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ABSTRACT

The commercialization of public spaces is one of the crucial issues in Yogyakarta Special
Province, Indonesia. This study examines the loss of public spaces on Kaliurang and Affandi
street, Sleman, Yogyakarta. Applying the case study as a research method, the data were
collected through close observations to the advertisements, billboards, banners, posters, and
other outdoor media along JI. Kaliurang and Affandi street. During the data collection, the
author has taken some photos in certain spots of these two locations. The study finds that
the massive occupation of outdoor advertising in the public spaces along these two areas has
not only causing visual trash but also causing the loss of the public sphere. It is caused by
several factors. One of the most important factors is the weakness of local government
regulations. Another factor is the spatial capitalization of the Yogyakarta Special Region and
Sleman Regency in recent years as could be seen from the wide establishment of hotels, malls,
supermarkets, and minimarkets in Yogyakarta. As a result, the public does not have enough
space to express their voices and interests. Furthermore, the dominance of outdoor
advertising has resulted in the dominance of commercial discourse in public spaces and has
simultaneously marginalized or even eliminated public discourse. Public space has eventually
transformed into commercial and has no longer become an important tool for democracy.
Conversely, it has become an important tool for promoting consumer culture.
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INTRODUCTION
Public space, as Miller has pointed out, is not merely a static physical space, but rather a
hybrid of physical space and the public sphere (Gehl & Matan, 2009, p. 107). In such a case,
public space refers to the constellation of ideas, actions, and environments. Therefore, public
space, which is closely related to the public sphere will always be a battle of various groups'
interests, especially in a city with a high level of plurality. Each group competes for territory
and discourse to achieve certain power and hegemony (Gaffikin et al., 2010).

The focus of this study is the commercialization of public spaces on Affandi and
Kaliurang streets in Sleman Regency, one of the districts in the Special Province of Yogyakarta,
Indonesia. Public spaces on both roads have been decided as the focus of the study since they
have transformed in such a way into commercial areas. Along these roads, almost all of the
buildings have become commercial places, such as coffee shops, supermarkets or
minimarkets, working spaces, and culinary areas. This transformation was also followed by
the high number of visitors along the road, and it continues to increase from year to year. It
has provided excellent spaces for outdoor advertisings. Therefore, not surprisingly, on both
roads, we may easily find many large-sized outdoor advertisings crossing the roads. In fact,
we may say that outdoor advertisings on Affandi and Kaliurang streets have become the most
crowded within Sleman Regency.
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Outdoor advertising in Yogyakarta has attracted many studies by scientists with social
and artistic or architectural backgrounds. A scholar with an urban planner's background
usually focuses on the use of public spaces, such as pedestrian areas for local communities
and their roles in improving public life (Nasution & Zahrah, 2016). In this study, public spaces
are interpreted as a physical space in urban planning to improve the quality of life of its
inhabitants. Therefore, public space is claimed to be successful if it provides a conducive space
for social interaction, attracts visitors to carry out various activities, supports recreational and
informal activities (Nasution & Zahrah, 2016, p. 66). Other studies have focused on
community participation in planning and building public spaces (Ismail & Said, 2014). In this
case, public participation is important to safeguard the acts of vandalism that can damage the
public function and the aesthetics of public space. The understanding of public space as a
physical space and its contribution to the quality of life of urban communities has implications
for the access and rights of vulnerable groups. Such studies were developed by Esfandfard,
Amat, and Wahab (2017) in their studies on ValiAsr Street, the main road and commercial
centre in Tehran. Poor quality of paving and uneven surfaces makes difficult access to
vulnerable groups such as wheelchair users and visually impaired people.

