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Abstract
The term ecoliteracy has been introduced in an attempt to understand how
societies could interact with the environment in a sustainable manner. A person is
considered to be ecoliterate when he or she has environmental knowledge, is aware
of environmental issues, has the willingness and knowledge to work towards solving
them and has a sense of care for all living things. This thesis explores organic farmers
markets’ role in facilitating its participants with ecoliteracy. The research was carried
out as a case study using Durango, Mexico’s only organic farmers market: Mercadito
Verde. Twenty interviews were carried out in a span of nine weeks, and 105
questionnaires were conducted in order to determine if participants of the market
adopted more environmentally friendly behaviors since being part of the market.
This research found that Mercadito Verde enables ecoliteracy to its participants
through different workshops, lectures, events and through the face-to-face
interaction between producers and consumers. Through both interviews and
questionnaires it was determined that participants of the market do engage in more
eco-friendly habits and behaviors such as purchasing local and less use of plastic
while 93% of the 71 participants involved in the market do some sort of recycling,
and 83% engage in water conservation techniques. These habits and behavioral
changes can be attributed to their participation at the market.
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1. Introduction
Human connection with nature is believed to be in decline (Kesebir &
Kesebir, 2017). The current food system has become globalized, which has resulted
in an increase in the distance between the place of production and the place of
consumption, making societies less dependent on their local natural resources. This
distance has also contributed to consumers not being aware of how food production
takes place and the potential detrimental effects it might have on the environment.
This disconnection with nature is not just a physical one, led by urbanization,
ecological knowledge is also being lost (Pilgrim, Smith, & Pretty, 2007). According to
Pilgrim et al., (2007) this loss is either replaced by modern knowledge or no longer
transmitted. If this loss of ecological knowledge persists, it may lead to the loss of
biodiversity and the overexploitation of natural resources (Pilgrim et al., 2007),
contributing to the environmental problems afflicting the world’s ecosystems.
Richard Louv (2008) introduces the term nature-deficit disorder, in an attempt to
recognize this increasing distance between societies and nature. He questions that if
this disconnection continues: “Who would be the future protectors of the
environment?” (Louv, 2008).
The term ecoliteracy has been introduced in an attempt to understand how
societies can interact with the environment in a sustainable manner. A person is
consider ecoliterate when he or she has ecological knowledge; is aware of
environmental issues and has the willingness to work towards solving them while
having a sense of care for all living forms. People tend to care and protect what they
know, and with nature it is no different. According to Schultz et al. (2002), a person’s
level of concern in environmental problems depends on the extent to which that
person feels part of nature. The more people are connected to nature, the higher
level of ecological knowledge, concern on environmental issues, and proenvironmental attitudes are (Nisbet, Zelenski, & Murphy, 2009). Thus, with more
ecological knowledge, society has a higher understanding and willingness to solve
the repercussions that human activities have on the planet’s health.
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Alternative Food Networks (AFN) have emerged in an attempt to counter act
the detrimental effects the current food system has on the environment. An example
of AFN’s is farmers markets, which emerged as a form for producers to sell their
products directly to consumers. Farmers markets have become increasingly popular
in the last decades. According to Raymond Saul (2011), farmers markets have three
objectives: Economic, social and civic. The economic purpose is linked to helping
rebuild local food economies. The social purpose is because of the promotion of
social interactions, thus building stronger community ties. The civic purpose is that
farmers markets should serve as a civic forum for matters that are relevant to it and
to the community. Organic farmers markets, aside from these three objectives, also
promote healthy eating and the protection of the environment. It is throughout their
civic purpose that organic farmers market might help promote the protection of the
environment in their communities.
In response to the problem of disconnection with nature leading to a loss in
ecological knowledge, this research explored organic farmers markets’ role in
facilitating its participants with ecological knowledge; environmental awareness;
action strategies to solve environmental problems and care for all living things,
henceforth ecoliteracy. This research was carried out as a case study using Durango
Mexico’s only organic farmers market: Mercadito Verde. This farmers market does
not only sell organic, agro-ecological, natural, healthy products, but it also hosts
multiple lectures, workshops and pro-environmental campaigns with the purpose of
bringing awareness about the environment to its participants.
The aim of this research project was to determine if organic farmers markets
are viable tools that enable ecoliteracy to both producers and consumers of the
market from which the following research question emerged:
•

In what ways is ecoliteracy enabled at Mercadito Verde?

From this main research question the following sub-questions arose:
•

How is responsible consumption approached at Mercadito Verde?
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•

How have participants’ attitudes and habits regarding the environment
changed since participating at Mercadito Verde?

•

What obstacles has Mercadito Verde faced that have prevented its original
growth to continue?

•

How has Mercadito Verde adjusted its original philosophy to comply with
societal pressures?

2. Theoretical Framework
2.1 Ecoliteracy, Environmental Literacy and Ecological Literacy
There is no concrete definition when it comes to ecoliteracy. David Orr first
introduced the term in 1990. He defined it as “the understanding of how people,
societies and natural systems relate to each other and how they might do it
sustainably” (Orr, 1990). In 1999, Fritjof Capra defined ecoliteracy as the
understanding of how ecosystems are developed and how they operate in order for
people to be able to build sustainable communities. Orr emphasizes that in order to
reach true sustainable development it is necessary to reshape the whole educational
system. For this new educational system, he suggests that components such as
agriculture, wildlife, waste cycling, forestry, land management, and economics be
included (Orr, 1990). Orr also states that education should be a conversation
between people and nature, where both listen to each other and the interests and
existence of each party are acknowledged.
The Center for Ecoliteracy founded in 1995 by Fritjof Capra, Peter Buckley and
Zenobia Barlow, included in their definition of ecoliteracy the integration of not just
ecological intelligence, but social and emotional intelligence as well. Social
intelligence means the care for other people, while emotional intelligence translates
into empathy for all living forms. According to The Center of Ecoliteracy, there are
four sets of skills regarding ecoliteracy that involve head, heart, hands and spirit. The
head means to think critically, heart refers to the emotional intelligence described
previously, hands is to be proactive and work toward solutions, and finally spirit

5

means to feel a connection and appreciation with nature and all living things. Since
its foundation this Center has worked towards its mission of education for
sustainable living, as a result it has developed four guiding principles: Nature is Our
Teacher, Sustainability is a Community Practice, The Real World is the Optimal
Learning Environment, and Sustainable Living is Rooted in a Deep Knowledge of Place.
The Nature is Our Teacher Principle states that in order to achieve ecoliteracy people
must be aware that “human needs and achievements are both supported and limited
by the natural world” (Capra & Stone, 2010).

This principle explains how

environmental problems are so complex that understanding them through a single
discipline would be nearly impossible, therefore, ecoliteracy invites people to think
in terms of relationships, connectedness and context (Stone, 2017). Sustainability is a
Community Practice Principle as explained by Stone (2017), which follows the idea
that as living organisms people have evolved to live in communities, and to achieve a
sustainable community there should be a healthy network of relationships between
all of its members. The Real World is the Optimal Learning Environment Principle
which states that children learn better about nature and nature’s relationships,
timescales and rhythms while actually interacting with nature. The fourth principle
Sustainable Living is Rooted in a Deep Knowledge of Place states that when people get
to know a particular place they start caring about what occurs in it and to it. Stone
(2017) states that if “people understand the ecology, the landscape, and the diversity
of a place they develop a new appreciation for their surroundings.”
Although environmental literacy, ecological literacy and ecoliteracy are terms
that are constantly used interchangeably (McBride, Brewer, Berkowitz & Borrie,
2013), there are slight differences between these concepts.

Roth first used the

concept environmental literacy in 1968 when he posed the question about “how to
identify environmentally literate citizens?” (McBride et al., 2013). Since then, the
concept evolved to become the main goal of environmental education and it seeks
that people become aware of environmental problems, and have the willingness,
knowledge, skills, and attitudes to work towards solving them (McBride et al., 2013).
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Ecological literacy is often referred to as basic ecological knowledge that people have
and which is essential for informed decision-making. One might say that the term
ecoliteracy was created building upon the concepts of environmental literacy and
ecological literacy. The main difference between ecoliteracy and environmental
literacy is that the first one puts an emphasis on sustainability and introduces a
holistic and spiritual aspect to the concept. In summary, environmental literacy
refers to environmental awareness, ecological literacy refers to ecological knowledge,
and ecoliteracy is when people have ecological knowledge, are aware of
environmental problems and have a sense of care for all living things.
Mercadito Verde’s second mission is to a center for environmental education.
As stated above, environmental awareness is the goal of environmental education.
However, this research aimed to determine if ecoliteracy is also being enabled at the
market. This research project tried to identify how the different skills of head, heart,
hand and spirit are present and in what manner are these skills represented at the
market. At the same time, the four guiding principles of ecoliteracy Nature is Our
Teacher, Sustainability is a Community Practice, The Real World is the Optimal
Learning Environment, and Sustainable Living is Rooted in a Deep Knowledge of Place;
were used to determine if the practices at the market correspond to those of
ecoliteracy. The intent behind identifying those skills and principles within the
market was to try and determine if Mercadito Verde is working purely on
environmental awareness or if unknowingly it is going beyond its second mission
and moving towards ecoliteracy.
2.2 Sustainable Consumption
Sustainable consumption, often referred to as responsible consumption, is a
concept that in the last decades has taken over the center stage on global forums.
However, it is still difficult to find a specific definition. In 1998, the International
Institute for Environment and Development (IIED) defined sustainable consumption
as “to use resources to meet our basic needs and not use resources in excess of what
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we need”. The following year the IIED modified its definition giving it primary focus
on “the economic activity of choosing, using, and disposing of goods and services
and how this can be changed to bring social and environmental benefit”. That same
year, the United Nation Environmental Program (UNEP) defined sustainable
consumption as “not about consuming less, it is about consuming differently,
consuming efficiently and having an improved quality of life.”
Although many definitions exist, two main discourses of sustainable
consumption have risen. The first discourse on sustainable consumption is one that
emphasizes the pressure society’s consumption patterns have on the environment
and on resource use. This means that in order to move towards a more sustainable
consumption, the methods of production should follow more environmentally
friendly measures to secure the protection of the environment and to adopt a more
efficient energy use. The second discourse of sustainable consumption refers to the
unevenness of consumption levels between countries in the Global North and Global
South (Jackson & Michaelis, 2003). However, this inequality of consumption is not
only at a country level, as there are people in industrialized countries who live in
poverty and people in developing countries with lavishing consumption habits
(Jackson et al., 2003).
Marchant and Walker (2007) state that “people’s choices, behaviors and
lifestyles play a vital role in moving towards sustainable development (…) It is
through the decisions related to consumption, including the choice not to consume,
that have direct and indirect impacts on one’s immediate community, and the
associated repercussions, both positive and negative, extend to other places in the
world”. According to Marchand and Walker (2007), it is through sustainable
consumption that consumers could become “eco-citizens.” Marchand and Walker
(2007) identify four different initiatives one might adopt when wanting to become
an “eco-citizen”. The first is abstention, which consists of abstaining or reducing
consumption. The second is attitude, which involves only consuming what one
needs and seeing any excess of consumption as adverse. The third initiative is
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awareness, which implies consuming products that have ecological qualities. The
final alternative is to identify substitutes to traditional products.
When talking about people who engage in sustainable (responsible)
consumption, Roberts (1995) identifies socially responsible consumers as someone
who “purchases products and services which he or she perceives as having a positive
(or a less negative) impact on the environment and uses his/hers purchasing power
to express current social concerns”.
This research intended to determine how is responsible consumption
addressed at Mercadito Verde and how is it working towards trying to achieve this
sustainable consumption among its participants. At the same time, it aimed to
identify in what ways Mercadito Verde is contributing to sustainable consumption in
Durango by determining how it is working differently from conventional food
networks. Marchand and Walker’s (2007) four initiatives served as a guide to
determine if and how consumers and producers at the market are becoming “ecocitizens”.
2.3 Habits and Pro-environmental Behavior
There are many proposed models to understand what influences people’s
attitudes and behaviors regarding the environment. The earliest models were based
on assuming that by educating people on environmental issues they would
automatically shift their behaviors into a more pro-environmental one (Kollmuss &
Angyeman, 2002). These models also showed that other aspects should be taking
into account.
In 1986, Hines, Hungerford and Tomera, after conducting a meta-analysis of
128 research studies, published their Model of Responsible Environmental Behavior,
in which they sought to determine the factors associated to responsible
environmental behavior. The following components were associated to a responsible
environmental behavior and were divided into different categories
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Cognitive Variables
•

Knowledge:

On

the

environment,

ecological

problems

and

their

repercussions,
•

Knowledge of action strategies: Knowledge of not only the environmental
issues itself and their consequences but also of the actions to take in order to
solve them,

Psychosocial Variables
•

Attitude: Towards the environment as a whole and attitudes about taking
action,

•

Loci of Control: The individual’s perception if his or her behavior would
actually lead to a change,

•

Personal Responsibility: The individual’s feelings of duty or obligations
towards the environment,

•

Verbal Commitment: Communication of willingness to take action,

Situational Variables: such as “economic constraints and social pressures” (Hines et
al., 1986).
A similar, more simplified model aroused in 1995, when Grob proposed the
Model of Environmental Attitudes and Behaviors where he suggested several
components that affect people’s behavior towards the environment.
•

An environmental awareness component. Which is composed of ecological
knowledge, and the recognition of environmental problems. Grob (1995)
argues that the more people know about the condition of the environment
the better they will act towards it.

