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RESUMEN 
 

The research analyzed the opportunities for innovation in marketplaces. For this, ethnographic observation, SWOT 
analysis, literature review, and semantic network construction were used. These methods revealed that market-
places have innovation opportunities that do not depend exclusively on institutions but also on the community due 
to their high sociocultural value. They are important spaces for the development of informality, have significant 
environmental impacts, and are economic hubs contributing to sustainability in Bogotá D.C. and Acapulco. Addi-
tionally, they are crucial for the food supply of these cities. Finally, it is essential to integrate factors that contribute 
to innovation strategies and institutional action mechanisms, along with citizen participation, to promote sustaina-
bility processes and harness their potential for social innovation. 
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OPORTUNIDADES DE INNOVACIÓN EN LOS MERCADOS 

 
ABSTRACT 

El propósito de la investigación fue analizar las oportunidades de innovación en los mercados. Para ello se utilizó 
la observación etnográfica, el análisis FODA, la revisión de la literatura y la construcción de redes semánticas. 
Estos métodos revelaron que los mercados tienen oportunidades de innovación que no dependen exclusivamente 
de las instituciones, sino también de los ciudadanos debido a su alto valor sociocultural. Son espacios importantes 
para el desarrollo de la informalidad, tienen importantes impactos ambientales y son polos económicos que con-
tribuyen a la sostenibilidad en Bogotá D.C. y Acapulco. Además, son cruciales para el suministro de alimentos de 
estas ciudades. Finalmente, es fundamental integrar factores que contribuyan a las estrategias de innovación y 
mecanismos de acción institucional, junto con la participación ciudadana, para promover procesos de sostenibili-
dad y aprovechar su potencial de innovación social.   
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1. INTRODUCTION 

The objective of this research is to analyze the opportunities for innovation in marketplaces. Currently, Latin 
American cities have marketplaces for the distribution, commercialization, and food supply of the cities; the 
development of commercial activities is an engine of the economy where the rural and urban sectors are inte-
grated. 

 
However, marketplaces do not have high levels of innovation, technification or a circular economy that mini-
mizes the by-products generated by the logistics of raw materials, this lack of innovation in some contexts does 
not facilitate competitiveness. Thus, marketplaces have an opportunity for innovation, because cities are cur-
rently demanding raw materials for sustenance, which is determined by market supply and demand. It should 
be noted that marketplaces are a bridge between rural and urban areas, but they are also very important meet-
ing points where all kinds of activities take place: gastronomic, social, commercial, political, religious, customs, 
etc., as well as other types of activities [1]. It is here where the importance of market places for society lies, in 
the meeting points that take place around them. With the above, this study carefully reviewed, through field 
observation, informal and consensual dialogue with vendors and multiple visits to market places in Colombia 
and Mexico, the opportunities for innovation that these market niches can offer to the cities where they are 
located. The approach to these places infers an imperative need and an improvement of environmental aspects, 
food safety, social aspects such as family and begging, informality, and environmental social responsibility. 
Regarding environmental aspects, one of the problems is the generation of organic solid waste, which is not 
used most of the time and there is no evidence of management of this impact, and another important factor is 
the emission of environmental noise. In terms of food safety, there is inadequate handling and products out-
doors due to the lack of a control and monitoring process for these places.  

 
For the research, a qualitative methodology was used through multi-case data collection through direct obser-
vation and photographic record in the marketplaces. Subsequently, a SWOT analysis was carried out. In the 
analysis of the information, the Atlas ti program was used to analyze the codes in semantic categories. Thus, 
generating a list of environmental impacts observed inside and outside the marketplaces. 

 
1.1 Theoretical basis. Innovation as a strategy: marketplaces are spaces that demand innovation and atten-
tion through governmental, social and citizen strategies, given their sociocultural value. This research is based 
on the contributions of the following authors [2];[3] y [4]  which promote innovation as a strategic model to find 
concrete solutions from three aspects: first, the relationship between public space and informal commerce; 
second, commercial activity as an economic engine for the development of territories; and third, the environ-
mental factor as a key element to promote innovation in marketplaces. According to [5]  innovation is a decision-
making process that involves organizations, companies, the public sector, institutions of power and citizens. 
Trade and economic activities that seek sustainability are in constant dynamization because they have on the 
environment.  

 
Therefore, it is necessary to continuously evaluate actions and strategies to maintain social innovation and 
sustainability through timely actions and a public space capable of addressing them. This is achieved through 
the interaction and dynamics provided by marketplaces at the local and global level, allowing people to appro-
priate them for their benefit [6]. Under the criteria, the innovation processes and opportunities offered by mar-
ketplaces and other organizations are fundamental to support social integration, sustainability, and the produc-
tive chain. This is elemental within an economic development that allows proposing models and solutions for 
problems such as unemployment, marginalization, and informality. In addition, it allows to prospectively address 
the appropriation of space, the transformation of the city and recreation, as well as to build bridges between 
urban and rural areas [7]. 