Wicaksono, Susilo, and Lestari (2008), who have also examined the massive outdoor
advertising on Affandi street, argued that the strong commercial interests have made the
public interest marginalized. Overlapping advertisements on Affandi street have also created
'visual trash'. According to their survey about public perceptions on outdoor advertising along
the street, some respondents perceived that there was no problem with the outdoor
advertising, while other people stated that the government should pay more attention to the
aesthetics and users' safety. Another study has questioned the aesthetic aspects of outdoor
advertisings (Harsanto, 2014). Harsanto has shown that placing outdoor advertisements
irregularly has not only created visual pollutions@ but also devastated the aesthetics of the
city, which in turn would influence the public perceptions about Yogyakarta and Sleman.
However, the implications of this spatial commercialization to the public sphere have not yet
been studied. In fact, the domination of commercial discourse has far more serious
implications in public life. According to Philips and Jorgensen (2007), discourse is an important
part of social life, while social changes occur in and through discourse. In this sense, public
attention to the public space, which is a physical space that creates social ties (Aubin, 2014,
p. 90), is fundamentally important, but the attention should go further to the extent to which
physical space is able to build public discourse or not.

This study was conducted to answer two main problems, i.e. how the hyper-
commercialization has caused the loss of public spaces along Affandi and Kaliurang roads, and
how to further implications of such hyper-commercialization to the public sphere. By
answering these questions, this study expects to provide a valuable contribution to the
academic discussions as well as practical solutions to the loss of public spaces in the Sleman
Regency especially, and in Indonesia generally.

LITERATURE REVIEW
Public space has vital roles in democracy since it is closely related to the public sphere
(Crawford, 1995; Parkinson, 2013). The public sphere is defined as a 'space of democracy' in
which every citizen has the same rights to inhabit and public discourse takes place (Crawford,
1995, p. 4). The public sphere also promotes public debate openly, mobilizes public concern
and participation (Voronkova & Pachenkov, 2011, p. 198; Németh, 2012).
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Social and urban planning scholars have investigated the meaning and role of public
space in the lives of modern society. However, it is not easy to provide a satisfactory definition
of what is public space. For example, public space is usually defined based on ownership
(Parkinson, 2012). However, such definitions often make difficulties in analysis, for example,
a place owned by the public (state) cannot always be easily accessed by the public itself.
Military facilities or health laboratories are owned by the government but are very restricted
to the public. Conversely, private-owned places such as malls, coffee shops, or plazas can be
easily accessed by the public.

Differences between public and private are rooted in the tradition of political theory
and liberal democracy (Parkinson, 2012; Parkinson, 2013). The distinctions are related to
ownership, control, and access. Public space means that space is owned by the public, open
access, and no control over it. Instead, a space becomes private if people cannot use or access
it without permission. Violation of private space means a violation of personal rights and
ownership law. People can, therefore, be prosecuted for committing these violations.

Publicness is a keyword in understanding public space. Varna and Tisdel have
categorized previous studies that try to understand publicness into two categories, i.e.
inductive/external and deductive/internal (Németh, 2012, p. 3). The inductive approach seeks
to conceptualize publicness through understanding "what's out there", outside of people.
Madanipour has identified that previous studies in this approach rely on ownership regimes,
seek to understand publicness in the framework of access, agency, and interest (Németh,
2012, p. 3). Access means the ability of people to occupy or use public space, while the agency
is the locus by which control and decision making are situated. Interest concerns the benefits
caused by the use of the space. In public space, profits will be shared for the public, while
private property belongs to individuals or private. Kohn has defined publicness with regard to
the three core criteria, i.e. ownership, accessibility, and inter-subjectivity (Németh, 2012, p.
3). Thus, the inductive/external approach basically understands public space as a physical
sense.

In contrast to the inductive approach, which focuses on ownership, access, and
control, the deductive/external approach focuses more on the socially constructed meaning
of the public space. This approach seeks to understand public space from the beholder's
perspective (Németh, 2012, p. 4). Iveson has suggested three possible ways by which space
might be 'made public', i.e. space has become a place for public addresses, as an object of the
public debate itself, or as a means to understand 'who belong' in any definition of the public
(Németh, 2012, p. 3-4).