•

An emotional component. Grob (1995) argues that the “more intense the
emotion with which individual reacts to the worsening state of the
environment the more appropriately they will behave”.

•

A personal- philosophical component. Grob (1995) includes two subcomponents: Materialistic values and creative/open thinking. The model
argues that the more materialistic values a person has the less properly he/
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she will behave towards the environment. The second sub-component
suggests that “the more creative a person is in solving problems, the more
appropriately he or she will behave” towards the environment.
•

Relations between the attitude component. The model argues that behavior is
not only affected by the values but also by the attitude of the person.

Fig. 1 Grob’s Model of Environmental Attitudes and Behaviors

This research intended to determine if attitudes and behaviors regarding the
environment change among the market’s participants. The main reason to use the
two models described previously was to determine what variables play a role for
people adopting new behaviors. The idea behind using two different models that
have both similar and different variables was to complement both models and
determine if different variables from both models were identified.
2.4 Farmers Markets
Alternative Food Networks (AFN’s) emerged as a reaction to the increasing
intensification and subsequent industrialization of agriculture, the globalization of
food markets, the standardization of goods, and unethical practices of the
industrialized food system (Edwards 2016, Whatmore, Stassart and Renting, 2003).
AFN’s have become increasing popular in recent years as the result of the growth in
sales of products with distinctions such as “organic, fair trade, local, regional and
specialty foods” (Maye & Kirwan, 2010). An important characteristic of AFN’s is its
11

socially embedded nature. By being socially embedded, AFN’s create social
connectivity, reciprocity, and trust (Sage, 2003). AFN’s seek to create direct
relationships between the producers and the consumers, which differentiates it from
conventional food systems. Examples of AFN are: box schemes, community
supported agriculture, food co-ops, and farmers markets (Maye & Kirwan, 2010).
Farmers markets can be defined as recurrent market that take place at a fixed
location where farmers sell their produce directly to the consumers (Brown, 2001).
Some farmers markets make the distinction between producers and resellers, giving
a preference to the former. Through this direct interaction between producers and
consumers farmers markets reinforce community ties. There are multiple benefits
for the producers to participate in farmers markets like by eliminating the
middlemen they are able to earn more income that might allow them to increase
their quality of live. A benefit that consumers might obtain from participating in
farmers markets is the access to “fresh, high quality, healthy, highly nutritious, and
locally available products” (Leslie, 2017).
Farmers markets are often considered as a more environmentally friendly
alternative to conventional supermarket outlets. Farmers markets are often
composed of farmers who do not produce under monoculture systems meaning they
have a more diversified system, which translates into a higher diversity on farm. By
consisting of local producers, who have local farms, the food being sold at the
farmers market has fewer food miles than that in supermarkets.
2.5 Ecological Knowledge and Learning Theories
Olson and Folke (2001), define ecological knowledge as “the key link between
social and ecological systems that can be use to interpret and respond to signals of
ecosystems change.” Olson and Folke (2001), make the distinction between local
ecological knowledge and traditional ecological knowledge. They argue that the
former is “knowledge held by a specific group of people about their local ecosystems
(…) it concerns the interplay among organisms and between organisms and their
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environment” (Olson et al, 2001). Traditional ecological knowledge is defined as
“knowledge and beliefs (…) handed down through generations

(…) about the

relationships of living things with one another and with their environment” (Berkes,
1999). Examples of ecological knowledge for this research project are: Knowledge of
what can be produced locally seasonally, knowledge of environmental issues,
knowledge on basic ecology concepts, and how food production affects the
environment.
There are many theories about learning each with their own key
characteristics. One theory is experiential learning developed by Kolb in 1984.
Experiential learning is basically to learn by doing. According to Kolb (1984), this
learning cycle has four stages: Concrete experience, reflective observation, abstract
conceptualization, and active experimentation. During the concrete experience stage
(feeling), one encounters a new experience. On the reflective observation stage
(watching) one reflects on the new experience and on the gap that might arise from
the person’s understanding and the experience. Abstract conceptualization stage
(thinking) a new idea arises. Active experimentation stage (doing) is when you apply
this new idea to the outer world.
Another learning theory is the transformative theory, developed by Jack
Mezirow (1995). This type of learning process is a radical shift of consciousness, that
results from a change in people’s thoughts; feelings; believes; and behaviors.
Mezirow (1995) argues that there are two basic types of learning: Instrumental and
communicative learning. Instrumental learning involves “task-oriented, problemsolving actions to improve the performance of current activities” (Mezirow, 1995).
Communicative learning involves “examining and re-interpret meanings, intentions
and values associated with activities” (Mezirow, 1985).
Another learning theory is social learning first introduced by Bandura in 1977.
A definition for social learning is the “process of iterative reflection that occurs when
we share our experiences, ideas and environments with other” (Keen & Dyball, 2005)
Bandura argued that learning occurred through imitation and was greatly influenced
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by social context (Bandura, 1977). Argyris and Schön (1978), build on Bandura’s
approach and added single and double loops. Single loops mean to adjust actions,
such as fixing errors from a routine (Argyris et al., 1978, Armitage, Marschke,
Plummer, 2008). Double loops meant to correct errors by examining and adjusting
values (Armitage et al., 2008).
This research aimed to determine if ecological knowledge is being
transmitted at the market and is contributing to increase this type of knowledge
within its participants. Another objective was to determine the different learning
processes occurring at the market. At the same time, the identification of the
different activities through which these learning processes occur was also made.
3. Methodology:
The following section explains the methods used during this study as well as
the reasoning behind using such methods.
This research was carried out in Mercadito Verde as a case study. The main
reason why Mercadito Verde was chosen was because it is the only organic farmers
market in the city of Durango Mexico, and because of the focus they give towards
more sustainable practices. This research is both a qualitative and quantitative
research project. According to Mack, Woodsong, MacQueen, Guest and Namey
(2005), working with both methods at the same time helps us understand the
complex reality of a situation. For the qualitative part of the research project
methods such as participant observation, semi-structured interviews, and
conversational interviews were used. For the quantitative part of the research project
a questionnaire was conducted and later analyzed using the SPSS program.
Taking into account that Mercadito Verde is a weekly market that takes place
only on Saturdays, the data collection for this research project took place during
nine Saturdays, starting on October 26, 2019 and finalizing on December 21st 2019.
Participant observation is “adequate for collecting data on natural occurring
behaviors in their usual context” (Mack et al., 2005). This type of observation was
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important because this research also intended to understand the different
interactions that take place within this marketplace. These interactions ranged
between producers, producers and consumers, producers and organizers, and when
people engaged in the workshops and activities that took place during the data
collection. Aside from observations, conversational interviewing was another
qualitative method used. According to Given (2008), ethnographic interviews are
“better when they emulate the spontaneity of conversation (…) when they pose
casual questions to participants”.
The main qualitative method for this research was semi-structured
interviewing. The reasoning behind using semi-structured interviews was the
flexibility it gives to respondents. The intent was to have the interviewee respond
with its own words, and follow up questions were made when needed. Semistructured interviews can help the researcher guide the interview into topics that are
more interesting and/ or relevant to the research and to refocus the conversation
when necessary. For this research project, a total of twenty semi-structured
interviews were conducted. The twenty interviews included one with Hector, the
founder and main organizer of the market; six with active producers of Mercadito
Verde; five with active consumers of the market; three with former producers of
Mercadito Verde and five with people who have never been involved in the market.
Scheduled interviews with producers, former producers, founder and people external
to the market took place during the weekdays. Interviews with the consumers were
done on Saturdays in an attempt to optimize the time when the market was
operating. The sampling of the interviewees was made using quota sampling and the
snowball sampling methods. According to Mack et al (2011), quota sampling is used
when participants are selected based on characteristics deemed relevant to the
study. For this particular research such characteristics were based on their
involvement in the market.

The snowballing sampling method was used when

participants suggested other potential interviewees. The three former producers
were selected using the snowballing method.
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For the qualitative part of the study, data took the form of field notes, audio
recording and transcripts. The field notes were mostly of the observations made, as
well as for the data collected from the conversational interviews, which were not
recorded. However, the twenty semi- structured interviews were recorded and some
parts of those interviews were transcribed to use as quotes for the written report.
The participant observation and the conversational interviews took place during the
whole nine Saturdays of fieldwork during the market. As stated previously, the semistructured interviews with non-consumer participants took place during the
weekdays spanning for almost five weeks.
For the quantitative part of the study, a questionnaire was constructed based
on the answers obtained from the interviews (See Annex 1). These questionnaires
consisted of fifteen questions, divided in three main themes: ecological knowledge,
perceptions, and behaviors. The aim of these questionnaires was to determine if
there were any correlations between the ecoliteracy presented by participants with
their age, gender, and time spent outdoors; and to determine if people who attended
the workshops of the market adopted different habits after participating. At the
beginning of week six, the questionnaire was given to the participants. For the
participants that were not involved in Mercadito Verde, they were approached at the
city’s main square and at a waiting room at a local hospital. The reasoning behind
these locations was that the respondents needed to have enough time to complete
the surveys, and where people from all ages and socio-economic status could be
found. The only requirement respondents had was that to be over 18 years old. A
total of 110 samples were collected, however 5 were not analyzed, as they were
incomplete. It is important to mention that the people who were interviewed were
also asked to answer the survey. The data obtained from the surveys was analyzed
using the SPSS program. The initial idea of this research was to determine if there
were any significant correlations between: ecoliteracy and age, ecoliteracy and
gender, ecoliteracy and time spent outdoors. The results for the qualitative part of
this research are display below. A Pearson product- moment correlation was

16

computed to assess the relationship between Ecoliteracy and age. There was no
significant correlation between the two variables, r=.144, p= .145 n=105 (See Annex 2).
Another Pearson correlation was analyzed to assess the relationship between
Ecoliteracy and gender. There was no correlation between the two variables, r= -.120,
p= .224, n=105 (See Annex 3). A final Pearson correlation was computed to assess the
relationship between Ecoliteracy and time spent outdoors. There was no correlation
between the two variables, r= .121, p= .223, n=104 (See Annex 4). Although the
program showed no significant correlations between any of the listed components,
the questionnaires were still used in the form of percentages and frequencies in the
findings section of this research project, particularly for the habits and behavioral
changes in participants.
4. Findings:
4.1 Ways in Which Mercadito Verde Enables Ecoliteracy to its Participants
The inspiration to create Mercadito Verde, came to Hector Arreola, the
founder, five years ago. He was working as an environmental educator in the
Mexican state of Tlaxcala, where he witness a small organic farmers market where
local producers from nearby villages went to Huamantla to sell their surplus
production. It dawned on him, that in Durango there wasn’t any market where
consumers could purchase directly from the producers. So, Hector decided to create
Mercadito Verde as Durango’s first organic farmers market.
Mercadito Verde describes itself as a space for the community to consume
responsibly, for fair trade and alternative production. Mercadito Verde has two main
missions. The first mission is to provide a space where local producers can make
themselves and their products known to the public while making an income from
the sale of these products. Being an organic farmers market these products need to
have an organic, agroecological and/or natural mode of production. Products were
accepted without any organic certification as Mercadito Verde seeks to provide small
producers the opportunity to reach its target market. The second mission is that
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Mercadito

