economy

(Gérxhani, 2004). Often, the informal sector isaliéed as the enterprises with low
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productivity comprised of those who cannot find wor the formal sector (Poffenberger,
Zurbuchen 1980). However, the informal village emoy is also an integral part of the
cultural and economic landscape. It is ever changnd influenced by socio-cultural
phenomena, history, politics, demography, religeomd social structure (Poffenberger,
Zurbuchen 1980).

Recent research has challenged the earlier liter#itat described the informal
sector and village economy as insignificant anetsygrade performed by marginalized
groups. The informal sector in the village econaswyow often looked at as an
important catalyst that promotes entrepreneurshipbaisiness skills (Yaw 2007). This
research acknowledges the informal sector anddldégibnal markets as dynamic forces
of the village economy and emphasizes its cultamnal economic significance.
Additionally, the Balinese government seeminglysas this view and considers the
informal sector as an important cultural and ecacaomponent of Balinese society
according to Pak Wayan, the Industries and Tradeager in Gianyar Regency (Pak
Wayan, personal communication 2009).

The traditional markets are places where manyehteds of the Balinese are
satisfied. Although the market acts as a socidlspiritual setting, as people socialize
and conduct merchant rituals, its primary purpgse providing a venue for economic
activity that satisfies societal demands. In shbs,traditional market reflects a
traditional market economy based on custom andi@ilthe traditional villageDesa
Adat) creates the demand and the traditional markéeis¢nue where informal

businesses satisfy that demand.
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In the traditional markets, it is common for mariyhe products that are bought
and sold to be closely associated with the Baliaels¢ Products such as Hindu
offerings, clothing for ceremonial dress, templd ahrine material for decoration,
Buddhist statues and temple offerings are prevaletite market. Agricultural products
also represent a significant portion of the progdwsatid in the market and are purchased
for both consumption and ceremonial use. Seasa®aseed linked to celestial planting
periods, along with orchids, flowers, palm, frviégetables, spices, incense, pigs,
chickens, ducks, and cakes used for temple ceramanid daily offerings are evidence
of the connection betweeadatand the informal economic activity.

The notable majority of items found in the market directly linked to specific
use in relation to Balinesalat (Ketut Mendra, personal communication 2008).
Homemade elaborate offerings for ceremonies thaitradaily in Bali are sold at the
market and surrounding area. Textiles for tempieeaind hardware for temple
renovation are apparent in the market. Bamboostgmducts and materials for the
construction of ceremonial shrines are apparentoieive fixtures used for decorating
temples in order to perform special rituals suctoath filings, weddings, cock fights,
and ancestral reckoning are abundant at the mgigeitre 4).

In a global context, products related to the gla@zanomy and from other parts
of Indonesia are emerging rapidly at the local relvel. Recent field investigations in

2008 and 2009 found vast amounts of imports fronm&hnd Singapore at the local
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Figure 4Adat Fixtures. Decorativadatproduct (top photo) for temples
ceremonies (bottom photo). Photo by author
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village markets. Commodities packaged with UPC saatel written in English were
present at several markets within Gianyar RegeMoyorcycles, hand phones (cellular
phones), new and used textiles, imported drinks$ches, and jewelry were present in
larger numbers than were identified in the prel@anynfield study of 2007. Palm leaves
from Java and apples imported from New Zealandvdaghington State are now
common place at the markets and used for Balinesgronies. The traditional markets
are also changing to include more products fronergplarts of Indonesia and the world.
However, the majority of products sold at the megle Gianyar Regency continue to be
associated with thadat The traditional village markets are seeminglyntaining their
cultural vibrancy and local commercial activity eveess modern superstores encroach and
modernity persists on the island’s economy (Pak &dapersonal communication 2008).

A field examination performed during January 206d again during January and
February 2008 investigated the apparent connebtbmeen informal micro-business in
the traditional markets and tleat. More recently, supported by the Fulbright program
for 10 months, this study analyzed in detail therovbusiness environment and how it
relates to the traditional market and to the peartiely influence ofidaton the local
economy. The two preliminary field investigatiomslahe 10 month Fulbright research
grant offered an opportunity to observe and exarttinenformal micro-business
activities in relation to local culture adlatin and near the traditional village markets of

Gianyar Regency.
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LITERATURE REVIEW

There has been a significant level of researcmhefj understanding and
evaluating the informal sector, traditional econesmnd the economic importance of
culture in developing countries throughout the wohh Southeast Asia, the topicadat,
as having cultural and economic significance, lmaated research interest focused on
land tenure, local economies, and cultural vitalHgpwever, very little research has
particularly focused oadatand how it influences informal micro-business depment
in the traditional market place. This research seelboth understand this dynamic from
a geographical perspective and to create moreesttar this topic.

For a century, the Balinese society has been otfeeahost intensely studied
societies in the world (Poffenberger, Zurbuchen()9Blost of the research has evolved
in relation to the cultural significance in Balrétugh an anthropological perspective.
However, there has also been significant attergiven to the economic influences of the
village, especially in relationship to thdatand how it is related to the cultural and
economic landscape in Indonesia. Current literatasefocused on the implications of
local autonomy in the Indonesia legal system amd logal cultures and peoples are
affected by this change in governance.

Culture is, and has been, developed alongside tsafideMillan, 2003).
Mathematics was first recorded in the Fertile Cees@s a tool to aid in the computing of
buying and selling. Writing originated thousandyeérs ago partly to aid in recording
economic information (McMillan, 2003). McMillan rently writes, inReinventing the

Bazaar, a Natural History Of Marketthat markets are not only important to consider
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culturally but are also an important venue forloer in providing income opportunities.
Vendors at markets provide affordable food and gdodhe local population. Farmers
are able to create a living for their families tigb the market system. Much of the
market history has passed through feudal systeatrtve been mostly abolished in
recent times (McMillan, 2003). Many markets in therld are dominated by the informal
sector as is the case in Indonesia, yet literdtasebeen inconsistent in both defining and
in determining the importance of the informal settwoughout the world, culturally and
economically. Much of the inconsistency stems ftomperspectives of the researchers
involved and whether they regard the informal seatoan important component of the
economy or as a marginalized sector that draingetoand the economy. The latter
perspective seems to be changing in recent tineesniBgly, the informal sector is
gaining substantial capital as being a free magkehomy that satisfies local community
needs. Free markets and laissez-faire theoriststhat markets, if left to operate without
interference from the government, will automatigatisfy the preferences of
individuals and as well as those of society (G&8§7).

There has been a considerable amount of litergtubéshed about the informal
micro-business sector throughout the world. Thissisecially the case in Africa and
Southeast Asia, where traditional economies akmnaiderable component of the local
economy. The informal sector was first describedibyt(1973), in his research
performed in Ghana, as a sector that falls outsidanized labor and is often thought of
as a poor and marginalized population (Parthasaf£if6). Price inflation, inadequate

wages, and the increased levels of restrictionsimithe urban labor market are identified
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as the driving forces causing this informality lie tsub-proletariat (Hart 1973).
Consequently, income and expenditure patternsarntiormal sector are more reflective
of petty capitalism and often are a supplementainme to wage employment (Hart
1973) Hart interestingly notes that this sector offesglitas a means of salvation and
recognized that the sector may provide an avenueréating revenue for the poor and
lifting them from disparity.

Some research suggests that the size of the infeentor depends on apparent
tax burden and restrictions to the labor marketflza 1997). The informal sector arises
when excessive taxes and regulations are imposed/ga 1997). The informal sector
depends largely on the quality of government ingths, and its sizable prevalence
inhibits growth by reducing the availability of didosservices for everyone within the
economy (Loayza 1997). This perspective assumeégdtivernment provides adequate
public services if the tax base is significant egtauronically, the timing of this research
coincided with the Southeast Asiinancial crisis. This crisis was especially destie
to Indonesia’s economy and was created by misgydédy of governmental and
financial institutions (Stiglitz 2003).

Parthasarathy (1996) suggest that this “petty”“andrganized” sector is best
reexamined under a different lens. Parthasara®§6)lcontends that a new approach is
needed to understand how these enterprises areagades of social transformation
throughout their own organizations which bring theconomic resources and capital to

build upon. Also, it is incorrect to classify thexs under-unemployed or marginalized
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(Parthasarathy 1996). Gérxhani, (2004), agreesthisotion of the informal sector
being an agent of social change that is centrabtietal development.

More recently, Debrah’s (2007) articleromoting the informal sector as a source
of gainful employment in developing countries: gh$s from Ghangexpands on the
marginalist and structuralist debates on the infdreector. In short, his research asks if
the informal sector is a marginalized group or p&the economic structure. The paper
explores the Ghanaian government’s attempt to fmamsthe sector into a source of
national economic development, entrepreneurshipsatictemploymentThe research
argues that the Ghanaian government’s attemptapastithe sector is bound to have
difficulties, yet is a worthwhile effort to help etbat unemployment and generate a
survival mechanism for the informal business sector

The informal food markets in Zambia, which are akgaoresentative of the
informal sector, are made up of complex networksgfraction and are more resilient
and more competitive than previously thought (Alarak 2009). Abrahams describes the
complex and interesting social elements of the imadkets which have given them a
competitive edge. This competitive edge is critfcaltheir survival given the recent
proliferation of supermarkets in urban Africa (Abaans 2009).

In the Philippines, research has suggested thahttenal sector provides a wide
range of income opportunities and often overlapa/éen the formal and informal sector.
Additionally, the informal sector is difficult to @asure given the complex social

structures that exist as enterprises intermingle/den the formal and informal economy.
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The research findings also demonstrated that difieincome levels of the informal
sector surpass those in the formal sector (Koofl5h8i83).

There are several internationally recognized espsmt academics that have
published research pertaining to economadst and land-use in Indonesia. Most of the
attention has been focused on the cultural ateut the Balinese society. However, a
few notable studies link the culture of Bali wittettraditional economy of the village.

Informality is an important economic influence bétBalinese village economy
(Poffenberger and Zurbuchen 1980). PoffenbergeiZamduchen (1980) completed a
research project in Bali that sought to measurent@mes of Balinese villagers. The
purpose of this study was to develop a strategglaepof revealing aspects of the
Balinese village and family economy and to gairuaderstanding of specific patterns of
change within that economy. Their studzeEconomics of Village Bali: Three
Perspectivesattempted to understand the local economicseoBtilinese village by
examining the rice production, village income paiseand the expense of ritual
activities. Their research used ethnography totifietine village economy. The focus
was patrticularly on villager expenditures in thikage economy. The framework of their
research is different in that it does not direetk@amine thedat'sinfluence and micro-
business development in the traditional markettdstinsightful in recognizing the
demand foadat products that the village social and civic stroetucreate. The research
provides an ideal baseline for the cost of cerealguods in 1980 and also highlights
the importance of studying the local economy ireoitd understand how culture

influences development. The research also idestifieeresting status-related findings.
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One in particular is interesting in describing Wi&age control mechanisms that are in
place, through social pressures, that keep ceraadmim being too flamboyant. The
research found that villagers often complain ifesttnembers are too extravagant in their
ceremonies and will make their discontent knowth®village leader as to their disdain
of the display of wealth. There is also critiqueMiliagers of those being too stingy in
their offering to the Gods (Poffenberger, Zurbuchh®80). They also find that the high
caste Balinese spend considerably more money fenamies than the lower caste
groups.

Clifford Geertz, an anthropologist from Princetonitersity, performed several
remarkable research projects over a course oy thaars that explored culture and
economics in Indonesia and specifically Bali. Geé€Beertz 1963, Geertz 1975)
examined social changes and economic modernizaitbim two Indonesian towns; one
in central Java and the other in Bali. His studg wablished in 1963 and although
admittedly it was performed decades ago, it 9élhds as a pillar of anthropological
evaluation on the Balinese society. Geertz's re$eand findings delve into the structure
of Indonesian, particularly Balinese society. Theial organizations such &esa Adat
Banjar, andSubakare well documented by Geertz in an anthropoldgicd
ethnographic narrative. Geertz’s research findargsrelevant to this research. He notes
that theseka(social and civic organizations), evident in eBasa Adathave
considerable influence in the economic landscageri3 finds that these organizations
can be both obligatory and voluntary and describes as “almost the whole of

Balinese economic life”. Thesekaare grouped by Geertz into five categories:Desa
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Adat theBanjar, Subak clan membership and voluntary social groups.Heurthe found
that each member of the village likely belongsttteast four of these groups (Geertz
1963, Geertz 1975). The economic power ofsicaand their influence on the village
economy is well established by Geertz. Most of Gé&eeconomic work describes and
analyzes the Balinese society and the village eogrtut does not directly link thedat
and its influences the traditional market.

Since Geertz’'s notable research, there have beey amticles and published
works that have focused on community developmedtcaittural traditions of Indonesia.
Carroll Warren'’s article, published in tB&nish Journal of Geograph{2005b),
describes research conducted in Gianyar. Warratesetheadatand community
development through perception of space by disogghie growing assertiveness of the
Desa Adatind social organizations in Bali. This assertivensglirected at redefining
village borders, reallocating local resources, em@ting alternative land-use strategies
for local planning (Warren 2005b). Warren also dgses the structure and strength of
the Balinese society in relation to land use iss@e® example Warren uses alludes to
conflicts that occur while attempting to defiDesa Adaborders. These conflicts are
brought about by the recent assertiveness dDdsa AdatThe recent autonomy
capitalized by th®esa Adais a significant political force currently in Gigar Regency.
Many respondents have referred to it as “going@band “out of control”. One
respondent, Pak Ketut (2008), discussed at leihgtlagsertiveness of the competing

Desa AdatHis land lies in an area of conflict and he npsst tax to both villages to
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avert retribution by either village. Autonomy wlilé discussed in this thesis as an
influential agent of the market.

David Zurick published thevater Temples of Bailn Focus on Geography002.
This article reflects the profound influence #dathas on the physical structure of the
Balinese village and especially their water irigatsystems. Zurick also explains the
remarkable connection between duatand agricultural products. Zurick points to rice
production and to the celestial timing that detewsiwhen it can be planted and
harvested as evidence of this connection. The grafrwhen rice is planted and how it is
integrated into the local economy is highly regedaby theSubakthe sole purpose of
which is to allocate and control paddy rice irrigatand plantings (Zurick, 2002).
Zurick’s study describes the resilient Balinesdetat organizationssgkg, especially
theSubak and how they been persevered for centuries.

Sustaining Cultural Vitality in a Globalizing Wortlthe Balinese Exampley
DeMeulenaere and Lietaer (2003) was publishedemntternational Journal of Social
EconomicsThe article expands on the topic of the dual econthat is apparent in Bali.
The dual economy denotes both monetary units amel ¢tommitments in thBanjar
(social and civic organization). This research tdes and discusses the obligatory time,
monetary and material contributions by each mermb#reBanjar in Bali. These
monetary and time commitments are especially uploeldurposes of village religious
affairs. Obligation and voluntary agency is ceninahe performance of village
ceremonies and rituals (Geertz, 1975). Each memlsaid to be evenly obliged, despite

caste or economic status, in the performance atwme of each event.
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Nirtarta Samadhi has recently published two asidf great relevance to this
research. The first article, published in floeirnal of Architectural and Planning
Researci{2005a), discusses three town form determinan&anyar: TheDesa Adat
the great crossroa@sd the nine fold spatial division. Each of thesgeetments was
directly linked to the Bali Hindu Agama (Balinesdigion) andadatin Gianyar
Regency. The paper elaborated on several poindgsdieg community determinants in
geographical orientation of societal elements. ptwer of place was examined by
indentifying key features in the Balinese cultdesddscape. The research presents a
foundation to expand upon regarding the orientadiomarket merchant temple. Once
again, thesekaare defined as influential societal influencethimDesa Adat.

In a separate, yet related article, by Samadhi4RQa8e veridicality (correct
perception) of mental maps is examined. Again, ¢awgity is the focal point of the
research. Samadhi studied the veridicality of memtps in relation to actual community
features. Samadhi performed a mental map studsesttegly similar to this research
despite different goals. The maps were used tokclee@ccuracy and veridicality.
Samadhi was looking for the relationship betwe@nBhlinese and the accuracy of their
perception in both the cosmic and physical worlthmcity of Gianyar. His method led
the respondent into drawing several features wtieli deemed important in their lives
in order to complete the mental map.

Basiago from the department of Land Developmentygfsity of Cambridge)
describes the importance of sustainable agriculprectices in both Java and Bali, and

how they are tied to local cultural traditiorsgl&) in his article published in the
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International Journal of Sustainable Developmgri95). Basiago’s work describes how
adatand customary agriculture, as a practice of gauasa, play a vital role in
sustainable development. Although not directlyteslao the economic analysis of this
research, Basiago’s research demonstrates theccleaection between economic
development and customary law in Indonesia.

One recent article imhe Professional Geographewritten by Sarah Turner of
McGill University, pertains to social capital in Massar, Sulawesi. Turner discusses the
ethnic embeddedness and exclusions in busines®nslaips while exploring the
complicated networks of social capital in Indone€lartainly social capital is an element
of the Balinese local economy, especially infesa AdatBonding social capital within
families and ethnic groups has significant influesiin the village landscape. Turner
(2007) affirms that bonding social capital incluaesworks built upon homogenous
groups, kinship, and ethnic groups. This type gitehis often so tightly connected that
it is closed to outsiders (Turner 2007). This ks thase in th®esa Adatin fact, in order
for a non-Balinese Indonesian national to operdiesiness in a Balineg®esa Adat
they first need to obtain a letter of recommendatiom where they were from formerly.

The bonds inside the village through customaryrafidious ties are often
impenetrable to outsiders. According to Portes 89%e altruistic sources of social
capital, in the form of bonded capital, includeoaditing resources out of social and moral
obligation. They are associated with members oftee territorial, ethnic or religious
community. Social capital has been widely adopteddvelopment theorists as a

framework for analyzing economic influences (Peute2004). Specifically, social
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capital is used to examine interactions among silieties, the state, and the market,
and to explain how civic engagement may lead ttebéinctioning markets and
improved governance (Perreault 2004). Perreautiestiuthis connection with indigenous
communities in the Ecuadorian Amazonia and fouradl sbcial capital of the indigenous
group increases the groups’ access to manage geveit projects throughout their
province, enhancing their livelihoods and politiditimacy.

Cultural landmarks and features in the Balinedagds are interesting topics to
consider with this research. The orientation ofgkss, shrines and market temples
toward Mount Agung demonstrates the interestingieotions between the Balinese
society and nature. Yi-fu Tuan discussed the dicanite of Balinese community
landmarks toward Mount Agung in his bod&pophilia(1975). Tuan examines the
harmonious whole, binary oppositions, and cosmakigichemata that are found in
Balinese society. Certainly, his research on tysctrelates to the balance Balinese often
refer to as they seek to comply with the cosmokaigggns and through numerology
which is displayed in local Balinese calendars. Sigaificance of the “sacred” and
“profane” are also discussed by Tuan. These coa@ptdaily determinants in the issues
of each village temple, family compound and mat&etple in Bali. Their relationship to
the traditional markets in Gianyar Regency willdxplored. The orientation related to
the “sacred and profound”, known in Balikega andkelod in the Balinese cultural
landscape also is noted in Yi-Fu Tuans researciueder, the in-depth relation between
the binary oppositions and cosmological schematadstheir influence on the informal

micro-business and the traditional market is nalresised. This research will examine
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the connection of the orientation of physical riistec landmarks in Bali as they relate to
the market and the economic landscape. This coioneict the market is explored further
in the discussion section of this thesis.

The informal sector has been studied, redefinedcaneéntly considered a viable
force in the cultural and local economic landscajp@eveloping counties. Studies
focused on the strength of thdat, culture vitality, land-use issues and economics in
Indonesia have been plentiful. This is especi@lg/dase with the Balinese society. Yet
despite all these studies, what is lacking sigaifity is research directed at determining
the influence ohdatlaws, which prevail in thBesa Adaton the informal micro-
business sector directly linked to the traditiomalrkets in Bali. This thesis research will

examine this interesting dynamic relationship.
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BASIC CONCEPTS AND DEFINITIONS

The five key concepts and terms defined in thisaesh are: Informal Micro-
Business, Adathe Traditional Market, the Desa Adat and Socigli@& Although these
terms and concepts generally share broader acteptaanings with other literature and
research, each are specifically defined for theasibn prevalent in Gianyar Regency,
Bali. The customization of the definitions and cepits is necessary to conduct a

thorough study that best represents the Balindseraliand economic landscape.

Informal Micro-Business

This study will use a specific definition of infoainmicro-business that reflects
the situation in Gianyar Regency while also recoigig the general concept, although
often varied, of informal business activity useskegthere in the world.

Hart (1973) is often credited for first identifyirige informal sector as a separate
part of the economy that is marginalized (Partretbgtr1996)Hart considered the
informal sector as almost synonymous for all catiegof small businesses conducted by
self-employed individuals (Gérxhani 200&)nce then, theaformal business sector has
been described and defined inconsistently by schalad economic institutions
depending on the purpose of study (Herdegl, 2006). The informal sector’s definition
has changed over time to reflect the change ingptian of the sector from being
insignificant and as a reflection of poverty torigean important part of the economy and
culture. When described as marginalized or insicguift,the informal sector is often

looked at as having a negative impact on societygtiesses social services by
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diminishing the tax revenues (Loayza 1997). Thermfal sector has been further
described as enterprises engaging in illegal ataked activities that are unable to enter
the formal sector of legal business. However, tii@mal sector is difficult to define
specifically since it commonly crosses into therfal sector through social and economic
exchanges (Koo Smith 1983).

Defining the informal sector as marginalized, itila induced, illegal or as
stressing social services does not reflect theyaiaRegency government’s attitude
towards this sector. In fact, the Regency recognilies sector as a legitimate part of the
economy and administers programs to enhance atalrstisis sector for the sake of
social responsibility and cultural importance (Pékayan, personal communication,
2008). More recent literature follows Gianyar Regés position on the informal sector.
The informal sector fills a need and a necessityptolding entrepreneurship skills in
developing countries (Debrah 2007).

Economic institutions have often quantified theomfal sector to determine
development and growth patterns. The World Bank \\Biited Nations (UN), World
Trade Organization (WTO) and The Asian-Pacific Exoic Cooperation (APEC) have
each defined micro business in this sector as e employees or less, not including
the owner. Yet a recent World Bank study, in aamfit to clarify the definition of the
informal sector, has recently determined that dkédims based on occupation and
employer size seem arbitrary (Henksyal 2006).