Contemporary literature on public space in urban societies has understood public
spaces as a framework of two models. The first model approaches public space as a public
display of distinct differences and a closed identity is affirmed. The second model describes
public space as a relational space where greater pluralism of identities is negotiated and
contested continuously (Gaffikin et al., 2010, p. 496).

In contemporary discourse, openness and participation as main characteristics of
public space are threatened by two power, namely the state and the market (Németh, 2012).
The market threatens public spaces in two forms, i.e. privatization and commercialization.
When privatization happened, public space is no longer 'public’ in terms of open access to all
people. Privatization means that 'public property' has turned into the private property so that
there are restrictions on public access. Commercialization is also a threat to the public space
because it shifts government attention from the public needs to commercial interests. For the
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sake of gaining income, the government usually tends to make public spaces for commercial
interests. Visual trash that damages the aesthetics of the city was caused by the government
as they have more prioritized taxes over the public interests. In many cases, privatization and
commercialization occur simultaneously. When the public is commercialized, it
simultaneously changes to the private. Referring to Arendt, Hardiman (2010, p. 193) argued
that the growth of capitalism and the crisis of the public sphere took place reciprocally. The
expansion of the market into public, which is characterized by freedom and autonomy was
replaced by market mechanisms in the form of survival for the consumption and conquest of
others. As a result, public space is lost in the dominance of markets that are voluntarily
accepted by individuals. Gramsci referred to this phase as 'hegemony' (Hardiman, 2010, p.
193).

The state can also be a threat to public space (Imam, 2010; Németh, 2012). For the
reasons of public order, the state can secure public spaces by limiting citizens' access. As a
result, people cannot use public spaces to express their opinions, protests, also political
participation. When the state intervened too far in the public spaces then the 'public sphere’
is no longer functioning for democracy. Physically, the public space still exists, but its function
for democracy has suffered.

Parkinson (2013, p. 687), after differentiating between public and private, argued that
public space has at least three meanings, i.e. openly accessible space; and/or space of
common concern (in terms of using common resources or having common effects); and/or
space used for the performance of public roles. Therefore, public space has vital roles in
strengthening democracy, i.e. being a public sphere, in the sense if public space is able to
perform the following roles (Parkinson, 2013, p. 688; Parkinson, 2012, p. 36):

1. Articulating interests, opinions, and experiences;

2. Making public claims, i.e. defining collective problems or defending existing
arrangements, requesting action or inaction on collective problems,
expressing, setting, and defending norms, and making claims on public
resources;

3. Deciding what to do, or what not to do, to address public claims, including
weighing up options;

4. Scrutinizing and giving account for public action and inaction.

When public space succeeds in performing its roles as demonstrated by Parkinson,
then public space has function itself as a public sphere. In this notion, public space is
understood as a condition for the implementation of the public sphere. As a condition, public
space will never remain; on the contrary, it will continue to change (Voronkova & Pachenkov,
2011; Carmona, 2015).

METHODOLOGY

This study focuses on the commercialization of public spaces in Affandi and Kaliurang streets,
Sleman Regency. As many studies have shown that public space is dynamics, determined by
a variety of very complex factors (Carmona, 2015). Therefore, the understanding of the shifts
and changes of public spaces in a region should also take into account the factors associated
with these changes, including the political, economic and socio-cultural context.

Taking this complexity into account, | used a case study as a suitable method to answer
the research problems. As Robert K. Yin (2006) has pointed out, a case study is the most
appropriate method for answering the question of ‘how’ and ‘why’ when the researcher has
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no control over the object or subject of study. In addition, the use of a case study provides
benefits since it allows the researcher to use a variety of evidence sources. Here, the selected
case is not due to the uniqueness of the case itself, but to understand other issues. Therefore,
the design is not an intrinsic case study, but instrumental (Stake, 2009; Creswell, 2015). Here,
case studies are conducted to understand specific issues, problems, or concerns (Cresswell,
2015, p. 137; Stake, 2009, p. 301). Thus, the main interest is in the issue or problem, and not
in the case itself. The case is only as a support for understanding the problems or issues
discussed in the study (Stake, 2009, p. 301).

