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Abstract: In recent years the world has seen an increase in the popularity of farmer’s markets, short
food supply chains and local food systems. This growth can be attributed to the public’s growing
consciousness of the impracticality of the global food system, globalization’s waste of fossil fuels, the
fear of food chemicals, and small farmers’ desire to directly sell their products, among other things.
Although there are a wealth of farmer’s market surveys and research on this topic that has been
conducted over the past decades around the world, scant data have been collected about farmer’s
markets in the south of Spain. This study focuses on the organic farmer’s market in Granada (Spain)
and consists of five surveys developed in 8 years which are analyzed to help better understand this
market that was first established in the Spring of 2013. It will also consider research on farmer’s
markets in Europe and beyond in order to compare the situation of the Granada market as well as
bringing in some new ideas of how it can be improved.

Keywords: farmer’s market; organic food; consumers; southern Spain; Granada

1. Introduction

The current globalized and hegemonic agri-food system is made up of a group of large
multinational companies that centralize and determine its functioning and structure [1].
This concentration of power causes changes in production systems that are increasingly ori-
ented towards large agribusiness exports and modifies consumption habits, characterized
by low prices and lower product quality [2]. Due to its large purchasing power, large-scale
distribution puts pressure on suppliers and producers to lower prices, giving rise to unfair
production and commercial practices [3].

Consumers have shown to present a growing mistrust of the food sold in these
establishments, as they are not associated with the idea of “eating well” (eating healthy,
risk-free, pesticide-free, GM-free, varied, etc.) [4].

In addition to this, after decades of growing globalization, cheap exporting and
importing of goods, and a global system of economic superpowers exploiting poorer
countries for cheap work and products [5], many people have been demanding a new
system of commercialization that focuses on green, fair, and local products [6]. The average
food product in the Spanish state has traveled 6.158,95 km before reaching the consumer,
illustrating a huge inefficiency in the globalized food system which unnecessarily wastes
fossil fuels, increases the need for preservative chemicals in our foods, and damages local
economies [7–9].

This food-related disaffection has led people to act individually or collectively to seek
alternatives, which are generally framed in what have been called short food supply chains
(SFSCs). The EU Rural Development Regulation 1305/2013 defines short food supply
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chains as “a supply chain involving a limited number of economic operators, committed
to cooperation, local economic development, and close geographical and social relations
between food producers, processors, and consumers”. This recognizes the potential role
of short food supply chains in re-localizing agricultural production (for example, by sup-
porting local farmers) and, more broadly, in improving social cohesion at a local–regional
scale. The EIP-Agri Focus Group (final report 2015) defines short food supply chains as
a means to “restructure food chains in order to support sustainable and healthy farming
methods, generate resilient farm-based livelihoods (in rural, peri-urban and urban areas)
and re-localize the control of food economies” [10].

Short food supply chains favor relations of proximity and trust between local pro-
ducers, retailers, restaurants, and consumers with the aim of ensuring food safety, food
sovereignty, environmental sustainability, social capital, and economic efficiency [11].
Among other objectives, short food supply chains also support the recovery of economic,
social, and geographical links between food products and rural knowledge, local varieties,
local culture, as well as the agroecological and climatic conditions of bioregions [12]. A
comprehensive definition of short food supply chains highlights not only just economic and
social impacts but also addresses environmental and ethical problems from a bioregional
perspective. In this sense, they become a real strategy for achieving truly resilient food
systems [6].

One of the most typical short supply chains are farmer’s markets, where direct selling is
carried out in organized sale outlets, which are selling points managed either individually or
collectively [13]. The definition provided by the United States Department of Agriculture’s
Food and Nutrition Service states that a farmer’s market is a place where “two or more
farmer-producers sell their own agricultural products directly to the general public at a
fixed location, which includes fruit and vegetables, meat, fish, poultry, dairy products, and
grains” [14]. This definition can be applied to farmer’s markets across the world, due to
its generality in location and products that make them stand out from supermarkets and
neighborhood stores.

The frequency of farmer’s markets ranges from weekly to monthly, and their func-
tioning is similar to that of a traditional street market before they were transformed and
supplied by large warehouses with products from all over the world, losing the essence
and support for local farmers [15].

In this sense, they have particular conditions in terms of access, sales, and the origin
and mode of production of the products, which are local and sometimes also organic and/or
artisanal. Local producers can sell their products directly or through their organizations,
without any secondary agents, and sometimes they are even self-managed by the producers
and/or consumers who promote them [13].

The north and east of Spain have always had traditional markets for local products
that could be considered as farmer’s markets. In the south and in larger metropolitan areas
where supermarkets are particularly well established, farmer’s markets have had to be
created as the traditional open-air markets are no longer related to farmers but to cheap
products coming from big retailers and from foreign countries. In any case, there is now
a thriving and growing network of farmer’s markets, including one network of organic
farmer’s markets in the autonomous community of Andalusia that comprises the cities of
Granada, Sevilla, Córdoba, Almería, Cádiz, and Málaga [13,16–18].