Informal micro-businesses in Gianyar Regency amsrsonly family owned

businesses with employees that work for compensatiainder obligation. Family
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members are often encouraged to help during busydseand are either compensated
with money or by reciprocal obligation. These eptises are often characterized as small
family or individual operators that participatelacal trades and services. The numbers
of employees in a micro-business often vary sedlsogiad as enterprises receive
additional purchase orders. Therefore, it is difti¢co define with precision the number
of employees in a micro-business. The number ofl@yeps will not be a defining
characteristic of micro-business in this research.

All Indonesian nationals and Balinese will be ddaeed in this research since
they often are present in the market providingauaigoods and services. Each fulfills a
role in the market and is part of the informal eegresent. The specific type of business
activity each enrolls in and the exclusions theefaill be discussed later.

Often the informal micro-businesses in Gianyar Regdack significant levels of
financial capital and have limited access to forfimancial institutions. However, they
often have access to local village cooperative baeterred to akPD (Lembaga
Perkreditan Despand private village cooperative lenders knowiKagorasi These
local institutions however generally restrict loaodocal villagers.

The definition of informal micro-business in thesearch will include agricultural
enterprises since they are an integral part ofrdditional market economy, highly
unregulated in Indonesia, and often linked vaittat. Although rice sold at the market is
mostly produced at the village level, much of tiheduce, seafood and meat is brought

into the market from adjacent regencies. In thisagion, the origins of the agricultural
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production will not be considered. However, produbiat are imported to the island are
discussed later as part of the influenceadt.

The income levels of informal micro-businessesrateconsidered in this
research as it is virtually impossible to determgheen the apparent cultural restraints
and inability to confirm available statistical daevided by the local government. The
Provincial government in Bali declares the untagetkrprise as one that makes less than
1 million Rupiah (Approximately $100) per month tlaamittedly the government has
difficulty determining income levels of, and diféattiating between, small and micro-
business enterprises in Bali (Pak Wayan, persarmahaunication 2009). Additionally,
since these enterprises are untaxed and unregullagsdgenerally do not strive to assess
net or gross yearly income levels and often maingdow profile for fear of
legitimization, taxation or jealousy issues. Meruisaalso do not keep detailed records
based on a defined yearly period (Pak Ketut, peilscommunication 2009).

In summary, the informal micro-business is bestdlesd for this research to
include all economic activities that are perfornbgdndonesiang, near or related to the
traditional market within Gianyar Regency, that anéaxed, unregistered, and
unregulated by governmental entities. These ensepare commonly family owned.
The definition also includes all related agricudiiuactivities. Income levels and the

number of employees in each enterprise are noidenesl as determining characteristics.
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Adat

The wordadathas been used in Indonesian language for centlirissan Arabic
word meaning habit (Prins 1951). Dutch scholast fintroduced the termdatrecht or
Adatlawas they sought to describe and study the rulaveir the apparent diverse
religious and ethnic landscapes in Indonesia (Pr@tsl). The Dutch divided Indonesia
into 19 “adat regions” and the University of Leideas charged with detailing each
region’sadatlaw (Prins, 1951). V. E. Korn, a Dutch scholarbighed the first detailed
account of Balinesadatin 1924(Prins 1951). Korn emphasized the expanss® and
variation in Balines@adatwhich included everything from the organizatiorkomfgdoms
and systems of land tenure to the rules governelm@se caste, kinship, religion,
economics and village law (Lansing 2006). The tadatcurrently is widely used to
encompass customary and ancestral law (Warren 200%aalso often referred to as
cultural tradition. However, the term “culturaldiaion” is too general and lacks the
essence of spiritual beliefs and social codes pélaot that are evident in the daily lives
of the Balinese. It also ignores the rule of laattaccompanies the tergaat
Additionally, the use of the term “cultural tradit” while conducting surveys would
likely confuse the respondents from the marketselsas the Indonesian academics
interviewed. The termdatwas tested with Indonesians on the Montana Staieetsity
campus as well as with Indonesian scholars, anthéxas determined to be the best term
in this study for obtaining the specific data aboustomary laws and tradition in the

Balinese society.
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One consideration when definiagatis the lack of consistency in how the
Balinese themselves define the idead&t Scholars and the local Balinese that have
been interviewed hold vastly different opiniond@svhat the ternadatencompasses.
The definition is commonly misconstrued as speaifjcpertaining to religious laws.
However, the concept and the definitioradfatas ‘customary law’ is generally accepted.
The term is also widely used to refer to custonteaglitional items such as the traditional
cloths and ritualistic decoration presented atroerges. Often these items are termed
“adat’ by Balinese. The term was continually reaffirmeegrespondents were
interviewed and field examinations were performed.

In summaryAdatespecially refers to the laws which local peoplielalby and
visitors are often obliged to followAdatfor this research includes the religious village
laws (Awig-Awig, as well as the rules, traditions, and custonteassg, both oral and
written, which theDesa Adaenforces, both obligatory and voluntarily withmembers.
The term ‘adatproduct” will be used to represent any goods #natinked with these

laws.

Traditional Markets

The traditional markets in Gianyar Regency are wliee Balinese and other
Indonesians purchase and sell food, clothing, tspirbfferings, building supplies,
agricultural products, animals, ceremonial itemd atiner daily needs. The market is
generally clustered into one or several buildinghiw a boundary that is defined by the

Desa Adaftraditional village) and Gianyar Regency. Thise&rch will not specifically
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focus on the economic forces of tourism and exparen though they are significant
economic activities in Gianyar Regency. The foduthis research will be on the
traditional market and local traditional economhated toadat
There are both district markets, which are mandoyethe Regency, and village
markets which are managed by the Id@ata Adaiand often supported by the Regency.
The district market land is owned by the provingavernment and théllage market
land is owned by thBesa AdatThe traditional village market is often locatedhe
Perempatar{main intersection), also known as the “Great Gaess’ or “Holy
Crossroad”, in the villages within Gianyar Rege(®gmadhi 2005a). It is often at this
location within each traditional village centerttkize traditional market, meeting hall,
“open space,” and royal palace commonly reside &bir2005a). The traditional
market is generally located in the central pathefvillage. However, this being the
common situation, it is not always the case assonally traditional markets are located
in areas of convenience and can even be relocgtdtelGianyar Regency authority (Pak
Wayan, personal communication 2008).
The traditional market is considered “paldnd”, “it is for the people” (P
Nyoman, personal communication 2007). The markatgablic forum that offers
entrepreneurs a place to perform business actvibiea nominal fee. The traditional
market is dominated by the informal sector and wltlee local population comes to buy
and sell goods important to their daily lives. Tehare regional traditional markets in
each district and smaller local traditional markatsach village within Gianyar

Regency. Each market offers space to sell basedmmnactual agreements and for daily
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use only. “Nobody is denied a space to sell as &mthey are not selling prohibited
products like pornography or drugs [...] all Indorzes are welcome to sell at the

market” states Pak Wayan Sri, a market managei9j200

Desa Adat

TheDesa Ada(Figure 5) literally translates as “customaryagié” or
“traditional village”, and refers to the local adnstration unit recognized by the
Indonesian government. In this sense, it is bajeagraphic unit and a governmental
organization. Th®esa Adais defined as having three village templégé Purg: the
Village Temple Pura Desg, Holy Temple Pura Pusa and the Cemetery Temple or
Temple or the DeadP(ra Dalan) (Samadhi 2005a).

The boundaries of a typicBlesa Adatontain a road on one side, and two rivers
(DeMeulenaere, Lietaer 2003). TBbesa Adais the most meaningful unit in the Balinese
society for administeringdat(Samadhi 2004). In 1999, tieesa Adagained significant
strength from the Regional Autonomy Law, No. 22 ethilefined it as being the leading
authority incultural and religious issues. TBesa Adahas the authority by law to
define acceptable land-use, village boundariesgandomic, religious, and cultural
activities related tadatwithin its traditional realm. However, thi@esa Adaauthority
does not supersede regency, provincial, or ceginaérnment laws. ThBesa Adais

comprised of an elected presideidelihan Ada}, vice president, and treasurer whom
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Figure 5.Desa AdatTheDesa Adais defined as having three temples which are
commonly oriented toward Mount Agung to the Norte@he shrines within each
temple are also oriented in the same directionhPasa Adatontains at least Banjar,
a LPD (cooperative bank), a set of local laws knasAwig-Awig(adaf), aSubak(water
irrigation society),Tanah Ada{village land), and erempatertholy crossroads).
each serve a five year term in administrating g#élaeligious affairs.

There is @Desa Adabrganization in each village. The body of iesa Adat
often, but not necessarily, includes one male meifnbm each family to represent the
family in community and religious affairs. Decisgare made by consensus of Dresa
Adatorganization unless a vote is required to clgpgitions. In this case there is a
majority rule of law and a 51% majority settles tepute.

TheDesa Adammust also consist of at least dd@njar. TheBanjaris a civic and

social organization made up of married couples fullg participate in village affairs at
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all levels (Samadhi 2005). Banjaris also a geographically defined neighborhood
comprised of Balinese family compounds, where o$everal families within the same
lineage reside. The male in each household is atiglito participate in each village
meeting. Thédesa Adateadership works closely with tiBanjar leader, known as
Bendesar Kelihan Banjar,who is elected in a similar fashion and respondiiie
governmental compliance, and acts as liaison betwexDesa Adatnd local
government.

TheDesa Adais regulated by a set of societal rules knowAwag)-Awig
(Figure 6), written in high caste Brahman Balindgkat define thadatparticular to each
Desa AdatEachDesa Adatlso consists of a LPD loaning institution or
cooperative bank, at least oBanjar, and oneSubak(irrigation society) for maintaining
water irrigation for rice production, communal adle land, and Berempatarfor
completing ceremonial rituals.

EachDesa Adatis geographically oriented toward Mount Agung. Mbégung
is in the northeast part of Bali. Every temple, Ithag, family compound, market,
business, offering and even the bed where a Balislegps must be oriented towagja
(mountain ward) andelod (seaward) to comply with the Balinese belief systd& his
system, reflected in every aspect of Desa Adatorients the holiest part of the village
(temples, shrines and offering) and human bodydhemavards Mount Agungkéja) and
the least holy (human feet, cemetery, kitchen, ahlmarn) seawaré¢€lod or toward the

ocean.
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Figure 6.Awig-Awig TheAwig-Awigis contained in the village manual written in high
caste Brahman Balinese language. The manual isedfto at monthly meetings by the
Desa Adatepresentatives from each family. TA&ig-Awiglists the obligations

and requirements of the village and how to perftrenproper ceremonies. The
manual also defines the land use in regards ttrdldional village. TheAwig-Awig
manual is occasionally amended as issues arisalmttcomply with Regency law.
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Social Capital

This research follows the definition of social ¢apset forth by Putman (1995)
and Portes (1998) as it is empowered by sociakandengagement. The concept of
social capital will be used as a lens to analyedrnfuence th®esa Adahas on its
members as well as on the traditional market ecgndime particular focus considers the
social capital that thBesa Adatas a societal uniexercises in order to promote and
maintain itsadatwhile also controlling its members through obligas and social
pressure. In addition, the influence thesa Adahas in controlling access to business
opportunities in the village is examined.

Putman defines social capital as (1) a source @ébkoontrol; (2) a source of
family-mediated benefits; and (3) a source of resesimediated by nonfamily networks
(Portes 1998). Putnam's concept of social cap#sithree components: moral obligations
and norms, social values (especially trust), aedstitial network (especially voluntary)
associationgSiisiainen 2000 According to (Putman, 1995), “social capital featur
social life-networks, norms, and trust that engdalgicipants to act together more
effectively to pursue shared objectives”. Putmarss of “civic engagement” is in
reference to involvement of citizens in their conmityi affairs, rather than just politics
(Portes 1998).

Acquisition of social capital requires deliberateestment of both economic and
cultural resources (Portes1998). Further, Port@38)Lcontends trust exists in this
situation precisely because obligations are enédnieg not through recourse of law or

violence, but through the power of the communityisTdefinition fits ideally with the
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social capital that transpires within tbesa AdatTheDesa Adais based on powerful
communal principles and its members are engagewimand social organizations that
reflect communal goals which are the primary sowfcgocial pressure. Geertz (1963,
1975) identified these social and civic organizagiocknown aseka as the driving force
of the village economy. These figeka are theDesa Adaias a religious organization),
theBanijar (residential units), th8ubak(irrigation society), kinship groups (clans) and
family networks and the voluntary associationsl(idig cultural dance, gamelan music,
village youth groups and social groups).

In summary, this research will define social cd@taa source of social control
by theDesa Adata source of family-mediated benefits, and a soofaesources
mediated by nonfamily networks. Each of these sssioontains components of moral
obligations and norms, social values (especiallgtyrand social network associations,
and all are a part of civic and social engagemEmns engagement is represented,
performed and required in tiieesa AdatThe members of thBesa Adaimust defer to
this social capital in order to comply fully withgéadat of the village. Additionally,
“outsiders” must comply with this village capital order to gain access to business

opportunities in Gianyar Regency.
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RESEARCH AREA AND GEOGRAPHICAL DESCRIPTION
Indonesia

Comprised of 17,508 islands, spanning 5,110 km fngst to east and 1,888 km
north to south, Indonesia (See Figure 1) is thgelstrarchipelago on Earth. There are
6000 inhabited and named islands (Cribb 2000).lahe mass consists of 1,904,443%km
and combined with the sea and ocean area (3,27Rr$0otal 5,176,503 kf
Indonesia contains 10 % of the world’s rainforestd has some of the world’s greatest
biodiversity in flora and fauna (Cribb 2000). A prment section of the Pacific Rim’s
volcanic activity, known as the “Ring of Fire”, mifrom Sumatra, through Java and the
Lesser Sunda Islands of Bali, Lombok, Flores anth&ado.

Indonesia is mostly located outside the typhooregdhat occur in other parts of
Southeast Asia (Cribb, 2000). Most of Indonesiaisfall is orographically induced as
clouds rise over the high volcanic mountains. Hoaveindonesia’s climate is influenced
by the monsoon season. The monsoon season in kiddloevs from the west to the east
in January and reverses direction in July (Weight2@06). The monsoons are generally
reliable and have created a mainstay for humalesetht. The steady and reliable
alternation of wind patterns also created a tradiythm that relied on the monsoon
winds to power the vessels to distant ports iratishipelago (Cribb 2000).

With a population of nearly 245 million, Indonegaanked the fourth largest
country in the world in terms of population andliudes the world’s largest Islamic

population (Brown 2005). The Javanese, on the dstdrdava, represent the largest ethnic
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segment of the population (124 million). The resthe county is fairly diverse in
ethnicity. The diversity of the population is apgrat considering the 583 languages and
dialects spoken by the 350 ethnic groups througti@miarchipelago (Weightman 2006).
The family planning program, referred to as “Twdeisough”, has been a vital element in
population control and has made considerable pssgrethe last 40 years. Women in the
1990s had half the number of children as was tee tathe 1960’s (Weightman 2006).
Currently, the birth rate is 19 births/per 1000A@actbook 2010).

Around 100 A.D. the archipelago came under pressane maritime trade
between India, China and the Austronesian settler(@ribb 2000). A focus of trade for
centuries, the Indonesian islands have long expesak continued religious, cultural,
economic and political changes through global erices (A. Rai, personal
communication, 2007). The Dutch East Indian comg&@QC), created in 1602, was
first interested in the Indonesian Islands forithasally grown spices. However, the
VOC soon began to take part in other kinds of tradlein the Archipelago, and
eventually began to colonize Indonesia (Cribb, 20D@spite mineral, timber, and
agricultural wealth, Indonesia remains a poor couwith half of Indonesian workers
still in the agricultural sector (Weightman 2008he current GDP is $4,000 per capita
and 17.8% of the population lives under the povimg. In contrast to many developing
countries and despite high levels of poverty, itegdcy rate in Indonesia (94%) is quite
high (CIA Factbook 2010).

In 1947, Indonesia became independent from thelDarnd great efforts were

made to bring cohesion to the vast archipelagoafuk Indonesia’s first president
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implemented the constitutional tenetRedncasila(five principles) which has fostered a
state ideology in a belief in God, tolerance anchderacy. The effect has been an
increased acknowledgment of ethnic groups in Indianend a justification of the
existence of cultures and thdatwhich are present throughout the Archipelago (N.
Sumantra personal communication 2008). Howeverlusethe region is so diverse,
people tend to focus on local rather than natiateitity (Weightman 2006).

In 1997 a severe financial crisisr{s Mon) followed by mass demonstrations
ousted then President Suharto and became the iocdbathe, so called,Reform Er&.
TheReform Erasupported by the Regional Autonomy Law numbeoPP999, has
given more authority to provincial governments.e Regional Autonomy Law has
emphasized decentralization of Jakarta’s centraéigonent powers and increased local
authority. The law is based on five fundamentah@ples: democracy, people's
participation and empowerment, equity and justieepgnition of the potential and
diversity of regions, and the need to strengthenrdigional legislatures. One island that

has gained considerable autonomy and local coistili (Warren 2005a).

Bali

Bali is centrally located in the Indonesian areltgo.Bali (See Figure 3) has a
land mass of 5,600 Knand is approximately 150 km from east to west@hém from
north to south on its longest axis. The highestatlen is Mount Agung (3,142 meters).

Mount Agung is an active volcano and last erupteti963. The island of Bali is largely
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covered by fertile volcanic soil and characteribgchaving deep ravines between high,
fertile plateaus that contain rice terraces ancmnednals.

Bali’s tropical and subtropical climate is suppdri®/ the Indonesian Archipelago
monsoon seasons yet, as elsewhere in Indonesiaitifall is primarily orographically
induced (Cribb 2000). The rainy season often cseffdeds and landslides but also
ensures several growing seasons for rice cultimatio

The population in Bali is estimated at approxirha83 million people (Gianyar
in Figures 2008). The main indigenous religion (928@Balinese Hinduism (Hinduism
specific to Bali) which is a blend of Hinduism, Bildsm and local animism (Cribb
2000). Bali has the only significant Hindu poputatin Indonesia (Weightman 2006).
Most of the remaining populations in Bali are MasliChristian or Buddhist.

Archeological discoveries show that Balsvpart of a trading network in the
archipelago with the Indian and Roman worlds (C2060). As such, Bali has been
influenced through centuries by elements of BuddhiShristianity, and Islam (Cribb
2000). The culture in Bali has been developing @mhging for centuries as it has been
influenced by outside forces (Agung Rai, persooahimunication 2008). Influences
from both trade and religion have had a signifigengact on the Balinese society.
Balinese culture represents an assimilation oédbffit religious doctrines ardiat
infused through trade and religious influence friowtia, China, the Fertile Crescent, and
more recently from the Netherlands (Weightman 2006)

A global filter has allowed the Balinese to rejeotvanted influences while

embracing acceptable ideals and outside catalystshinge. This “global filter” has its
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roots in theBanjarandDesa AdatToday, many decisions are being made in the
community meeting hall known as tBale’ Banja instead of in Jakarta (Agung Rai,
personal communication 2008). The Regional Autond=y gave significant local
control to the Balinese Province. However, moghefauthority to govern in the villages
bypassed the Provincial government and went dyréactthe Regency. Most of the
Regencies in Indonesia coincide with ethnic zokesywn as adatlaw regions”
(Thorburn 2002). This local control has allowed Badinese to reassert authority,
formally diminished during the reign of President&rto, in land-use and religious
issues (Warren 2005b).

The Indonesian government is nested geographiadtiyn the National,
Provincial, Regency, DistricDesa and finally theDesa AdatAlthough theDesa Adat
seemingly is the lowest rung of administrationnddnesia, quite the contrary is true.
TheDesa Adais the foundation for village culture and econasnit Bali (Geertz 1963).
The implementation of the autonomy law has instihedl it is theDesa Adathat defines

what happens locally both culturally and econontycal

Gianyar Regency Research Area

Gianyar Regency makes an ideal research area disenimtable cultural
attributes and diverse economic landscape. Thelyrtt@tinogenous Hindu population
(98%) also presents a strong case study for megshiow theadatinfluences the
traditional market and micro-business economy. @afRegency is located on the

southern slopes of an active volcanic caldera (M&atur, 1,717 meters). The Regency
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is characterized by having steep ravines and daeyons which drain southward
separated by gently sloping plains. The ravinesyaa and plains are terraced for paddy
rice cultivation and crop plantation. The land mmedhantly consists of rich fertile
volcanic soils. The elevation in Gianyar Regenaybk from sea level to approximately
500 meters.

Tropical and subtropical forests are abundant en@ar Regency and consist of
palm, banyan, banana, hibiscus, and teak treeer\igahe life line for agriculture which
consists primarily of paddy rice cultivation an@upiations. A number of crops are
regularly produced in Gianyar Regency such as baeana, beans, peppers, spices,
tomatoes, egg plant, lettuce, coconut, potato, agdjpapaya, jackfruit, selak, mango,
corn, and several other varieties of fruits andetalgles. Small farms produce chickens,
ducks, cows, and pigs in eablesa Ada{Gianyar in Figures 2008). There are very few
large scale farm operations and agribusiness isrgiy dominated by small family
farms that operate in the informal sector (Budispaal communication 2009).

There are several layers of administration andc@vganizations that persist in
the political and societal structure in Gianyar 8agy. These layers are both definable by
areal units and social structures. Gianyar is dreaght regencies of Bali (Figure 7).

The Gianyar Regency is divided into seven disti(iEtgure 8) that in total include 67

Desa(Figure 9). The 6Desaare further divided into 27esa AdatEachDesa Adat
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Figure 7. Gianyar Regency. Gianyar Regency is tha af study.

works with the Regency to maintain its own cultwaad ritualistic identity. EacbBesa
Adathas its own unique set aflatlaw (Awig-Awig although the basic structure of
Balinese Hinduism is adhered to within e&dsa AdatWithin theDesa Adat
neighborhoods are divided inBanjar. TheBanjar have defined spatial territories within
the village. The married couples that constituesBhnjar have significant responsibility
in maintaining thedatand in organizing and performing village evenégsyikes and
rituals. TheSubakin Gianyar Regency wield considerable power stheeagricultural
landscape is dominated by rice production. Every field owner is required to belong to

the Subakand participate personally, or via a proxy, in caumnal water
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management and ritual obligations. Tuakhave a defined territory that likely
includes severdbesaandDesa AdatThe territory is based on the point of the water
source used and that point’s particular watersBeth theBanjar and theSubakare both
civic and social organizations which have signfficenles in local governance and
economic issues in Bali. There are 1,000 yearrdriptions referring to these
organizations (Lansing 2006). Although they playndicantly different roles, they are
not mutually exclusive groups. EaSlubakmember is also Banjar member of their
village and possibly a member of thesa Adabrganization as well. In Gianyar

Regency there are 2Tlesa Adat565Banjarand 494Subak(Table 1).