Verde

becomes

a

center

for

environmental

education

where

environmental awareness is accentuated.
These two missions are what in Hector’s opinion differentiate it from other
local markets or other similar initiatives that have since emerged. Mercadito Verde
claims to be a market where people can find environmentally- friendly, natural and
healthy products and where producers are limited on the amount of products they
are redistributing. This measure of limiting what producers can distribute is what,
according to Hector, makes Mercadito Verde not fall in the category of “Tianguis1”.
“Tianguis” do not usually regulate the method of production of the products that are
sold in them and protection of the environment is not in their mission.
The self-description of Mercadito Verde, states that they want to provide a
space for the community to consume responsibly, for fair trade and alternative
production. Mercadito Verde promotes this responsible consumption by combining
both UNEP’s and Marchand and Walker’s (2007) definition of sustainable
consumption. UNEP’S definition emphasizes that the real importance about
sustainable consumption is about not consuming less products but to do it
differently. By being an AFN, Mercadito Verde is giving consumers the chance to
modify the manner in which they are purchasing their goods, changing their form of
consumption from conventional supermarket chains to an organic local farmers
market. Marchand and Walker’s (2007) definition states that people’s choices and
decisions of consumption or abstention of consumption have positive and negative
impacts on the local community. Some if not most, products that are sold at
Mercadito Verde can be found in conventional supermarkets. However, Mercadito
Verde provides the consumer the opportunity to use their purchasing power and
obtain these products at the market. The decision these consumers make when
deciding to spend money on the products found at the market have positive impacts
on the community like incentivize local economy and promoting local employment.
Producers at Mercadito Verde try to raise awareness about their product’s benefits,
1

An open- air itinerant market in Mexico or South America.
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which can include: freshness of the product, price, lower environmental impact,
and/or health related. This may be seen as the implementation of Marchand and
Walker’s (2007) fourth initiative of awareness, as a way for consumers to become
“eco-citizens”. If consumers after becoming aware decide to purchase at the market
and do it because of social and environmental concerns, then this can go back to
Roberts’ (1995) definition of what a socially responsible consumer is.
Since being founded more than four years ago, Mercadito Verde has been
working towards achieving its second mission of becoming a center for
environmental education. Referring to McBride et al. (2013), the main goal of
environmental education is to create an awareness of the environmental problems
faced today and to have the knowledge, willingness, and attitude to work towards
solving them. Perhaps in an unconscious manner, Mercadito Verde has also been
following principles and ideas that can be considered as part of ecoliteracy’s
ideology. Alluding to Orr’s definition of ecoliteracy of how people, societies and
natural systems relate to each other and how they might do it sustainably, Mercadito
Verde serves as a window for the consumers to compare conventional food systems
versus local food systems.
In an attempt to fulfill their second mission, Mercadito Verde has adopted
different techniques described below. As part of the requirements for producers to
be part of Mercadito Verde, they need to fill a questionnaire in which they are asked
whether or not they are willing to offer a workshop, lecture or free demonstration
regarding their products, their mode of preparation, and how it is beneficial or has a
lesser impact on the environment and society than conventional products.
Nonetheless, it is important to mention that even if potential participants were
unwilling to offer the workshop they would still be accepted into participating in
Mercadito Verde if they met the other criteria.
The workshops that are held in Mercadito Verde’s facility can be hosted by
either a producer of Mercadito Verde, Mercadito Verde’s organizers, or an external
organization that affiliates with Mercadito Verde because they share a common
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interest. Some examples of workshops hosted by producers of Mercadito Verde are:
how to start your own urban garden, how to make your own compost, and how to
make seed bombs. During the data collection for this research project, Mercadito
Verde was taking part of La Tercera Feria Ambiental Ciudadana (Third Citizen’s
Environmental Fair). This fair was hosted in Mercadito Verde’s facilities and was
organized between several organizations including Asamblea del Poder Ciudadano
(Power of the Citizens Assembly). This organization devotes itself to protesting to
the construction of a bridge on one of Durango’s biggest green corridors. As part of
this fair, many workshops took place like: recycling for kids, a workshop on creating
water rockets made out of used plastic bottles, and a workshop dedicated to teach
kids about the environment (See Annex 5). As part of the data collection, the
attendance of such workshops was recorded. Thirty participants, both kids and
adults attended the workshops that took place on the 26 of October 2019. It is
important to mention that the workshops were organized by the Power of the
Citizen Assembly. It was this assembly who approached Mercadito Verde in an
attempt to benefit both organizations in attracting more people to the workshops
and the stands where producers would be selling their goods.

Fig. 2: Workshop of water rockets made out of plastic
bottles on the 26 of October 2019
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“No Plastic at Mercadito Verde” is the biggest ecological campaign in the
market. Producers are first introduced to this campaign in the questionnaire where
they are questioned regarding the packaging of their product. They are asked if they
use any form of plastic, cellophane, aluminium, cardboard, glass and Styrofoam. This
questioning is in alignment with their attempt to avoid any packaging that might be
harmful for the environment. This campaign has since extended beyond the
packaging of the products themselves, also no plastic bags are allowed at the market.
This campaign can be seen as an example of how the “hands skill” regarding
ecoliteracy is implemented at the market when both producers and consumers are
more proactive to finding alternative solutions to potential environmental problems.
One example of this implementation is the way producers are innovating regarding
their packaging. A producer who sells mushroom pozole2 started using fabric to wrap
customer’s containers as an alternative to plastic bags. Consumers have started to
bring their own Tupperware and containers to refill instead of using unnecessary
packaging.

Fig. 3 Advertisement of Mercadito Verde where the “No Plastic Campaign”
is on display. Photo retrieved from Mercadito Verde’s Facebook page

2

Traditional Mexican stew.
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Fig. 4: Shows how the producer wraps its product in a cloth in
an attempt to avoid plastic bags.

However, this is not the only campaign Mercadito Verde has participated in.
As part of the Third Citizen’s Environmental Fair (see Annex 5) there was a
campaign to foment animal adoption. As part of this campaign, lectures took place
that talked about the importance of animal sterilization and vaccination, animal’s
rights as well as responsible animal tenure. In addition, during the same fair the
campaign to reforest the Sahuatoba Park took place. The Sahuatoba Park is the
second largest park in Durango City and is next to the Museo Bebeleche (Children’s
museum), where Mercadito Verde is currently taking place. The animal adoption
campaign can be an example of how emotional intelligence (empathy for all living
things) and “heart skill” is present at the market. However, is important to mention
that it is also expressed at the market when consumers choose animal products
taking into account the animal welfare. Adriana, a former producer and occasional
consumer at the market mentions, “I don’t consume animal products unless I am
completely certain that the way the animals are treated is ethical. I buy my eggs
here because I know these hens are free- range and well taken care off”.
For the last two years, during Earth’s day April 22nd, the Secretaría de Recursos
Naturales y Medio Ambiente (SRNyMA) (Secretary of Environment and Natural
Resources) established Mercadito Verde as a recollection point for electronic waste
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for the day. In exchange for the electronic waste people received a small tree
donated by the Secretary. Aside from being the occasional recollection point for
electronic waste, Mercadito Verde will sporadically ask both consumers and
producers to bring in their organic waste (See Annex 6). This is in petition of a
producer who sells compost and gives workshops on urban gardens.
Mercadito Verde has also been invited to make special editions in different
universities around the city. Although the founder is asked to give a small lecture
about why Mercadito Verde is an ecofriendly alternative to commercial supermarkets
these editions are mostly to promote themselves and make Mercadito Verde known
to new people in different locations of the city.
Aside from the more evident forms in which Mercadito Verde is enabling
ecoliteracy to its participants there are less obvious ways that can only really be
appreciated when interacting directly at Mercadito Verde. Like in any other market
there are moments when there are no customers at sight. It is during these idle
times producers speak and interact with each other. They talk about their daily life,
how sales are going and about their own products. As part of a policy of Mercadito
Verde, producers are not allowed to put their stands in the same place each
Saturday. This is a measure to promote that consumers look around all stands and
get a chance to see all products. This means that as a producer you should not be
next to the same producers each Saturday. This arrangement makes the
conversations between producers about their own products quite often. Lupita, who
sells homemade energy bars at Mercadito Verde, stated that the interaction between
producers makes people more conscious about how the products you buy are
produced. She mentioned that by talking to her fellow producers she has become
more aware of the problems they faced when producing something. Lupita says, “for
example, I was not aware that in winter hens laid less eggs because of the lack of
daylight, and how this lowers the production. Now I know that because of this prices
tend to be higher for this product during winter time”.
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According to Hector, the same interaction occurs between producers and
consumers and is one way in which producers transmit their knowledge towards
consumers. Hector states that in order to achieve their second mission, producers
should try to educate consumers about their products and should not only expect a
financial retribution. According to producer Lupita, the conversations between
producers and consumers are one of the things that consumers appreciate about
Mercadito Verde. “The fact that the consumer can talk directly with the people who
make the products and have them answering any questions is what the consumer
truly values, (…), you (the consumer) know that the information you are getting
comes from the people who truly handle the product you are about to purchase.” At
conventional supermarkets consumers rely on the information provided on the label
of each product. If a consumer were to have a question of information not included
on the label, such as place of production, transport method, production practices,
and ingredients used, they would have to call the telephone number on the label.
However, by participating at Mercadito Verde consumers engage directly with
producers becoming more aware of the production process. Some of the products
that are sold at Mercadito Verde are new to the city and there is a need to educate
customers. Karla, who makes and sells Baltic amber necklaces at the market states
“customers didn’t even know these types of necklaces existed, I had to educate them
about the health benefits these necklaces may offer (…) Sometimes they don’t
believe you, but you tell them to look it up on the internet, to investigate
themselves.”
Consumers at Mercadito Verde can experience first hand the benefits of
engaging in a short food supply chain. Such benefits may be the reuse of packaging,
therefore reducing waste, freshness of products, fast responses to inquiries, and the
direct contact between producers and consumers may build stronger community
ties. Rosaura sells artisan soaps and decided to start selling solid shampoo in a bid to
help the environment with making a product that does not need a plastic packaging.
Rosaura states that “when people ask me: But why solid shampoo? I say to them to
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think about all the plastic bottles they have in their shower, how we only used them
once and we then dispose them. (…) We try to raise awareness in subjects that the
customers sometimes don’t really take into account, they are now used to using
plastic, (…) and we are trying to make them go back to no plastic by showing them
there are alternatives”. It is also through these conversations between producers and
consumers that the process of social learning is occurring since people are learning
through their interactions, conversations and sharing of experiences with other
people about how their food is being produced (Keen et al., 2005). The knowledge
transmission also occurs regarding what products are found at Mercadito Verde
during each season. Knowing that the products are produced locally also gives them
a higher level of awareness on what can be grown in their area and during which
season. Priscila, a consumer of Mercadito Verde states “we are accustomed to go to
the supermarket and finding the same products all year round (…) After I started
buying at the market I realized that we have all those products at the supermarket
because they are being brought from God knows where. (…) I know that what I find
at Mercadito Verde is grown locally so it corresponds to the season we are in”.
Regarding the principles of ecoliteracy according to the Center for Ecoliteracy
some are also implemented at the market. The Nature is our Teacher Principle can be
appreciated as the market helps both producers and consumers see how their
consumption habits are related to nature. By reconnecting the marketplace with
nature, consumers get the opportunity to learn and become more aware of the
process of food production. At the same time, this awareness expands to the effects
food production has on nature. The Sustainability is a Community Practice Principle
refers that in order for a community to be sustainable all member of the community
should benefit. As mentioned before, farmers markets through face-to-face
interaction between producers and consumers promote stronger community ties.
This direct relationship between consumers and producers helps to build the trust
relationships needed to replace the need for an expensive organic certification that
are often out of reach to producers. By forming part of a famers market, it gives the
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producer the opportunity to eliminate the middlemen leaving them with a higher
profit. At the same time, the consumer obtains a healthy and fresh product at a
reasonable price. Simultaneously, this Principle aligns with social intelligence (care
for other people). Priscila, a consumer at the market states, “one of the reasons I like
buying at the market is that I know that my money is going to help the local
economy. I know that duranguense3 families are benefiting from it”. The Sustainable
Living is rooted in a Deep Knowledge of Place Principle can be seen at the market
when consumers learn about what products are produced locally and what products
correspond to each season. Some of the lectures given at the market are regarding
the maintenance and care for local parks and green corridors. These talks cover the
importance of green spaces in urban areas, as well as what different animal species
inhabit such spaces. Mercadito Verde has worked towards this Principle by trusting
that when people understand and know more about their surroundings they care
more and do more to protect it.
4.2 Both Producers and Consumers Engage in More Environmentally Friendly
Attitudes and Habits After Participating In Mercadito Verde
As mentioned previously, Mercadito Verde has a mission to become an
environmental education center accentuating environmental awareness. Hector, the
market founder, claims that Mercadito Verde promotes responsible consumption by
“giving consumers the power of choosing to buy local products, alternative products
and products that are produced using less harmful methods towards the
environment. (…) We are trying to change people’s mentality, to let them see that
the way we are consuming is not normal, that we have to go back to how it was
before”. It is under this mentality that Mercadito Verde seems to be achieving its goal
of making people adopt more environmentally friendly habits and attitudes.
Transformative learning, mostly by instrumental learning, can be seen as taking part
of Mercadito Verde here, as people’s habits, consciousness and perceptions seem to
3

Demonyn of people from Durango
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be changing. Of the 105 surveys obtained during this research project, 71 surveys
corresponded to participants of the market. Of this 71 surveys 68% totally agreed
with having adopted new attitudes and pro-environmentalist habits after
participating at Mercadito Verde; another 28% of the respondents agreed with this
same statement. 2% of the respondents totally disagreed or disagree with this
statement, while only 2% neither agree nor disagree with this statement.