Both the organic farmer’s market of Granada (called Ecomercado) and the RAG
(Red Agroecológica de Granada), which is in charge of its management and organization,
were born out of a Participatory Action Research (PAR) process in 2013 [15]. Initially,
the regional administration invited groups linked to agroecology, both producers and
consumers, as well as the other administrations and the PLANPAIS researchers from the
University of Granada, which played a role as a facilitator team. The second author of
this article participated in the PLANPAIS project, which addressed the complexity of
pressures and opportunities that existed in the Vega of Granada (peri-urban area) [15].
The initial objective of this participatory process was to design an order to grant subsidies
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to short food supply chains in Granada as an alternative to the cancellation of subsidies
for tobacco crops, which would mean an important change for the agriculture of the
Vega of Granada, which had been dedicated to these subsidized crops for a century. It
should be noted here that in the end, the subsidy order that was being designed in a
participatory manner was not announced. However, from this moment on, the participatory
process between agroecological organizations (production and consumption associations,
producers’ organizations, small farmers, eco-shops, artisans) began, and they collectively
decided to set up an open-air market for organic products, thus founding the Ecomercado
de Granada, which held its first edition in May 2013. Subsequently, the RAG was founded
as the organizing entity of the Ecomercado [16].

The Ecomercado is located on a walkway near Palacio de Congresos, a central area
of the Granada capital city (population of 243,059 in 2021) [19] (Figure 1). Moreover, since
2013, this farmer’s market has been held on the first Saturday of every month including an
average of 20 selling tents set up. After 2017, the farmer’s market is also celebrated every
third Saturday of the month in the north area of the city (near the bus station) but with only
10 selling tents. The Ecomercado offers a pathway for local consumption of organic food
and other complementary products ranging from books and clothes to fair trade products.
It also offers a space for civil society organizations such as neighborhood associations,
territorial defense entities, organizations that fight against climate change, etc.
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According to the RAG, the first goal of the Ecomercado is to inform the public about
organic production, while caring for the natural environment, soil, and the Planet. The
second goal is making the consumption of food more environmentally friendly. And the
third goal is to provide a space for meeting and networking to connect the different areas of
Granada and promote collaboration among the various social and economic sectors within
them as well as the promotion of entrepreneurship and self-employment.

In order to achieve these goals, the organizational system of the Ecomercado is a key
issue. In this sense, producer organizations are the preferred participants, favoring the
collective nature of the Ecomercado, although the presence of some individual producers
is also allowed. Operationally, it is organized as an assembly, with monthly meetings,
where decisions involving all aspects of the Ecomercado are taken. There are also work-
ing committees that constitute the basic structure of the Ecomercado: Monitoring and
Admissions Committee, Broadcasting–Promotion Committee, Activities Committee, Infras-
tructure and Maintenance Committee, and Economic and Management Committee with the
City Council.
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The type of products offered at the Ecomercado is a fundamental aspect. Organizations
and farmers must sell their products in the Ecomercado and can only supplement them with
10% from other organizations or producers (Figure 2). As far as the origin of the products is
concerned, they must come whenever possible from the province of Granada, where there
were 189,863 ha of organic production in 2022 according to the Ministerio de Agricultura,
Pesca y Alimentación [20]. If they are not available in the province, they should come from
Andalusia, where there were 1,345,805 ha of organic production according to the same
source, and finally, if they are not available, they should come mainly from the Spanish
state, where there are 2,843,612 ha cultivated in an organically certified manner. Likewise,
the products must come from small organizations or organic producers, multinational
companies are not accepted. With these limitations, the risk of them becoming intermediary
markets, blurring out and losing the focus of the primary objectives, is avoided [21]. All
Ecomercado products must be organically certified. These certifications are mostly carried
out by companies that producers contract for this purpose. Some producers and their
organizations also use participatory guarantee systems.
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On the other hand, the Ecomercado has no direct relationship with other short food
supply chains, but indirectly it serves as a bridge for the participating producers to make
the most of the encounter to bring products to other participants who use them in their
short food supply chain strategies. The RAG, organizer of the Ecomercado, disseminates
the short food supply chains between the general public so that consumers have the option
of purchasing organic products between different markets. This action was particularly
important during the COVID pandemic period. Markets in the city were banned for six
months. The Ecomercado website published the different local organic shops where organic
food could be purchased, reaching more than 100,000 visits in 2020.

Moreover, as mentioned above, the Ecomercado has not only focused on creating a
space to sell. It has worked to make this space a meeting point (rural and urban worlds,
social organizations, environmentalists, alternatives, producers, and consumers, etc.).
Numerous activities have also been developed (talks, workshops, exhibitions, etc.) that
have been the central axis of awareness-raising and information [16].

Among other characteristics, it is important to point out that the Ecomercado project
is collective and totally self-financed, as it was born bottom-up, without any kind of public
funding, with little support from the City Council, which limits itself to giving permission
to occupy the public road on the day of the Ecomercado in exchange for payment of the
corresponding fee by the RAG.
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Finally, Granada has been a pioneer in the development of farmers’ markets in Andalusia,
as it was one of the first, along with the organic farmers’ market in Sevilla and Guadalhorce,
and has helped to energize other farmers’ markets in different Andalusian provinces.

Considering all the benefits that short supply chains in general, and farmers’ markets
in particular, bring to the local community and the environment, it is a scientific necessity
to study these short food supply chains and obtain information to promote them. However,
despite finding numerous studies in the United States and Europe [22–29], there is a
literature gap in the region of Andalusia, in southern Spain, especially in long-term studies.
In addition, this is the first study that focuses on the Ecomercado of Granada.