Table 1. Gianyar Statistical Information@ésa Adat, Banjar and Suhakianyar
Regency is divided into seven DistrickeCamataithat include 27Desa Adat565
Banjar and 494Subak

District Desa Adat Banjar Adat Subak Yeh
1. Sukawati 33 110 103
2. Blahbatuh 36 71 53
3. Gianyar 41 108 94
4. Tampaksiring 36 71 49
5. Ubud 32 81 85
6. Tegallalang 45 65 61
7. Payangan 48 59 49
Total 271 565 494

(Gianyar in Figures 2008)
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The population of the Gianyar Regency is 422,18042. These 422,186 people
occupy 82,921 households and an area of 368 Wtthough the population density
varies greatly throughout the Gianyar Regencyatlerage population density is
relatively high at 1062 per KnfFigure 10).Density rates are higher in the south coastal

plains of Gianyar Regency and decrease in the @ortioothills of Payangan District.

Population Density in Gianyar Regency, 2007

Bali

Population Density km2

[ 472 - 662
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H 1064 - 1361 & S = 10 Kilometers
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Bal Districts |\ _Sourse: Gadja Mada University, ESRI and B. Leaw=li, 2008 {

Figure 10. Population Density in Gianyar Regendye population is higher in the
coastal area and decreases towards the north inigher foothill of Payangan district.
The villages of Payangan, Ubud and Sukawati arag District market locations that
are included in the data collection for this reskar



50
Although Gianyar Regency has a high population idlgrtte population is
clustered into villages which leave the agricultlaads and forested ravines relatively
void of occupancy. The population growth rate.s (Gianyar in Figure 2008).
Population demographics reflect that the majoritgge groups are in their mid to late
20’s (Figure 11). The data suggests that the ptipalavill be aging in the next two
decades. Overall, there are slightly more men #amen in the Regency with the

exception of ages ranging from 25-29 and 65-69 re/M@men constitute the majority.
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Figure 11. Population Pyramid. The populatiomdgraphic demonstrates an aging
population in the next two decades, a sligtghgér male population with the exception
of the ages ranging between 25-29 and 65-6@rc8oGianyar in Figures 2008. Graph
by author.
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Traditional Markets

The economic landscape in the traditional markig¢ets that of a “traditional
economy,” in that the economy is dominated by ausity and traditional goods and
services. The traditional economy supports ther@ak society which creates a demand
for customary and consumptive goods through itaicail attributes anddat This
demand is met at the traditional markets that egegbent in eacbesa There are seven
district traditional markets in Gianyar Regency ethare managed by both the national
and regency government and at least 67 village etairkanaged by the local villages.

This research collected and analyzed data frone ttiistrict markets and several
random village markets located within the admiaiste boundaries of Gianyar Regency
(Figure 12). Although the markets throughout Giarfyagency vary in size and
management, in essence they are all strikinglylarmiThe few subtle differences that
make them distinguishable will be described inahelysis section of this thesis.

The traditional markets of Gianyar Regency areredigtiocated to serve the
communities that surround them. The district meazleee larger, more complete in
includingadat product for ceremonies, often clustered into ssv@ultilevel buildings,
and managed by the Regency. The village marketsnaadler but still have a substantial
variety of products, are generally located in oni#ding, and are managed by thesa

Adat.
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Market Research Sites
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Figure 12. Research Market Sites. The marketsheners here to demonstrate the
geographical distribution of markets examined is tesearch. The Payangan market is
traditional, the Ubud is a traditional and tourisrket and the Sukawati market is a
traditional, tourist and export market. The remagniraditional village markets were
chosen to achieve an equal geographic distributicinded in this research and reflect
the general economic and cultural landscape. &liniarkets are studied inclusively to
understand the comprehensive makeup of the mark&@mnyar Regency.
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Although each market has particular characterigtiéts daily management, in its
temporal aspects of operation, and in the variéfyr@ducts offered, the prevailing
common features of each market landscape cannghbeed. Most traditional markets
in Gianyar Regency have a building for contractaldors and an open yard for daily
vendors (Figure 13). The basic function and conoéptch traditional market (Figure
14) in Gianyar Regency is to support the Baline=exis and provide a public forum for
the informal business sector. The types of vendndsbuyers, the preferred early hours
of operation, and inclusion afdatproducts and consumptive goods are characteristics
that are universal among markets in Gianyar Regértoy goods are universally
supplied to each market by truck, motorbike, puatiscand most commonly on top of

women’s heads.

Figure 13. Balinese vendors at the Ubud Marketiéhg author.
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Figure 14. Traditional Market Photos. Most tradiabmarkets in Bali have a building
for contractual kiosks (upper photo) and an operdy (lower photo) for daily vendors.
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METHODOLOGY AND DATA

This research is qualitative; it uses both ethnoigiamethods and a mental map
study to understand the influenceaafaton the informal micro business sector and the
economic landscape of the traditional markets. @thaographic methods employ
interviews, field investigations and a questionaavhich are examined through the lens
of social capital. The mental map study is usednierstand and illustrate the Balinese
perception of space and to simply identify whichmment features the Balinese select
as important in their lives. Both methods are bestyzed and described in narrative

with the support of figures and graphs to displagy/riesults of the analysis.

Ethnography

Ethnography is a qualitative research method afts=d in Geographical studies.
It is used to collect empirical data of culturaliaties by employing interviews,
observations and questionnaires. Ethnographic rdstace used to produce a picture of
cultures from the perspectives of their membergg¢bgte, Schensul 1999). These
pictures are then analyzed through the methodthabgraphy and described through a
narrative. Key informants were interviewed, the ke#s were observed and
photographed, field examinations and questionname conducted, and findings on the
cultural and economic landscape were recordedofAliese methods were conducted in
Gianyar Regency. The data collection included kegrviews, field examinations, and
random questionnairednalysis of the data is a continual process tleaetbps

throughout the research to identify important fastd explore new considerations as the
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research progresses. The information was crossetexih key informants, field
examinations and questionnaire results. The resdts then explored further. This
method is known as triangulation in ethnographseaech. Often the data are retrieved,
analyzed, reexamined and then the method is repeate

Ethnography best explores how tatinfluences the informal micro-business
traditional markets. Additionally, ethnography nedk present a framework to better
understand the functionality, tendencies and géeeraept of the traditional market
economy in Gianyar Regency. This is done by comigitihe local perspective of
Balinese with current literature and empirical eonétion of findings.

The ethnographic method in this research firstipomates interviews of key
informants to initially identity local cultural parns and consistent responses. Once
patterns are identified, the essential data aréoated and reorganized into a set of
guestions that can be included in a questionnaideegaluated by field examinations.
The scope of the interviews was broad and primardijuded respondents that resided in
Gianyar Regency. However, other perspectives fread@mic experts that live in other
regencies of Bali were also explored. Expanding datlection outside the research area
confirmed the unique qualities of Gianyar Regem@syyvell at the continuity of the
Balinese society and economy throughout the previbe ethnographic methods of
interview, field examination and questionnairestagst collated and sorted into
“structures”, "patterns”, and “items” (key poin@)d then presented as a story
(Lecompte, Schensul 1999). These “stories” andrigslare described in the analysis

and discussion section of this thesis.
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Interviews and Data

The interview respondents included villaBanjar andadatleaders, religious,
museum and cultural leaders, priests, professionalguides, vendors, buyers and
market managers, government officials with admiatste authority in trade, small
business owners, agricultural producers and leatiedsig departments and academics
who are experts iAwig-Awig agriculture, business and marketing fields. talid0 key
informants were interviewed which completed thel gb#he field research (Table 2).
Audio and video recordings were the primary techaio capturing interviews. Written

notes of nuances and interesting aspects of theviatvs were also taken.

Table 2. Key Informant Interview Data. This tabktd the type and quantity of detailed
personal interviews with key respondents.

Respondents Detailed Interview
Village Leader 5
Village Priest 2
Desa Leader 1
Government Official 7
Market Staff 4
Vendors/Business Owner 11
Buyer/ Villager 7
University Professor 3
Cultural Guide 2
Random 7
Outside Research Site 1

The questions were relatedadat, the traditional market and the informal micro-
business sector but also were open ended in natatew for new information to be

forthcoming (Appendix A). The objective was notantify these interviews but rather
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to explore interesting concepts, patterns andaofglinformation and data acquired
through field examinations and random questionsahat were conducted. Often key
informants were interviewed several times to cladidta retrieved in the field.

A critical technique of interviewing is not breagithe narrative of the informant.
Allowing the dialog to proceed without an agend&fpresented new concepts and led
to further exploration. One inherent deficiencytthecurs when conducting interviews in
a cultural landscape with several language bansaranscribing and translating the data
collected correctly. Every effort was made to aatelly portray the details of interviews.
However, when severe grammatical errors arose wiricke the narrative of the story;
the interviews were subjected to editing. Alsotraeslators were often needed to get
detailed data from respondents, the story was amtally retold in a simplified manner
according to the translator’s opinion. With thismind, interviews were edited, collated

and analyzed with care in order to be as accumpmssible.

Field Examination and Data

Field investigations are a critical part of ethraggry. Field examinations allow
time for observing nuances and tendencies of thikehahe management of the market
and examining the daily routines and processelseoféndors and buyers. The field
investigations searched for patterns, common featand the types of business evident at
each market. The time spent in the field also cdered the nature of the research sites to
clarify survey questions, interviews and gain adarstanding of the market process and

economic landscape from an empirical perspective.
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In total, three primary district markets (Payandadbud and Sukawati) and
several smaller village markets were examined ooatly. In addition, several markets
outside the research area were investigated irr twdeok for different patterns and
similarities to compare with the Gainyar Regencykets. A minimum of five field
examinations (observations) were performed at sdehThe field examinations were
conducted at different times of the day. The fefdminations took place at the market
set up, during the operation hours and at the osiah of the market. Often it was
necessary to return to the market at night to clemghe “night market” that replaces the
daily market and often contains a traditional feodrt and temporary vendor stalls that
sell modern amenities. By observing the traditionalket at three separate times, further
understanding of how the market operates, the hidde unwritten rules that the vendor
and buyers abide by, and the management processxaasned more effectively.
Products by type and location were documented.gEineral market landscape was
observed for its social norms, operational proceslucultural habits, orientation with
Mount Agung and connection smlat Ceremonies and Hindu holidays were especially
important to observe and document in order to wstded the effect these events have on
the market economy. During field investigations k#prmants were interviewed and
additional questionnaire respondents were acquiree.market managers were also
consulted at this time to understand the charatiesiof the market. Photos and audio

recording were taken to review and to discuss figsliwith key informants.
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Questionnaires and Data

Questionnaires were incorporated to answer speqigstions, clarify
ethnographic methods and to help explain perspetiv the key respondents that were
interviewed. Questionaires also offer an opportutatunderstand and display, through
graphs and tables, the tendencies in the econardicwdtural landscape relating to the
traditional markets. The questionnaires were usexnjunction with key interviews and
field examinations to explore the key questionthef thesis. However, they are not
intended to establish a statistical relationshifhanfindings.

Techniques of randomization (randomly distributetiowball (using respondent
to distribute questionnaires to people they knawg) @onvenience methods (offered as
opportunities present themselves) were used wisiamyar Regency. In total, 400
guestionnaires were performed (200 buyers and 288ars) by sampling in district
markets, village markets and throughout small angd villages within Gianyar
Regency. Purposeful efforts were made to includeeys from each district and to
obtain a considerable geographic distribution spoadents. Vendors were surveyed
primarily at the markets. Buyers were found randothfough daily occurrences and in
both highly populated villages and in remote regiohGianyar Regency. A
representative age and gender group for buyersemdbrs was sought and a
representative group has been confirmed and vefifyefield investigations and key
informants (Table 3).

The questionnaire was constructed after severahdments and sample

guestionnaires were performed and amended foustasenore interesting topics to
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explore arose. The data from the questionnaires haen verified by interviews with
key informants, have been collated (Table 4) aribb&ipresented in the analysis, results

and discussion sections through graphs and diagmmsgpport the ethnographic

narrative.

Table 3. Characteristics of Questionnaire Respasd@&ata of the basic characteristics
of respondents from the questionnaire. A represigatgroup was believed to be
achieved in the questionnaire process. The buyetsealler in the market are primarily
women, significantly Balinese, and in an age mastlhe age range from 21 to 50

(Figure 15)

Characteristics of Respondents

Gender Male Female
33% 67%
Balinese No Yes
11% 89%
Age Age Range Percent
10 or less 0.3%
11to 20 11.0%
21to 30 27.6%
31 to 40 30.7%
41 to 50 18.7%
51 to 60 5.3%
61to 70 3.5%
7110 80 1.8%

8110 90 1.1%
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Age range of Respondents
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Figure 15. Age Range of Respondents. A represeatate group, which includes
buyers and sellers.

Table 4. Results from questionnaires.

Questionnaire Data

1. Is the Desa Adat getting stronger day by day?

No No Answer Same Yes
5.0% 1.5% 15.5% 78.0%
2. Is Agama Hinduism in Bali getting stronger dagyday?
No No Answer Same Yes
10.5% 2.0% 11.0% 76.5%

3. Are the traditional markets in Bali still strodgspite modern super markets?
No No Answer Yes
8.0% 22.0% 70.0%
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4. Will globalization destroy the traditional mat&én Bali?

No Not Sure Yes
74.3% 0.7% 25.0%
5. What is the distance from the market to your &guendors)?
1km or 5to 10 to No
less 1to5km  10km 20km 20km or more  Answer
21.0% 28.5% 25.0% 17.5% 7.5% 0.5%
6. What is the distance from the market to your égbuyers)?
1km or 5to 10 to No
less 1to5km  10km 20km 20km or more  Answer
28.0% 39.5% 18.0% 5.5% 0.0% 9.0%

7. What are you top 3 reasons for buying at thditicamal market?

Percentages based on 3 choices

Can bargain for a good price 82.5%
Socialize with friends and family 12.0%
To support Desa Adat. 18.0%
Quiality of product 46.0%
Preserve religion 11.0%
No chemical in product 21.0%
One stop shopping for ceremony and offerings 40.5%
Market is open early 36.0%
To support local people 6.0%
Other 2.0%

8. What is the percent of product in the traditionarket related té\dat?

Range Percent of responses
> than 10% 1.5%
10 to 20% 1.5%
20 to 30% 0.5%
30 to 40% 2.5%
40 to 50% 7.0%
50 to 60% 6.0%
60 to 70% 10.5%
70 to 80% 21.0%
80 to 90% 27.5%

90 to 100% 19.0%
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Mental Map Study

Mental maps studies can be used to determine hoplgédescribe their
communities. The maps can also be an interestingaddor understanding the linkages
and connections the Balinese have to economic aliwral features in their villages.
Mental maps in this research allow the Balinesghgsically describe their villages on a
map that in turn can be analyzed for patterns mkddes with local features, the
traditional markets, economic factors adht The maps are a tool to describe what the
local population deems important and will be usebelp support ethnographic findings
of this thesis.

This research used a mental map study specifitailyentify what cultural,
religious and economic features are, or are nolided in the Balinese perception of
their village. The mental maps methods were orityreerformed as a supplement to the
ethnographic methods in order to add a quantitaiiveponent, similar to the
guestionnaire, and support findings. However, wbdeducting the mental maps study, it
became apparent that there were interesting consnfrem the respondents that led to
further investigations. Therefore, this method Wwikth summarize and quantify the
significant features identified in the respondeetntal maps and elaborate on the
interesting findings that became apparent whiledooting the study.

Mental maps were performed using randomizationwdadl and convenience
methods. The map survey was performed througharnyar Regency using a standard
guestionnaire (Appendix C) that first asked thepoeslents to draw their village, then

identify important features in their village andtlg circle the most important feature in
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their daily lives. The results were summarized (&) to consider how many

respondents identified the traditional market azatudres related @daton their maps.

Table 5. Mental Map Study Summary of Respondeats D

Mental Map Data

Maps Totals
Mental Maps Performed 150
Maps that displayed the traditional market 112
Maps that expressed the market as important toltties 76
Maps that displayed features relatecdat 133
Maps that displayed environmental features 26

Beyond the importance of the summarized mental reaplts, several discussions
that occurred while administrating the study becam@ortant data to examine.
Informant’s comments and concerns regarding theirraunity, theDesa AdatTemples,
adatand the traditional market are especially inténgstio consider. These discussions
led to further investigations into the negativespexctives of the respondents toward the
traditional market place.

As in the ethnographic study, language and terlogyowas critical in
maintaining consistency in the mental map study. Jamnple surveys were administered
to identify problem areas and improve survey teghes. Interestingly these sample

maps provided significant findings during the as@yof the mental map study.
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Several problems persisted in obtaining the menggds from respondents. The
terminology used created problems in the earlyestdglevelopment. Women
respondents often refused to participate in theystiihis created difficulties in obtaining
a representative group. However, by persistentiiigg,) a representative group made of

men and women from a wide range of age groups wast@ally included in this study.

Data Collection and Challenges.

There were three separate field examinations ferréfsearch performed over a
three year period. The data collection was comgleteOctober 1, 2009.

In January of 2007 the initial research study ifi @as performed and redefined
the goals and realistic objectives of this theSis this field examination it was apparent
that the Balinese are determined to protect td@tand their cultural landscape while
improving their economic situation. A preliminartheographic study was performed to
identify how the Balinese perceive respect andistat their daily lives. This research,
using ethnography, clarified the importance of ustéending the Balinese perception of
identity, respect and status. The results of teearch verified that the Balinese deem
status and respect as extremely important elenvetiteir lives. Further, that Balinese
often will forgo financial awards to promote anafect the level of their social status
and respect. This finding has been well documeint@ghthropological research in Bali
(Geertz 1975).

In the second field examination performed JanuaB098 until February 26,

2008, preliminary research methods were testedesehrch analysis undertaken in
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Gianyar Regency. The field investigation was insieatal in defining methods by
conducting interviews, surveys and field examinaicelated to the traditional market,
informal micro-businesses and loealat The performance of this field examination
redefined the specific goals of this study andiiiéal a meaningful approach in
conducting the ethnographic methods of this resegiren the language barriers, caste
system and clanship prevalent in Bali. The variatiostatistical data available and
limitations in interviewing and acquiring data hretvillages in Gianyar Regency was
also considered. Key informants, respondents,augity and governmental contacts
were contacted in order to proceed with the re$ediee legal process of conducting in
depth research in Indonesia also was initiated.

The third field research period was conducted dytte auspices of a 10-month
Fulbright research grant from December 1, 2008 @i 1, 2009. The Fulbright was
part of a cultural immersion program that encousagétural understanding while
conducting field research to complete a graduaigram of study. With this in mind,
four months were spent in a small village livinghin a traditional Balinese compound
where cultural rituals were performed daily. Thise spent in a family compound was
instrumental in understanding and exploringddatand daily economic activities of
Balinese society. Daily rituals and patterns of Bla¢inese society were observed
continually throughout thBesa Adatn this small villageField examinations within the
local traditional market and Balinese tempRanjar meeting Subakrituals, village and
private ceremonies were conducted with the helgatfit Mendra, a cultural guide of 18

years.
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The next experience involved a two-month staylatal family home-stay (bed
and breakfast) within a traditional Balinese commbadjacent to the Ubud traditional
market. The home-stay family participated in buyamgl sellingadatand in buying
supplies at the market daily. They are key inforteam this research. An office from
which to conduct interviews and field examinatiovess rented at this time. The office
was located within 100 meters of the Ubud traddianarket and each day hundreds of
buyers and vendors passed by this office on thayr tw the traditional market to
purchase or sell goods.

The final four-months of the Fulbright period weggent outside the research area
and adjacent to Udayana University where intervieitls academic experts were
conducted. During this 10 month time period, theegraphic methods and mental map
study and data collection was completed. Intervjdigkl examinations, surveys and
mental maps were collected, collated, coded, exaaniior patterns, structures and
tendencies and are described in the following amsignd discussion section.

The difficult and challenging issues apparent withducting research and
collecting data in a foreign country became appaasrthe ethnographic methods were
initiated. This issue is especially the case inri&ale society where complex social
structures are apparent and often incomprehensilthee researcher (Geertz 1963).

Language barriers, status, respect, age, gendessissid avoidance were the
main problems confronted. Several different logatfassistants were utilized to attend
to these issues. The assistants were Balinese emdwersed in the Balinese and

Indonesian language. Many of the older vendorshbarygrs in the market do not speak
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Indonesian and most prefer to use low level (comrBatinese language. Employing
local translators and research assistance enalpliexpar etiquette to be used while
interviewing or conducting questionnaires with @sgents in Bali. The Balinese society
is built on a caste system with a very complexustaind respect structure. Additionally,
Bali is a patriarchal society and although over thiads of the vendors and buyers in the
market are women, men often wanted to participat@athorities on the traditional
market”. Lastly, there was significant avoidancethiy older women (60-90 years of age)
and a segment of the younger women (20-30 yeaage)f The older women are often
illiterate and the younger women often shy (Gusti Apersonal communication 2009).
A delicate balance of sensitivity and persistenas needed to acquire data from these
age ranges and gender group to complete a repatisergegment of the traditional
market and informal micro-business sector.

The time chosen to interview respondents was ealrsspect of this research.
Since most of the buyers and vendors in the manetvomen, acknowledgement of
their daily time constraints needed to be consullert first glance, it appeared best to
interview and perform questionnaires early in tremmg when both buyers and sellers
filled the market halls. These attempts howevdedamiserably do to the lack of interest
in participating with the questionnaires. Thereforgvas deemed best to focus on
observations and documenting field examinatiorikiattime. The best time to perform
guestionnaires and interviews was determined rtend 7 a.m. when market activities

noticeably slow down.
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One condition in delineating vendors from buyer®iacknowledge that many of
the respondents professed to be both. Of couraeuitd follow that the vendors bought
their daily supplies at the market as well and mafitye buyers came to the market on
occasion to sell offerings and various agricultyralducts seasonally. In addition, most
buyers professed to have participated in sellintg@amarket personally, with their
families or as employees. This research was peddmwith these difficulties in mind and
adjustments were made to minimize confusion inddi@. These complications are
further evidence that using qualitative methodtésappropriate research approach for
understanding the questions of this thesis. Coresgty) although graphs and figures are
used, the methods used to collect data will beyaedito describe observable patterns
rather than to display statistical facts.

In order to protect the respondents from possgdigoution or social ridicule in
any form, anonymity has been applied unless otlserdirected by respondents. Also,
caste names are used often in the Balinese saridtynany people do not have family
names and prefer to be acknowledged by caste. fbnerseveral respondents names

used in “personal communications” and interviewsidentical according to their caste.
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ANALYSIS I: ETHNOGRAPHIC STUDY

We first look at the traditional market through #tbnographic methods
performed. The market, informal micro-businessed,the influence of thadat, are
examined through the narrative analysis deriveohfiterviews, field studies and
guestionnaire results. The results from questioesand quotes from key informants are
included to lend support and context in understagttie economic and cultural
landscape in the traditional market.