The data were collected through observations along the Kaliurang and Affandi streets.
| have conducted several observations on both roads, focusing on three things. First, | have
observed the types of outdoor advertising in detail and the sizes of each advertising on both
roads. The differences will mainly be analysed between commercial and non-commercial
advertisements. Second, | have observed the placement of outdoor advertisements, how they
are placed, both on the left and right sides of the road, or on the open spaces above the two
roads. Third, | have focused on the aesthetic values and density of the advertisements. During
the observations, | have also taken a number of photos of the advertisements. As a case study
(Yin, 2006), data were also collected from other sources, such as legal documents, research
reports, online and print media news, and others. The data were analysed based on
theoretical propositions, which is a common strategy carried out in the case study analysis
(Yin, 2006, p. 136-137). In this model, theoretical propositions will be the basis for prioritizing
and developing the main relevant themes for analysis.

RESULT AND DISCUSSION

The Political Economy of Public Space Commercialization in Sleman

The commercialization of public spaces in Sleman, especially along Affandi and Kaliurang
streets, are remarkably inseparable from the broader context of commercialization in the
Special Region of Yogyakarta. The commercialization of Yogyakarta is not only indicated by
the occupation of outdoor advertisings on public spaces but also by the uncontrolled
construction of hotels, malls, supermarkets or mini markets in this region. This
commercialization has been criticized by a local artist, the Jogja Hip Hop Foundation, in their
song entitled ‘Jogja Ora Didol’ (Yogyakarta is not for sale). This song is a reflection and at
the same time is a critical call for the development of the Special Region of Yogyakarta,
which is more concerned with the commercial sides and simultaneously not concerned with
public needs.

In many cases, the construction of hotels and malls were not accompanied by
adequate parking facilities. Consequently, they used the sidewalk provided for pedestrians
as the parking areas. In fact, the sidewalk for pedestrians is not only for walking but also for
other activities. As stated by Mateo-Babiano (2012, p. 456), "Extending the idea that streets
is not only for distribution but also for communication". Mateo-Babiano's study in Bangkok
has shown that important activities of pedestrians are carried out 2-3 times a day, such as
travelling for meals or carrying out other tasks. Therefore, when sidewalks are disturbed by
outdoor advertisings, the convenience of pedestrians is also disrupted.

Commercialization is also accompanied by the growth of uncontrolled outdoor
advertisings, creating visual trash, and pollution. Outdoor advertisements are not well
organized and chaotic. This concern was voiced by the Hip Hop Foundation, which is
reflected in the following verse.
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“Merapi was furious, his physical figure was gone
Advertise closure, making it difficult to see
On the road, billboards transverse
Visual waste must be thrown away”

The commercialization of public spaces in Sleman is also related to the development
of Yogyakarta as an agglomeration town. This growth has significant impacts on housing
areas, hotels, and modern markets (Setiawan, Haryono & Burhan, 2014, p. 241). It has been
followed by land-use changes in the agricultural areas in Sleman and Bantul, two districts in
Yogyakarta. The growth of hotels was the result of tourism policies launched by the
government since the 1980s. Various attributions of Yogyakarta as a city of tourism and
education have attracted most of the urbanization into this region for a variety of purposes.
This has created a crowded environment in Yogyakarta in several areas, such as Kaliurang
and Affandi streets, as well as new challenges for urban planning. For the capitalist, a
densely populated environment means a market for the industry, and it is well recognized
by the producers. Therefore, they occupied public spaces on both roads through
establishing shopping areas, and discursively through installing outdoor advertisings.

A recent study found that outdoor advertising turned out to be far more effective
than electronic advertising. Public exposure to outdoor advertising is only slightly compared
to television (Ratnasari, 2016). The enormous penetration has caused the outdoor media to
become one of the favourite promotional facilities, especially in high-traffic roads. It is
perhaps the background of the intense outdoor advertising surrounding Affandi and
Kaliurang streets, as they are considered effective in influencing potential customers. For
people who go through the street almost every day, exposure to outdoor advertisings will
be far more massive than television. When we pass the road then we cannot refuse to see
outdoor advertising. This is different from television, which we can turn off or change the
channel when we do not want to watch certain shows.