The main objective of this study is to analyze the opinion of consumers of this farmers’
market. In this sense, this case study analyzes the main products purchased by consumers,
the reasons for going to this market, the degree of satisfaction with market aspects, and
opinions on possible changes.

This information can be valuable in helping the farmers’ markets in Granada and
other markets in the autonomous community of Andalusia (most of which have recently
developed) to be more successful. Additionally, this case study can serve as a basis to be
replicated in other farmers’ markets, adapting it to their particular contexts, allowing them
to make improvements based on consumer opinion.

Finally, another contribution of the focus of this research is that designs were carried
out in a participatory way with members of the Ecomercado, which adds greater value
to this research because it tries to study aspects that they consider important for the
development of this initiative.

2. Materials and Methods

This study focused on the farmer’s market in Granada, Spain, and consisted of five
surveys developed in 8 years, which are analyzed to help better understand the opinion
of consumers of this market that was established in Spring 2013. The questionnaire has
been the data collection technique applied in this study because it allows for obtaining and
elaborating on a wide range of information quickly and efficiently, as well as its subsequent
data analysis, being usually used in studies related to eating habits [30]. The questionnaire
can be defined as a document that brings together the indicators of the variables included
in the objective of the survey in a structured manner [31]. Specifically, in this case, a
face-to-face questionnaire using a semi-structured format was designed for the first survey,
with different types of questions (open questions, closed questions, and multiple-choice
questions). The objective was to obtain and compile the largest amount of data and
information possible, making the questionnaire as easy to use and as straightforward as
possible for those who would answer it.

The data analysis technique used in this research is known as descriptive statistical
analysis. A basic objective of this type of analysis is to determine the most relevant
characteristics and profiles of individuals, groups, communities, or any other phenomenon
that represents the object of the research [32].

The questions for the first survey in 2014 were created after a broad literature review.
The references were shown to give strong insights into the consumer interests and would
prove useful when helping farmers’ markets to be more successful.

In addition to this, the research group was involved in the creation of the Ecomercado
and the first year of management, so 18 meetings about the farmer’s market, short food
supply chains, and local farmer issues were attended, as well as field trips to the farms on
behalf of the leading members of the Ecomercado. All this helped with the construction of
the questionnaires.

The final version was discussed with the RAG. This is the ensemble of farmers’ associ-
ations that has been managing the Ecomercado since its foundation.

The first survey and the other 3 were passed out face to face at the Ecomercado,
approaching the consumers directly. The first survey was on 5 April 2014 (62 responses),
and it is considered a first approach to the initial state of the Ecomercado. The second
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survey was passed out in 2016 (November 5th and December 3rd, with 79 responses), and
the third one in 2017 (on May 6th with 50 responses). Both consist of an evaluation of the
first years of the Ecomercado once it was established in the city of Granada. The fourth one
was carried out in June 2020 (145 responses online due to COVID restrictions), and the last
one on 3 December 2022 (122 responses) (Table 1). These last surveys both constitute an
updated vision of the Ecomercado in a difficult context and different to the one that could
have been encountered at the beginning when the Ecomercado was founded [18]. During
the face-to-face surveys, participants filled out questionnaires on their own, with the help
of the research team.

Table 1. Ecomercado Surveys.

Survey Objective Date Responses

1 First evaluation 5 April 2014 62
2 Evaluation of the first years of functioning 5 November and 3 December 2016 79
3 Evaluation of the first years of functioning 6 May 2017 50
4 COVID June 2020 (online) 145
5 Recent vision of Ecomercado 3 December 2022 122

Source: created by the authors.

A simple random sampling was used in this study, so the sample subjects were ran-
domly selected. The criterion used was that the subject was a consumer of the Ecomercado,
since our intention, as stated in the study, is to analyze the opinion of these consumers. In-
tentionally, the greatest possible balance/representativeness was sought in the selection of
the last sampling unit (survey person) by considering sex/gender, age, and place of origin.
These samples are not proportional to the number of consumers at the Ecomercado: this is
an unknown fact, because with it being an open space, it is not possible to count rigorously
how many people attend each edition of the Ecomercado, a number that also depends,
among other things, on the weather or the season of the year. However, we consider that
the sample allows us to obtain valuable knowledge in relation to our objectives, especially
taking into account that this is a long-term study that has not been carried out in any other
farmer’s market in Spain.

All the questionnaires followed the same structure so the questions for the customers
collected information on four main categories: demographics, items bought, motives for
attending the Ecomercado, and opinion on possible changes. Moreover, most questions
were written to be answered by checking options for the sake of time with options to
add comments.

In the first category, demographics was considered in order to gain knowledge about
the socioeconomic profile of the customers. This section includes gender, age, number of
people living in the household, marital status, and education. In addition, this information
can highlight the type of people who are attracted to this type of food network, thus leading
to possible improvements to attract a more diverse population as well as maintain the
current customers. In this section, we also asked the consumers about the distance between
the Ecomercado and their area of residence, as well as their means of transport.

The second category related to items bought provides information about products
bought by the customers of the Ecomercado, allowing us to recognize what items have
more demand and should be supplied and considered to improve its success. Moreover,
customers also have an option to add what items they would like to see in the future.
By doing so, communication is facilitated to offer direct opinions and give insights into
possible new products to be introduced in the Ecomercado.