 
The results of [8] y [9] manage to identify the actors that carry out the commercial activity of the marketplaces 
and the supply process from the productive systems. In this context, supply chains are linked to rural areas, 
which nourishes the agrifood commercial chain in urban areas and contributes to improving the food system in 
cities through the supply of staple products. On the other hand, marketplaces present the opportunity to inno-
vate from the concept of "social innovation". 

 
This implies the management of marketplaces focused on the commercialization model based on a spontane-
ous market relationship, strengthened through relationships of exchange, coexistence, and diverse cultural 
forms. One characteristic of these markets is that traders offer fresh, recently harvested agri-food products. 
[10]. For, [11] y lies an opportunity for social innovation if trade in the marketplaces is attended mainly related 
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to products of the primary sector, which contribute to the production chain and the supply system through the 
sale of fresh products, fundamental for a peasant economy that moves to the city. 

 
The study [12] of evidence informality is an ever-present element; in this sense, informality is defined as those 
labor and commercial processes that operate on the fiscal margin and that do not adhere to regulations, legis-
lation or law. However, it is legitimate because such activities are approved by the social base. 

 
Studies such as those of [13] y [14], suggest that through a scenario analysis, organizational and intersectoral 
challenges become evident, responding to a sustainability model that requires the construction of innovative 
strategies to valorize waste, improve space and reduce noise pollution caused by commercial activity. In addi-
tion, vehicular flow must be improved through an organized vision of the supply chain, one of the major problems 
to be addressed. 
 

2. METHODOLOGY 

The research is in the qualitative paradigm of multi-case type in the cities of Bogota - Colombia and Acapulco 
- Mexico. The cities were chosen because of the relevance of each researcher, given that he/she had greater 
access to these marketplaces. The research focuses its efforts on the integrated analysis of categories that 
emerged from field observation and literature review and dialogue with vendors and managers. 

 
2.1 Multi-case Bogotá Colombia and Acapulco México 

 
Case studies allow an in-depth and detailed analysis of the problem and phenomenon, providing a description 
of the events, facts or occurrences of one or more specific situations that serve to expand or reduce a thematic 
interest [15]  y [16]. 

 
The two cases presented in this research, was born from an interdisciplinary theoretical discussion on innova-
tion and corporate social responsibility; the integration of social, environmental, business and food aspects 
were needed, to address these variables possible scenarios were discussed and the idea of marketplaces 
arose rather than to seek dissimilarities, meeting points were sought between both areas of study, on innovation 
opportunities. In this way, this topic, but in the key of innovation and later through the bibliographic search, a 
theoretical gap was found in the approach to innovation in these areas of study and each researcher took the 
case according to the place of domicile, for this reason the research started from a literature review that is 
further developed in the results. 

 
2.3 Bogotá Colombia case: it was studied due to its importance within the economic development of Colombia, 
previously there was an academic niche within the programs of Environmental and Natural Resources Man-
agement and Business Administration that set the basis for the work on informality in Colombia. 
Market places in the city. In addition, the choice of this study area was based on the researchers' previous 
experiences in research processes that analyzed the city's food production and supply system. 

 
2.4 Acapulco Mexico case: this case was purely exploratory, the lack of previous studies contributed to the 
choice of the Central Market Square and an observation experience of one of the researchers on the behavior 
of citizens in that place, allowed to advance in the delimitation of the study area and the need to look at the 
events that took place in the treated space. 

 
2.5 Data Collection: The collection of information was based on direct observation in the field, field visits and 
a photographic record with the verbal permission of the vendors and the administration of the marketplaces. 
Therefore, it was important to develop the research in three stages and in two different contexts. The first stage 
was the review of databases and the analysis of deductive categories. Second, the field exploration where the 
SWOT matrix and the photographic record were obtained and, finally, the integrated analysis of the information 
obtained from the primary data. 
 
2.6 Analysis of the information: for the analysis of the photographic material, the Atlas, IT software was used 
to perform a deductive coding based on emerging categories. The authors made inferences to interpret the 
codes grouped in semantic categories, which facilitated the understanding of the specific situation of the market 
place in Bogota. Subsequently, the categorical analysis was represented by means of a network map, which 
served to visualize the interconnection between the categories analyzed.The information obtained from the 
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informal dialogues with the vendors was integrated into the network maps. The SWOT information was con-
structed with direct observation in the field and 10 visits to the market place in the city of Acapulco, then it was 
analyzed descriptively with inferences of the researchers about the experience, the information previously ob-
tained in the field and derived in a list of environmental impacts observed inside and outside the market place. 
The following categories are explained (Figure 1): 

 
 
 
 
 
 
 
 
 
 
 
 

 

                               Figure 1. Category of analysis of the literature review. 