From a global perspective, the establishment of malls, supermarkets, minimarkets,
and hotels in Yogyakarta are the extension of the neoliberal victory in the 1980s, whose
echoes in Indonesia continue up until now. A neoliberal order is a way of restructuring the
social class (Harvey, 2009) and the dominance of the market (homo economics) into other
human dimensions (Herry-Priyono, 2004). In the neoliberal order, the market is considered
the best mechanism in organizing human life. The study of Carmona (2015) has shown that
the narrative of public space cannot be separated from the relation of the political economy
of the policies that form it. As shown in the case of the City of London, the neoliberal path,
which was closely held by Margaret Thatcher, has influenced the physical spaces and the
development processes that have been done and still will be. Carmona (2015, p. 377)
further stated that “The process of urban design will evolve over time, reflecting changes in
society, the economy, and the prevailing politics, and overlaying the historically defined
processes of place with a characteristic contemporary polity”.

From a political economy point of view, the expansion of outdoor advertising in
Kaliurang and Affandi streets cannot be separated from the desire of the regional
government to generate regional income from the advertisement tax. Regent Regulation
(Peraturan Bupati) of Sleman No. 53/2015 which was updated with No. 13.1/2018, has only
provided a basis for controlling advertisements, especially of those are unlicensed and
disrupt aesthetics. However, this regulation did not include any ad-free area or at least
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restrictions on outdoor advertising in an area. The regulation itself, which is based on Law
No. 26/2007 concerning Spatial Planning, did not give any attention to public space at all.
The law only defined space as “a place that includes land space, sea space, and air space,
including space within the earth as a unitary area, where humans and other creatures live,
carry out activities, and maintain their survival”. This definition only concerns the physical
dimension of public space and is limited to the health and welfare issues of the community
(Nasution, Salleh, & Wahid, 2014). In fact, public spaces and their existence in preparing or
acting as a public sphere are indeed important. The public sphere requires discourse, and it
becomes a prerequisite for the creation of a democratic space.

The Transformation from Public into Commercial Space

The dominance of outdoor advertisings on Affandi and Kaliurang roads directly shows the
transformation of public space into commercial. The public space in this study is not only
understood as a road that can be accessed by anyone, but also as open space above it and
along the edges.5 When the two roads are dominated by commercial advertising, also a little
political advertising, then the public space has turned into commercial. The public no longer
has access to represent themselves in the open space except as connoisseurs of all
information and commercial persuasion.

Almost all spaces along Affandi and Kaliurang roads have been filled with outdoor
advertising, and almost completely leave no space (Figure 1 and 2). Outdoor advertisements
overlap to get public attention. Aesthetically, the placement of such outdoor advertisements
has created visual trash and pollution. Besides, outdoor advertising was placed along the
sidewalk provided for pedestrians and has taken pedestrian rights. Although the regulations
in Sleman have explained that each signboard of the store should be categorized as an
advertisement and must be reported, most of the store owners did not ignore it at all
(Wicaksono, Susilo, & Lestari, 2008). Many stores do not report to the government for the
signboard that they installed.

This situation is exacerbated by the public spaces that are claimed by the private.
There is a sense of belonging to the public spaces by individuals. For example, because the
sidewalk is located in front of his shop, then it is his right to put up bulletin boards or
advertisements. Ironically, this also happens for public roads. The scarcity of parking lots has
made shop owners claimed that the public roads in front of their shops are only for parking
areas of their customers (Purbadi, 2012). They ignore that the road is a public space where
citizens are guaranteed the right to use. Such neglect occurs widely because of the low level
of knowledge and awareness about public and private spaces. The liberal democratic tradition
in which the concepts of public and private are well defined is not deeply rooted in Indonesia.
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Figure 2: Outdoor advertisings on Affandi street take pedestrian rights.