The third category, related to information on the customers’ motives for attending
the Ecomercado, was measured by ranking options. The motives allow the Ecomercado
organization to care about those reasons and increase the effort to consolidate these charac-
teristics. In addition to this, it offers information on possible key questions to increase the
popularity of farmers’ markets among the people of Granada.
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The fourth category, opinions on possible changes, was considered to see what dis-
parities currently exist in the Ecomercado. Customers were asked to rank how much they
agreed with the problematic of the Ecomercado; it was written in this manner in order to
facilitate reflection on possible issues that can be addressed in the following open question
that was at the end of the survey. In addition, customers were asked about their attendance
at other farmers’ markets and supply chains in order to gain more knowledge of their
activity on Saturdays on which the Ecomercado is not there. The questionnaire also asked
how often they would like to see the Ecomercado every month in order to consider possible
new editions on other days (Table 2).

Table 2. Questions asked in the surveys.

Group of Questions Questions

Demographics

1: Age
2: How old did you turn on your last birthday?
3: Marital status
4: How many people live in your house?
5. Could you point out the highest level of studies you have finished?
6. Distance traveled to reach the Ecomercado
7: Could you indicate your means of transport to the Ecomercado?

Products bought 8: What type of products do you normally buy at the Ecomercado?
9: What products would you like to find in the future at the Ecomercado?

Motives for attending Ecomercado
10: Here, we present a series of reasons to go to the Ecomercado, we would like you to
indicate the degree of importance of the reason for which you go to the Ecomercado.
Rate them from 1 to 4, 1 being of low importance and 4 being of high importance.

Opinions on possible changes

11: Indicate your degree of satisfaction from a scale from 1 to 4 with the following
aspects of the Ecomercado. (1 = unsatisfied; 2 = little satisfied; 3 = satisfied; 4 = very
satisfied).
12: Do you attend other farmers’ markets and supply chains? If so, which ones?
13. How often would you like to see the Ecomercado each month?

Source: created by the authors.

It should also be noted that all the questionnaire waves used very similar questions,
and only the 2017 survey, for operational reasons at the time, was shorter. Thus, that
year we only considered the following questions: gender, age, distance from the place
of residence, reasons for going to the Ecomercado, places where they buy agroecological
products when there is no Ecomercado, degree of satisfaction with the Ecomercado, and
aspects to improve. Although this is a less complete survey than the other 4, we have
decided to use the data for the analysis as they provide information to analyze the evolution
of the consumers’ opinions of the Ecomercado.

3. Results
3.1. Demographic Characteristics

The collected demographic results show that there is a general trend towards a certain
type of customer. In the case of gender, there is a predominance of women in all the surveys
ranging from 70 to 60% women, except on the first survey (2014), where men account for
53.8%. The main age range lay in between 30 and 60 years, ranging from 63% in 2022 to
79% in 2014. Young and older people are more present in the last surveys than in the first
one, with the exception of the online survey where young people increase (30.3%), it is
probably because of the bias of the online method means that there are more responses
from people who are accustomed to using these media.

According to their living conditions, the vast majority of the consumers are married
or live in couple, ranging from 70 to 60% in all the surveys apart from the online survey,
where these consumers account for 52% due to previously mentioned bias in relation to the
overrepresentation of young consumers in this survey. In addition to this, there is also a
majority of consumers living in households of 1 or 2 people ranging from 75.6% in 2016 to



Sustainability 2024, 16, 4050 8 of 22

59.2 in 2022, and again 2020 appears with 41.8% of people in such households with a bias
because it is an online survey answered by more young people than those representing the
Ecomercado consumers.

In relation to the level of education, the vast majority of Ecomercado’s consumers have
higher education, ranging from 74% in 2014 to 88% in 2022, with the remaining consumers
having a high school diploma.

The majority of participants resided in Granada and its metropolitan area, and most
of them between 0 and 3 km from the Ecomercado, ranging from 62.9% in 2014 to 72.8% in
2022. This way, most of the consumers travel by foot to the Ecomercado, ranging from 45%
in 2014 to 68% in 2022. The second biggest group come to the Ecomercado by car, ranging
from 32.3% in 2014 to 20.5% in 2016.

When asked about how they heard about the Ecomercado, most of the consumers
mentioned from friends or family, ranging from 37.2% in 2014 to 62.3% in 2022. The Internet
was always the second choice (20–25%).

3.2. Items Bought

In relation to which products consumers usually buy at the market, the most popular
types of products became clear: fruit and vegetables are the most consumed products in
the Ecomercado. According to Figure 3, positive responses are always above 80% in both
products, arriving at 90% in the case of vegetables. Other popular products presented in
order are: cereal and legumes, bread, cheese, and olive oil.

Sustainability 2024, 16, x FOR PEER REVIEW 9 of 23 
 

 
Figure 3. Products bought in 2014, 2016, 2020, and 2022. Source: created by the authors. 