The

following sections are based on the information gather during the interviews from
both consumers and producers of Mercadito Verde, and tries to illustrate some of the
ways in which participant’s habits and attitudes have changed regarding the
environment.
4.2.1 Purchasing Local
When questioned about how have their habits changed since participating at
Mercadito Verde, the most often given answer was buying local. Various reasons
were given when discussing why were they more interested or motivated to consume
local products. One of the reasons why people were interested in purchasing local
goods was because they viewed it as their attempt to help the local economy.
According to Priscila, a housewife who has been a consumer at the market for the
past three years, she prefers local product because “if I buy from a small producer I
am helping them directly, rather than a big retail store. (…) I know my money is
staying within the community”. When asked if she had this motivation previously
she stated, “to be honest, I did not think much about where the things I bought
came from, however, now that I have the option to buy things at the market I do”.
Maria a consumer at the market for the last two years states, “I like to be able to
support local producers and be able to help them continue their business. (…) You
(consumer) stimulate them (producers) to keep producing”.
However, local economy is not the only reason people prefer to buy local
products. Quality regarding the goods is an important factor that consumers take
into account when choosing local products over national or even international

27

produce. Manuel, a consumer at the market, states that the freshness of the products
is something that he finds very attractive when purchasing vegetables and fruits at
the market. He states, “I now try to eat as fresh as possible, I like that I can even ask
the producers when were the goods harvested”. Flavor is also important for some
consumers. Consumer Maria stated that it reminded her of products she ate as a
child. “At my childhood home we had a home garden where we grew vegetables, we
had chicken and we would eat the eggs and eventually the animal. The flavors from
the products sold here, are the same as when I was a child. It’s more natural; it has el
sabor de antes.4 The price is another factor that influences people into wanting to
purchase local products. Although produced under organic/ agroecological/ natural
practices, most products in the market do not have an organic certification this
means that the products sold at the market are cheaper than those found in retail
stores. This is also a way for Mercadito Verde that is contributing to sustainable
consumption, providing healthy, organic, natural products at accessible prices,
making them more available for people with lower incomes. “I find here products
with the same quality than at Wal-Mart at a cheaper price than there. And is also
better for the environment”, states Beatriz a consumer at the market. Beatriz
mentions another important reason that affects consumers’ decision when
purchasing local products: the environmental factor. “I know that because the
products are produced within the city and its surroundings, the transport is less than
if I buy apples that come from the U.S”, states Beatriz. Transport is in fact the
number one environmental benefit the interviewees mentioned. “There are less fossil
fuel usage from trucks and less air pollution”, stated consumer Maria. Of the
fourteen interviews conducted to participants of Mercadito Verde nine people
mentioned transport as the main environmental benefit of consuming local
products. Other environmental benefit interviewees see in buying local products is
the use of less electricity; because producers sell fresh products, no refrigeration is
used for storing them. Other environmental benefits mentioned by participants were

4
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crop rotation that helps prevent soil degradation as well as an increase in
biodiversity.
This new awareness into consuming local products has crossed the barrier of
Mercadito Verde and has become something in which both consumers and
producers of the market take notice of when purchasing items at conventional
supermarkets. Of the fifteen interviews to participants and former participants of the
market, ten mentioned that buying local as their major habit change mentioned that
they started checking labels at the supermarket. At the same time they gave
preference to local and national products over international ones. However, some
manifest this is a habit that can be tricky to achieve. “At large supermarkets, in for
example the fruits and vegetables area, some don’t have labels and as a consumer
you don’t know where the product comes from. There is a lot of uncertainty”, states
Laura, a producer of the market.
4.2.2 Less Use of Plastic and Less Production of Waste
As mentioned before, Mercadito Verde has a No Plastic campaign for both
consumers and producers. Producers are asked to abstain from using plastic
packaging and one-use items. Consumers are asked to bring their own reusable bag
to carry their purchases. The use of less plastic has, according to interviewees,
become an important habit that they have adopted since participating at the market.
All fourteen interviews conducted to participants of the market, mentioned a higher
awareness of the repercussions plastic have on the environment and attribute this
new consciousness to the market. But this new consciousness has not come easy;
according to Hector it took many editions of the market for consumers to
understand that they would not be given plastic bags to carry their shopping.
“People would go to the producers and ask for plastic bags, the producers would
then explain why those types of bags were prohibited. Some consumers would get
angry, others understood. (…) As time went by, most consumers carry their own
reusable bags to the market”. Interviewees also put emphasis in the fact that they
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were also using these types of bags when buying at conventional supermarkets.
“Now I bring my own bags to Wal-Mart and Soriana5” states producer Karla. Both
producers and consumers have even stopped using the plastic bags provided at the
supermarket in the fruits and vegetables section. “I carry the bags for the fruits and
vegetables, too. I bought them at Mercadito Verde” stated consumer Priscila.
Mercadito Verde also appears to be the reason why people have become more
conscious of the amount of plastic packaging used in conventional supermarkets.
Consumer Beatriz states, “since participating at the market, I have become more
conscious about plastic. How everything we buy is wrapped in plastic. Every time I
go to Wal-Mart I notice all the unnecessary packaging most products have!” Laura, a
producer at the market, states that she even takes Tupperware to her retail store
where she asks that her orders of ham and sausages be put in instead of using plastic
wraps.
Mario6, a former producer, states that for him it is not only about the plastic,
but a general new perspective of waste. “I remember in one of the first editions of
the market, someone uploaded a photo of the marketplace after the market finished.
There was so much garbage generated. And it is supposed to be a green market! (…)
After a while I notice how the trash generated at the market lowered. (…) I
participated in some workshops about garbage and I try to reduce my waste as much
as possible. I remembered in a workshop they mentioned small actions we could
take to reduce our waste. I adopted I few, like for example I now carry my own cup,
so when I buy a beverage it can be reused”, Mario states.
Consumer Beatriz states that after participating at the market she has realized
how much food waste occurs at convenience stores and restaurants. “I have seen
edible food being thrown away at stores because they are pass their expiration date,
but still edible or because it is not pretty enough for consumers. (…) Something that
I like of Mercadito Verde is that I feel like less food is wasted because producers talk

5
6

Mexican chain of supermarkets
Name changed, as requested by the interviewee
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to us and explain that ugly food has the same quality, as nice looking food and it is
still edible. I feel like it makes us more conscious”.
Referring to Hines et al., (1986) model these past sections presented different
examples of how knowledge of the environment and about environmental issues and
strategies of how to take action can contribute to people’s adoption of a more proenvironmentalist behavior. These can also be explained in Grob’s model (1995) like
the environmental awareness component.
Is important to remark that, although prohibited, plastic is still present at
Mercadito Verde. However plastic bags are pretty much eliminated from it. Later this
issue about plastic still being part of the market will be discussed more thoroughly.
4.2.3 Sharing Awareness
During the interviews, people claimed to have also become more active in
sharing their new knowledge and awareness regarding the environment with their
families and friends. Karla, a producer of the market, stated that since participating
in the market she has adopted several habits that she tries to transmit to her family.
She states that she lives close to one of the Wal-Mart’s in Durango, and that for
many years all of her family does their shopping there. “Since starting participating
at the market I feel like my mentality changed. I want to purchase from local
producers, so I told my mom to stopped buying at Wal-Mart and instead go to the
(non-organic) city markets. (…) I told her to think about the apples sold there (at
Wal-Mart). The apples last a long time this is not normal. I told her to try and think
of how many chemicals have to go into those apples to make them last that long.
And they don’t even taste that good!” states Karla. She also shared how she tries to
make people more conscious outside her family. “I was at the “tianguis” where my
mom works, next to us was a man who sold camote7. There were a lot of bees there
because of the camote’s sugar. The man took a vacuum and used it on the bees! I was
so shock! I told him not to do that, because bees are endangered species. I explained