The dominance of outdoor advertising along Affandi and Kaliurang roads has made
the public interests marginalized. As shown in Figure 3, on the Kaliurang road, Ngaglik District
Office, which is located in this road often delivers announcements and information, but the
placement of the information board is hidden, which is very different from the commercial
advertisings that are clear and easily read. The call for birth control in the form of a family
planning program, for example, is not installed in the direction of the people who go through
the road. Meanwhile, other noticeboards, such as the community study hours, are left dull
and neglected (Figure 3). The only striking public advertisement is the dissemination of cancer
warning held by the Healthy Community Movement (Gerakan Masyarakat Sehat - Germas).
However, under the advertisement, the Library Integrated Service Unit announcement board
was made very small and marginalized within large commercial advertisements (Figure 4).
The existence of funds seems to be the reason whether the bulletin boards are striking or not.
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Figure 4: Official board among commercial and political advertisements.

Thus, it is clear that the two roads have been filled with outdoor advertisings that
occupy a large part of public spaces. As a result, public space is almost completely lost and
replaced by commercial places, which means that the discourse is ultimately dominated by
the commercial.

Further Implications

As a commercial means, outdoor advertising introduces products and builds interest in those
products, targeting people as consumers, not a citizen. Outdoor advertising will constantly
increase the consumer's desire. This trend has been shown by Voronkova and Pachenkov
(2011) in the context of European cities. Broadly speaking, greater attention to private
interests rather than to social issues can threaten civil liberties and diversity (Nemeth, 2012,
p. 1). When public space turns into commercial, there will appear further problems. First,
public space fails to transform itself into the public sphere. Public space, in the physical sense,
is a condition that allows the emergence of the public sphere. However, not all public spaces
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eventually transformed into public spheres. This requires active citizens to engage with public
problems. At a minimum, they have attention to public problems and discuss them before
making movements. The opportunity of this transformation, from public space into the public
sphere, will be completely closed when the public space has been transformed into
commercial space.

Second, representation. Public space should be open to anyone, especially community
and subaltern groups. These groups should be able to represent themselves, present in the
public space as part of the community. Transformation of public space into commercial areas,
along Affandi and Kaliurang roads, instead of giving space to subalterns, a community, in
general, are not well represented.

The third is the dominance of commercial discourse. Based on discourse theory,
outdoor advertising is text with commercial discourse. The direct impact of this commercial
discourse is a consumptive culture. The process can be described as such: outdoor advertising
builds a continuous commercial discourse. Then, the discourse in a certain period of time will
build awareness in the community, which will slowly be internalized and not realized. When
internalization occurred, the discourse has succeeded in establishing a commercial culture or
consumption. It can be said that the hegemony of the commercial discourse along the
Kaliurang and Affandi roads will create a new habitus, a concept introduced by Bourdieu as a
pattern that is permeated and becomes a habit (Haryatmoko, 2016). When people cross that
street, then two things immediately come in the mind, shopping or just passing on that street.
Whether shopping or simply passing will not be separated from commercial actions or
discourses. Someone who just passes along the road will face commercial discourse
continuously, and this will build certain awareness, precisely commercial awareness. This will
encourage a further hegemony, such as awareness of space. When Affandi and Kaliurang
roads are co-opted by commercial discourse, then peoples' construction of the two roads will
also change accordingly. The social construction on both roads is becoming clear and stable,
as a commercial area. At this level, spatial awareness is at the hegemonic status. In the end,
the situation has changed the individual identities of citizens into mere consumers. In relation
with, Sastrapratedja (2010, p. 275) has argued, "Public space shrinks, when citizens
emphasize their identity as consumers rather than as citizens who participate in public
spaces".