In terms of the evolution of the products purchased, there are some noteworthy as-
pects. Firstly, it stands out that most of the products purchased by consumers had a sig-
nificant decrease in 2020. This is probably due to the restrictions that existed to attend the 
Ecomarket during this year due to COVID-19. The products that declined the most were 
cereals and legumes, wine, and eggs, which decreased between 2016 and 2020 by 29.1%, 
17.6%, and 13.7%, respectively. The products that decreased more moderately were honey 
(1.3%), dried fruit (1.9%), and groceries (2%). Bread, ham, oil, and textiles increased their 
purchases. The purchase of oil is notorious with an increase of 32.1%. 

Regarding the difference in the purchase of products between 2014 and 2022, there 
was a decrease in half of the products and an increase in the purchase of the other half. 
Regarding the products that were purchased less, cereals and legumes stand out with a 
decrease of 22.2%. In second place are eggs, which fell by 11.3%. As for the products that 
increased their purchase, the most notable is dairy products (cheese and milk) with an 
increase of 29.6%, followed by meat, which increased its purchase by 23.2%. The only 
product that showed a linear progression was textiles, which, although moderately, in-
creased its purchase by consumers in all years. 

3.3. Motivations 
Customers were also asked about their motives for attending the Ecomercado. As 

shown in Figures 4–8, in all the surveys, customers stated that their number one motive 
was to support the local economy, with the consideration of very important for the con-
sumer decision ranging from 85 to 90%, except in the case of 2017, when this motive was 
the first one but only for 76%. The next main motive was to contribute to environmental 

Figure 3. Products bought in 2014, 2016, 2020, and 2022. Source: created by the authors.



Sustainability 2024, 16, 4050 9 of 22

In terms of the evolution of the products purchased, there are some noteworthy
aspects. Firstly, it stands out that most of the products purchased by consumers had a
significant decrease in 2020. This is probably due to the restrictions that existed to attend
the Ecomarket during this year due to COVID-19. The products that declined the most
were cereals and legumes, wine, and eggs, which decreased between 2016 and 2020 by
29.1%, 17.6%, and 13.7%, respectively. The products that decreased more moderately were
honey (1.3%), dried fruit (1.9%), and groceries (2%). Bread, ham, oil, and textiles increased
their purchases. The purchase of oil is notorious with an increase of 32.1%.

Regarding the difference in the purchase of products between 2014 and 2022, there
was a decrease in half of the products and an increase in the purchase of the other half.
Regarding the products that were purchased less, cereals and legumes stand out with a
decrease of 22.2%. In second place are eggs, which fell by 11.3%. As for the products
that increased their purchase, the most notable is dairy products (cheese and milk) with
an increase of 29.6%, followed by meat, which increased its purchase by 23.2%. The
only product that showed a linear progression was textiles, which, although moderately,
increased its purchase by consumers in all years.

3.3. Motivations

Customers were also asked about their motives for attending the Ecomercado. As
shown in Figures 4–8, in all the surveys, customers stated that their number one motive was
to support the local economy, with the consideration of very important for the consumer
decision ranging from 85 to 90%, except in the case of 2017, when this motive was the
first one but only for 76%. The next main motive was to contribute to environmental
sustainability with a similar percentage compared to the first case. Finally, to obtain higher
quality and more healthy food was the third main motive, with a slightly lower percentage
of consumers affirming that this was very important for them when buying at the farmer’s
market (from 61% in 2014 to 85% in 2016).
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Analyzing the evolution of motivations, the data show that, between 2014 and 2022,
the unimportant reasons that increased their percentage were price (6.48%), buying in
fresh air (3%), and parallel activities (3.65%), which means that these motivations have
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become less important for consumers in this wave of surveys. On the other hand, among
the motivations considered to be of high importance, healthier food (4.31%), environmental
sustainability (2.79%), higher quality (1.1%), and support local farmers and producers
(0.39%) have increased. The rest of the motivations considered to be of high importance
have decreased, except for preservation of the Vega of Granada, which has remained the
same. Although, as can be seen, the variations have been insignificant.

3.4. Opinion on Possible Changes

Consumers were also asked to rank their satisfaction with some aspects of the market.
In this case, the most blatant trend in the data illustrated that having the market only once
a month is the biggest problem for consumers; this is always pointed out by consumers in
the open question and has the largest percentage of unsatisfied or low satisfaction ranging
from 42% in 2020 to 67% in 2016, as can be seen in Figures 9–13. Other questions that
are considered problematic by consumers in relation to the satisfaction with the farmer’s
market are diversity and variability of products only in 2014 and 2016, and lack of publicity
that is not satisfying for 35–45% of the respondents in all the surveys.
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Regarding the evolution of consumer satisfaction with the aspects of the Ecomercado,
firstly, it can be observed that during the year 2020 of the COVID-19 pandemic, the percent-
age of unsatisfied people decreased comparing to 2016 in all aspects except distance. It is
possible that the degree of satisfaction with the distance decreased due to the impossibility
of some people to get to the Ecomercado, especially those regular consumers who live in
municipalities far from the city. The aspects in which the percentage of unsatisfied people
decreased more were the seasonal variability of the products (30.41%), publicity (13.71%),
and frequency (10.82%).
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In comparative terms between 2014 and 2022, dissatisfaction has decreased in the
following aspects: distance from home (14.7%), timetable (0.99%), frequency (9.45%), prices
(3.71%), and publicity (6.48%). As can be seen, the aspect with the greatest decrease in
dissatisfaction was frequency, possibly due to the opening of another Ecomercado in the
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northern part of the city. However, there are aspects in which dissatisfaction has increased
slightly in this period of time, specifically the seasonal variability of the products (3.64%),
the diversity of the products (2.8), the origin of the products (3.7%), and the quality of the
products (4.82%).