Ethnographic data are often analyzed through aldased on the theory that
presents itself through the processes of perforitiiagethnographic methods. One
apparent framework identified for this analysisagial capital. The ethnographic data
has been collated, transcribed, summarized andwed through the powerful social
capital theDesa Adatommands and its influences on its community memaed in the
informal traditional market economy. TBesa Adainfluences the economic landscape
through the rigid demand fadatproducts propagated by the continuum of ceremonies
and rites which it requires tleeka(civic and social organizations) of the village to
maintain and perform. Geertz (1963, 1975) iderdiffeese social and civic organizations
in the village as the driving force in the villageonomy. Again, the fiveekaare; the
Desa Adat (agn organization)Banjar, Subak clans and family networks and the
voluntary associations.

Ketut Mendra explains his involvement in sevesetain his village after being

asked about theekaand its economic influence:
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Thesekasupport thddesa Adat | can say | belong to all of them at some time o

the other. We must, especially if we are marrie@ll\Wny brother handles the

Desa Adatesponsibilities this year [...] I'm responsibledryears for that@esa

Adap. Another brother handles tiseibak We have rice fields we are responsible

for. Each family must have rice fields and we gid€b to theDesa Adafor the

temple [...] 'm also &anjar of course. | must be involved with the village
administration every month with tiBanjar. We are also Gelgel (clan affiliation),
which means | have a clan temple to maintain invib@ge. | can say that
everyone in the village is part of at least 3 @eka Yes, most everything we

need we buy at the market (Ketut Mendra, persooraincunication 2009)

The traditional economy and tBesa Adastructure are both organized and
nurtured through severaéka or civic and social groups within the village.liBase
economic life is realized through thesekaorganizations (Geertz 1963, 1975). This is
certainly still the case today as all events inDiesa Adatvhich were studied in this
research reflect a direct relationship to one ves® £kain the village. These social and
civic organizations still form, and arguably will remaihe core of the Balinese
economic landscape within tibeesa AdatThesekaalso creates the demand for

traditional economic activity in Gianyar Regenchidactivity is satisfied in the

traditional market through the informal micro-buess sector.

The Traditional Market

The markets in Gianyar Regency are dynamic anénthwith business activity.
Centrally located in the village to serve the sumaing population, the markets are the
core of the economic landscape and a public verezenthe informal business sector
and local culture intertwine. The traditional maekare instrumental in providing goods
and services to support the numerbesa Adathat have a multitude of continual

ceremonies and rituals to attend to and which arfopned by theseka The markets are
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representative of a traditional economy based stoooary and culture goods and
service.

The traditional market is also a social center whéeas are exchanged,
friendships made, business contacts acquired andl status is leveled. The Balinese
can buy everything they need on a daily basiseatrditional market. They can
purchase daily food supplies, clothing, modern atiesnadat products and even dine at
the market. Anything can be sold at the marketssfohibited by law.

The market acts as a place from which many othsinbas activities are
interconnected. It's a wholesale, retail, serviad aetworking platform that supports the
livelihoods of both local and national citizens.€eTinarket is also a source of social
interaction and can be instrumental in teachingepnéneurial skills. Often mothers and
daughters are seen working together. Familiesalatract stalls in the market and pass
the contractual agreement down through generatidms demographics within the
market are interesting to consider. Women constitue vast majority of buyers and
vendors that occupy the markets grounds. The ethaleup of the market is dominated
by the Balinese, yet there is a strong represemtdtom other Indonesian nationals
selling goods.

The traditional market is a public forum where aagional citizen can attempt to
make a living, restriction free, as long as thegybational and regional laws. An
entrepreneur can arrive at the market each dalgputitreservation, and attempt to
conduct business, with little start up cost or lniting layers of bureaucracy. There is no

need for insurance, heavy capital investment enking procedures. It is a true form of
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pure capitalism in which the businesses successapity depends on the owner’s
bargaining skills and in offering a reasonable piaidine.

Although the markets are vibrant with cultural aityi that reflects a resilient
culture, the traditional markets in Gianyar areraiag, largely due to transportation
considerations and modernity. However, despitentedeanges, the markets still are
critical for the Balinese society in providing affiable food and products relatechidat
In this sense, the markets are highly influencethleypowerful culture that surrounds
them. This culture has a rigid framework embeddeithéDesa Adat’ssocial capital that
guides theseka’sactions. Thesekaare instrumental in creating demand for product
related toadat That demand is met in the traditional market taghe though the
informal micro business sector. The market is nescdbed and analyzed in relationship

to theDesa Adatind the informal micro-businesses in the trad#@ionarket place.

Market Description

There is a district market centrally located inledistrict and at least one village
market in eaclbesa(Figure 16). There are also small privately ownedi-markets
within theDesa Adatknown asvarungswhich support the village as a local
convenience store. Thearungfalls outside the scope of this research but deser
mentioning because they are considered an infamaab-business activity and act as
satellites from the market because they restodi tam market vendors. The
traditional markets are prominent features in ealddge and are generally located at the

intersection of each villag&he markets often reside on f{herempateras described
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earlier by Samadhi (2005a). This central locatioyvjales the benefit of convenience for
villagers in outlying communities but also preseartsssue of traffic congestion at times.
The congestion is especially constricting during time when Balinese are busily

preparing for upcoming ceremonies.

Market types and Distribution

District Market @  Village Market © Warung e

DistriCf mmmm——— Desa — — — DesaAdat -----—-

B. Leavell, 2009

Figure 16. Market Types and Distribution. Eachrdishas a traditional market which is
primary managed by the Regency. EBgsahas a market owned and operated by the
village. There are also oftemarungs(private mini-marts) in each village that suppbs t
local community traditional needs.
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The markets are moved occasionally as their irragire deteriorates or as the
need to expand their size is imminent. Often thedees do not like to move to the new
location due to traditional feelings and a conderrioss of revenue and tenured position.
Several markets are slated to be moved in GianggeRcy in order to reduce traffic
congestion as the Regency experiences the increaseaf automobiles and motorcycles.
These modern amenities are often competing forespdt the continuum of ritual and
ceremonies that occur at therempateror as these events pass through the market area
on the road system. It's important to note thay\tle conflict between modernity and
Balinese rituals occurs at this junction, or anywehia Bali for that matter. The Balinese
rituals take precedent to any issue that arised sha death or emergency. Ketut
explains:

ThePecalang(Desa Adatecurity group that protects each ritual

performance) will ensure that nothing stops themany. If people

honk their car horn they are inviting trouble. Ndgmn this island

dares to interfere with thedat They will push your car out of the

way if needed (Ketut Mendra, cultural guide, 2008)

There are many ceremonies that occur near thditmaal market. There is an
apparent unwritten rule that is readily accepte@lbipystanders. This rule clearly gives
all ceremonies and rituals right of way. All econom@and personal considerations are
sidelined until the Balinese event passes an®#ualangblasts their whistle to signify
that people are allowed to resume their businesgally thePecalangare efficiently
encouraging everything to get back to normal askiyias possible.

The traditional markets can be divided into twoetypdistrict markets, which are

owned and operated by the Regency and the villag&ets which are owned and
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operated by the local village. There are seventioaal district markets, and more than
67 village markets at theesalevel. Interestingly, although managed slightlffetiently
and with different levels of government supporg two types of markets perform and
operate in very similar ways. In fact, by analyzthg data collected in Gianyar Regency,
the results are surprisingly similar.

When asked about the markets in Gianyar RegencgieMaplains:

The markets are all the same. You can find theeghings everywhere.

But the big markets (district markets) have momagleteadat Other

than that they are all the same [...]yes | can ganpmarket in Gianyar

(Regency) and it looks the same, same vendors, gangs to buy, same

everything (Made, buyer, 2007)

The District markets are governed by the GianyageRey. The Regency is
responsible for the maintenance, management aedaues for these public markets. The
Regency also provides the building, the staff,sbeurity and the rules of the markets.
Renovation and structural concerns are the respinhsof the Provincial and Regency
government. There is currently a program being supg by the central government to
revamp the infrastructure of traditional market®tighout Indonesia. The market in
Payangan is currently a part of this revampingrefiad its roof is being replaced
(P Wayan, personal communication 2009).

The Gianyar Regency is very proactive in promoting protecting their
traditional market but there are always budget eomcto address. Pak Wayan explains:

The government supports the traditional marketah Because it's an

important part of our culture. We must maintain tharket because it's our

social responsibility. We need it to buy our food][things for our ceremonies
and it’s just our way. Many people want to feel ortant and buy
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at the new supermarket to look rich [...] most pedibke the traditional market

because the price is good and you can bargain\{Rafan, Industry and Trade

official in Gianyar Regency, 2009)

Each market has a similar management plan unlegeaisituations occur. Rules
are amended to adhere to the specific situatiom ngjards t@datand economic issues.
For example, the Ubud market does not have a tigktfood court due to the local
pressure of tourist restaurants which have lobtmeéduce competition for tourist
dollars.

The district markets are generally multi level I(3f) buildings and have a large
outdoor “yard” for walk-in vendors. The land whehe district market resides is often in
controversy. According to management employeedauad scholars, there was a land
transfer of the district market land to the natiag@/ernment in the 1990’s. This transfer
occurred during the reign of President Suhartoaraltime when the central government
held a strong position in governing Bali. Sinceomaimy, there is clearly a lack of central
government authority in Bali and tibeesa Adais asserting its local authority to gain a
position in the management of the traditional magkel surrounding area. In fact, there
are significant community impacts near each ofdis&ict markets due to the increased
traffic and congestion. THeesa Adais actively seeking an influential position witiet
Regency in order to deal with these issues. In Bakafor example, th®esa Adahas
lobbied the Regency to allow them to administergliking near the traditional market.
To mediate this issue the Regency has thus givebdba Adain Sukawati and Ubud
parking management responsibilities, the abilitgngploy their own villagers to collect

the fees, and 50% of the parking revenues. It ch8B0Rp ($.10) to park a motorbike in
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the market and 2,000Rp ($.20) per car. Desa Adaemploys several parking
attendants and the revenues are deposited indaeUBD (community bank). Sukawati
generated parking revenues totaling $33,000 in 20@Bis using the money for various
social needs in the community (Antara, personalmanication 2009).

The Regency administers the traditional market atpmrs and sets revenue goals
each month and annually. These goals and realizaficevenues is prominently
displayed at each market office. Each day a manageemployee adds up the revenue
from vendor fees and notes it on the public markeénue chart. The revenue collected
at the market goes directly to the Regency an@teémased to support the smaller village
markets.

These markets employ dozens of staff who adminikeemarket. The employees
working at the traditional market are consideredl servants. They wear uniforms and
report continually to the main office for furthestruction. However, each seems to
know their position and daily tasks well. The versdand market staff can often be seen
joking and helping each other. According to théfstheach market, there is little to no
crime beyond the occasional petty larceny.

The village markets are managed similarly to distmarkets in concept but differ
in land ownership, are responsible for the maimeaaf the market, and retain all the
revenues generated by the market. The village @ndsmaintains the land and structure
the market occupies. The revenues for the villagekets are collected and managed by
the village. The employees are mostly local villag&hese village markets are generally

smaller than district markets and service the imatedarea. Generally the village
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markets are one level structure with a small yardvalk-in vendors. The village
markets lack the variety afdat products required for special ceremonies. Ayu &xgt
Sometimes | have to go to the big market in Sukiawtat more complete
and | can learn from what | need from the selleréh They know what

I need to make the ceremony complete. The locakebanly has what
I need for the normal ceremonies (Gusti Ayu, bussnewvner, 2008)

Market Temporal Features

Each market has a set schedule of operation farisgand management
purposes. The time of operation generally ranges 5 a.m. to 5 p.m. Some markets
hours of operation are different and depend om#wals of the local population. For
example, the Payangan market is open from 5 a.fril sam. due to being solely a
traditional market. Its patrons are generally fieid buying by 11 a.m. In contrast, the
Ubud market operates from 5 a.m. to 5 p.m. dubeddurist influence that is promoted
by attracting tour buses. The Sukawati market haataresting time frame of operation
that corresponds with ceremonial time periods. digat before ceremonies, it remains
open late to provide an opportunity for vendor$irsghdatto supply last minute
shoppers. Essentially, the market management imabage has recognized the needs of
the community and the demand thdatcreates.

Regardless of the times of operation set forthhigymhanagement at the market,
the vendors seemingly ignore them or simply usethe guidelines. Often merchants are
seen in small groups selling at all times of thg aiad night. The exception to this is with
the Ubud market. In the Ubud market, there seerbg @ very precise set of rules. This

may be a reflection of the political influences amgmt in Ubud that are determined to
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attract tourists and maintain a clean and organemdscape around the market area. In
this case, the market has altered its traditioredtices of allowing food vendors to
service the local community in order to accommodagepolitical pressure.

The Ubud market has interestingly developed a fgaattract group tours to the
market. The market management, along withDbea Adahave devised a schedule to
address both the cultural needs of the locals la@v¥er increasing interest of tourists to
purchases handicrafts, art and textiles. In oraeapitalize on this “tourist market”
concept, they have developed a vendor schedulspaitl schemes that maximizes the
use of the market place.

The time for selling traditional goods is desiguoafi®m 5 a.m. to 9 a.m. At this
time, the market reflects a purely traditional plaelowever, at 7 a.m. announcements are
made over an intercom system that reminds venddisei “yard” to start cleaning up and
make room for the next wave of vendors. The seezne of vendors are known as Art
Vendors. However, their product line includes amg remotely related to Bali and
Java. Textiles, handicrafts, spices, and t-shotsttute the majority of the “Art
Vendors” selection.

The grounds are thoroughly cleaned by 9 a.m. la@dnarket is put back into
prime condition. The garbage from the early hosremoved and the atmosphere
becomes considerably quieter and less rushed. Vesdting tourist souvenirs quickly
take over the grounds and set up their stalls kod $paces. By 10 a.m. buses arrive and
tour groups enter the market in search of intergdBialinese arts and crafts, textiles and

items reflective of their Balinese experience. Tdwgs are often led by a tour guide.
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These guides generally have an arrangement withethéors and acquire a commission
if they bring prospective buyers to the merchant.

The markets in Gianyar Regency have three “wawgéattivity each day; the
wholesalers, the vendors and the buyer’s wave. @bnéhe markets begin to have
activity around the 3 a.m. when numerous smalksuow down from the highlands
with fruits, vegetables and other commodities &supplying the market vendors. The
trucks stop for a short period of time, sell ti@ioduct and continue on to other markets
to complete a daily cycle. Most of the wholesabmes gone from the market by 5 a.m.
Often they return to re-supply the same market thi@ same morning, especially during
the busy preholiday and ceremonial periods.

The second wave of activity is that of the venddte vendors, whether
contractual, walk-in or street vendors arrive athdra.m. and are set up and ready to sell
by 5 a.m. Once they have occupied a place, theleaied a fee by the market staff. The
management employees make several passes aroumditket and collect appropriate
fees from the vendors.

The third wave of activity in the market is perfadby the buyers. Since the
Balinese lifestyle begins very early each day,lthgers have limited time to purchase
their goods and return home. Therefore, the masketry crowded from 5 a.m. to 7 a.m.
so people can return home at a reasonable timegio their daily schedules. There is a
noticeable lull in each market observed after 7. &ine exception to this rule is when the
Balinese have a ceremony of significance. Durirayicial holidays and larger temple

ceremonial time periods such@alungan NyepiandKunigan,the market is busy
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throughout the morning and sometimes into thed#iexnoon so that people can

purchase supplies for offerings aadat The markets are often closed on Provincial-

wide ceremonial days. However, often a scatteringeadors can be seen on these days
selling small offerings to last minute shoppers.

Several markets are on a three day cycle whicle&lg noted on the Balinese
calendar. The days are referred to as “Market Dayd are name&asah Betangand
Kejang These names are known island-wide and refertédional days that were agreed
upon long ago. How long ago could not be determirt&gen market managers and older
merchants with considerable tenure at the markdtlaanly speculate on where the three
day cycle came from and when it began.

Long ago, | don’t know when [...] this system was eleped so each village

could have an opportunity to buy from the vendon®wavel. Everybody walked

back then so they only went to the village evergéhdays to meet the vendors
who travel from market to market. We still follolwet system (Pak Wayan, market

manager, 2009)

Putu from Ubud, who has shopped at the Ubud foret®ds, expands on this topic:
Before, we always waited for tliasah(Ubud’s Market day). We could always
get more selection and learn more about what we teeeomplete our
ceremonies. The selection was better on those ks, | don’t pay attention so
much. Every day at the Ubud market is so busy n@an get all the things | need
for my adatevery day now (Putu, personal communication 2009)

There has been a significant spatial shift thattalasn place at the Ubud market
(Figure 17). As recent as 2008, thasahmarket day was apparent and most of the

vendors were contained to within 100 meters ofntlagket. Now, three years later, the

different market days are indiscernible and ventloesthe streets several hundred
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Ubud Market Expansion
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Figure 17. Ubud Market Expansion. Several marketSianyar Regency are on a three
day market cycle which is noted on the Balineseru#dr. The days are knownRa&sah
(Ubud market)Betang(Tagalalang market) aritajeng(Payangan market). The three
day cycle promotes “special days” at the marketrntoourage vendors to come and
provide goods to the local population that arekatyi to travel far from their village.
This system is rapidly changing with the increasexbility perpetuated by the
introduction of the motorbike. The Ubud special kedidays are now indiscernible from
daily activity at the market. The vendors have ently expanded their daily presence
well beyond the former three day cycle expansion.
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meters to the east and south of the market. @l#aIUbud market is becoming
increasingly busier each year. The market is alsely changing as modernity arrives in
the form of motorbikes, automobiles and cell phohes$act, the market is becoming
more accessible to villagers in remote areas.dretirly hours motorbikes can be heard
pouring out into the streets from small villagedsand trails. Kadek sums up this
phenomenon in regard to the three day market cycle:

Ya, my Mom and used to wait for market day in waillage. Now | just get

on my motorbike and go to the market. It's busyéhend there’s so much

more to choose from [...] sometimes my Mom will sriex{ message) me

at the market to pick up more things. Also, somethen | have a big

ceremony | go three times a day to the market [f.1.Jarget something I just

go back (Kadek, buyer 2009]

Kadek goes on to explain how difficult it is to keep with all the ceremonies.
She mentions she “must” because &@atis strong in her village. Also, that having the
motorbike makes her life easier because when sh&olget specific things for hadat
she can go to market in Sukawati. Sukawati is abeetkilometers from her home. She
likes the selection cddatthere.

Often the land adjacent to the “Yard” of the matkecomes a night food market.
The food markets are characterized by having simadl carts lined up selling hot food
cooked as ordered. These micro-businesses actandeptly and their carts are self
contained with lights and gas stoves or on smaisgaeled by coconut husk. The food
vendors are seldom Balinese. The vast majorityJavanese. However, some are from
other islands in Indonesia. They are often seehipggheir carts around the village

sellingboksq a traditional soup from Java. The food vendorsalao be seen pushing

their carts near Balinese ceremonies. They aremagd heavily near temple grounds.
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The influenceadathas on these food vendors is significant. Theynofterk a circuit of
Balinese ceremonies and a semblance of them caedoenear temple grounds.
They primarily purchase their supplies at the tradal market. In this way, thaidat

provides an income opportunity for this minoritygp.

Demographics of the Market

Gender, ethnicity and age each have interestimgentes in the traditional
market. The traditional market landscape refldotsrole of women in Balinese society.
Ethnicity has both pricing and social consequemtése market for buyers and vendors.
The age range of buyers and vendors at the marieides evidence of a continuum of
generational ties to the market and documentesiience through time.

Both vendors and buyers at the markets are ovemvhgly women. By
observations and through confirming with key infamts at the market, it has been
determined women represent about 70% to 90% ofdéhdors. The percentage of
women buyers is even higher, possibly 90%. Althcagew men are seen selling at
contractual spaces in the market, most are foutiteiriyard”. They are commonly
selling fighting roosters, pigs, and dogs. Orhie évent they are non-Balinese, they
commonly sell textiles and items related to modgrni

As part of a patriarchal society, the women in Blalisubstantially more intensive
work related to ceremonies and household dutiesir Tole is defined as primary
caretakers of the family and the family temple. Aiddally they are responsible for
creating the elaborate offerings and decorationsifiage temple ceremonies. Therefore,

women do most of the buying of consumptive goodbaatatfor ceremonies in their
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village. Although a seemingly endless and arduask,tthere is a sense of pride that
many Balinese women have in taking care of thenilfas and village ceremonial affairs.

The women also participate more in business aigsv/ih and near the traditional
markets. Most of the women seem to be quite clevereir entrepreneurial endeavors at
the market. They often are multitasking while awagiprospective buyers. They can be
observed continually making offerings to sell azaang(small offerings) for the market
temple MelantingTemple). They carry most of their products onrtheiads in large
baskets when restocking their selling space (Fig8je

The women in the market can be overheard enthicalgtsocializing and
teasing each other. There is constant banter ax®pgss the vendors and exchange
pleasantries and discuss pricing. It can be inttmg) for some as well.

I’'m scared to go up stairs where all the older worsell. They get angry at
me if | ask to bargain. | think that’s their trigRwi, research assistant, 2009)

In fact this comment is very common, especiallyybynger women, and anger is
apparently used as a “trick” by vendors to confingebuyer and give them a sense of
guilt in asking for a lower price.

Many of the women have a long history in sellatighe market and even without
contractual agreement; their place in the “yardeserved by a social structure. Their

space is reserved through tenure. This tenurecisnaglated over time and socially



Figure 18. Market Vendors. Most of the women cahnejr items on their head as they
resupply their selling space. Photo by author.

enforced by the other vendors. According to theketamanagement, no vendor in the
yard has such tenure. However, by interviewing wesdh the yard, it has been
confirmed that it does exist.

Although the population in Gianyar Regency is 98&tiiese Hindu and the vast
majority (80% to 90%) of the buyers and vendorthatmarket are Balinese, there are
considerable numbers of Javanese, Sumatrans aamdliotionesian nationals selling in
the traditional markets. These national vendard te sell modern goods such as cooked
food, clothing, DVD’s, audio recordings, and imgatiplastic goods. The food vendors

hover near the market during the busy times toigeofood to the vendors and buyers.
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Other food purchased from them is in the fornBahkus(take-away). The clothing and
modern items they sell are most often displayetherground on top of giant rugs or
tapestries. There is an agency in their partiagoaith the market. Many have come for
the economic opportunity apparent in the thriviraiBese economy. They seem to be
more serious in their endeavors to make moneytti@aBalinese.