7

Mexican treat of sweet potato covered in sugar
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to him the importance bees have on the environment. (…) My mom and my sisters
told me that after that day that man doesn’t use the vacuum against the bees, but
instead he shoos them away with a cardboard. When questioned where did she
learned that bees were endangered species, she stated that it was during the lecture
given at Mercadito Verde by an organization that seeks to educate local firemen and
people about the importance concerning the correct relocation of honeycombs. This
can be portrayed in Hines et al., (1986) model as the personal responsibility variable.
Karla states that she had learn about the importance of bees for the environment at a
lecture given at the market and she felt a moral obligation to take action into trying
to protect the bees by sharing this information with the man killing the bees.
This sharing of awareness is not exclusively of producers at the market.
According to Fernando, a consumer at the market, his children participated in a
workshop at Mercadito Verde over a year ago. “I left them at the workshop while my
wife and I browsed the stands. They learned about making compost and were really
excited, so much that they were eager to do it at home. We started composting our
organic waste and my wife uses that compost for the plants she has in pots and we
take some to my mother. (…) Our kids were the ones that taught us how to do it”.
Manuel, a consumer at the market, says that he learned more about the
importance of current disposal of electronic devices, and before Earth’s Day he goes
to his family, friends and neighbors and collects their electronic waste to take to the
recollection point at Mercadito Verde. “I cannot do a lot for the environment, but
this small thing I can do. It is my granito de arena8”. According to Hines et al.,
(1986) model this might be an example of the Loci of Control variable. Manuel has a
high perception that his actions (either small or big) do have an impact on the
environment and this is why he is choosing to perform a more environmentally
friendly behavior.
It would also seem that thanks to Mercadito Verde’s close work with,
interaction, and promotion of other pro-environmentalist associations, some
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participants have decided to join such associations. Lupita, a producer at the market,
claims she has been interested in the SlowFood movement since approximately 1998.
“I have followed it on TV and the internet. (…) At the market talking to another
producer of the market they mentioned El Conservatorio de la Cultura Gastronómica
Mexicana (Mexican Gastronomic Culture Conservatory). I was really interested in
what they did so I decided to join”. When questioned on what was it about, she
mentions that it promotes local consumption and the preservation of traditional and
regional culinary recipes. Although when asked if she took part of any proenvironmentalist group she said no, this Conservatory might be considered as one;
as she mentioned, it tries to prevent the loss of plant biodiversity, plants that were
once used in traditional recipes and that are being lost because of the
standardization of food that does not use these plants. Manuel, a consumer at the
market, also decided to join the Grupo Técnico Especializado en la Cultura del Agua
(Technical Group Specialized in Water Culture) from CONAGUA9. Manuel mentions
that he has always been interested in water conservation however, it was until he
saw the name of such association in a poster at the market that he decided to
contact them. “I have always been concerned about water. (…) I pass the river La
Sauceda every day; I used to play there as a kid, and I can see the change it has had.
It used to be very abundant. Nowadays one can barely call it a river. (…) I decided to
join to bring awareness of all the issues we are facing regarding water and to teach
people, specially kids and teenagers in urban and rural areas, about water
conservations techniques”. This connection with the river Manuel has can be
expressed in Grob’s model (1995) as the emotional component; Manuel feels an
attachment to the river and has seen it deteriorates throughout the years.
Witnessing the change personally makes Manuel adopt more environmentally
friendly attitudes such as joining a pro-environmentalist group. Although both
Manuel and Lupita already had an interest about their respective themes, it would
seem that thanks to Mercadito Verde’s networking and their diffusion of other pro-
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environmentalist groups some people are learning about these groups and deciding
to join if it meets their interests and concerns. Once again, social learning is present
at the market and can be explained here as when Lupita and Manuel interacted with
other members of the market who brought to their attention these groups.
4.2.4 Recycling and Water Conservation
The following section mentions the results obtain from the surveys, followed
by addition information obtained from the interviews. Is important to remind the
reader that people who were interviewed were also asked to fill in a survey. People
were asked to answer questions concerning their recycling and water conservation
habits. Recycling habits refers to separation of trash in any form. Water conservation
refers to techniques employed to recycle, collect and save water (i.e. close open taps
while washing hands and brushing teeth, recollect rain water to use later, save
unused water in buckets for its posterior use, etc.) As mentioned before, participants
in the interviews were also asked to fill a survey and they were specifically asked
when and why had they adopted such behaviors.
For recycling habits, 94% of the 38 surveys filled by producers claim to do
some sort of recycling, 92% of the 33 consumer’s surveys engage in recycling while
only 66% of non-participants do any type of recycling. During their interviews, the
15 participants of the market were questioned if they recycled and if yes since when.
Nine interviewees claim to have started recycling since participating at the market.
When asked why did they recycle, some claim they learned about proper trash
separation at the market and wanted to put that knowledge in action, while others
claim to feel a higher level of commitment with nature since participating at the
market. “I took the composting workshop at the market and I started separating the
organic waste from the rest in order to do my own composting, which I later put in
my garden”, claims consumer Beatriz. Consumer Fernando also started composting
after his kids participated in the same workshop and motivated him to start doing it
at home. According to Hines et al., model (1986), this could be interpreted as the
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personal responsibility variable, in which people feel a higher sense of duty and
obligation towards the environment, that leads them into adopting more
environmentally friendly habits. When non-participants were asked the same some
claimed they recycled at work or schools but not at their homes. The lack of
knowledge on where and how to do the proper disposal were the main reasons why
people do not recycled.
The surveys showed that people who participate at the market employed
water conservation strategies more often than people who do not participate in the
market. Of the 38 surveys of producers, 81% claims to perform some sort of water
conservation technique. Of the 33 surveys of consumers, 85% claims the same
statement. While of the non-participants of the market respondents 18% claim to
perform some type of water conservation strategy. During their interviews, the 15
participants of the market were questioned when they started adopting these
strategies, seven of them claimed to been doing it for most of their lives, and of the
remaining eight, two do not do any water conservation techniques and six claimed
to have started after participating at the market. Of the five non-participants
interviewees, only one claimed to engage in water conservation techniques for most
of his live as well.
4.3 Motives for Why Mercadito Verde Has Not Continued to Grow
4.3.1 Location
According to Hector and several producers, finding an appropriate location
has been the biggest challenge the market has had to face (See Annex 7 for a map of
the city with current and past locations). In the last year alone, the market has had
to move location four times. When Mercadito Verde first started in September 2015,
it seemed to have found its ideal location. It was located at an unused parking lot
near the city center. This parking lot was located in Durango’s main avenue 20 de
Noviembre. Mercadito Verde leased this space from one of its founders, who also sold
vegetables at the market. The parking lot was not owned entirely by that founder,
but it was a family owned terrain, that had not been used in many years. For this
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reason they allowed the market to be there. Due to the fact that it was a founder
who was renting them the space no leasing contract was sign, but a verbal
agreement was made. This terrain had enough space for producers to install their
stands within the roofed area and still had enough space to allow cars to park within
the facilities. On the opening day, Mercadito Verde started with twenty-five
producers. The first four editions of the market, producers were not required to pay
any fee to install their table. This was made in an attempt to attract newcomer
producers to join Mercadito Verde. Starting the second month producers were
required to pay $50 pesos (approximately 2.41 euros) for a small table and $70 pesos
(approximately 3.35 euros) for a big table in order to be able to set a stand at the
market. They started charging, because the owners of the parking lot were now
asking for a small contribution for using that space. As the market became better
known within the city more producers started to join. Not only producers of
vegetables, fruits and agricultural goods joined the market but also more artisan
products started to join such as soaps, earrings, bracelets, and hand-knitted items.
The organizers used some of the money to built picnic tables using recycled pallets.
This allowed producers of prepared meals to join Mercadito Verde. Some examples
of prepared food sold at Mercadito Verde were: pizza cooked on a wooden oven,
mushroom pozole, vegetarian burgers, sushi and Lebanese food. According to Hector
the construction of such areas within the market had the intention to make people
want to spend more time there, “for people to not only come, buy and leave. (…) We
want them to stay, look around and join the activities that we might have that day.”
The market continued to grow and by September 2018 had over 80 active producers
each edition. Once again, the organizers of the market decided to raise the fee
again. The small table went from $50 to $100 pesos (approximately 4.81 euros) and
the big table from $70 to $120 pesos (approximately 5.78 euros). Hector states that
the rise in the fees was to pay the rent of the location which was increased by the
owners, but also to make more television, radio advertisement, and billboards for
the market.

36

However, in March 2018 Mercadito Verde received some news that would alter
its future. The family that owned the parking lot was selling the terrain and the
market will no longer be able to take place there. Mercadito Verde was given five
months to find a new location. “It is difficult to find a place, because I take into
account what the producers want in the location. (…) We want it to have a roof,
enough space for parking and to be easily accessible to people (to be in a main
street)” says Hector.

Fig. 5 Mercadito Verde in its first location.
Photo retrieved from Mercadito Verde’s Facebook page.

In September 2018, Mercadito Verde changed location to the parking lot of a
restaurant called El Atajo at the city center, in one of Durango’s busiest streets.
According to Javier, a rabbit meat producer of Mercadito Verde, that location was
just as successful as the previous one. “A lot of our customers followed us, and new
people that didn’t know the market came and really liked it, (…) many people came
each Saturday, the same as in (the last location) or perhaps even more!” states Javier.
Although both the organizers and producers were happy with the location, they
were told the restaurant was being sold, that if they wanted to stay they should
speak to the new owners. “We tried coming up with an arrangement with the new
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owners, however it was not possible and we had to move once again” Hector says.
Mercadito Verde was in this location for less than 4 months.

Fig. 6 Mercadito Verde at its second location at El Atajo Restaurant.
Photo retrieved from Mercadito Verde’s Facebook page.

The market then moved to the parking lot of the Rotary Club. According to
Hector, they took this place because they really needed to get out of El Atajo as soon
as possible, as they didn’t get much notice time.

At the Rotary Club is when

according to Mario, a former producer, things started to go wrong at the market. “If
you came by car, you couldn’t see the market. It was not visible, so only people who
already knew us came. (…) We lost a lot of customers, they were getting fed up with
us moving every few months, some followed us, but most customers stopped
coming. (…) And we weren’t making any new ones (customers)”. A lot of producers
also stopped attending the market, as there weren’t many clients and was no longer
attractive for them. As the dissatisfaction with this location grew among producers,
it was decided that they would move once again. Mercadito Verde lasted only 3
months at this location.
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Fig. 7 Mercadito Verde at its third location at the Rotary Club.
Photo retrieved from Mercadito Verde’s Facebook page.

The market changed locations to the Esplanade of Museo Bebeleche. This
children museum is on the edge of one of the biggest parks in the city and also on
one of the biggest boulevards in the city. This was the current location of the market
and where the data collection for this thesis took place. Despite the fact of being
near a green area the esplanade doesn’t have any trees itself and tents have to be set
up each Saturday to provide shade for both the producers and the consumers.
Hector sees this as one of the biggest disadvantage of this location as “We are too
exposed to the elements (heat and rain), this affects the attendance of both
consumers and producers.” Although they moved location, most of the producers
that left the market at the Rotary Club did not return. The organizers still had to pay
a slightly higher rent at Bebeleche Museum, but had fewer producers. So once again
they had to increase the fee. The small table now pays $130 pesos (approximately
6.26 euros) and the big table $230 pesos (approximately 11 euros).

39

Fig. 8 Mercadito Verde at its fourth location: Bebeleche museum where the data collection
took place. Photo retrieved from Mercadito Verde’s Facebook page.

After the fieldwork for this thesis was completed Mercadito Verde changed
locations again to what it used to be a food truck park in one of Durango’s busiest
boulevard. The market was there for one month with a trial lease contract. Hector
explains that they could not sign a formal contract until more producers started
participating again. Nonetheless in those four weeks producer’s participation was
low and Mercadito Verde could not secure a leasing contract. As of the writing of this
report, Mercadito Verde is suspended until they find a new location. Hector states
that going back to Bebeleche Museum is not an option right now, because of the high
wind season that would destroy the tents they have to set up there. Mercadito Verde
was at the Esplanade of Bebeleche Museum for approximately eight months.

Fig. 9 Mercadito Verde at its fifth location, where they moved after the data collection.
Photo retrieved from Mercadito Verde’s Facebook page.
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4.3.2 Loss of Producers
As it has been mentioned previously, the market started with 25 producers
during its first edition and it continued to grow until it reached 80 active producers.
Nonetheless, by October 2019 when the data collection of this thesis took place only
25-30 producers were participating in Mercadito Verde each Saturday. This loss in
active producers is one of the obstacles Mercadito Verde has to face nowadays.
According to several interviewees, producers started to drop out of the market when
they moved to the Rotary Club. Karla, a producer at the market, states that “people
who sold prepared food, stopped coming because that place was not paved, so it was
a dirt parking lot, and it was just not good for someone who sells food already
prepared. (…) There were times when they had to throw food away or give it away
for free”. From the ten producers who sold prepared meals, only one has returned to
the market once it moved to the Bebeleche Museum. It would seem that the
inappropriateness of the location for some products was also a reason why some
producers stopped participating. According to producer Karla, she spoke to several
producers and a woman who sold chocolate bars stopped participating at the market
because the tents under the sun were so hot that her chocolate bars melted. Mario, a
former producer, stated that he left the market because it seemed every Saturday at
the Rotary Club fewer people showed up. “We were not selling, because people could
not see us from the outside, they did not know we were there, (…) every passing
Saturday less people were coming to buy”, Mario states.
The rise in the fees was another factor why some producers stopped
participating in the market. As noted formerly, the fees had been increased in almost
260%. As stated by Alejandra 10, a former producer, she left the market because it
became too expensive for her to participate. “For me there was a point where the
market became stuck. It was always the same clients. (…) My product (natural
deodorants) is not one that people buy every week, so I could not afford to
participate anymore” says Alejandra. However, Hector states that they had to raise
10Name

changed, as requested by the interviewee
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the fees, because they still have to pay the rent and fewer producers are
participating. “People expect to pay the same fee, but is impossible if you have the
same bills and less people coming. (…) If more people participated, then we could
possibly reduce the fee again, but we need commitment on their part,” says Hector.
4.3.3 Change of Leadership
The market faced another major challenge when Hector, the founder and
main creator of Mercadito Verde, took a job in Oaxaca for two years. As previously
stated, he is an environmental educator and promotes and organizes most (if not all)
of the workshops and lectures given at the market. As a consequence of his absence,
no workshops were organized for those two years. As Hector himself says “during
the time I left the person left in charge for the market focused mostly on the
economic and the management aspect of the market (…) Because she (the new
organizer) had to deal with the change of locations by herself”. Rosaura, an artisan
soap producers, stated “when Hector left, they needed someone who would commit
to the market and not leave when things got difficult. She held on and did the best
she could, but she doesn’t have an environmental (educational) background”. Even
though no workshops or lectures were given for those two years, Mercadito Verde
still had the events of electronic waste recollection mentioned before, and still made
special editions at multiple universities around the city. Hector returned to Durango
on July 2019, and it was upon his return that workshops, lectures, and events were
again organized at the market.
4.3.4 Unwillingness to Work With the Government
Hector mentions that Mercadito Verde is not affiliated to the government or
to any government institution. They are reluctant to get involved with the
government because “of any restrictions they might want to impose on us” explains
Hector. If they would want to work with the government it would have to be with
the municipality and in Mexico for this part of government a term lasts three years.
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“The changes in the administrations are too fast, and we don’t want to be working
with them in something and then, the term ends and the next administration
doesn’t want to work with us. (…) Although since we are now looking for a new
location, we have approached the municipal government to see if they can help/
assess us in finding a new location” explained Hector.