Regarding the percentage of people who are very satisfied with the aspects of the
Ecomercado, almost all aspects have improved between 2014 and 2022. Among them, the
aspect that has improved the most is the timetable, with an increase of 26.1%. The only
aspects in which the percentage of very satisfied consumers decreased were the frequency
and seasonal variability of the products, with a decrease of 7.3% and 0.93%, respectively.

Finally, the surveys had an open question where consumers could indicate their
opinions, comments regarding possible improvements to be made to the Ecomercado, and
possible proposals. We therefore give a brief description of the highlights here. First of all,
as we have pointed out above, in most cases consumers affirm that there should be more
frequency with the Ecomercado, and they even suggest that other editions could be spread
throughout different neighborhoods or locations in Granada and its metropolitan area.

On the other hand, consumers in certain cases demand a greater diversity of products,
sometimes pointing to the demand for a greater presence of products such as meat or fish,
and even some everyday handicrafts that are not currently present.

Similarly, they demand more information about the origin of the products from the
farmers/producers and that the price of each product should be more visible at the time of
purchase so they do not have to ask the staff in charge.

They also stress that it is important to improve and redefine advertising and consumer
information dissemination mechanisms beyond the website and social media.

Consumers also pointed out the necessity to develop activities, such as thematic
workshops aimed at children and adults, focused on a greater knowledge of ecology and
agriculture (for example, one on “how to set up your own vegetable garden”) and fun
activities aimed towards social education. Some people proposed workshops in which
people could be taught and informed about the process of making products, as well as talks
or colloquiums.

As additional services, consumers have also proposed the installation of leisure facili-
ties such as small tents or bars, where consumers can enjoy refreshing drinks, wine, beer,
or organic snack tasting in a relaxed way, as well as having stands where natural organic
juices are made.

4. Discussion

The different surveys demonstrate patterns that characterize the Ecomercado more
than trends or changes over time. The only exception is related to the growing percentage of
consumers who were informed of the existence of the Ecomercado by previous consumers.
This trend demonstrates that the Ecomercado is consolidated and that the positive opinions
of consumers is one of its main strengths, as we will describe in the following paragraphs.

As for demographics in the Ecomercado, there seems to be some clear patterns. One of
the most prevalent patterns observed is that farmers’ markets seem to be more frequented
by women than by men, which is aligned with other farmers’ markets in similar countries,
where several studies showed that the percentage of female consumers was significantly
higher than the percentage of males [23,27,29,33–38], only in the case of India it was
completely the opposite, probably because of cultural reasons [24].

The surveys developed in the Ecomercado also showed that people in the middle age
range attend farmers’ markets more than young people according to the percentage ratio
of census ages to ages of people attending. Again, this finding has been common among
farmer’s market studies, illustrated in several sources [23,26,27,29,36,38].

Another important element is the level of education. The results in the case of the
Ecomercado show a high level of education among all consumers, something we find in
other similar studies on farmers’ markets [23,27] and in general about the consumption of
organic products [17,39–41].
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On the other hand, most of the consumers of the Ecomercado come from nearby
places and come mainly on foot, so that not only the products but also those who consume
them are local, as is the case in other places [36,42], despite the fact that Granada is a city
with an important tourism sector [43] that tends to have a strong interest in this type of
activity [44,45]. This results in sustainable mobility not only in distribution but also in
commercialization, reducing the carbon footprint of both production and consumption.

In terms of products, the results obtained for the case of the Ecomercado show that
more than 80% of consumers are looking for fresh fruit and vegetables that are mostly
local. This element is directly related to the fact that consumers look for healthy and quality
products in the Ecomercado, so that this question is important for the majority of consumers
when choosing the Ecomercado as a place to buy, especially if we take into account that
the farmer’s market in Granada has the peculiarity that it only allows the sale of organic
products certified by a third party or through participatory certifications (Participatory
Guarantee Systems) [46].

This issue of the importance of product quality and healthiness as a reason for shop-
ping at farmer’s markets is consistent with most of the studies consulted. In fact, in two
studies developed in a North Carolina farmer’s market [28,47], it was found that consumers
come to the market mainly to buy fresh quality products and that price was not an impor-
tant factor. Research conducted in 2011 [48] shows that the main motive of participation
of customers in the Eastern Los Angeles farmers’ markets revolves around an increasing
interest in healthy food. In Europe, Neuman and Mehlkop [25] demonstrate in a broad
study that local, sustainable, and healthy products are the drivers for consumers to buy
in the farmers’ markets of Germany. Vecchio [22] found that incentives for alternative
food markets were largely driven by regional quality production and direct selling in Italy,
Spain, France, Greece, and Portugal; on quality definitions such as sustainability or animal
welfare, and on innovative forms of marketing in countries such as the United Kingdom,
the Netherlands, and Germany. A broad study developed in Romania by Polimeni et al. [23]
also describes how the consumers buy at farmers’ markets because of their environmental
and health concern, as well as the possibilities of community building. According to re-
search conducted in the Czech Republic, fresh and healthy food are also the key reasons for
consumers to buy at the farmers’ markets, and, in this case, price and inconvenient opening
hours were the main complaints by the consumers [49]. In a study of five Scottish farmers’
markets, Lyon et al. [50] found that consumer buying at farmers’ markets was justified by
the high quality of the food being sold, with price being seen as a good value for what they
were buying. Another recent study in Scotland by Wardle et al. [42] shows that quality,
nutrition, and organic status were key questions for consumers when choosing the farmers’
markets. Through 38 interviews given at farmers’ markets in the UK, Spiller [51] found
that many consumers have the perception that food from farmers’ markets actually tastes
better than food from supermarkets.