Since there are no recorded statistics by goverhjoemals as to the ethnic
makeup of the market, it can only be estimated.tMespondents noted that the majority
of vendors selling traditional goods were Balingdde the modern goods were
primarily sold by other nationals. In the markétatthave a tourist element, as Ubud and
Sukawati do, there are significantly more natiorsaling goods. However, the
percentage of national vendors likely never rides/a 10% of the total number of
vendors at the market. Although these national @esxdnly constitute less that 2% of the
population in Gianyar Regency, they have come totBavork and therefore are
concentrated at the market

By observing the markets early each morning theiettivision is evident. The
national vendors tend to group together in areasrevthey can display their goods on the
ground in larger quantities. The majority of théior@al vendors are Javanese. There is a
natural separation of the different ethnic grodpsugh product lines. The Balinese have
a tendency to sell more traditional goods whiledtieer Indonesians have focused on
modernity, fashion and more unique items to theketaiGenerally the other ethnic
groups set up on the periphery of the market if'yaed”. Some contract stalls inside the

market and their product line is generally reldtethe textile trade, jewelry and
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packaged foods and supplies. There is seemingdgialdierarchy that disallows them
from intruding on local vendors that have long diag in the market. Although there is
certainly a separation of ethnic groups, accortiingiarket management, there are very
few ethnic conflicts. If conflicts do arise, foryareason, market management is called in
to solve the issue.

The influence odaton micro-business development is reflected in the
requirements thBata Adathave for “outsiders” to operate a business wittsinerritory.
Each vendor needs a letter of recommendation frain place of origin in order to get
permission to do business in thesa Adatwhich includes the market area. They must
register this letter of reference with the villdgader and pay a monthly money fee to the
Desa AdatThey are given a set of parameters to abide dityaite specific for thddesa
Adat If the vendor breaks the rules they are expdtiaa the village. The rules of the
Desa Adatre strictly enforced and on occasion can leaddience if the vendors are
not careful (Ketut, business owner, 2009). Thidwsieity demonstrates the significant
level of social capital thBesa Adawields in influencing micro-business development.
The capital supersedes the constitutional rightaddnesian nationals.

The district market managers are quick to refuteissues regarding ethnic
divisions or bias in the market however:

This is a public market, all Indonesians are welepand we never have any
problems like that (Pak Wayan, market manager 2009)

Seemingly the vendor’s ethnicity plays little rafesuccess at the market as fair
bargained prices dictate sales. One respondentVtyan, owns a restaurant in Ubud

and explains her perspective on business succéise market:
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| buy at the best quality and price. | don’t reabre if they are

my friend or who they are. | need to get the bestity and price for what

| buy. They [vendors] know this so they understdndion’t buy from them. This

is business and | have to provide for my familythiy are smart, they will give

me the fair price (Ibu Wayan, business owner in d)i2008).

Ibu Wayan’s comment reflects a common theme hewitérviews. The view
expresses a common opinion the Balinese have bliatriess is business” and if you
want to succeed in the market, one must play theega

The vast majority of buyers and vendors at the etaiekl between the ranges of
30 to 40 years old. Buying at the market is oftéaraily affair and older women and
mothers can readily be seen leading their daugtitesagh the market and teaching them
how to choose by quality, bargain for price, and/ho select appropriate Balinese
offerings. The vendors are also commonly mothegtger teams and can be seen setting
up the business displays for the day together.

A significant amount of women vendors are over &arg of age. These older
women generally sell agricultural products, preddo®ds and offerings for ceremonies.
They are often clustered together with women oflamage. Most of these older vendors
speak limited Bahasa Indonesian and are accusttnsggmbaking Balinese amongst
themselves. In this sense, the older vendors halisiact advantage when selling to the
younger generations or non Balinese. Several dbtlyers interviewed complained that
they could not understand the older Balinese arre wet able to bargain a fair price
with the vendors because they lacked the abiligotmmunicate effectively. The older

Balinese vendors have a distinct advantage inikroalThey are able to communicate

and discuss pricing options with each other wiikeriewcomers are seemingly confused.
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The older vendors often discuss amongst themsbaweshey deceived unsuspecting
buyers. This is less of a malicious act as a sehpgde. In fact, it is often viewed as
acceptable to deceive a customer, but to steatésiaus offense in Bali. Stealing

occasionally leads to death if the perpetratoaiught.

Informal Micro-Business Sector

Although each market is managed differently, eaatiqular to its local situation,
there is a common management system that is censissimilar throughout the
Regency. This system encourages vendors to paticfpeely in business activities and
entrepreneurial endeavors. The cost is relativalydnd there are few levels of
bureaucracy. The vendors have several options depeon their available financial
capital. The vast majority of the vendors in thekeaare not taxed and considered part
of the informal economy. There are “contracted weatand “walk in vendors” and
“street vendors and “wholesale vendors”. Their meds believed to be less than one
million Rp ($100) per month.

The contracted vendors reserve a space, locabyresf to as “kiosk” or “stall”
for 5 to 20 year contracts. Many of the contracespassed down to other family
members over time. Although the cost varies at @aatket, vendors who have
contracted space typically pay an annual cost eftorthree million Rp ($100 to $300).

In addition to an annual cost there is a daily nesiance fee and cleaning fee levied that
ranges from 1,000Rp ($.10) to 5,000Rp ($.50). Tdreractual space is rented per square
meter. Generally the vendors that have contragiadesleave their goods in the kiosk on

a continual basis and cover their product for priodde each night.
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The second type of vendor is the “walk-iThese vendors arrive daily and set up
in the “yard” or wherever space is available. Ttrakain vendors daily cost ranges from
1,000Rp ($.10) to 2000Rp ($.20) per square metersa@ vendors are levied a cleaning
fee as well (Figure 19) which is much lower tha@ tlontracted vendors and amounts to
approximately 100Rp ( $.01). These vendors oftemeaon motorbikes, by mini bus or
can be seen walking to the market carrying theardgoon their heads or pushing small
carts. The vast majority of these vendors agfitby way of small Balinese offerings or
the endless list of components that make up offerifhese components consist of items
such as flower petals, incense, palm leaves, sditats and cakes. The walk-in vendors
also participate in the sale of animals. In thedPagn market particularly, there are
several vendors in the yard selling animals whidhprimarily be used for offerings in
upcoming ceremonies. Pigs, chicken, ducks and digsacrificed on a regular basis in
Bali. Pigs and chickens are frequently sacrifiaedreat number during several Balinese
ceremonies and rituals. It has been reporteddilnaig theGalunganceremony alone,
over 10,000 pigs and nearly one millions duckssaificed for ceremonial purposes.

Walking the “yard” in Payangan market with Wayaeat of security, he
explains the significance of tlaelat.

| can say that almost everything here is relateatist This is a

traditional market and the (the markets) are Iiag.tFull ofadat This

is where we buy what we need fgracara(ceremonies). Yes, | can say all,

except what the Javanese sell. (Wayan, securPgyhngan Market, 2008)
The point Wayan makes is overwhelmingly the opirebnespondents in interviews and

is supported by the results from the questionngiez®rmed (Figure 20). Additionally,

the vast majority of the vendors at the marketadit. Sellingadat can be a primary
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source of income or a supplementary income for élooisls in Bali. Made (name) from
Tapaksiring claims his mother’s income from sellaagtprovides him with an

education:

My mom sells in thgpasar(market). She and my grandmother sell
offerings. They make them at home and also sektipplies to make
them. She’s had a business in the pasar for atiowg[...] yes, she can
make a lot of money and paid for my university ateSwati (Balinese local
University). My Dad takes care of his cows.

(Made, store manager, 2009)

Figure 19. Market Fees. Fees are collected by rat&# at the Payangan market. Photo
by author.
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Percentage of product in Market related to Adat
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Figure 20 AdatProduct in the Traditional Market. 80.29% (meainthe product in the
traditional market was determined to be relateaidat The results were concluded from
400 Balinese surveys and verified by interviews abservation in 2009.

Dwi from Mass helps her mother make offerings tbatethe market each morning:

We don’t make a lot of money but it helps us. Myl smart and she
makes traditional offering. (Dwi, vendor in Mas#lage, 2009)

Her father lost all of their money in a cock figiitd has serious debt with the
village now. The income she and her mother makalig enough to provide food for the
family of five. They are lucky as many Balinese @ra house that is on tenured village
land and they have a place to live as long asfibleyw the adat.

The “street vendors” work on the periphery of tharket They are often levied a
fee by either the district @esa Adatand are limited to a particular area adjacentéo t

market. Their fee varies but is generally refleetof a “walk in” vendor. The majority of
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these vendors saldat, agricultural products or imported goods. Moshigyt can be
characterized as sole proprietors selling in soadintities. However, there are also street
vendors with small vehicles and carts that actatls twvholesaler and retailer. These
vendors often restock the yard and contract venidside the market area continually
throughout the day.

Finally there is the “wholesale vendor”. These \@sften arrive early (3 a.m.)
to the market via small trucks generally loadechvaierishable goods such as fruit and
vegetablegFigure 21). A majority of the wholesale trucks &mem the Bangli Regency.
Bangli Regency is primarily an agricultural hightetihat supports a variety of fruit and
vegetable plantations. The wholesale vendors régtipg daily vendors and contractual
kiosks. These vendors pay a fee during market neanagt hours but likely escape the
daily fee inadvertently by the early hours theyrap® These wholesale vendors
generally arrive at market very early to sell aether goods, then continue on to other
markets for further business opportunities.

The vast majority of the vendors walk 1 km to 5 tanthe market to sell their
goods (Figure 22). They can be seen carrying tasikets on their heads and walking
several kilometers each morning. It's becoming ntar@mon recently to arrive by
motorbike. Motorbikes allow people from distantiagjes, looking for economic
opportunities, to participate in the traditionalrket economy. Several of the vendors
said they were from small villages with few oppaities or jobs available. This group

likely comes from 5 km to 10 km away. The motorhilse has likely changed the



Figure 21. Market Trucks. Street vendors ofteiva by truck to sell wholesale and
retail. Photo by author.
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markets more significantly than any other factdrere are teams of parking employees
at the each market now to organize the influx of n@torbikes. These parking
attendants collect a fee and help people load alwhd.

A significant amount of the vendors come from ol@km away. These are
primarily vendors involved in wholesale opportuestithat resupply the vendors at the
market. There is no rigid designation of a wholesal retailer in the market. With the
right price and volume, a vendor can be involvethwbth types of sales. They often
park near the market and sell to buyers walkingdwvell. In the early hours (3 a.m.)

small trucks, loaded with produce, can be seeamsiirgy out of the mountain villages.
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Figure 22. Distance to the Market from the Vend&wallers) Home. The graph
illustrates that a large number of vendors liverregech market in Gianyar Regencies. It
would follow that the market supports the locabmmhal micro-business sector near the

market.
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Price Point and Cost of Goods Sold

The price point schemes of Gianyar re&rlare fluid and ever changing. It is
virtually impossible to find a fixed priced item even common ground on a purchase
price point. Several factors create flexible priciBargaining, the lack of wholesale and
retailer designation, ethnicity, and timing for Hinceremonial needs that correspond
with a detailed Balinese calendar are the primacyoirs influencing fluid price structures
in the traditional market.

Bargaining plays a significant role in determinprice points in the informal
business sector of Gianyar Regency. In fact, lairggis one of the primary reasons
Balinese support the traditional markets, follovetmsely by the availability of fresh
produce and one stop shoppingdodiat products (Figure 23). Price points change
according to the skill of the buyer and sellerémdude a bargained price that satisfies
each. The technique of bargaining is a learnedwbehftom an early age and is a matter
of pride and self worth (Gusti Ayu, personal comimation 2008).

Bargaining skills are acquired by practice androfiassed down through
generational ties. Often a grandmother or moth#érgwide their children through the
market and teach them the art of bargaining andcsauproducts. Several comments by
anonymous respondents confirmed this connectiory. fiMther taught me how to
bargain with sellers [...] my mother showed me”. Tiecess of bargaining is highly
competitive and the outcome reflects one’s persodeakrness. “You must be aggressive

with the seller to get a fair price, they won'tiself they don’t make a profit”, “The
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What are your 3 primary reasons for buying at the Traditional Market?

% of respondents

Reasons for buying at the Traditional Market

Figures 23. Main Reasons to Shop at Market. Thehige reasons Balinese shop at the
traditional market. 1. The ability to bargain fog@aod price 2. The quality of the product
3. One-stop shopping for ceremony and offerings.

sellers often cheat with using the scale so yow awbargain hard” stated several
respondents.

A great deal of status and respect is attacheddts bargaining skills. Foreigners
willing to pay a high price for goods at the martetsupport the community” are often
viewed as foolish (Kadek, personal communicatiod®0“Someone who can bargain
well is considered clever”, according to Ketut Mem@®008). Balinese enjoy the game of

bargaining and pride themselves on their abilitgao an exceptional price. Often they

will inquire how much their friends and family meerb paid for a newly bought item.
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This question is certainly followed by the commémiahal” (expensive) or murah”
(cheap). The statement will qualify your abilityldargain. If the answer raahal
(expensive) then it is perceived that the buyertdessn deceived and is not clever (Gusti
Ayu, personal communication 2008).

There is no designation of wholesale or retailehe traditional market. Thus,
deals are made on volume and negotiations. Priwetsidte with the volume of the sale,
from market to market and with apparent upcomingmenies linked to the Balinese
calendar. Prices are also based on the persadnbutgs of the buyer.

The prices in the market are determined by a paisebuyer’s profile. The
price of each item is essentially linked to ethyidiocalism and language. Each starting
point is influenced by these factors as a vendterdenes an opening bid for the
bargaining ritual to begin. Determining the stagtpoint of the sale is critical in
bargaining.

The price structure unfolds predictably. The higlpgie goes to the Japanese
tourist. It is assumed that Japanese do not liketgain, are wealthy enough to pay the
highest price and are easily parted from his/heneagoThe next price point is reserved
for the Westerner, oBule€’ (white person). The assumption of wealth is again
considered along with the Westerners inabilitydogain. Observations confirm the lack
of bargaining skills by Westerners. Indeed Westeraee conditioned to fixed prices and
generally lack experience in bargaining for loweces.

The third level price point is directed at the Gdsa and Koreans. This population

represents a significant percentage of the toundBali. The apparent reasoning for the
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price point determination is the perceived abitityhe Chinese and Koreans to bargain
well. However, generally the Chinese and Koreaak the understanding of the local
prices. In this way the vendor can present an uwknarice and move toward the skill of
bargaining. “The Chinese bargain hard, they wartygtiing too cheap” states an
anonymous vendor in the Ubud Market. “I have toayiir price” she continues, and
“they don’t know what price to start at”.

As mentioned, language plays a significant rolthaprice structure, coupled
with ethnic background which can lead to price dinsimation. Even a national
Indonesian will pay a higher price than a locdiger. “I set the price higher than
standard. | know they are not Balinese so | camgehthem more. They don’t know the
local price” says Wayan. She is a textile vendahanUbud market. Even a Balinese
from outside the village is charged a higher pri@ee question a vendor will almost
certainly ask in small talk is: “Where are you fréimVendors can often tell by the
accent if the Balinese buyers are local and septice accordingly.

Locals from the same village Bresa Adatre often able to acquire the lowest
price at the market. However, localism does notantae the best price available. The
ability to bargain always is a factor when purchgstems in the market. For most
Balinese it's a matter of pride as well as avadat@lsources. Bargaining is a game of
sorts and without the proper facial expressioniingness to refuse to buy the item and
proper banter to establish a respectful positioa vendor’s skill will ensure them a

higher price.
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There is also a temporal aspect of price pointhertraditional market. During
different times of the day the prices fluctuatedlyil The first purchase of the day is
considered lucky and can set the mood and attifitlee vendor for the entire day. In the
morning, vendors often call out “morning price’”demonstrate their willingness to make
an early sale and bargain lower than usual. Istdie goes well, they can be heard
excitedly reporting the sale to their friends aapping the Rupiah earned on their
products throughout their kiosk, stall or sellipggse in the yard. There is also an
opportunity to bargain well as the market beginslése. Venders are often willing to
offer low prices to end the day in good spiritsstimmary, there are no fixed prices in
the traditional market. Each price point is a fumtiof ethnicity, localism, timing,

volume and bargaining skills.

Geographic Orientation of the Market

Each market in Gianyar has a market temple in thiehdastern corner know as
the Melanting Temple (Figure 24 and 25). These tesnare geographically oriented
towards Mount Agung, the holy mountain. Each vergiees an offering to the
Melanting temple in the market each day. In sevaialkets, offerings are so numerous
they expand onto the street corner in a Northeastieection toward Mount Agung. In
addition, every six months there is a large mercharemony known locally é8uda
Cemang KelawarDuring this ceremony, and throughout the yearchents and
business owners pay tribute to and visitithe(mother) Melanting Temple located in
north Bali near Singaraja. There is a general tddlcal knowledge as to which temple

is the “Mother” or Ibu Melanting temple. Severaspendents referred to tiReira Pasar
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Agung located on Mount Agung, as the Ibu Melanting TEmA field investigation to
thePura Pasar AgungnBuda Cemang Kelawaconfirmed that th€ura Pasar Agung
is not the Ibu Melanting Temple. No ceremonies wWeglel at that location during this
island-wide merchant ceremony.
In Gianyar Regency each building or vendor kioskeaor operated by a

Balinese must maintain a shrine (offering platfokmdpwn as d&alan kirin. EachPalan

Geographic direction

Vendor Kiosk Village Market Temple

Business Vender Area

Figure 24. Geographic Direction. All Melanting telegy vendor kiosk, vender areas and
businesses are oriented toward Mount Agung.



Figure 25. Melanting Temple. Melanting Temaleéhe Sukawati traditional market.
Each vendor at the market gives an offerindgpatemple daily. Photo by author.
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kirin is geographically oriented to the Northeast towavibunt Agung (Figure 26). This
was verified by taking a compass bearing while cotidg field examinations. In other
parts of Bali the direction of orientation is adpt depending on location (Figure 27).
A Melantingtemple is located in eveBanjar in Bali (there are 56Banjarin

Gianyar Regency) according to Dr. Wayan Windigprofessor imdatlaw at the

Figure 26. Market Shrin€alan kirin (shrine), located upper right of photo must be
maintained with daily offering and oriented towdddunt Agung. Every Balinese kiosk
and each seller in the traditional market must dgmyith theadatby praying and
presenting offerings to the shrine daily. Photabghor.
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Geographic Orientation towards Mount Agung
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Figure 27. Geographical Orientation. Geographicigntation in Bali depends upon
location. Each regiorsdatis subsequently oriented toward Mount Agung. laryar
Regency the orientation is generally towards thehdast or East. Temples located in
the North Bali are thus oriented to the Southemagsatds Mount Agung.

University of Udayana in Bali. Dr. Windia also eapled that every merchant in Bali,

whether selling a product or providing a serviceshpay tribute to th®elantingtemple

in order to follow theadat TheDesa Adatwhere the market resides, is responsible for

the maintenance and upkeepgWélantingtemple at the market. All day there is a
continuum of vendors giving Hindu offerings to telantingtemple at each traditional

market in Gianyar Regency.
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Status and Respect

The Balinese lifestyle is becoming increasinglyyhu®mpetitive, and stressful
due to modern influences. Balinese are relyingasy@ccess to village credit to
purchase motorbikes, cellular phones, automoltidsyisions and computers. They are
also borrowing money in order to outpace their hieays in performing more elaborate
and expensive ceremonies and rituals. The stresstfrese increased debt loads,
perpetuated by purchasing these amenities andrpenigp ever more elaborate
ceremonies, has contributed to a more hectic jifestnd considerable time pressures in
the Balinese society. Villages have more streskeir lives created by their loan
obligations and the apparent social pressure witleiDesa Adato keep up with the
newest trend.

“The erosion of social capital is rooted in: Busgmand time-pressure, residential
mobility, economic hard times (or material affluephcand the acquisition of technology”
(Putman, 1995). However, with the rigid forms o€igband civic organizations¢kg
that protect thadatthe process of erosion is slowed considerablepiiethe villagers
increased stress levels from social pressure gingjtto maintain their status, the
Balinese still are required to fulfill their commménts to théesa Adat.

Ceremonies are an expensive endeavor in Bali attidgenore expensive due to
the increasing importance of status and respecoing to Picard (1996), “The money
earned from tourism [in Bali], feeds a competitfonstatus that is expressed in the
evermore sumptuous and spectacular ceremoniesiodgdh status and respect have

always played a role in the Balinese society, tier@w an increased level of these
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social forces that are disconcerting for some efBhlinese interviewed. It is best
explained in this narrative from Pak Made (2008Yud:

Everyone is so concerned with keeping up with theighbors now.

Before we just gave what we could. Now people henmaoney to buy

elaborate decorations to their ceremonies looleb#tan anyone else.

Of course, it’'s important to offer God the besthese but better not to

borrow money and be arrogant about it (Made, vdis2008).

This is further described by Kadek, from Ubud, vaamittedly competes with his
neighbors in many ways:

| can see by his house that he does not respectl@o# at my family

temple. It reflects how much | respect God. My tésrgost more that my

house. | can always tell which people don't folldwe adat

Their house is big and their family temple tiny.ejrare stupid to show

themselves to the village like that [...] people war'spect them.

(Kadek, business owner, 2008)

Status and respect play significant roles in tlsteckaden Balinese society
(Geertz 1975). It is common to perform elaboratem®mnies and ‘show’ oneself.
Jealousy and village competition play a signifigaatt in this situation. The competition
leads to expensive ceremonies at all levels irctmemunity and people will even borrow
substantial amounts of money to hold elaboratencengs for political positioning
(Gusti Ayu, personal communication 2009). One cteese of this is explained from an
interview taken near Ubud by a village leader ttexhonstrates how far people will go to
“show themselves”.

The newly elected village leader wanted to dematestnis popularity by holding
an elaborate ceremony and inviting the village comity to see how important he had

become. The cost of the ceremony exceeded 20@mRP ($22,000) and soon put the

leader into severe debt. In order not to lose,faeesold his grandfather’s paddy rice
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land to pay for the debt. This story reflects a own theme in the interviews taken in
Bali during this research. Kadek Ari continues:
Our village leader is a fool. We are worried wectdd an arrogant man to lead
the village. After the election he was so proutiawe the largest ceremony ever
in his family compound. He spent 20 million Rup{@pproximately $22,000). He

borrowed that money and everyone wonders why weteglehim (Kadek,
personal communication 2008).