To save the loss of public space, there are at least two routes that can be used to build
an ideal 'public space' for democracy (Herry-Priyono, 2010, p. 386-394). The first one is the
route of public policy. It must be stressed that the government is no longer considered as the
sole agent in the public policy processes, the government is not the only driver of the public
policy. But, there are some powers in society that can also drive public policies. The
revitalization of government agencies is important so that they always become 'the guardian'
of public spaces. Second, education. In the current national education conditions, the market
orientations are far more popular than public purposes. Therefore, education should be
carried out to encourage public values for all existing entities. The government and the private
education sectors should always orientate at public services. It will involve a continuous battle
of discourse and policy. Another path is the agency re-education which is carried out on
concrete actors that become pillars of public spaces, such as television managers, urban
planning consultants, or school education providers.
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Public Resistance

Commercialization of public space in the form of outdoor advertising that disrupts aesthetics
and social comfort has encouraged citizen resistance. The Jogja Hip Hop Foundation (JHF) has
mainly emerged for countering commercialization in Yogyakarta. Thus, there was a strong
relationship between the appearance of the work of art (JHP) and the social conditions of the
community. When the social conditions of society are disadvantaged due to
commercialization, works of art appear as a form of resistance (Usada, 2015).

Meanwhile, outdoor advertising, which is considered to have disrupted the aesthetics
of Yogyakarta and Sleman Districts, has also given rise to the community resistance in the
form of a social movement, namely Reresik Sampah Visual (Visual Waste Cleaning
Community). It was initiated by Sumbo Tinarbuko, a lecturer at ISI Yogyakarta. This group
actively educates and invites the public to take care and even if necessary to intervene in
cleaning up the visual waste. Primarily, they clean up outdoor advertisings that violate rules,
such as located at sidewalks and cultural heritage buildings. As early 2019, this group has
issued an online petition through change.org to call for keeping public spaces from
privatization (Figure 5).

ruang publik seharusnya menjadi milik publik,
bukan diprivatisasi menjadi milik merek dagang atau partai politik.

komunitas reresik @sampah_visual

MENDUKUNG AKSI DAMAI RERESIK SAMPAH VISUAL IKLAN KOMERSIAL & IKLAN POLITIK B &
yang mengganggu ruang publik, ruang terbuka hijau dan cenderung menjadi teroris visual  Ei s

Figure 5: Online petition carried out by Komunitas Reresik Sampah Visual (Visual Waste Cleaning Community)
through Change.org at the beginning of 2019.

CONCLUSION
This study concludes that the loss of public spaces on Affandi and Kaliurang roads occurred
due to strong commercialization. It has marginalized the public sphere. As a result, public
spaces in both areas have no longer important meanings of democracy. In contrast, public
space has turned into commercial. There are two factors that may cause this condition,
namely the weakness of local policies and commercialization of the Yogyakarta region in a
broader context. Local regulations in Sleman District have only specified certain regions that
are allowed to place outdoor advertisements. Public space itself has never been defined in
these local regulations. Moreover, the enforcement of these regulations is often inconsistent.
Meanwhile, the commercialization of public space continues, as the Yogyakarta region is
becoming a thriving and dense city. Commercialization is always related to financial issues, as

well as efforts to get taxes from outdoor advertising.
The fail of functioning as a public sphere has important consequences. Public space
will not be able to give space for the voice and representation of subaltern and minority
groups. Fundamentally, in the discursive level, the domination of commercial advertisements
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would generate the social construction of the place as a commercial area. The public would
perceive the two roads as merely commercial areas, and they will perceive themselves as
mere consumers. This kind of awareness is becoming a hegemonic status.

The focus of this study was only two roads in Sleman Regency, but other roads and
regions are dealing with a similar problem. Therefore, further studies should be developed
using critical approaches in order to encourage public emancipation. Local governments must
seriously take care of maintaining public spaces so that they are not lost by outdoor
advertisings that grow out of control. The tax on commercial advertising is important for
development, but it is not more important than maintaining democratic spaces. Thus, public
rights must be protected from the excessive intervention of commercial power. The public
must also be more active in fighting for public spaces that can be used to build public
discourse and representations of diverse groups and identities.
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