In other parts of the world such as Turkey [27] and Australia [52], the literature shows
similar interest by consumers in relation to healthy, fresh, sustainable, and local products,
and the researchers have described the importance of social aspects in farmers’ markets.
In India, another study shows that consumers of the farmers’ markets are interested in
fresh and organic products, and in the possibility of buying products directly from the
farmers [24].

In any case, the main reason for consumers to buy in the Ecomercado is to support the
local economy, including supporting local farmers. This makes an important difference with
most of the research conducted in other parts of the world, but there are also some cases
where local economy is a key factor. For example, in Italy, a country with lots of similarities
with Spain, there are several research studies that show that the consumers choose farmers’
markets because they are contributing to increase farmers’ income [26,44,45]. A recent
study in Parma (Italy) showed that farmers’ markets have an important economic impact
in the local economies because farmers tend to buy their supplies in the local market,
increasing the local economic flow [53]. In addition to this, the research conducted by
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Gayathri et al. [24] in India showed that farmers’ markets are good for the local economy,
because they support self-employed farmers and keep money within the community
instead of sending it across the world through the global food system and the global food
corporations. Farmers’ markets have also increased in popularity because of the increasing
economic advantages of buying locally. One study conducted in Portland, ME, USA [54],
found that for every $100 spent locally, $58 stays within the local economy, while for
every $100 spent at a chain store only $33 stays in the local economy. According to this
study, if consumers shifted 10% of buying from chain stores to local businesses, it would
result in $127 billion in additional economic activity and be able to create 874 new jobs in
the community.

Another difference from the Ecomercado is that the second motive to buy there was
the environmental benefits; this is including the conservation of agricultural landscapes, as
land can be used economically by farming and offers an alternative to using it for urban
development and expansion of renewable energy infrastructure, which is a key question
in Granada [15,18,55–57]. It is again aligned with the Italian case where there are several
studies that show that consumers choose farmers’ markets because of the environmental
benefits [26,44,45].

In relation to the assessment of different aspects of the Ecomercado, a very important
element is that consumers did not point to prices as being a problem, rather, most consider
them to be adequate despite the fact that organic products are generally somewhat more
expensive than conventional ones [58]. As noted above, this reality is similar to what has
been studied in most of the research on farmers’ markets we have found, where precisely
prices are an incentive to purchase, or at least not an impediment [28,47,50]; only, in the
case of the Czech Republic, consumers complained about prices as a problem in the farmers’
market [49].

In this same context of evaluation of the Ecomercado, the consumers also responded in
the survey that they are happy to buy local varieties, local products, and local gastronomy
from local farmers. According to this, also in the case of Spain, another research study
shows that apart from buying local and quality products, embeddedness between farmers
and consumers was one of the main reasons to buy in the farmers’ markets [59]; identity is
not only related to food and land but also to the farmers who are producing this food. In
addition to this, recent research conducted by Lombardi et al. [45] in the whole of Italy and
also in the case of Rome [44] shows that farmers’ markets are an important part of the local
identity and thus a key tourism attraction in this Mediterranean country.

To conclude this discussion, it is noteworthy that both the Ecomercado of Granada and
farmers’ markets in general offer a variety of advantages, both in an environmental and local
context. Environmentally, local food systems, and thus farmers’ markets, provide food to
people while reducing the copious amounts of energy and fossil fuels often wasted when
importing and exporting products from across the world in the global food system [22–24,44].
This is the case in the farmers’ market analyzed since most of the products come from local
agriculture in Granada. In addition to this, conventional commercial areas, and most often
malls, are consuming much more energy in terms of consumer mobility (mainly private cars)
and in terms of building requirements that are much lower in open-air or seasonal markets
compared to other commercial areas. According to the previous, local food production and
distribution for farmers’ markets entails a reduction in air pollution and natural environment
pollution associated to food production and distribution [25,42]. This aspect is also expressed
in the Ecomercado since, as mentioned in the results, most consumers come on foot.

Local food for farmers’ markets is often produced on a much smaller scale and in many
cases is organic, as happens in our case study, meaning that natural regulation systems,
such as crop rotation and diversification, can be used to ward off pests and maintain soil
fertility instead of the use of pesticides and fertilizers that degrade the natural environment
and introduce potentially dangerous chemicals into our food [22,23,25–27,44,45].

From a health standpoint, local food from the Ecomercado and farmers’ markets can
be picked as it is needed more easily from the field or the farm, meaning that products are
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fresh and preservatives are less necessary, which eliminates many potentially dangerous
chemicals from our food [22,24,25,27,28,47–49,52].