Autonomy

TheDesa Adahas gained considerable strength since the Autgn@aw 22 was
enacted. Respondents to the questionnaires ovanitgdl concurred with this finding
(Figure 28). Informants in interviews also discusaelength hovDesa Adais getting
stronger and how this change affects their livé® feeling of autonomy has empowered
theDesa Adatnd the villager to strengthen their foundatiorwfure, religion and
customary law. There are more demands on villagersnform and comply with the
newly established order. Respondents often disdUsse theadathas become more
complex, competitive and rigid since autonomy waacéed. Even village children are
becoming more ritualistic and demand trendy anditicmal formal dress for the temple
ceremonies as Pak Tungjung explains:

We used to live so simple. We didn’t even have mreag much and if

we went to the temple, we just wore what we hadv Nty grandchildren have

to tell me what to wear and they all have the saalers as their friends.

(Pak Tungjung, personal communication 2007).

TheDesa Adatind Bali Hinduism are interconnected and in tafluence each

other. There is an endless list of ceremoniesthi@Desa Adaperforms in order to

complete the requirement of the Balinese Hinduiathamat. The ceremonies can be
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seen daily in Gianyar Regency at every village lleiaffic is stopped regularly to give
ceremonial processions the rite of passage. Tlemmeries are becoming more elaborate
which is an economic factor when considering thiermal micro-business sector’s
opportunities in the traditional market. As thegelus dress, deity offerings, elaborate
ceremonies and extravagant feasts become compiaatrent trends, more money is
spent at the markets. Ceremonies are very expeasiyeemand considerable amounts
of time, money and materials to complete. More potsl from the traditional market are
needed. This need translates into an increasedmdefoeadatproducts, more goods to
be sold, and in turn increases the opportunitiedase to entrepreneurs.

Respondents also noted that the Balinese Hindwalso gaining strength
(Figure 29). Due to the improved modes of transian there are more pilgrimages to
collect holy water in the high mountain areas arfdmous temples. The access to these
destinations is much easier due to the availalitmotorbikes and cars. Additionally,
the easy access to credit from village cooperdtargks and multinational lenders has
raised the purchasing power of the Balinese angdhe utilizing this purchase power to

demonstrate how committed they are to the Balinelggion.
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Is the Desa Adat getting stronger day by day?
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Figures 28. Strength of tilesa AdatRespondents overwhelmingly perceive the
Desaadatis getting stronger in their villages.

Is Agama Hinduism in Bali getting stronger day by day?
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Figure 29. Strength of Religion. The Balinesecpive Hinduism in Bali as getting
stronger each day.
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The Tendency of the Market

Global influences are changing the economic larusaaBali, yet the traditional
market still remains a powerful economic forceiiea tommunity. This force can be
witnessed early in the morning at each of the ti@al village markets in Gianyar
Regency and throughout Bali. Wayan, a market maragamaries this;

The market will never go away. They are part of auture and the only place we

can buy the thing we need for ceremonies,aalat We are making more rules to

keep the supermarket a safe distance from theitadi market (Wayan, market

manager 2008).

His opinion is echoed continually in interviewséakhroughout Gianyar
Regency. The Balinese have little concern for thditional market’s future even as
super stores and mini-markets gain significant mtaskare. They overwhelmingly
demonstrate their support for the traditional magsed contend that it will never
disappear from the Balinese landscape. The primeason for the Balinese lack of
concern is the direct connection betweendtiat and the market place. “The market is
the only place to buy all tredatfor my ceremonies” an anonymous respondent states.
“The market will never go away, but it is cheapebtly some things at the super
market,” another respondent concedes. Indeed tsdsoin questionnaires
overwhelmingly reflect that the Balinese believe tharket will weather the increased
competition by superstores, mini-markets and ctrcbanges (Figure 30). However,

Balinese are increasingly buying imported food dndk from the mini-markets which

directly affects some of the vendors at the market.
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Are the Traditional Markets in Bali still
strong despite more super markets?

% of Respondents

B No Notsure MYes

Figure 30. Strength of the Market. A total of 68%he respondents perceived the

traditional market will remain strong despite mooenpetition by super markets.
Respondents also contend that the future of tligtimaal market is likely to be secure.
Again, questionnaire respondents expressed thandnket will still be strong in 10 years
(Figure 31).

One consideration of this perception is that tleeket is “busier” due to the
apparent increase of motorbike and automobilerugali. The tendency toward the
using these forms of transportation is increasapgdly. Additionally, with this increased
volume of motorbike and automobile use there is afsincreased frequency of visits to

the traditional market each day, making it appessidy.
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Will the Traditional Market still be strong in 10 years?

% of Respondents

B No NoAnswer M Yes

Figure 31. Market Future. Respondents weredakbe traditional market
will still be strong in 10 years.

The markets in Gainyar Regency are changing inmyhavays yet are
maintaining their traditional characteristics. Thimnge is caused primarily by
globalization issues related to transportation thiedncreased demand for products
related toadat. Most of the respondents from questionnaires areoacerned with these
global effects in relationship to the traditionadniket (Figure 32). However,
transportation in Gianyar Regency is rapidly becgra major issue. Roads are being
refurbished and widened and there’s a shift frortkivg, bicycling and using mass

transit to that of using motorbikes and automobi&sce the initiation of this research,
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Will Globalization threaten the future of the
Tradtional Marktet?
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Figure 32. Globalization. Over 70% of the Balinsseveyed perceive the traditional
markets existence will not be threatened by glab#ibn and the influx of modernity.

three years ago, the increased numbers of new abites and motorbikes on the streets
is astonishing.

Where once people walked to the market, it now sdapreasingly impossible to
cross the street adjacent to the market from 5antil. 7 a.m. This increase in traffic has
changed the dynamics of the market as well. Inwa®nly changed the aesthetic value
of the market but has created severe congestiandmear the traditional market area.

Literally thousands of motorbikes arrive and deplaetUbud market every
morning. They can be heard pouring out of the sumding villages and heading for the

market. Most leave with large bags tied to the mmke or held in their laps. The bags
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are often filled with several items for ceremoniaé in theDesa Adabr at home.
Motorcycles are becoming a part of the culturatiirape. Each motorbike owner pays a
fee of 1,000Rp ($.10) to park and thesa Adaprofit quite well from this fee. “I just
drive down to the market if | need something” faegandom respondent. “If | need
something | can ride my motorbike [...] Sometime® lage to three times a day if we
have a busy ceremony and | need to buy more thisyg’ continues.

The markets are changing quickly with the new mafégnsportation and the
market economy is growing stronger as vendors a@iggston the opportunity to sell the
expansive list of products relatedadat Sellingadatat the traditional markes
increasingly a prospective opportunity for vendorsnake a living in Bali. This is
especially the situation as autonomy, status, sl the availability to borrow money

are forefront in the minds of the Balinese.
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Mixing Modernity withradition. Photo by author.
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ANALYSIS 2: MENTAL MAP STUDY

The mental maps were first employed to simply idgow many, if any, people
would include the traditional market on their m&pe use of this method is a way to
support, like the questionnaire, the qualitativeéhud results. However, as the study was
performed, it became increasingly more insightfhile conducting the mental map
study, the respondent’s curiosity of the study tredcomments that ensued resulted in
new information to consider. General map featurediest summarized and examined
for interesting aspects. Then, a generalized mppesented to demonstrate the
commonalities of the mental maps performed. Lastky,interesting topics that ensued
while performing the mental map study are discussed

The first task of analyzing the mental maps wasinply sort them according to
the features represented on the map. The menta weg then examined for links with
the traditional marketdator cultural attributes. The primary assumption e if the
mental map included a specific feature, it washatvery least, important enough for the
respondent to include it. However, if the responaecled the feature per instructions
(please circle the most important things in yofa ¢in the map?), then the map had
considerably more information to examine.

The maps are first identified for the obvious irstun and exclusion of the
traditional market. The vast majority of maps (1i®juded the market as a feature. This
is a significant finding, yet given the market ik a centrally located prominent feature

in the village, it is not surprising. However, bkt112, there were 76 maps in which
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respondents circled the market as an importantifeand thus confirmed the
significance of the traditional market in theirdi

The next grouping involved tHeesa AdatThis group included anything related
to theadat(templesBanjar meeting hallSubak palace, holy water temple, etc). These
features were found in 133 of the maps. This figdiemonstrates a clear connection
between thadatand the Balinese perception of their communityie @nteresting
finding evolved while redesigning and conducting fneliminary mental map sampling.
The respondents in this first group were askedawdheirDesa AdatMost maps
performed included a resemblance of features klatadat In fact, by asking
respondents to draw thédesa Adatthe question essentially asked them to draw their
customary village, which would naturally include ttemples that define it. The term was
then changed tbesa(village), a more general term, which likely incksdseveraDesa
Adatwithin its boundary. However, the results remaisgdilar and the inclusion of
temples anc@datfeatures persisted despite the change in ternggolo

The remaining maps (17) that either lacked thmetds of eitheadator the
traditional market have been tabled in case funtkgearch is pursued. Three of the
mental maps that characterize maps performed iny@iaRegencies are now examined
and analyzed. The three maps are from differengiggbic regions within Gianyar
Regency. The features commonly included are thgplalied to demonstrate the typical
mental map performed by respondents.

The first map analyzed (Figure 33) is represergadivthe typical mental map

performed in Gianyar Regency. The map was compleyeai28 year old Balinese
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woman that resides in Sukawati, a village in thatls@f Gianyar Regency. The mental
map contains the most common characteristics ofnidges performed in this study. This
map distinctly shows roads and junctions insteagheironmental features and is
oriented to the North. Th&J” is drawn on the top of the map and standdtara,
which translates as north in the Indonesian languAg in this example, respondents
commonly draw the road system, important junctidnsBanjar meeting hall, and the
traditional market. There are four markets drawrhosirmap. They are label@ésar,
which means ‘market” in Bahasa Indonesian. Thezewao art marketgp@sarsen)
labeled and two traditional markefsagar umuy in this mental map. Interestingly, the
respondent has circled two traditional marketadaify the importance of the markets.
One market is the district market of Sukawati dreldther esa Adamarket
(unknown name). This map clearly demonstrates sopat connection between the
respondent and the traditional elements in heag@l One interesting difference in this
map from others is the symbolism used for diffefeatures. Overwhelmingly,
respondent’s mental maps are void of any semblahsgmbols to identify features on
their maps.

The second map (Figure 34) was completed by a @50ld male respondent in
Tampaksiring, a village in northern Gianyar Regemierestingly this map is similar in

that it a contains road system; includes a nortbmafor orientation and lacks
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Mental Map Survey Open
SURVEI DI KABUPATEN GIANYAR, 2009

I. Berapa umur anda (How old are you)? _ 2% tahun

2. Jenis kelamin anda adalah A. Laki-laki (male) 'B/Perempu.m (female)

3. Orang Bali? & Ya B. Tidak, danis

* TOLONG DITULIS DALAM HURUF KAPITAL*

1. Tolong gambar peta_ SUEAWAT|

2. Tambahkan tempat penting menurut anda dan tuli lulls namanya dengan huruf balok.
3. Setelah selesai, lingkari tempat paling penting menurut anda,
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Figure 33. Mental Map 1.
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Mental Map Survey, SURVEI DI KABUPATEN GIANYAR, 2009
1. Berapa umur anda? 26 tahun
2. Jenis kelamin anda adalah ADLaki-laki B. Perempuan
3. Orang Bali? A. Ya B. Tidak, dari ToMPok Sintng
4. Tolong gambar pee W LV o
5. Tambahkan tempat penting menurut anda ¢4n tulis namanya dengan huruf balok.
* TOLONG DITULIS DALAM HURUF KAPITAL*

6. Setelah selesai, lingkari tempat paling penting menurut anda.
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Figure 34. Mental Map 2.
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environmental features. The map also lacks reptasen of modern businesses.
Although the respondent failed to follow the instians and circle the most important
places in his daily life, the features includedrapéfy the importance of the market and
adat The traditional market, the palace and Tirta Tienfpoly water temple) are
illustrated clearing in the map. Additionally, trespondent included his homerfhah
sayg. Occasionally, male respondents near touristecenbtr engaged in the tourist
industry, included several museums, banks, famestaurants and temples (where
tourist performances are held regularly) in the@ips Occasionally these maps also
referred to the traditional market as an “art mtrkehis would follow as most tour
guides or transportation employees are men. Thestondustry has become a part of
their daily lives and is imprinted on their mindsthey consider the description of their
village.

Map three (Figure 35) offers much more detail taree. The map was
completed by a 16 year old female from Ubud. Thegralso typifies the other maps
performed in Gianyar Regency in that it primarilggdays the road system in the village,
includes the traditional market, sevesdatfeatures and a north arrow for orientation.
The respondent also identifies the traditional readnd severadatfeatures as
important to her daily life. However the map alsgaals the importance of tourist
attractions and government agencies importantdedbpondent. A museum, the
respondent’s school, three government agenciesotinist information center and
several tourist restaurants are acknowledged imiagr. Ubud is a famous tourist

destination in Bali and this likely has had anuefice on the respondent’s perception of
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Ubud village. Several other respondents in Sukawabtther tourist center popularized
by the art market, included similar features. Iik&uati however, the features were more
centered on the art market and the adjacent food.co

Again, environmental cues are interestingly alnvasd in this map with one
exception. In the bottom left corner of the majg, Bhonkey Forest, a main attraction to
Ubud, is included. Nevertheless, the Monkey Faeesbt labeled as a feature. Instead
the Pura Dalam (cemetery temple) located nearaitestfis labeled clearly.

Some features were common among all of the respbsdeental maps. The
vast majority described the road system and intémses. This is likely because the
Balinese identify their village through the roadtgyns they travel frequently. In fact,
they also perform a significant portion of theirem@monies on roads and also use the road
system for travel to the continuum of ceremoniey thttend. The Balinese also sit, linger
and talk with their neighbors on the roads in froftheir family compounds. The
Balinese compounds are often intricately decoratele front entrance. Elaborate
offerings can be seen in front of Balinese compsunald junctions and especially at the
perempatenln short, their identity with the rest of the commmity is often perceived
from their front gate and th@ermpaten

The second most similar aspect of the mental masstie inclusion of the
temples, shrine®ale Banjar water temples, and the Palace. Each of theserésaits
highly connected to thadatin each village. Most maps had at least one afetieatures
circled as an important element. Often more thamwas circled. Rarely were particular

types ofadatfeatures included or circled more significantlgrtrothers on the mental
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Mental Map Survev, SURVEI DI KABUPATEN GIANYAR, 2009
l. Berapa umur anda? _jfp _ tahun ‘
2. Jenis kelamin anda adalah A. Laki-laki Perempuan
3. Orang Bali? A. Ya B. Tidak, dari_ URUD
4. Tolong gambar peta \AR w Y
5. Tambahkan tempat penting menurut anda dan tulis namanya dengan huruf balok.
* TOLONG DITULIS DALAM HURUF KAPITAL*
6. Setelah selesai, lingkari tempat paling penting menurut anda.
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Figure 35. Mental Map 3.
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maps. The exception to this was in Ubud, wherertheket, Palace and tigale Banjar,
located at th@erempatenwhere commonly circled as important.

A generalized mental map (Figure 36) shows thensaiy of the common
elements the Balinese displayed on their mentasmdjpe map shows the general
pattern of the villages that are generally orierttedorth and includes a main road
intersection fferempatah The mental maps surveyed also commonly illusttia¢
traditional market, an occasional government offared the respondents’ home and
features related tadat(Temples, Bale BanjarThe features related kaja andkelod
were not indicated on the mental maps surveyedrgetlisplayed in the generalized map
to show orientation.

As mentioned, 112 of respondents illustrated thditional market on their
mental maps. Of these maps, 76 confirmed thatrfiuitional market is an important
feature in their lives. This significant findingrdenstrates the identity the Balinese have
with their traditional markets. Often the marketsweatured in the center of the map and
clustered with the other features. The other festwere primarily those found near the
perempatenlt also demonstrates that therempaterfmain road intersection) is an
important place of reference for the Balinese radpats. This is primarily because the
most significant ceremonies must pass througipérempaten.

It is common that the respondents included a remribw on their map. This could
possibly be due to the constant relationship tH;Bse have with regards to the
direction and orientation of their liveldlost often only the north arrow was included. The

papers were often oriented to the north beforeg¢hpondents began to portray their



127

MNorth

Temple Bale' Banjar

Main intersection (perempaien)

Home

. }_

s

Ocean ward
(Kelod)

Traditional
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Mountain
ward(Kaja)

| Government Office

Respondents circled
features important to them
in their daily

lives

Figure 36. Generalization Mental Map. This map espnts the common features
displayed on many of the mental maps performediamyar Regency. The features

relating tokaja andkelodwere not displayed on many mental maps but ateded here

to show reference to the common orientation of muttal maps sketched.

village on the mental map. Additionally, the resgents occasionally sought advice from

other Balinese in order to perfect the orientabbtheir maps before commencing to

draw their villages.
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Almost all of the maps were void of any referercevironmental features,
village boundaries or agricultural features. Theas only a smattering of mental maps
that included a river, field or forest. These mapstly included one or two
environmental features. In Ubud, where the MonkeseBt is both a tourist attraction and
an important temple ground, the temple within the$t was often identified rather than
the forest. Certainly the Balinese identify thaltages from the significant land marks
related to thedat, the market and prominent tourist features. Tlieastires are all
located on, or near to, the primary road systeneaoh village.

The critical component involved in conducting thental map study was
discussing the results with the respondents afesr tompleted their mental map. Most
respondents were fascinated at the prospect ofiigettveir community on the mental
map. Most respondents were curious about how embthe map and were especially
concerned with scale. Often they wanted to redhreantap and confirm the items they
had circled as significant. Completing the mentapsand discussing the results also
provided an opportunity to conduct interviews anégjionnaires. The market’'s
importance was regularly discussed, as were iisidaties. For unknown reasons the
market’s deficiencies were a regular issue disaibyaespondents when performing the
mental maps study.

The respondents throughout Gianyar Regency regutarhmented on the
negative aspects of the traditional market whikytivere completing mental map
studies. Three complaints were repeatedly mentiahednarkets are dirty, they smell

bad and they are too crowded. Occasionally remaeks directed towards the
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aggressive vendors. These concerns are valid. Bhnleets often do appear dirty, smell
bad and are crowded. The managers of the traditioagkets in Gianyar Regency have
seemingly attempted to address this problem byihgva cleaning fee and contracting
garbage companies to dispose of the waste. Thatedsan ongoing national media
campaign to discourage vendors from taking advantédpuyers. Public commercials
are broadcast regularly on television and displaye8illboards along several highways
in Bali. Several initiatives in the Gianyar Regeinayve already attempted to clean up the
market’s image and cleanliness. Wayan points out:

It's in the culture; people just drop things on greund. They

are not concerned with this because they don’kthbout it. We

have tried to demonstrate to people how to keepnidudket clean

but we are largely ignored (Wayan, market mana2f#3)

Many of the respondents were eager to describeitmpartant the market was to
their lives and some were even embarrassed ifftrgpt to include the traditional
market on their map. They would later explain thaly were confused about what to
draw on their mental map. It was critical that @sgents were separated while
performing the mental maps study. Otherwise a gomnsensus was made of the project
and the maps were conformed along the lines of presysure. Additionally, a fair

amount of teasing took place while people watchr one another’s shoulders to confirm

the correct spatial relationships and scale omtap according to their perspective.
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DISCUSSION

The informal micro-business development in theitiaahl markets of Gianyar
Regency is significantly influenced by the Balinasiat. Yet, this sector has also taken
on other elements of development that are intergs$ti consider. Through the
encouragement of the recent economic boom in Beliy opportunities for the informal
micro-business sector have become apparent. Theriaf sector has developed
alongside of the needs of the Balinese societlggeektent that this sector needs more
space to provide its services.

TheDesa Adatind the powerful social capital it wields are & tlore of the
influences in the traditional market economy. Thefleences have maintained their
centrality within the cultural and economic landsean Bali, regardless of external
influences. This influence will also likely be theason that, despite modernity and
technological advancements, Bali's traditional negskwill remain a powerful local
economic force that continues to serves the Batinegds.

The informal micro-business recent developmenitss discussed, followed by
the influences on this sector that transpires flloenBalinese society. Combined, these
two subjects present a compelling case as to ¢gmfisant influenceadathas on the
informal micro-business development in the tradélomarket economy. These
influences can be found in tikesa Adat'sdlemand for merchandise relatecattat, the
current opportunities available for the micro-besis sector, and the recent spatial

changes in the traditional markets cultural ancheatic landscape.
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Informal Micro-Business Development

The informal micro-business sector and its develamnn Gianyar Regency is
legitimately recognized as an economic force. Dyioafree from binding levels of
bureaucracy, entrepreneurial in spirit and a yatat of the traditional economy, this
sector supports Balinese societal needs. The daweliat of this sector is securely built
on a foundation of recent prosperity and is groweggdly. There currently is no
resemblance of a global financial crisis in GianRagency, as there is elsewhere in the
world. In fact, quite the opposite is clearly apgrdr Gianyar Regency resembles a storm
of economic activity that has led to an alarminghber of development projects and a
significant change in the physical and culturatiscape. Rapid development throughout
the Regency is evident as construction workerssaipglies are becoming increasingly
expensive and difficult to acquire. Whether thiggmerity is built on tourism, capital
investment or simply the ever increasing influenokethe Desa Adais uncertain. Likely,
it is a combination of several factors and certabdyond the scope of this research. This
significant development pattern is, however, réidan the informal micro-business
development in the traditional market as the Baknpurchase power increases.

The informal micro-business sector in the tradilomarket is experiencing
growth and an abundance of business opportunarehé& sector to explore are evident.
The Balinese are keenly aware of this potentiahraghe increasing numbers of other
Indonesian nationals arriving in Bali daily. Thesgionals have been encouraged by
significant consumer spending patterns evidenténttaditional markets of Gianyar

Regency. Most of these informal micro-businessesat part of a marginalized group
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trying to attain a position in the formal sectoer@inly, some of the business owners are
relatively poor, especially the non-Balinese bussnewners. Regardless of village
support, the Javanese and other nationals comaltéoBeconomic gains. Most people
interviewed signified that they are considerablggiar in Bali where they can attempt to
make a living despite the restrictive nature ofDfesa Adabn their business activities.
Most understand that these restrictions are a sigdsr the Balinese and do not view
them to be exclusionary.