Despite the fact that

Bebeleche Museum is from the government, Hector explains that the esplanade in
where they are located is considered private property, so they are technically not
leasing from the government.
4.4 Change in Philosophy
The following sections address both the internal and external circumstances
that have led Mercadito Verde to knowingly or unintentionally change its
philosophy.
4.4.1 Not Imposing Guidelines
When someone wants to join the market as a producer they are given the
guidelines they should follow in order for the market to fulfill its two missions. Some
of the topics addressed in these guidelines are: products that are appropriate for the
market (healthy, environmentally friendly, natural and local), the proper packaging
of products, the restriction of distributing products, and the condition that if an
accepted product doesn’t meet these criteria the producer is committed to work
towards meeting such criteria. It is stated in said guidelines that if a producer fails to
comply with the rules they will be given a warning. If they have three warnings and
they are still not adhering to the guidelines, they will be given a fine. If they continue
to not comply they will be suspended from Mercadito Verde. Nonetheless, Hector
states that such fines have never been given to anyone, “in my experience if you have
to force people to do something, it is harder for them to accede. (…) Mercadito Verde
is about changing the way people think but not by forcing them.” According to
Karla, a producer at the market, not imposing the guidelines has facilitated the
access of producers who don’t share the market’s missions. “There are a lot of
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producers that come once or twice, and since they don’t sell what they expected they
stop coming. They only see it as a selling point. This is not what Mercadito Verde is
about”.
The lack of enforcement of such rules does un-motivates producers who were
willing to follow them. The initial guidelines includes the condition that if an
accepted product does not meet the criteria of the market the producer is
committed to work towards meeting such criteria. Some producers explain that is
not that they do not want to adjust their products, is that they don’t know how to do
it. According to Mario, a former producer, “sometimes we do not know how to do it,
if the organizers helped us and explained to us what changes we can do, people will
be more willing to adapt”. Aside from technical help, Rosaura, an artisan soap
producer, explained that more could be done by the organizers, “they just asked
about the product when you join the market, afterwards you are never questioned
about it again. Maybe if they followed up after a few months to see how the
modification is going producers would be more motivated” considered Rosaura.
Mercadito Verde’s also claims to want to create a community with both
producers and consumers where alternative methods of payment are employed such
as swap of goods. However, according to several producers of the market at the
beginning of the market this community seemed to be stronger than now. “There
used to be a tighter bond between producers, people were more willing to help. It
was more of a brotherhood. However, things have changed, especially since Hector
left. People are more worried about profit. Nobody wants to help and want to leave
everything for the organizers”, claimed producer Karla. “The fact that people who are
participating at Mercadito who don’t really believe on what it stands for, are the
ones that are not really part of the community” states producer Rosaura. “Mercadito
Verde is so much more than just profit, is about a change in your mindset, and some
people don’t really see this”, Rosaura added. “It is difficult for consumers to become
a community with the market since we are moving too often. Perhaps if we were to
stay longer somewhere, they would come more often and create that community

44

with us” added Hector. “We talk to them about our products and interact with them
but I feel only a few have actually become part of a community in such a way that
they are also following us to wherever we move to (…) It would be easier with more
community-like activities”, stated Laura a producer at the market.
4.4.2 From a Food Market To an Artisan Market
The market Hector visited in Tlaxcala that served as an inspiration for
Mercadito Verde sold purely agricultural goods that were the surplus production of
people who lived close to Huamantla. These products were in majority fresh fruits
and vegetables, herbs, cheese and eggs. Originally, the idea was to have Mercadito
Verde follow the lead of Tlaxcala to be entirely a fresh produce local market. But
after opening the first call for potential producers looking only for fresh produce
sellers and not having as many replies as expected, it was decided to open the
opportunity to a wider range of potential products. This openness of accepting
different goods allowed products such as: jewelry, soaps, hand knitted items,
reusable hygiene products, prepared sauces, and baked goods to be part of Mercadito
Verde.
When Mercadito Verde first started there were three main vegetable
producers. To name a few of the vegetables they sold were carrots, lettuce, chard,
broccoli, soy sprouts, zucchinis, and tomatoes. However, currently only one of these
producers remains at the market and currently only sells hydroponic lettuce,
tomatoes, chards and prepared salads. Of the remaining twenty-five active producers
there are only six producers who sell some sort of fresh produce including the
vegetables mentioned previously, eggs, apples, and strawberries. Most of the
products that can be found today at the market are artisan products such as jewelry,
soaps, chocolate bars, reusable bags, reusable diapers and pads, plants, and natural
makeup, and body lotions. It would appear that the lack of fresh produce has made
Mercadito Verde not an organic market anymore. According to Mario, a former
producer, “people used to come to make their weekly grocery shopping, however
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there are no more fresh produce being sold, right now is mostly items that can be
found in regular markets”.
4.4.3 The Acceptance of Non-Local Products
As stated previously the mission of Mercadito Verde is to provide a space
where local producers can sell their products. According to Hector, “local” for
Mercadito Verde means the state level. Therefore, all products produced in the state
of Durango would be welcome to participate. It is important to mention that
Durango is the fourth biggest state in Mexico with a territorial extension of 125, 381
km2. However, with the exception of four producers, all current producers in
Mercadito Verde operate within the city of Durango. Of these four producers, two
live within the city and have their production facilities just outside the city. One,
who produces hydroponic lettuce, has his greenhouses located just 10 kilometers
outside the city. Another one sells organic eggs, and has her farm 22 kilometers
outside the city. The third producer actually does live outside the city in the
community “El Carrizo”, located 30 kilometers outside the city. This producer works
as a housewife and only comes to the city on Saturdays to sell her surplus production
at Mercadito Verde. The fourth producer lives in Canatlán, a small town 64
kilometers outside the city of Durango. This producer sells apples from her orchard
and also sells apple vinegar made from her own apple production. Although the
market is open to receive producers from all over the state, there is a lack of
participants from most municipalities. Hector believes that “distance is what hinders
these types of initiatives in the north of the country, because in the south (in states
like) Oaxaca, Hidalgo, Puebla there are towns every fifteen minutes (…) so people are
reluctant to come from afar and stay for four- five hours and maybe their products
do not sell”. Hector mentions that one of the former vegetable producer stopped
attending the market because he sold his old ranch and bought a new one more than
two hours away from the city, and was unwilling to make the trip on Saturdays.
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The measure that was previously mentioned that restricted the amount of
items producers can distribute and not produce themselves appears to not be
enforced by the organizers of Mercadito Verde. When walking around the market
these items, although not found in most stands can be easily spotted. A producer
said, “there are people who are not a producers, they only distribute. Most of their
products are made in China! How is that possible? (…) Why aren’t the organizers
telling them something? I know they also pay their fees but we are supposed to
follow the guidelines we were given. (…) Just because they are giving you (the fee)
money, doesn’t mean they get to do what they want,” stated producer Rosaura.
4.4.4 Use of Plastic
As it has been mentioned before, Mercadito Verde’s No Plastic campaign is
one of their biggest campaigns. Although producers are questioned about the
materials they use in their packaging when they fill the initial questionnaire, in
reality Mercadito Verde does allow for producers to use plastic. This can be readily
seen when walking through the market. Cellophane is used to wrap soaps,
handmade tortillas and baked goods. Plastic is used to package individual
homemade energy bars, strawberries can be found in plastic containers, plastic is
also used in the packaging of multiple dehydrated items (from different producers as
well). Small plastic bags are used for individual hydroponic lettuces, as well as pecan
nuts sold by the kilo and plastic wrapped chocolate bars. Plastic bottles are also used
for shampoos and body lotions. Different producers give different reasons as to why
they are choosing to use plastic packaging in their products. Rosaura, who sells
soaps, claims she uses the cellophane in “an attempt to prevent the soaps from
becoming stuck between them, and also to help the smell of the soap last longer for
the consumer”. Lupita claims that she has tested different materials for her
packaging, but none have work since the energy bars she sells produce a little grease
that ruins the brown paper. Another reason why she uses individual plastic wrapping
is that “people often buy several energy bars at a time, of different flavors. (…) We
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have told people to bring their own containers but they don’t want to because they
won’t be able to identify the different flavors”. Mario, a former producer, said he
stopped using plastic packaging in an attempt to follow the criteria of the market;
nonetheless he was disappointed when his fellow producers were still using plastic.
Mario states that “I stopped using plastic and had to get another packaging material,
which increased my costs. Nonetheless some at the market were still using plastic!
Can you believe it? Why should I make less profit for following rules that are not
being imposed by the organizers?” It is important to remark that although plastic
packaging of products still exists in the products being sold at the market, the use of
disposable plastic bags (to carry the shopping) is virtually nonexistent at the market.
It is also important to mention that although plastic is used in many items, many of
the plastic bottles, containers, and packaging are returned to the producers to be
reused, refilled or recycled. The return of packaging materials was witnessed during
the data collection.

Fig. 10 shows how some producers at the market are still
using plastic to package their products.

Styrofoam has mostly been completely eliminated from the market.
Styrofoam cups only pop up during wintertime when people are selling hot drinks
such as ponche11 and champurrado12. However the slow eradication of Styrofoam use

11
12

Traditional hot drink during the Christmas holidays made up of water, fresh and dried fruits.
Thick Mexican hot chocolate beverage.
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at Mercadito Verde did prompt producers to quit the market. Alejandra, a former
producer, states “one of the reasons I left was the excessive use of Styrofoam. We
were asked not to use such products, but some people still use it. How can we call
ourselves a green market and allow the use of such damaging product to the
environment?”
5. Mercadito Verde’s Plans for the Future
Mercadito Verde’s current main concern is to find a definite location that they
own. When speaking to Hector it is clear that he has a well-defined vision on what
he is looking for in this ideal new location. He states that it is important that it is
not a building where they finally settle. “We want people to connect and engage with
nature while they are at the market, so a building is out of the question”. The main
idea behind it being in an open space is to emphasize their commitment in
becoming an environmental education center. “By being in an open space we would
be able to organize activities where people could participate. We are thinking for
example creating a community garden. These activities would be for both kids and
adults, but mostly for kids”.
The main reason why the organizers of the market want to own the space
where they settle is to be independent on paying rent. “Instead of spending money
on rent we could use it for more publicity, for improving the grounds, buying or
building new benches, trees and materials for the workshops” explains Hector.
Aside from the financial benefit of owning the space they would also want to
make activities on the weekdays. “Right now is only on Saturdays, but if we own the
space then we could use it whenever we want. We could start giving workshops or
lectures during the weekdays. This would give the opportunity for people who
cannot attend on Saturdays to join us”. Hector would also like to make Mercadito
Verde an option where kids can go after school to engage in activities involving
nature. “The main idea I have is to create a community garden and have people,
mostly kids, help us. They would learn the whole process from preparing the soil to
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harvesting the goods”.

The Sustainable World Optimal Learning Environment

Principle of ecoliteracy can be applied to this future vision that the market has for
itself. The construction of the community garden where children can participate in
all aspects of the production is a prime example of how children learn more about
nature when actually interacting with it. This can also be seen as a way in which
experiential learning will occur at the market. In which children and people
participating in the community garden activities will learn from their own
experiences and by actively participating. Although Hector stated that they don’t
want a building but an open space they would like to have a roofed area in the new
location. “An open roofed area would be ideal that way we would be protected from
the weather. If we have lectures we can decide if we want to have them under the
sun or under the roof”.
Another plan for the future that Mercadito Verde has for itself is to create
some sort of guarantee stamp. This idea has been a work in progress for many years,
but has not been materialized. Hector explains that, “when someone comes for the
first time to the market they often ask me: What makes these products different
from those sold at the supermarket?” Of all products offered at Mercadito Verde only
one producer, who sells hydroponic lettuces, has a certification from SAGARPA13SENASICA14. The main idea behind the guarantee stamp of Mercadito Verde is to
reassure consumers that the products sold at the market follow the agroecological/
organic guidelines and good practices. “I would go to where the producer creates,
makes or grows its product. We would check that the process of production is as
environmentally friendly, natural and healthy as possible. It would be initially for
fresh produce and afterward adapt it to processed goods”. This scheme has been in
the mind of the organizers for over three years now, however they had not work
towards trying to finalize it. Hector explains why this guarantee stamp idea has not
materialized, “is easy to say yes let’s do it. But I am the only one working full time at
Acronym for Secretary of Agriculture and Rural Development
Acronym National Service of Health, Safety and Food Quality: Certification in Pollution Risk
Reduction Systems.
13
14

50

the market. It would be a lot of work for me to visit every producer and to go to their
houses or their farms also it implies spending too much money that the market
currently does not have”.
This guarantee stamp idea has received mixed reactions from the producers.
Some producers are on board with implementing it. “People want to be sure that
they are getting their money’s worth. The certification would help us have more
credibility with the consumers” states producer Lupita. “This certification would give
the consumer a glimpse of how we work,” says producer Rosaura. However, some
producers, mostly those who sell agricultural goods, are more uncertain of the
stamp. “It is not that we don’t want people coming over, the thing for me is that we
have phytosanitary measures that we have to follow and having people coming and
going jeopardizes them”, states Laura, an organic egg producer. However she adds “I
cannot afford a certification and this stamp would guarantee consumers that what I
am doing is up to the standards of those certifications. So I would be open to those
inspections if they are willing to comply with our sanitary measures”. However,
Alejandra, a former producer at the market, is against such guarantee stamp. “I think
it is good they try to have control over the products that are sold at the market. But
why should I let them into my home and be judged by someone who is not trained
to certify? (…) A certification standard is very different for fresh produce than for
artisan products,” Alejandra explains.
6. Recommendations for the Future for Mercadito Verde
Taking into consideration the future plans the market has for itself, some
recommendations are made in an attempt to help Mercadito Verde achieve both of
its missions. Bearing in mind the community garden they wish to construct at their
final location, the first recommendation this research project presents would be the
construction of a kitchen in this new place. Having a kitchen gives the opportunity
to show the people who work on the community garden the final step on the
process: the cooking of the harvested goods. By having people engage in the whole
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process of production and consumption of food it might lead to a higher
appreciation of the hard work that agricultural production entails. Cooking the
produce from the community garden could also contribute to more healthy diets as
people would not only consume the vegetables harvested from it, but could possibly
replicate the recipes in their homes. The recipes could be traditional and/ or
regional, that way Mercadito Verde is also contributing to the preservation of
traditional Mexican cuisine. At the same time, cooking might also lead to
strengthening community bonds among the participants.