As noted above, farmers’ markets have also increased in popularity because of their
increasing economic advantages. Buying locally has been shown to improve the profits of
local farmers, create local jobs, result in more local buying, and increase money for local
taxes and investments in the community [21,24,38,44,45,53,54,59,60].

Farmers’ markets offer an opportunity for the conservation of natural land, as land
can be used economically by sustainable farming and offers an alternative to using it
for urban development [44,45,48] and expansion renewable energy infrastructure in the
countryside [61]. Some local farms also offer community education activities and help
consumers connect with the land and the food that they eat [52]. This aspect is particularly
important in Granada, where 40% of the fertile agricultural area of its peri-urban space has
been lost in the last fifty years, accompanied by a decrease in the number of farmers [57].

Moreover, as happens in the Ecomercado, farmers’ markets act as a link between
farmers and the community, increasing education opportunities [59].

Finally, within many other advantages, farmers’ markets are also an important cul-
tural and identity asset of a city or a territory, as local varieties, local products, and local
gastronomy can be easily found in farmers’ markets [44,45,59].

5. Conclusions

The Ecomercado is a consolidated activity that has lasted for more than ten years
because of the positive opinions of the consumers and their role as the main marketing
channel to attract new consumers. This high valuation of the Ecomercado is related
both to the explicit answers in the survey and to the consumers’ demand to increase the
frequency from once a month to fortnightly or weekly, and even to the proposal to hold the
Ecomercados in other parts of the city. For this, potential locations should be studied as
well as the availability of producers and the opinion of consumers.

According to this, the research on the Ecomercado has highlighted the importance of
building new networks and short food supply chains as powerful alternatives to conven-
tional food systems. The Ecomercado project has established itself not only as a sales point
for local and organic products but also as a social meeting place, advocating sustainability
and support for the local economy, as well as recognition of the work carried out by farm-
ers and the high quality of their products. Relationships and direct links are established
between producers and consumers, who recognize and value the work and dedication to
the project.

This study shows that it is a key to improve and redefine advertising mechanisms.
These must be focused and thought out with respect to the possibilities presented by each
population group, both the younger and older sectors. In this way, it will be possible to
reach a larger and more diverse percentage of the population.

It is important to be able to develop some kind of combined project or strategy
with public entities, so that they realize the importance of short food supply chains on
an economic, social, and cultural level, and therefore, their participation and support
is not practically nil as it is at present. All of this is imperative in order to remove the
economic barriers that limit the expansion and growth of the Ecomercado, as it is a totally
self-financed project.

In this sense, this study may have implications for the Ecomercado in other farmers’
markets in order to formulate measures to improve them. In particular, as shown in this
study and in the literature consulted on farmers’ markets, the majority of consumers are
women, highly educated and middle-aged. In this sense, for farmers’ markets to become
established, it is necessary for strategies to reach more layers of the population, especially
economically disadvantaged consumers. This can be alleviated with public policies that,
recognizing the socioeconomic and environmental advantages of farmers’ markets, support
these initiatives. In addition, public actions and policies related to food education could
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contribute to ensuring that food is not restricted to chefs or women but managed by the
entire population.

Another important point would be to address the proposals that have been pointed
out by consumers in the open questions of the different waves of surveys. Carrying out
a greater number of recreational activities and informative workshops on ecology and
products derived from agroecological practices would be good ideas aimed at achieving
greater involvement and participation on the part of the population, as well as holding
talks and tasting sessions. It should also be borne in mind that all of this involves an
economic investment and should therefore be studied in depth, taking into account the
resources available.

In this context, it should not be forgotten that the project advocates the construction of
an alternative agro-food system presenting important economic and social benefits, helping
local growth, and participating in the creation of self-employment and the maintenance of
a healthy way of life, objectives that are of great interest to the population, above all to its
most conscious part, and which should therefore also be of interest to public institutions.

Finally, we would like to point out that the Ecomercado project has an enormous
potential that has not yet been fully developed or shown. In this context, important
challenges such as those indicated above still need to be faced, for which new strategies
or plans need to be developed to foster interest on the part of the population, broadening
their horizons and expanding the organic local market, in order to build the pillars for
the development of an alternative and sustainable agri-food system based on local and
seasonal production.

6. Limitations and Future Lines of Research

Firstly, this study used simple random sampling, so the sample subjects were selected
randomly, with the only selection criterion being that the subject was a consumer of the
Ecomercado, since our intention, as shown earlier in the study, is to analyze the opinion of
these consumers. In future lines of research, it would be interesting to carry out a stratified
sampling to check how variables such as age, sex, or socioeconomic level affect the survey.
Similarly, we believe that future research could include in the sample people who do not
consume products at this farmers’ market, which could be useful for promoting strategies
to reach these consumers.

The information obtained in this study allows for describing, analyzing, and improving
the Ecomercado of Granada and can illustrate similar experiences. However, future studies
could analyze other farmers’ markets in Andalusia and other regions, which would allow
comparisons to be made.

Finally, future studies could conduct a comprehensive analysis of the sustainability of
the farmers’ markets under consideration, to assess its impact on the local community. In
particular, quantitative studies could analyze aspects such as the impact on the efficient use
of resources, combined with qualitative analyses to study aspects such as the impact on the
working conditions of its members, the relationship between farmers and the community,
or the improvement of nutritional health of consumers.
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