The primary areas of development for the inforneaitsr are sellingdat, food
services, modernity and tourism. There is alsoati@lshift near the market grounds that
is occurring to accommodate the increasing numbfargormal micro-businesses.
According to market management, the business oppitigs and the growth of this
sector is unprecedented in the traditional maketd$cape. At one time the informal
sector was confined to the market grounds. Nowetlhesinesses have expanded down
along the roads adjoining the traditional markatthough the majority of these micro-
businesses, as discussed and analyzed earliengaged in the sellinedat there are
other opportunities for both Balinese and otheoheksian national entrepreneurs. Those
engaged in food service, selling modernity andisooiare experiencing the most
significant growth potential.

Food enterprises (Figure 37) have especially exgrititeir presence in the
traditional market recently. Following the selliofjadat, informal micro-businesses
engaged in cooking and selling food reflect theoaddargest recent development in the

traditional market landscape. Both Balinese andmedian nationals are participating in
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this rapidly expanding phenomena. This increaseeéldpment is likely caused by the
Balinese having more discretionary income, thedppnsity to enjoy traditional foods,
and the ever increasing busyness and time contstthie Balinese are experiencing as

they attempt to pay down their loans and attainleympent. The food vendors have an

Figure 37. Food Vendor. Javanese food vendor dtaldéional market. Photo by
author.
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opportunity to perform their services from earlytlie morning until late at night. They
can be seen setting up early in the morning as\Bsdi gather at the market. During the
day they are often seen setting up along alleyinviemple grounds or pushing their
carts around the village. Often older Balinese wome especially interested in this
business endeavor (Figure 38). The older womepoféea grouped together in the market
yard or along the periphery of the market. Theylwaseen cooking rice, meat and
vegetables with a popular local hot sauce calbedbal Buyers gather and await the

cooked food as it is bound in banana leaf and selowith bamboo tooth picks.

Figure 38. Women Food Vendors. Balinese woaoftan sell traditional food at the
traditional market. Photo by author.
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Selling modern amenities to the Balinese has be@osignificant development in
and near the traditional markets as well. Mosthyolmesian nationals, rather than
Balinese, are engaged in selling these importedharttkern items. Selling plants,
clothing, home accessories, live fish, cell phom®&D’s and CD’s’ are but a few of
these items sold in increasing numbers. The Badinearket for imported products and
home fixtures has been well established by micrsifesses as they seek to profit from
the latest Balinese trend (Figure 39). The numbghsdonesian nationals selling in the

market has doubled in the past five years, accgritinmarket mangers in Payangan.

Figure 39 Modern Amenities Vendors. Many national Indonesiandors participate in
selling modern amenities at the traditional markétoto by author.
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Although the traditional market economy is domidabg traditional goods to
supply the needs for the Balinese society, tousslnencroaches on the traditional
market grounds and provides an opportunity for aalmusinesses to expand their income
potential and develop their business. With the ptioa of the Ubud market, most
tourists do not venture into the traditional markegna unless on a cultural tour.
However, many micro-businesses are connectingtwélpotential of tourist dollars in
their local market as the occasional tourist wosdlerough. Language skills or lack
thereof, inhibit sales and a great deal of potéatikes fall by the wayside due to the
inability to communicate. Regardless, some vendtiesnpt to add a component of
tourist commodities to their existing traditionalection of goods. In the Ubud market,
the potential for sales has encouraged traditisel#érs to sell during the tourist hours
designated by the market management. Often thadiéidnal sellers wander through the
“art market” looking for potential buyers (Figur8)4

Lastly, there is a spatial component that paratletsincreased micro-business
development at the traditional market. Accordingniarket managers, the ability to
contract a stall or permanent space at the traditimarket in Gianyar Regency is subject
to a lengthy waiting list. At some markets, theting list is said to be as long as seven
years. The “yards” in many markets are at full cityaespecially during ceremonial
periods. However, the micro-business enterprisestdl coming to the market to sell
their goods. As explained earlier, there are dftreee day cycles for each of the primary
markets. This cycle has been broken. Now, sevéthlkeomarkets on this three day cycle

are busy every day. The excess market vendorsdiefted their attention to the streets
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alongside of the market and down small alley waye informal micro-businesses have
expanded their territory beyond the markets managéwontrol and into thBesa
Adat’'srealm of authority. In response to this expan&igthe vendors, many villages are
building new smaller markets to attract these mhmusiness enterprises to a new
location. There are concerns that these vendorsreating unseemly congestion in the
streets and there are significant efforts to reditiee expanding informal sector into an
organized network of smaller markets on the outskif the villages. This attempt has
been met with little success as the informal miouginesses demonstrate their desire to
be a part of the traditional market place and thi&ical, social, economic and spiritual

ties that transpire there.

Figure 40. PotentialeSao Tourist. This vendor is holding
hand carved wooden nayskio sell to tourist. Photo by author.
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The Balinese Society in Gianyar

As mentioned, the vast majority (98%) of populatioiGianyar Regency are
Balinese Hindu (Gianyar in Figures 2008) which miature of Hinduism, Buddhism
and localadat. There are 4,272 public places of worship in GiarRagency (Gianyar in
Figures 2008). This number does not include faimiysehold temples and the multitude
of shrines located throughout the Regency. To telihese additional temples and
shrines would likely increase the number of placasorship to well beyond 10,000
considering there are 88,413 households in Giaf@yanyar in Figures 2008). The
Balinese continuum of ceremonies, countless plate®rship in the village, tentative
land tenure and both voluntary and obligatory pgrétion in theDesa Adatre the
primary reasons thadatis linked to the economy in Gianyar Regency. Thditional
market is not only where products required for ¢helsligations and rites are purchased,
but also where the informal micro-business seaarperform a business and provide for
their families.

At the very core of the Balinese daily lives in @yar Regency is thBesa Adat
and theAwig-Awig The Awig-Awigdescribes how to maintaadatand perform
ceremonies throughout the year and for future yeaceme in the villages in Gianyar
Regency. The ceremonies are carried out by the anil social organizations in the
village, theseka.ln eachDesa Adathere is a continuum of ceremonies (Figure 41)
linked to the three primary village temples thdimetheDesa AdattheBale Banjar

meeting hall, family temples, clan templ&lantingmerchant temple§ubakwater



Figure 41. Ceremonies. Ceremonies listetherBalinese calendar are conducted
each day in Gianyar Regency. Here, a sintmtemple ceremony is performed in
Payogan village near Ubud. Photo by author.
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temples and a multitude of holy shrines locatealody banyan trees, bridges, trails, and
on each Balinese structure. For each temple threreesemonies conducted every six
months. There are also full moon and new moon cenés, island-wide ceremonies
such ag5alungan ,NyepandKuningan In addition to the village ceremonies, there are
daily prayers and offerings, personal rituals atesrsuch as tooth filing, ancestral
reckoning, weddings, cleansings and healing cereaapmillage bazaars for fundraising,
cock fights to create temple revenues, auspiciays tb bless metals, respect education,
buy weapons, animal and tools, plant a tree, mpetspective spouse, and start a
business. The list of rituals in relationshipattatis significant and each is described in
the Balinese calendar for daily reference. All capvaies and events are linked to the
Desa Adatthe Awig-Awigand to a hybrid Balinese calendar that has beeredlto
coincide with the lunar calendar and prominentgpthyed in each Balinese home and
business (Figure 42).

The Awig-Awigis published in a book and each family has a ¢opgfer to as
needed. The calendar is provided by the |@eda Adato each family. The Balinese
calendar displays the continuum of island-wide rhiyndnd annual ceremonies, primary
Bali temple ceremonies, local temple obligationarket days and auspicious days
linked to celestial numerology . “The Balinese dallthe calendar very closely and refer
to it daily” confirms Ketut Mendra, personal comnation 2008). The Balinese are
certainly committed to maintaining tevig-Awigin theirDesa Adatnd follow the
calendar respectfully. The Balinese calendar wesnatferred to by respondents while

conducting interviews in this research.
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Figure 42. Balinese Calendar. The Balinese caleisdamplete with a list of

ceremonies, auspicious days, market days and ativiaep local residents informed on

local events. The calendar is prominently displayeeach home and business
throughout Gianyar Regency.
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There are both voluntary and mandatory reasonséantaining theadatin the
Desa Adataand throughout Gianyar Regency. An impressive arnoftime is voluntarily
committed to the preparation and performance oélstand ceremonies. The
volunteering comes in the form of time, money aratarials. The commitment to the
Desa Adatomes from two sources: The strong belief in BaenHinduism and the
mandatory adherence to tAeiig-Awig theAwig-Awigis followed rigidly as Ayu
explains:

| just bought the land next to us. We needed maoenrand now my parent

live there. | want to break the wall between the twuses but cannot. Not

until we have a complete ceremony. That's adat. The best day is in 2012,

when there is a good opportunity to have the cengmidm ok to wait because it

will cost a lot of money [...] about 15 million Rupidapproximately $1,500).

Until then my parents just walk out the door and/ddhe street.

(Gusti Ayu, personal communication 2009)
Her example is just one of many of the respondet¢sviewed referring to the rigid
rules of theadat She continued to explain that although she waolddare defy thadat

in her village and that sometimes it’s difficultdomply with the village laws because it

takes all of her money to perform the endlessoliseremonies in her village.

Balinese Belief:

The Balinese are certainly very spiritual and ofs&aborate on the importance of
belief in God and balance in their lives. The ptofd belief of Balinese Hinduism by the
Balinese can be empirically confirmed throughowtryar Regency. It is evident from
casual discussions, from the interviews completetican be observed regularly at

temple ceremonies, cremations and in the dailygmtesions of offerings that are evident
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in front of each home, business and school. Thiefedn be observed in community
landmarks and the spatial orientation of every etspklife in Bali. The orientation of a
Balinese compound, home, temple, doorway, walliness shrines and market temple
reflect this strong commitment to Bali Hinduism.cBgosition is categorically oriented
towardkaja (mountain ward) anllelod(seaward). Even the orientation in which one
sleeps is carefully considered. Mount Agung inNloetheast central part of Bali is the
epicenter of religious belief and spirituality imlB All aspects of life are directed
toward Mount Agung. Daily directional terminologlga reflects the importance of
orientation in the Balinese daily lives. Whereitogark a car or move furniture will
often be directed by the terrkslodor kaja. When describing which part of a village one
resides in the Balinese will often use the villagene followed bykelodor kaja. When
building a roomkaja andkelodare always considered. In this way, every aspedaity

living in Bali can be linked physically to the befliof Bali Hinduism.

AdatLaw (Awig-Awig

Although theadatthroughout Bali significantly follows guidelinestderth by
Balinese Hinduism, thadatin eachDesa Adais different and unique. Thredatis
highly localized and the differences between viéksgan be subtle or extremely
pronounced. Interviews conducted with differentagé leaders often created debates as
to which villages are more closely tied to Balineeduism. Where onBesa Adataw
states it important to cremate the entire body d@éeeased person in their village, another
village’s adatmight contrast this technique by requiring the bbdyburied and only the

soul exhumed for reincarnation. These differenceate even another layer of varied



144
laws and ceremonies that require different oblayaind requirements aflat product.
Complicating this situation further is the caststeyn that requires different levels of
ceremonies be performed depending on what levedste a villager belongs to.
Different fixtures of decoration and offerings aeguire depending on where “one sits”
in the caste system. The commonalities and difftsseimadatfrom village to village,
compounded by the caste system requirements, @etgady continuum of varied
ceremonies throughout the regency. This variedicontn ofadatand ceremonies
creates a significant demand &atatproduct that will likely be satisfied by the infoa

micro-business sector at the traditional market.

Land Tenure

“The adatmust be followed” says Ketut. “It must, or we mlestve” (Ketut,
personal communication, 2008). Ketut was refertothe fact that the Balinese do not
own the compound in which they reside. These fagolyypounds are considered village
land and unless thadatin the village is complied with wholly by the faljresiding
there, expulsion or retribution by the village nwgur. In order to remain on the land
two primary functions must occur: the continuatargenerations through the male
lineage of the household and the complete adhetertbeadat If either of these
functions are neglected by the family, serious eqaences are imminent and the family
may be expelled from the land or socially ostragtjzs/en after centuries of faithful
observance of thedatand generations of occupation.

Wayan, the village leader oflzesa Adanear Ubud explains the “strike three”

policy in his village (Wayan, personal communicat009). In this policy, if a member
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of the village neglects the law and their respafigilio the Desa Adathree times, they
will face serious consequences from the village@ndd be expelled. The adherence of
adatlaw was demonstrated at several ceremonies wibserations were documented.
One in particular was at a cock fight held at ohthe village temples near Ubud (Figure
43). The village leader waited for each village ilgrhead (male) to bring one rooster, as
required for the event, and the member’s name whsnibted once the task was
performed. Later, the spread sheet showing thdtsesfucompliance was posted on the
wall in the community meeting haBéle’ Banjan for everyone in the village to witness.
Each member was required to bring one rooster,vené¢hey agreed with cock fighting
or not. A fine of 100,000 Rp ($10) was levied iéttamily failed to produce a rooster to
fight. Out of 58 families, 58 roosters were prodiiéer the cock fight. “It's not the fine”
Wayan explains, as he marks his spread sheet #assthreoster is delivered. “It’s the
shame of not participating for the village”. Thack fight raised $4,000 for temple
renovation in three days.

Maintaining a generational lineage is required tntain the “power” in one’s
compound. As a patriarchal society, the male igassible to bring a wife into the
family compound in hopes of having a son to mamggenerational line and pass down
the heritage and responsibility of the village gations. However, on occasion, if the
family only has a daughter an exception is madeaamdsband who is willing to move in

to the family compound is considered.



Figure 43. Balinese Cock Fight. Cock fights camitteessed throughout Bali on any
given day. This particular cock fight was held asse money for a temple renovation. By
adatlaw, each family head was required to bring orstenoto fight. The village leader
(upper right) takes note of each member for compbaas they provide a rooster law. A
“strike three” policy is in place at the villagecamembers do not dare to fail in bringing
a rooster to the event as required. Strike threddamean expulsion from the village.
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Each family in the village has a rigid obligationmaintaining and supporting the
village in religious and social affairs. It is matdry to participate equally for all
ceremonies related to the three temples that défeleesa Adatadditional village
temples that are located on village land and in\alfgge ceremonies or events related to
theBanjar. Theadatalso mandates by law the equal participation iretimaterials and
moneys (DeMeulenaere, Lietaer 2003). In monthlytings, theDesa AdaandBanjar
discuss coming events and determine levels of tmaerials and money commitments
to be shared evenly amongst the members regamfleaste, economic or social status.
Each significant decision is determined throughdémocratic process. Once the
outcome has been voted and ruled, it stands. Bawityfhead (married male) is part of
theBanjar and has an obligation to participateBanjarissues and ceremonial
preparations fully. Again, spread sheets are prently displayed in th&ale Banjarand
describe each member’s obligation in time, monel/raaterials.

There are occasions in the village where peoplé& dtways follow the rule of
theDesa AdatIn one village théwig-Awigis tested by a Monk that refuses to
participate in several rituals agreed upon byBhsjar.

Key informant Ketut vents:

He’s stupid for not following th&anjar. He is arrogant and feels he is

better than everyone else. He’s a stupid man.Bdmgar is the village

[...] but nothing will be done because the peopleadraid of him. He

has black magic power and they are afraid to cominon [...] his whole

family is like that. Stupid people! You can heammow [...] ringing

his bells and the mantra. If he’s so powerful whyld he not save

his wife? She just died but we all had to go tatvige family [...] adat.
(Ketut, village gamelan player 2009).
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In fact, Awig-Awigin Ketut's village mandates that every family send
representative to the mourning family and pay thespects. They bring with them
offerings in the form of rice and cake. Ketut i happy with the man, but doesn’t want
to create any more trouble in tBanjar. “He knows nobody likes him and we won't help
his family unless we are required to”. This casangxception the rule. Mostly people

comply with the laws set forth by the village.

TheDesa Adain Gianyar Regency

At the very core of daily life in Gianyar are tBesa Adaand theAwig-Awig
Each contains definable traditional and religicest@ires of the Balinese society. The
adatis firmly entrenched throughwig-Awigand social and obligatory societies within
each of thddesa Adabf Gianyar Regency.THeesa Adain the Gianyar Regency are
known for being particularly strong in traditiondaAwig-Awig(Wayan Windia, personal
communication 2007). Land-use, culture, and retigire highly controlled by the local
village leaders, thBesa AdatandBanjarin Gianyar Regency. Eadbesa Adain
Gianyar Regency owns public land where rice is ésted and the revenues acquired
from sales fund village ceremonies and temple rations. Fees from each household
and family compound are held in trust by esa Adato support the@datand provide
income for theDesa Adatin owning each family compound in the villages Besa Adat
is assured that the traditional and customary laiviise village will be upheld and
maintained.

There are increasing pressures on the villagetise®esa AdatPersonal debt is

increasing rapidly amongst the Balinese. This ghlyi influenced by modernity and by
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the high cost of ceremonies. In the case of mote(oell phone, motorbikes and
automobiles) the problem is alarming. Many peopéesglling their land to purchase
these items. The Balinese are also taking out lrans their local LPD and lending title
to their land. Most of it is propagated by statuggiAg states:

They have no idea! Most have never had the altdityorrow so

much money before. They are selling their farm lemgdeople

from Java and foreigners. In ten years they wilstuek with an

old car and no land. They just don’t know how todia money.

(Agung Rai. personal communication 2009)

In another, case, Ketut explains:

Many people borrow the money now. They want t& lmoportant and

show themselves. They buy a new motorbike everyywars and then

sell the old one to Javanese people, the people #éne happy to have a

motorbike [...] most of the time they just get thermag from the LPD (village

bank) and they don’t need security (collateral)t ey pay high interest rates

(2% per month). But that’s our village money spugt goes back around. The

village uses that money for temple renovation aigccbremonies.

(Ketut, business owner, 2009)

However, in the case of modern amenities, the mdoeg not merely remain in
the local economic system since these items ardymogorted and are considered an
output from the local economy. If the money is bared to attend to oneadat,
consumptive needs or for informal business ac#igitn the traditional market, the
currency remains local and rapidly cycles throdghdéconomy as a continuum of local
exchanges are made.

Consider a typical Balinese wedding ceremony im@aa Regency that cost an
average of 50 to 100 million Rp ($5,000 to 10,00®)e family will purchase food for

hundreds of relatives, clan members, villagersfaedds. The food will include roasted

pigs, duck and chicken, baskets filled with fr#itel vegetables, rice and drinks, they will
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also have to pay for a priest, decorations th#tcetheiradat and possibly hire a
gamelan (musical orchestra). The cost can be ekwggexpensive. However, the
payments go to the other villagers through fooctpase and requireatiat Those
villagers receive payment and in turn will savefaipthe numerous ceremonies they will
perform in the near future. The money cycles arayuidkly as ceremonies are imminent
every month in the Balinese society. In this wag, inoney keeps exchanging hands. As
status and respect play an increasing role initgeagd cost of the ceremonies, more
money will enter the cycle from windfalls from lasdles and business opportunities.
The demand for these items related to the Baliadagprovides further development of
the Informal micro-business in the traditional n&lrlAt the very core of this cycle is the
Desa Adamaintaining its integrity through a series of laWwat require its members to
follow precisely or face expulsion from the verpdethey have occupied for decades and
even centuries. However, fear of expulsion is ppaaently the only reason the Balinese
adhere to theiadatand daily obligations. Belief in a religion and@smological world,
which can never fully be understood by outsidergxtremely important to the Balinese.
Through the consensus of the community and follgvireAwig-Awig eachDesa Adat
will maintain its obligation to its ancestors ahe willage welfare, and therefore a
demand will be created for products relateddat. The demand will be met by the
informal micro-business sector as they aspire tkenaaliving in the traditional markets

of Gianyar Regency.
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CONCLUSIONS

The Balinese society is resilient and powerful. Séhattributes come from
communal life in thédesa Adatvhich is central to any Balinese life and identity
TheDesa Adais where the Balinese identity is formed and whkesconnection
between the villagers and their obligation areanggd. This connection is met in the
traditional village market as the informal microsiness sector meets the demand for
products related to tredat This demand is created by the never-ending coatmof
Balinese rituals and ceremonies that transpireutiinaheDesa Adat’s sekal'hese social
and civic organizations lay the ground work for ntaining theadatin the village. The
villagers participate in these organizations baglumtarily and from societal pressure.
They follow the Balinese calendar to ensure thatgeeremony and ritual is completed.
In order to complete these rites and obligatioesBhlinese depend on the traditional
market economy.

The traditional market acts as an ideal venueritrepreneurs to fulfill the needs
of theDesa AdatSellingadat, although a dominant characteristic of the infdregector
in the markets, is not the only development withia traditional markets currently.
Foods service vendors attempting to satisfy theashel® of the increasingly busy
Balinese lifestyles are expanding their presen@nthnear the traditional market.
Businesses engaging in selling modern amenitiesaurtt souvenirs are also making
their mark on the traditional market landscape. ffaditional three day market cycle has
all but vanished in Gianyar Regency. The marketbacoming increasingly busier each

day. Coupled with the apparent informal sector im&d in sellingadatand other
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development trends, these businesses are expahdingpatial presence as they spill
out from the traditional market grounds and inte streets and alleys near the traditional
market. Efforts to move them have been mostly tkadbby the lack of interest in
moving by the informal micro-business sector. Tiigrimarily due to the cultural and
spiritual connections these vendors have withrthditional market.

At the traditional market entrepreneurs within ii@rmal sector can explore
their opportunities, free from complicated bureaogrand high cost of operation, and
make a living by sellingdat The traditional market is an inexpensive waytfer
informal micro-business sector to engage in a lmssinFor a nominal fee each business
is provided a space, security and an opportuntte goorest of the poor can come to the
traditional market and sell anything they can offidreir success lies in their fortitude,
product line offered and bargaining skills. Oftdre market fee is nullified if the
informal micro-business is not successful is sglanything that particular day. This act
of charity clearly demonstrates the Balinese sg&eatillingness to provide a low cost
public forum for any Indonesian to attempt a buséne

The traditional market is a flurry of activity ftrthing in the morning when the
Balinese, especially women, begin their day. As garly time vendors are prepared to
sell their merchandise as buyers are purposefuyliyg to collect the material they need
to fulfill their adatrequirements and consumptive needs for their fasillhe activity
continues until late morning when the market becotre:nquil. Occasionally there is, as
the Ubud market, a temporal spatial change thairsas the traditional market makes a

transition to a tourist market. However, the mayoof traditional markets become
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increasingly quiet for the remainder of the dayn&ally, there is a revival of activity at
dusk as food vendors and vendors selling moderawnar goods arrive.