Another possible

opportunity of having a kitchen at Mercadito Verde is giving cooking lessons. This
option would as well possibly contribute to healthier eating. Another option could
be to open a small restaurant where they could sell dishes made with the harvested
vegetables. These alternatives could generate an additional income for the market.
As it has been mentioned previously Mercadito Verde questions producers
about their product when they first enter the market and if their products are not
ecofriendly enough they are asked to make some changes. However, some producers
state that the organizers of the market never do a follow-up and many products that
are sold do not meet the criteria regarding the production method. As a
recommendation this research project suggests that the organizers do follow up
meeting with producers to see how they are working towards filling all the
requirements. These meeting could serve as an opportunity for producers to receive
help from the organizers regarding what makes their product not meet the criteria
and how it can be improved like in what to focus and where to purchase maybe
needed items to meet the criteria. This way both the producer and the organizers are
aware of how their products are environmentally friendly enough to be part of the
market.
By having their own space Hector stated that would give them the ability to
open during the weekdays. If so, the recommendation would be to allow the
producers to leave some of their products there where they could be sold within the
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week. This could allow producers to gain more income and the market could charge
a small commission.
As it has been mentioned, Mercadito Verde twice a year is a point of
recollection for electronic waste. A recommendation for the market would be to
make it a permanent one. This would require that the market work together with the
SRNyMA. By making the market a permanent point of recollection, the market could
create a bigger campaign by not only receiving the electronic waste but also impart
lectures on the importance of the correct disposal of such items. At the same time,
by working with the SRNyMA, Mercadito Verde could possibly be featured in their
advertisements; which could mean more exposure for the market.
In an attempt to promote as much as possible environmental education, the
recommendation of creating a community library is made. This library could be as
simple as just a bookshelf in the new space. The central idea is for people to donate
books they no longer use. Once in the bookshelf, someone else can take the book
and bring it back once they are done reading it. In order for the library to follow the
market’s ideals it would purely be composed of books covering the topics of ecology,
of farming and of environmental topics in general. Books for readers of all ages
should be available to motivate kids to read and learn on their own about ecology.
Once again, the implementation of such library may contribute to the creation of a
community within its participants.
Another recommendation for the market to do once it has its own space
would be to host different events there. Mercadito Verde could become a meeting
point where other environmentally- friendly associations have their meetings.
Another option is to invite every Saturday different associations to talk about their
work and how people might help. This could contribute to participants joining more
pro-environmentalist groups. This could help the market position itself as an
ecofriendly space.
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7. Discussion
7.1 The Position of Mercadito Verde within the current Food Regime
Food regime theory aims to explain the role agriculture and food production
have played in the development of the capitalist economy the world has nowadays.
This means that food regime theory links international relations of food production
and consumption to forms of capital accumulation across time and space
(McMichael, 2009). McMichael (2009) state that the first food regime took place
from 1870 to 1930s. This period was characterized by the key role that settlers’ states
played on global change, where goods were imported to Europe from settler’s
colonies. Grains and livestock imports were critical contributions for the proletariat
in emerging European industrial cities. The second food regime, according to
Friedmann et al., (1989) occurred from 1950s to the 1970s. The industrialization and
specialization of agriculture in many countries in the Global South was encouraged
by the adoption of Green Revolution technologies. This particular food regime was
marked by the integration of agriculture with the industry and subsequent
industrialization of food. This industrialization of food consisted in making food as
durable as possible through different techniques such as freezing and canning. The
third and current food regime began in 1970s. In this food regime, also referred to as
corporate food regime, it is supermarkets and large agro-food corporations who hold
most of the power. Food standards became privatized, which consisted in retail
corporations setting their own standards and assure their practices are complying
with such regulations. The structural form of our current food systems, gives power
to a limited number of traders, manufactures and retail corporations. Ago-food
corporations have become more powerful as their access to land, labor and markets
has increased. As McMichael (2005) explains “an agro-industrial supermarket
revolution (…) that relentlessly displace small farmers into an expanding circuit of
casual labor, flexibly employed when employed at all”. Supermarkets have become
reliant on these big agro-exporting plantations and of farmers cooperatives in order
to supply with the demand of fruits and vegetables. However, most smallholder
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farmers are unable to access these supermarkets as suppliers as their production
levels are not high enough to be attractive for the markets. Most smallholder farmers
are unable to organize themselves into cooperatives, which means that smallholder
farmers are often left out and are unable to access the supermarkets losing their
opportunity to reach potential consumers. The standardization of diets also led most
farmers to “increase the production of basic food staple which led to the
marginalization of mixed farming cultures and threatened loss of indigenous
cultivars and knowledge” (Friedmann, 2005).
This situation has pushed producers into creating alternative spaces that
allow them to bypass the hourglass created by food traders and food manufactures
and access potential clients. Such alternative spaces take the form of box schemes,
Community Supported Agriculture and farmers markets. Mercadito Verde is a
farmers market that is trying to fight the current food regime by providing producers
with direct access to consumers. As it has been mentioned throughout this research
project, Mercadito Verde’s first mission is to be a place where local producers can
make themselves and their products known, and where they can sell directly to
consumers. As aforementioned currently six of the active producers at the market
sell some sort of fresh produce. All of these six producers are smallholder producers
who sell different products, which means that their small levels of production makes
them unable to be eligible to become a supplier at a conventional supermarket.
Mercadito Verde provides them with an outlet where the elimination of middlemen
allows producers to obtain a bigger profit from their products. This allows these
smallholder farmers participating at Mercadito Verde to keep working their own land
and not be forced to work as labor force in other farms or outside of agriculture in
order to make an income. At the same time, Mercadito Verde welcomes and
incentivizes the participation of producers who sell local cultivars in an attempt to
promote and protect traditional/regional recipes, although only currently one
producer of prepared meals sells products that would fit into that category (tacos of
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huitlacoche) 15 . Mercadito Verde, as mentioned before, promotes responsible
consumption, and tries to do it through the consuming differently strategy. By this
Mercadito Verde tries to attract consumers into purchasing products at this local
market instead of at a conventional supermarket and contributing to local economy,
which benefits local families instead of big corporations.
Aside of the three food regimes aforementioned, Friedmann in 2005
suggested that a new food regime was emerging called: corporate- environmental
food regime. Big retail corporations are still holding most of the power characterized
this new regime. However, due to environmental, social, and health pressures, these
retail corporations have started to sell “niche” product lines, as long as it is profitable
and the market is growing. This has led to the conventionalization of the words
“organic”, “healthy”, and “natural” at the marketplace. These words are also often
used interchangeably. According to Friedmann (2005), the incorporation of big retail
corporation into the organic and fair trade markets, put pressure on producers in
order for them to be able to comply with the standards set by these companies in all
of the supply chain. This again casts aside small producers, and works against the
original ideology the organic and fair movements had. The words fair trade, organic,
agro-ecological, and healthy are clearly displayed at Mercadito Verde. The wide
variety of products sold there, coming from different producers means different
methods of production that would indicate the market’s decision to include all of
these words. As stated previously organic, healthy and natural are words often used
interchangeably making it difficult for consumers to identify their differences.
However, at Mercadito Verde because consumers interact directly with the producers
and their methods of productions are often discussed, consumers also learn about
the difference between these words and between the products themselves. Mercadito
Verde attempts to create a sustainable food production system that is based on
having food produced in environmentally friendly manners, but also that is
produced locally and fairly which allows a fair distribution and consumption. The
15