It has been determined that the Balinese patrahizéraditional market for three
primary reasons: the ability to bargain for a faice, the availably of quality goods and
the ability to buy the products related to theiat The Balinese enjoy the art of
bargaining and take pride in obtaining a good pigceheir purchase or negotiations.
The products in the market vary in quality whiclfeod the Balinese an opportunity to
purchase the quality of product they seek for tagdined price they desire. Older
grandmothers can be regularly seen mentoring g¢nairddaughters about how to shop
and bargain at the traditional market as they peefoa upcoming ceremonies.

There is also a price point structure that supdodalism and is based on the
buyer’s ethnicity, language skills and origin. Thisucture favors the local population.
The price point structure is certainly a discrinting element in the traditional village
market. Balinese profess that there is nothing ywwith discriminating when business is
concerned. The Balinese often relay that it iscolide these tactics for bargaining
purposes. Yet, outright theft is met with severeghy in the Balinese society.

Status and respect issues are creating more cotisgrdpmands in the market
and influencing informal micro-business developnierianyar Regency. Considering
products related tadatrepresent 80% of the total items in the markas, itard to
conceive that moradatcould be added. However, more elaborate items\aderat at
the market and this trend is likely to continueeTonfirmation from Balinese

respondents that tHigesa Adatnd religion in Bali are becoming stronger make a
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plausible argument thatat products are likely to become more elaborate apéresive.
New opportunities await those informal micro-busses willing to produce these items.

The informal sector is directly related to theiagjtural sector. The vast majority
of items purchased f@datare agricultural products. Farms producing tropiats,
rice, vegetables and farm animals are abundanughiaut Gianyar Regency. Small
family farms engaged in agricultural practices toduce these products are keen on the
connection these products have with dldat. The farmers come to the traditional market
to sell their goods and create needed revenuey. albe make use of available traders
who buy and sell commodities to other vendors. €megldlemen are an important part
of an economy where spoilage, due to a tropicalatie, is addressed by getting the
product to market quickly and efficiently. The derddor these products helps support
the farmers’ success. Consequently, a strong arealsdi agricultural sector sustains a
good diet and food security.

As summarized previously, women constitute the nitgjof informal micro-
business sector participants evident in the trawlti market landscape. Not only does the
traditional market provide opportunities for wortauit it also is important as a social
setting for generations to teach each other albeutraditional ways of their society.
Often women are seen joking, expressing conceratdif® and teaching each other how
to make the elaborate ceremonial offerings. Theortgjof products related tadatare
either grown or handmade. Both processes requie d@nd significant effort. The
Balinese seemingly accept this commitment of time @ffort as part of their daily

routines. Often vendors make these products whibkgtang prospective buyers.



155

The market also offers an opportunity for microibass and sole proprietors
from outside of Bali. These Indonesian citizensumostly on selling textiles and
modern conveniences and amenities. Their busin@seaxten mobile and they can be
seen pushing food carts and selling cooked mealsttee market or near local temples.
For the most part, they are uninhibited from opegatheir businesses and in
participating in the traditional economy. But thare exclusions for some informal
enterprises and their entrepreneurial endeavoreatative and highly restrictive
compared to local Balinese business.

However resilient, and strongly supported byEtesa Adatthe traditional
markets are changing. Modernity is seemingly thnmy force of this change.
Motorbikes line the streets near the traditionatkats. People visit the market more
often due to this relatively new mode of transpasta There is an increased level of
competition by super markets and mini-markets éinatincreasingly expanding their
territory from the urban to rural settings. The gament in Gianyar Regency is
apparently trying to address this issue with reguta requiring these modern
convenience stores to stay at a reasonable distaomoehe traditional market. However,
the distance in relationship to the traditional kedidoes not ensure adequate protection
for the market. The increasing use of motorbikes atomobiles significantly nullifies
this spatial distance. Potential buyers can easier significant distances in a very short
time period. The rules requiring the distance leetwthese modern stores and the market

are likely not going to have an effect on the mademnomy.
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More research needs to be focused on these aneld-¢bgpics. Transportation
changes, the influence of modernity, and the peimepf the market are interesting
research topics when considering the informal seantthe traditional markets of
Indonesia. The primary reasons people do not hikeraditional market are that it is
dirty, smelly and crowded. Research concerning toomanage and fix these issues
should be explored fully. Currently there’s a trdrydgovernment agencies to move the
traditional markets as city centers become condeStee effects on local people,
especially the older, more traditional vendors,uttidbe examined. Lastly, traditional
markets are a driving local economic force throughndonesia. The traditional markets
provide a forum for every citizen to attempt arigiand support their families with
minimal capital investment and bureaucracy to iithi®ir entrepreneurial spirit.
Research should be considered to seeduaatnot only economically supports the
multitude of cultures and people throughout theohessia archipelago, but also to
identity the inherent problems of social pressamived with complying with local
adat

The informal sector and traditional markets areutady ignored as vital
economic components of both developed and devejagontries. Often, the legitimate
recognition of the formal sector takes precederat a®re prestigious and noteworthy
economy. This research has demonstrated that fibrenial sector can prosper in the
traditional markets of Gianyar Regency. Also, thesiarch suggests that culture can play
an integral part in supporting the local villagemeomy. Further, culture and customary

law can be a catalyst for developing opportuniti@snicro-businesses in the informal
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sector. With the support of cultural influences avith the ideal venue, such as the
traditional market place, opportunities for peopl@ll economic levels to attempt a
living can be realized depending on their busiregsteavors, their business skills and the
available market for their product.

Certainly, it could be argued that due to the add assets of the Balinese
society that are reflected in tourism, exports tr@drecently thriving economy, this case
study is exceptionally biased to this unique lawmatiThis research recognizes this
assumption and acknowledges the powerful influetitaiscurrently ensure the tradition
markets in Bali center stage in the village econovigt, traditional markets, culture and
the informal sector are not unique to the Balinasdscape. The fundamentals of a
traditional economy can be found throughout Ind@nend the rest of the developing
world.

Traditional economies are a vital part of any dep#lg county’s economic
landscape. The informal sector, the traditionalkatr and local culture support the
identity of communities throughout the world. Th@ypvide opportunities for people to
secure an income and help sustain the local agrr@lilsector which frequently insures
food security. The traditional economies refledtethe traditional markets not only
present opportunities for the informal sector, &sb provide affordable food and
commodities for the local communities that surrothrem. The traditional economy
supports local culture, the needs of the commugjitiad is clearly an economic force

that should be recognized.
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The traditional market economy has all but vanishedost developed countries.
They have been replaced with formal enterprises.adtess to the formal market is
inhibited by the requirements that governmentdasét in order to participate in the
formal sector. Federal and state layers of bureaycuch as; income taxes, business
licenses, employee payroll taxes , insurance, liegal are but a few of the basic
requirements entrepreneurs must wade through forpes an enterprise in the formal
economy. Additionally, the unorganized nature @f ithiformal sector is often challenged
by community control mechanisms that encouragerderty business landscape.
Established formal enterprises often do not likkedbmpetition that the informal sector
can provide. Essentially, the formal economy hasbited the growth of local small
businesses and their ability to explore opportasiind provide a competitive
environment.

Competition is central to the idea of capitalisnd &ree markets. The traditional
markets in Gianyar Regency promote this idea @& fmarket capitalism by providing a
relatively inexpensive place for the informal midrosiness sector to freely compete for
market share. The ease in which an entrepreneuaaass the market and perform a
business is exceptionally convenient. Gianyar Reigsrsupport for the traditional
market climate demonstrates its recognition ofttaditional economy and validates its
existence in Bali. The validation of the informat#or and the traditional markets
throughout the global economic landscape is esdentunderstanding this dynamic and
important traditional economy which promotes entepurship, business opportunities

and legitimizes the importance of traditional ctdtas an economic influence.
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KEY INFORMANT INTERVIEW QUESTIONS
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This template for questions was used as a guidsif@low in order to stay consistent.
Often the interviews would expand beyond this $efuestion to allow the narrative of
the informant to continue unfettered.

Interview questions for Gianyar Regency. 2009
1) Please tell me about the traditional markets in Gianyar Regency.
2) Do you think the Desa Adat is getting stronger in Bali?
3) Do you think globalization and modern supermarket will destroy the traditional markets?
4) How has the market changed since you were younger?
5) How much of the produet in the market is related to adat? How is it related?
6) Tell me why you shop at the traditional market.
7) What do you like and dislike about the traditional market?
8) Do you have family selling in the traditional markets and can they make a living doing
so?
9) What 1s the main change in the traditional market in the past 10 years?
10) Do you shop and different markets or primarily one? Why?
Notes:

Personal story:

Leads:
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QUESTIONAIRES
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SURVEI DI KABUPATEN GIANYAR, 2009 SEITFR SURVEY
(SURVLEY IN GIANYAR REGENCY, 2009)

Tolong bantu kami memben keterangan tentang adat Bali. pasar traditional dan usaha kecil dengan menjawab kuisioner
ini. Kami benar-benar menghargai bantuan anda. Jawaban anda akan kami dirahasiakan. Tolong jawab dengan lengkap
jika anda tidak keberatan (Please help me understand the Balinese adat, traditional market and small business. Ireally
appreciate your help. Please keep your answers private like election. Please answer completely but only if you are ok
with question)

Tolong lingkari pilihan anda! TOLONG DITULIS DALAM HURUF KAPITAL

1. Apakah anda:

Are you male or female?
a. Perempuan

b. Laki-laki

2. Apakah anda tinggal di Kabupaten Gianyar?
Do you live in Gianyvar Regency?

a. Ya

b. Tidak. Saya tinggal di

3. Apakah anda orang Bali?
Are you a Balinese?

a.Ya

b. Tidak. Saya dari

4. Apakah barang-barang yang anda jual berhubungan dengan kegiatan adat?
Is what you sell related to adat activities?

a. Ya

b. Tidak.

5. Seberapa jauh tempat tinggal anda dari pasar di Payangan?
How far is your home from the pasar in Payangan (kin)?

a. Kurang dari 1 km

b.1-5km

c.5-10km

d. 10— 20 km

e. Lain — lain. km

6. Jam berapa anda datang untuk berjualan di pasar?
What rime do you come ro the pasar to sell your stuff?

7. Jam berapa anda selesai berjualan?
What time do you finish selling your stuff?

8. Berapa kali seminggu anda berjualan di pasar?
How many days a week do you sell at the pasar?

9. Apakah anda berjualan di pasar lain juga?
Do you sell at other pasar also? If ves, where?
a. Ya. Saya juga berjualan di

b. Tidak
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10. Apakah anda menjual sebagian besar barang dagangan anda kepada pedagang lain
yang akan menjualnya di tempat lain?

Do you sell mostly to other sellers?

a. Ya

b. Tidak

11. Apakah anda memiliki kontrak dagang dengan pihak pasar?
Do you have a contract with the pasar?

a. Ya

b. Tidak

12. Apakah berdagang di pasar adalah pekerjaan utama anda?
Is selling at the pasar your primary job?

a. Ya

b. Tidak. Pekerjaan utama saya adalah

13. Apakah anda punya pekerjaan sampingan selain berdagang di pasar?
What other side jobs do you have?
a. Ya.

b. Tidak.

14. Berapa banyak anda dipungut bayaran oleh pihak pasar setiap hari? Rp.
How much do you pay to sell at the pasar each day?

15. Dibandingkan dengan 10 tahun lalu. apakah menurut anda saat ini ada lebih banyak
barang-barang yang dijual untuk kegiatan-kegiatan adat?

Do you think there is more item related to adat in Payangan than 10 year ago?

a. Ya

b. Tidak

c. Sama saja

16. Menurut anda. apakah agama Hindu di Bali lebih kuat 10 tahun yang lalu
dibandingkan sekarang?

Do you think Bali Hindu agama is stronger in Bali than 10 year ago?

a. Ya

b. Tidak

c. Sama saja

17. Anda tahu mengenai pasar Pasah in Ubud. pasar Beteng in Tegalalang. dan pasar
Kajeng di Payangan. Apakah anda berjualan berdasarkan pada ketiga hari ini?

You know abour the ‘Pasah 'market in Ubud, ‘Beteng’ markert in Tegalalang, ‘Kajeng’
market in Payangan. Do you sell your stuff according to these three days?

a. Ya

b. Tidak

19. Apakah biasanya anda mendapatkan tempat yang sama setiap saat anda berjualan?
Do you normally set up in the same place each time?

a. Ya

b. Tidak

20. Seberapa banyak sesajen/canang yang anda haturkan di pasar setiap hari saat anda
berdagang?
How many offering do you give to the pasar each day you sell?

Terima Kasih Banvak
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SURVEI DI KABUPATEN GIANYAR, 2009 BUYERS SURVEY
(SURVEY IN GIANYAR REGENCY, 2009)

Tolong bantu kami memberi keterangan tentang adat Bali, pasar traditional dan usaha kecil dengan menjawab kuisioner
ini. Kami benar-benar menghargai bantuan anda. Jawaban anda akan kami dirahasiakan. Tolong jawab dengan lengkap
jika anda tidak keberatan (Please help me understand the Balinese adat. traditional market and small business. Ireally
appreciate your help. Please keep yvour answers private like election. Please answer completely but only if yvou ok with
question)

TOLONG DITULIS DALAM HURUF KAPITAL

1. Berapa umur anda (How old are you)? tahun

(5]

. Jenis kelamin anda adalah (Your gender is):
a. Laki-laki (male)
b. Perempuan (female)

3. Apakah anda tinggal di kabupaten Gianyar (Do you live in Gianyar regency)? Jika tidak. dimana anda tinggal (If no,
where do you live)?
a. Ya

b. Tidak.

4. Apakah anda biasanya berbelanja di pasar tradisional (Do you usually shop at the traditional market)?
a. Ya
b. Tidak

5. D1 pasar-pasar mana biasanya anda belanja (Which markets do you shop at the most)?

6. Jam berapa biasanya anda pergi ke pasar (What time do you usually go there)?

7. Berapa kali seminggu anda berbelanja ke pasar (How many times a week do you shop at the traditional market)?

8. Seberapa jauh tempat tinggal anda dari pasar di Payangan (How far is your home from the pasar)?
a. Kurang dari 1 km

b.1-5km

c.5—-10km

d. 10 —20 km

e. Lain — lain. km

9. Apakah anda belanja di supermarket (Do you shop at super markets)?
a. Ya

b. Tidak

10. Menurut anda. apakah pasar tradisional masih kuat di Bali walaupun sekarang ini banyak terdapat supermarket (In
your opinion. is the traditional market still strong in Bali eventhough there are more supermarkets nowadays)?

a. Ya

b. Tidak

11. Apakah pasar traditional akan tetap kuat dalam 10 tahun kedepan (Will it still be strong in 10 years)?
a. Ya
b. Tidak
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12. Apakah pasar tradisional berubah dalam 10 tahun terakhir ini (Has the pasar changed over last 10 years)?
Jika ya. berapa persen perubahannya dari yang dulu (If ves. how much % than before)?

a. Ya.
b. Tidak

%o

13. Apakah agama Hindu di Bali semakin kuat dari hari ke hari (Is religion getting stronger in Bali day by day)?

a. Ya
b. Tidak

14, Bagaimana dengan desa adat. apakah lebih kuat dan bersatu di Bali? (Is the adat getting stronger in Bali)?

a Ya

b. Tidak

15. Berapa % pasar traditional berhubungan dengan keperluan adat di Bali (What % in your traditional market 1s
related to adat in Bali)? %

16. Menurut anda. Berapa % . barang yang ada di pasar berhubungan dengan kebutuhan adat (In your opinion. how
much of the product (%) in the traditional market is related to adat)? %

17. Apakah menurut anda globalisasi dan kehidupan modern sekarang in1 akan mengancam kelangsungan pasar (Do
you think the modern life and globalization in Bali will threaten the existence of traditional market)?

a Ya

b. Tidak

18. Tolong tandai (V) 3 alasan utama anda berbelanja di pasar tradisional (Please check (V) the 3 most important
reasons you shop at the traditional market).

Bisa tawar dengan harga yang bagus (Can bargain for good price)

Bisa mengunjungi teman dan keluarga (Social with friends and family)
Mendukung desa adat (Support Desa adat)

Lebih banyak pilihan barang (Quality of product)

Mendukung agama (Preserve religion)

Tidak ada obat pengawet pada barang itu (No chemieal in produet)

Satu tempat untuk membeli semua keperluan upacara dan sesajen (One stop for ceremony and
offerings)?

Pasar buka lebih pagi (Market is open early)

Untuk membantu perekonomian orang-orang lokal (Support local people)
Alasan lain (Other reason) yaitu

19, Apakah harga barang berubah drastis dalam 10 tahun terakhir ini (Are the prices changing much in the last 10

year)?
a. Ya
b. Tidak

20. Apakah anda lebih suka berbelanja di pedagang yang sama (Do you like to buy from the same seller mostly)?

a. Ya
b. Tidak

21. Apakah anda lebih suka berbelanja di pedagang orang Bali dibandingkan dengan non-Bali (Do you like to buy
more from Balinese than other people)?

a. Ya
b. Tidak

Terimakasih atas bantuan anda, sehingga kami bisa mengerti Bali lebih baik lagi. Thanks you very much for helping

me understand Bali more. You are very kind)
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SURVEY IN GIANYAR REGENCY, 2009  Seller and buyer Survey
(SURVEI DI KABUPATEN GIANYAR, 2009)

Tolong bantu kami memberi keterangan tentang adat Bali. pasar traditional dan usaha kecil dengan menjawab kuisioner
ini. Kami benar-benar menghargai bantuan anda. Jawaban anda akan kami dirahasiakan. Tolong jawab dengan lengkap
jika anda tidak keberatan (Please help me understand the Balinese adat. traditional market and small business. I really
appreciate your help. Please keep your answers private like election. Please answer completely but only if you ok with
question)

PART 1 (Bagian I)

1. Berapa umur anda (How old are you)? tahun

[55]

. Tenis kelamin anda adalah (Your gender is):
a. Laki-laki (male)
b. Perempuan (female)

3. Apakah anda tinggal di kabupaten Gianyar (Do you live in Gianyar regency)? Jika tidak. dimana anda tinggal (If no.
where do you live)?
a. Ya

b. Tidak.

4. Apakah anda biasanya berbelanja di pasar tradisional (Do you usually shop or sell at the traditional market)?
a. Ya
b. Tidak

5. Di pasar-pasar mana biasanya anda belanja (Which markets do you shop or sell at at the most)?

(=2}

. Jam berapa biasanya anda pergi ke pasar (What time do you usually go there)?

. Berapa kali seminggu anda berbelanja ke pasar (How many times a week do you shop at the traditional market)?

=]

. Seberapa jauh tempat tinggal anda dari pasar di Payangan (How far is your home from the pasar)?
a. Kurang dari 1 km

b.1-5km

.5-10km

d. 10-20 km

e. Lain — lain. km

L= =

9. Apakah anda belanja di supermarket (Do you shop at super markets)?
a. Ya
b. Tidak

10. Menurut anda. apakah pasar tradisional masih kuat di Bali walaupun sekarang ini banyak terdapat supermarket (In
your opinion. is the traditional market still strong in Bali even though there are more supermarkets nowadays)?
a. Ya

b. Tidak

11. Apakah pasar traditional akan tetap kuat dalam 10 tahun kedepan (Will it still be strong in 10 years)?
a. Ya
b. Tidak
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12. Apakah pasar tradisional berubah dalam 10 tahun terakhir ini (Has the pasar changed over last 10 years)?
Jika ya. berapa persen perubahannya dari yang dulu (If yes. how much % than before)?

a. Ya. %

b. Tidak

13, Apakah agama Hindu di Bali semakin kuat dari hari ke hari (Is religion getting stronger in Bali day by day)?
a. Ya
b. Tidak

14. Bagaimana dengan desa adat. apakah lebih kuat dan bersatu di Bali? (Is the adat getting stronger in Bali)?
a. Ya
b. Tidak

15. Berapa % pasar traditional berhubungan dengan keperluan adat di Bali (What % in your traditional market is
related to adat in Bali)? %

16. Menurut anda, Berapa % , barang yang ada di pasar berthubungan dengan kebutuhan adat (In your opinion, how
much of the product (%) in the traditional market is related to adat)? %

17. Apakah menurut anda globalisasi dan kehidupan modem sekarang ini akan mengancam kelangsungan pasar (Do
you think the modern life and globalization in Bali will threaten the existence of traditional market)?

a. Ya

b. Tidak

18. Tolong tandai (V) 3 alasan utama anda berbelanja di pasar tradisional (Please check (V) the 3 most important
reasons you shop at the traditional market).

Z Bisa tawar dengan harga yang bagus (Can bargain for good price)

Bisa mengunjungi teman dan keluarga (Social with friends and family)

Mendukung desa adat (Support Desa adat)

Lebih banyak pilihan barang (Quality of product)

Mendukung agama (Preserve religion)

Tidak ada obat pengawet pada barang itu (No chemical in product)

Satu tempat untuk membeli semua keperluan upacara dan sesajen (One stop for ceremony and
offerings)?

Pasar buka lebih pagi (Market is open early)
Untuk membantu perekonomian orang-orang lokal (Support local people)
Alasan lain (Other reason) yaitu

19. Apakah harga barang berubah drastis dalam 10 tahun terakhir ini (Are the prices changing much in the last 10
year)?

a. Ya

b. Tidak

20. Apakah anda lebih suka berbelanja di pedagang yang sama (Do you like to buy from the same seller mostly)?
a.Ya

b. Tidak

21. Apakah anda lebih suka berbelanja di pedagang orang Bali dibandingkan dengan non-Bali (Do you like to buy
more from Balinese than other people)?

a. Ya

b. Tidak

Terimakasih atas bantuan anda, sehingga kami bisa mengerti Bali lebih baik lagi. ( Thanks you very much for helping
me understand Bali more. You are very kind)




178

APPENDIX C

SAMPLE MENTAL MAP SURVEY
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The respondents are asked their age, gender, gyhtocdraw their village, identify and
label important features and then circle the mogtartant features in their daily lives.
They were given a full size sheet of paper to perfthe task

Mental Map Survey, SURVEI DI KABUPATEN GIANYAR. 2009

1. Berapa umur anda? tahun

Age?

2. Jenis kelamin anda adalah A. Laki-laki B. Perempuan
Gender?

3. Orang Bali? A. Ya B. Tidak. dan
Ethnicity?

4, Tolong gambar peta
Please draw your village.

5. Tambahkan tempat penting menurut anda dan tulis namanya dengan huruf balok.
* TOLONG DITULIS DALAM HURUF KAPITAL*

Please add features important to yvour daily life and label them in capital letters.
6. Setelah selesai. lingkari tempat paling penting menurut anda.

Please circle the most important features to vour life

Sample survey