Traditional Mexican delicacy: tacos made of fungus that grows on corn.
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fair consumption is based in that prices of products on the market are not premium
prices, which allows people of all income levels to afford them.
7.2 Mexican Farmers Market and Swedish Farmers Market
In 2010 Svenfelt and Carlsson- Kanyama conducted a study in farmers
markets in Stockholm Sweden to try to determine if local food supply took part in
influencing consumers ecological knowledge and the reasons why consumers
decided to participate in those market. The Swedish farmers market explored was a
non-organic market with no extra activities. It was only the purchasing of goods that
took place there. Svenflet et al., (2010), found that the main reason why Swedish
consumers decided to consume at the market came down to the quality of the goods
sold there. Swedish consumers were interested in the freshness and the variety of the
products, which were often difficult to find at the conventional supermarkets. While
consumers showed themselves indifferent to the locality of the products.
Environmental factors although mentioned was not consider an important factor in
Sweden. Nonetheless, this differs from what was found in Mercadito Verde, were
environmental factors were considered one of the main reasons why people prefer
purchasing the local products found at the market.
In the Swedish study, consumers showed dissatisfaction with conventional
supermarkets and did not shop there. In Mexico, both consumers and producers
mentioned that they still shopped at supermarket chains, as the range of products at
Mercadito Verde is insufficient for them to have a proper diet. As in Mercadito Verde,
Swedish consumers feel an appreciation with products being organic, and feel that
this trait makes the food more “real” (In Sweden referred to as “real food” and in
Mexico as “natural food”). In Sweden, some producers had organic or biodynamic
certification, which differs from the case of Mexico where only one producer had a
certification. The trust-based relationships built in Mexico function as a replacement
for the need of such certifications. In Sweden, these relationships serve more as a
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reassurance to the consumer that producers have a sense of responsibility of their
products.
Svenfelt et al., (2010), as in this research project found that the
interactions between consumers and producers were an important factor as to why
people chose to participate in these markets. Learning processes occurred in
different ways in both studies. According to the Swedish study, most interactions
between producers and consumers about the product were mostly about the price,
how to store the product, and how to prepare it. Svenfelt et al. (2010), argue that the
discussion of recipes on how to prepare the food bought at the market might
contribute to healthier diets. The conversations between producers and consumers
regarding the form of production didn’t occur, which limited the ecological
knowledge transmission. Which is why consumers in Sweden consider that their
ecological knowledge has not increased, or slightly increased since shopping at the
market. However, Svenfelt et al., (2010) mentioned that the limited ecological
knowledge that was gained by Swedish participants appeared to be mostly in the
awareness of the seasonality of the products found at the market. The learning
process differs from what was found in my study, were the methods of production
are often discussed with consumers, bringing awareness about nature’s role in food
production and the impact of the production process on the environment. Although
the awareness of seasonality of the products in the Mexican market also occurs, this
was more difficult to witness as some producers have greenhouses, which alters the
seasons in which products can be produced. As in Sweden, in the Mexican market
social learning is present when producers and consumers interact with each other,
but experiential learning also occurs when participants take part of the practical
workshops the market offers. This is different from Sweden where no workshops are
provided and consumers rely on their social interactions to gain ecological
knowledge.
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8. Conclusions
Our current food system has become globalized and societies are becoming
less dependent on their local natural resources. This globalization has led to a
decrease in society’s environmental awareness and understanding of how food
systems operate and relate to nature. The aim of this research was to explore,
through a case study, organic farmers markets’ role in facilitating its participants
with ecological knowledge, environmental awareness, action strategies to solve
environmental problems, and care for all living things.
This research project intended to achieve its research objective through the
following research question: In what ways is ecoliteracy enabled at Mercadito Verde?
This research study found examples of how ecoliteracy is indeed being enabled to
participants at Mercadito Verde through different learning processes while
participants engage in different activities at the market. Ecological knowledge seems
to be transmitted through different learning processes within the market. According
to interviews and observations, it was noticeable that social learning happens
through conversations and interactions between producers and consumers, which
generally include discussing methods of production and their impacts on the
environment. This contribute for consumers to realize the role nature plays in food
production systems, and at the same time how human activities such as food
production can have negative repercussions on nature. This is considered social
learning as consumers learn about the environment from producers sharing their
experiences and ideas (Armitage et al., 2008). An experiential learning process was
observed during the lectures and multiple workshops the market hosted, where
ecological concepts and activities were the central focus. The seasonality of products
at the market also contributes to people’s ecological knowledge as they become
more aware of the products that can be cultivated in the area during each season.
Environmental awareness appears to be transmitted mostly by transformative
learning. Transformative learning process can be associated to the campaigns hosted
by the market. Mercadito Verde’s No Plastic campaign regarding disposable plastic
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bags seems to be influential regarding participants’ behavioral change since
attending the market. As it has been mentioned throughout this research project,
Mercadito Verde has two main missions. The first one is to be a place where local
producers can sell their products, promoting responsible consumption, fair trade
and alternative production. The second mission is to become a center for
environmental education. In an attempt to reach these two missions, Mercadito
Verde has unknowingly been playing a positive role in contributing to not only to
ecological knowledge but to the ecoliteracy of its participants and reconnecting
them with nature through a better understanding of how local food production
operates. Going back to Orr’s (1990) definition of ecoliteracy, “understanding how
people, societies and nature relate to each other and how they might do it
sustainably”, Mercadito Verde gives its consumers a glimpse of how their food is
being produced and the role nature plays in food production. Through this
understanding participants are also made aware of potential repercussions food
production has on the environment. Although the Center for Ecoliteracy developed
the four guiding principles of ecoliteracy to function in an school- educational
system, these same principles can be applied in a “real world scenario” where
education is more informal and in which not only children take part in. These four
guiding principles of ecoliteracy are present at the market, although organizers are
not aware of these principles. Nature is Our Teacher Principle relates to participants
being aware of how food productions relates to nature. The Sustainability is a
Community Practice Principle is present at the market due to the face-to-face
interaction between consumers and producers allowing for trust-based relationships
to develop. The Sustainable Living is rooted in a Deep Knowledge of Place Principle is
also at the market in the lectures Mercadito Verde organized about the protection of
Durango’s green spaces and the protection of the wildlife in those spaces. The
Sustainable World Optimal Learning Environment Principle can be witnessed at the
market when people engage in practical nature- related workshops. Through these
principles and the different activities taking place in Mercadito Verde it can be
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determined that the market is not only promoting environmental awareness, but
moving beyond it and is actually promoting ecoliteracy.
Some sub-questions arose from the main research objective, the first one
being how is responsible consumption approached at Mercadito Verde? Mercadito
Verde’s first mission is to be a place where local producers can sell their products,
promoting responsible consumption, fair trade and alternative production.
Mercadito Verde bypasses the hourglass created by the food traders and food
manufactures by indeed providing a space where smallholder producers, who are
often unable to reach potential clients, can interact and sell directly to consumers.
Thereby allowing producers to circumvent the current food regime and creating a
local food network. Mercadito Verde applies UNEP’s definition of sustainable
consumption of not about consuming less but to consume differently. Sustainable
consumption is promoted at the market as it gives participants the opportunity to
consume differently from what they are used to by engaging in a short food supply
chain instead of shopping at conventional supermarkets. The fact that no
middlemen are involved gives producers a higher profit. Most producers, although
they follow agro-ecological and organic practices do not have certifications, they sell
their products without premium prices, which make the products accessible for
people of all income levels. Marchand and Walker’s (2007) definition of sustainable
consumption is also present at the market when consumers choose to buy products
at Mercadito Verde therefore having positive impacts on the local economy.
Regarding the four initiatives Marchand and Walker (2007) mention about how
people can become “eco-citizens” awareness is the only initiative present at the
market. Roberts (1995) definition of “socially responsible consumers” is present at
the market when consumers after becoming aware of benefits of products decide to
purchase the products based on their social and environmental concerns.
The second sub-question of this research project was how have participants’
attitudes and habits regarding the environment changed since participating at
Mercadito Verde? During the interviews, changes in people’s habits regarding the use
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of plastic was mentioned many times by the market’s participants as their main
behavioral change. Not only have participants become more aware about the use of
plastic packaging in conventional supermarkets, but some have adopted habits such
as carrying their reusable bags to avoid using plastic bags outside the market. It
would appear that thanks to Mercadito Verde’s campaign the increase in the
awareness of plastics’ detrimental effects on the environment has participants
adopting new pro-environmentalist habits. Participants in this research also stated
that their interest in buying local products has increased since participating at
Mercadito Verde, and that even when they shop at conventional supermarkets, they
prioritize regional and national products. After participating at the market some
people showed interest, and even considered it their moral duty, to share the new
awareness gained at Mercadito Verde with people who have never participated in the
market. Throughout this research project Hines and Tomera’s (1986) Model of
Responsible Environmental Behavior and Grob’s (1995) Model of Environmental
Attitudes and Behaviors were used to help identify the different variables that
influence people into adopting more environmentally friendly behaviors.

Both

models share variables between them and prove to be present when interviewing
people regarding their habit change. Knowledge and knowledge of action strategies
of Hines and Tomera’s (1986) model; and the environmental awareness component of
Grob’s (1995) model were variables that could be associated to what participants
mentioned to be influential for them to adopt environmentally friendly behaviors.
However, different components from both models were mentioned as well. Hines
and Tomera’s (1986) Loci of Control variable was present when participants revealed
to have a high perception of the effects their actions have on the environment. From
the same model the variable Personal Responsibility also came into play when
respondents felt a moral obligation towards the environment through their
behaviors. From Grob’s (1995) model the Emotional Component was present when
emotional attachment towards a certain place or towards the environment itself was
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one of the reasons why participants engaged in more environmentally friendly
behaviors.
The third and fourth research sub-questions were the following what
obstacles has Mercadito Verde faced that have prevented its original growth to
continue?; and how has Mercadito Verde adjusted its original philosophy to comply
with societal pressures? The obstacles Mercadito Verde has faced and the reasons for
adjusting their original philosophy go hand in hand. The market has had to adjust to
what society expects from a market and to keep it functioning. The fact that the
market does not have a fixed location and the need to move every few months is the
biggest reason why it has not continued its original growth. Every time the market
moves it loses consumers, which discourages producers to participate. The loss of
producers leads to an increase of fees to remaining participants, which further
contributes to less producers participating. The loss in participants and the need for
the market to meet the rental payment have pushed it into accepting producers that
sell different products from the original vision of the markets. This has led to the
belief that Mercadito Verde has become an artisan market instead of continuing its
food market vision. Some of these new producers do not share the ideology and
philosophy the market has and challenge some of the guidelines the market has like
using plastic and selling products they are not producing themselves.
9. Recommendations and Limitations
This project suggests that more research is needed regarding ecoliteracy in
farmers market where no workshops, events, nor campaigns are held to help
determine if ecoliteracy can be transmitted only by social learning or whether it is
necessary to complement it with both transformative and experiential learning.
Another suggestion for future research this project recommends would be to
implement a market similar to Mercadito Verde in a different city within Mexico to
determine what other factors, such as economic, social, and urban-rural connection
affects the results of a similar research project.
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The limitation of the quantitative results for this research project did not
reveal significant correlation between elements; this might have been because the
questionnaire was too long which may have prompted participants to not respond
truthfully. At the same time, misinterpretation of the questions could have led to
people unwillingly answer wrongfully. Another reason why the questionnaire might
not have worked as expected could be that a bigger sample than the one obtained
(105) was needed and a better distribution between the groups of participants
(producer, consumer and non-participant) was needed. The qualitative part of this
research project was limited due to the fact that when potential producer
interviewees at the market were ask if they were willing to participate they would say
yes but later back down for different reasons. The initial goal for this research
project was to do from 25-30 interviews, but had to settle with 20 after potential
participants cancelled. Although some interviews were indeed cancelled, the
information obtained through conversational interviewing served as a helpful tool to
fill in missing data.
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11. Annex
Annex 1: Questionnaire handed out as part of the quantitative part of this research:
Edad: ______________
Sexo:
F _______ M ______
Nivel Escolar: ________________________________________________________
¿A qué te dedicas? ___________________________________________________
Horas que pasas al aire libre en promedio a la semana (aprox.) ___________________
Parte 1: Opción Múltiple: Selecciona la mejor respuesta:
1. Un ecosistema es:
a) Componentes físicos, químicos, biológicos y sociales capaces de causar efectos directos o
indirectos, en un plazo corto o largo, sobre los seres vivos y las actividades humanas
b) Variedad de formas de vida en el planeta
c) Comunidad de seres vivos cuyos procesos vitales se relacionan entre sí y se desarrollan en función
de los factores físicos de un mismo ambiente
d) Conjunto de condiciones o circunstancias físicas, sociales y económicas, de un lugar, de una
reunión, de una colectividad o de una época

a)
b)
c)
d)

2. ¿Qué modo de transporte es más amigable con el medio ambiente?
Automóvil
Tren
Avión
Bicicleta

a)
b)
c)
d)

3. Ejemplos de gases de efecto invernadero
Nitrógeno y Acetileno
Metano y Dióxido de carbono
Oxigeno y Helio
Hidrogeno y Cloro

4. ¿Qué es el proceso de desertificación?
a) Es un tipo de degradación de la tierra que implica la perdida de productividad biológica causada
por procesos naturales o por actividades humanas
b) Es el resultado de la destrucción de la cobertura vegetal
c) Calentamiento importante del aire o invasión de aire muy caliente, sobre una zona extensa en el
que aparecen temperaturas anormalmente elevadas durante un periodo más o menos prolongado
d) Falta de lluvias durante un período prolongado de tiempo que produce sequedad en los campos y
escasez de agua
5.
a)
b)
c)
d)

Ejemplo de energía renovable:
Eólica
Petróleo
Carbón
Gas natural

Parte 2 De acuerdo o En desacuerdo: Estas de acuerdo con las siguientes declaraciones?
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Las posibles respuestas son: Totalmente de acuerdo (TA), De acuerdo (DA), Ni de acuerdo ni en
desacuerdo (NA), En desacuerdo (ED) y totalmente en desacuerdo (TD)
TA

DA

NA

ED

TD

El cambio climático ha sido exagerado por los medios de
comunicación
Podemos seguir haciendo uso de los recursos naturales como lo
hemos estado haciendo hasta ahora
La naturaleza es capaz de recuperarse de los impactos de las
actividades humanas
Estamos abusando de los recursos naturales
Las plantas y animales tienen el mismo derecho de existir que los
humanos
Desde que participo en el Mercadito Verde he adoptado nuevas
actitudes y hábitos pro-ambientalistas

Parte 3: Que tan seguido has hecho estas actividades en las últimas 4 semanas

Nunca

1-10 veces

11-20 veces

21- 30 veces

Comer frutas y
verduras
Reciclar/ separar
basura
Comer carne
Recolectar /
conservar el agua
Pasar tiempo al
aire libre

Annex 2: Correlation table between Ecoliteracy and Age.
Correlations
Ecoliteracy
Ecoliteracy

Pearson Correlation

Age
1

Sig. (2-tailed)
Age

.144
.145

N

104

104

Pearson Correlation

.144

1

Sig. (2-tailed)

.145

N

104

105
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Annex 3: Correlation table between Ecoliteracy and Gender
Correlations
Ecoliteracy
Ecoliteracy

Pearson Correlation

Gender
1

-.120

Sig. (2-tailed)

.224

N
Gender

104

104

Pearson Correlation

-.120

1

Sig. (2-tailed)

.224

N

104

105

Annex 4: Correlation table between Ecoliteracy and time spent outdoors
Correlations
Horas al aire
Ecoliteracy
Ecoliteracy

Pearson Correlation

libre
1

Sig. (2-tailed)
Horas al aire libre

.121
.223

N

104

104

Pearson Correlation

.121

1

Sig. (2-tailed)
N

.223
104

105
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Annex 5: Program of the activities of the Third Citizen’s Environmental Fair.
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Annex 6: Poster requesting people to bring in their organic waste to Mercadito
Verde.

Annex 7: Map of Durango with Mercadito Verde’s current and past locations
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Annex 8: Photo of two workshops hosted at Mercadito Verde before and during the
data collection of this thesis.
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Annex 9: Poster of the First and Second Citizen’s Environmental Fair, where
Mercadito Verde also participated.
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Annex 10: Poster where is advertise one radio interview where the founder promoted
Mercadito Verde
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