 

2.7 Literature review: the literature analysis served to narrow down the problem and make it more complex. 
The concept "Marketplaces", the literature review was conducted during the period 2010-2020, excluding 
books, conferences and documents that were not articles in indexed journals. The categories obtained in the 
review were analyzed deductively. On the other hand, in the literature review, different instruments were ap-
proached such as: Bibliographic manager base such as Mendeley, and through the CRAI (Resource Center for 
Learning and Research) of the University Santo Tomas. Where there is access to: Research tools (Scopus, 
Web of Science, Pivot), specialized resources (VirtualPro, World Politics Review), multidisciplinary resources 
(Sage Journals and Institutional Repository), in addition, electronic libraries and network of open repositories 
such as SciElo, Google Scholar, Redalyc, the Reference, Dialnet were used. 
 

3. RESULTS 

3.1 Commercial Activity:  marketplaces play a key role in linking rural and urban contexts, as they allow the 
population in both areas to have access to necessities, important foods in the population's diet and cultural 
aspects. They are nurtured by peasant producers who offer a wide variety of products that go beyond traditional 
commercial schemes. The commercial activity of the marketplaces not only helps to strengthen the productive 
system. It also helps rural development in the countryside and nourishes the productive chain in the urban area, 
but also contributes to improving the local food system through the supply of staple products. This creates a 
bridge between the two worlds, helping to bring sustainability and economic prosperity to both rural and urban 
areas. 
 
3.2 Innovation in Market Places: marketplaces present the opportunity to promote social innovation and the-

oretical sources (Table 1 y 2). This is the result of the phenomena that occur in these areas, which range from 

large to small. According to the Economic Commission for Latin America and the Caribbean ECLAC, social 

innovation is the process carried out to address new challenges and/or improve traditional processes with the 

participation of different people from the community and beneficiaries. In this sense, social innovation implies 

applying and innovating technology and using the participation and management of human talent.  Productive 

linkages in marketplaces have been established in response to the need to optimize collective efficiency. How-

ever, their expansion and evolution require relevant macroeconomic policies, the identification and exploitation 

of opportunities, as well as the creation of a stable and reliable environment that ensures long-term sustaina-

bility [17] y [18]. 

A broader review on social innovation, learning is part of the development of different actors in society, which 
seeks to solve a social need through social practices that contribute to produce changes in relationships, sys-
tems and structures that result in a socio-technical change [19]. [19].  Likewise, the linkage of human capital 
takes relevance for this social business environment, given the importance given to the construction of social 
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market places.

Management 
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Public space 
and informal 
commerce.

Comercial 
activity.

Environmental 
impacts.
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networks and the actions that occur through cooperation. Social networks are understood as those collective 
structures of communities, based on relationships of trust, reciprocity and cooperation [20]. This relationship of 
networks becomes relevant for the interaction of individuals, which is based on trust, as well as from the accu-
mulated experience that responds as a result to economic benefit This is why social capital and contribute to 
improving human conditions, relationships and community development, improving both individual and collec-
tive capacities in communities [21]  y [22].  

3.3 Marketplace Management: the management of marketplaces focuses on the marketing model is based 
on a spontaneous market relationship, strengthened through relationships of exchange, coexistence, and va-
rious cultural forms. A characteristic of the agri-food products that are marketed is that in many cases they are 
fresh, recently harvested. In general, the population working in marketplaces are older people, they work long 
hours that can range from 12 to 14 hours a day, most of them do not have pension contributions, the health 
system is linked to the Sisbén (System of Identification of Potential Beneficiaries of Social Programs of Colom-
bia) and their remuneration is not in line with the value of the minimum wage in force [23] y [13]. These aspects 
are informality, lack of entry barriers and new marketing models for fresh products. To dimension the scenario, 
it is necessary to delve into three aspects that directly affect the value chain of marketplaces and that, therefore, 
become an opportunity to improve and create value for management. 

It was evident that the analysis of these centers should contribute to rethink their business model, where the 
offer and the value generated by each work unit participate in the creation of a sustainable business. In addition, 
the market has begun to revolve around health over price, so it is important for the management of these centers 
to have financial, marketing, and social welfare decision-making skills. 

The implementation of quality management systems is also important to improve the brand image of these 
marketplaces and to be able to offer high quality products that meet the needs of the markets, while respecting 
environmental care and working conditions. Solid waste management is also a key factor in ensuring the health-
iness of these places. Finally, the orientation to the health of the fresh produce customer and the cultural trace 
around the healthiness of the marketplaces marked their management and the existing results. 

3.4 Public Space and Informal Commerce in Market Places: informality is defined as those processes that 

operate outside the law; according to the International Labor Organization (ILO), the term encompasses all 

forms of paid employment (e.g., both self-employment and salaried employment) that are not registered, regu-

lated, or protected by existing legal or regulatory frameworks, as well as unpaid work performed in income-

generating enterprises. Workers in informality lack formal labor contracts, employment benefits, social security 

coverage, or union representation mechanisms [24]. Other informal activities that are included are those in 

which the products, for example grains, have no label, no origin and are repackaged, as well as for example 

home delivery services, all of which do not generate tax payments, since there is no accounting record and 

therefore the follow-up of the sale is not feasible.   Aspects such as the invasion of external spaces, which is 

considered an invasion of public space for not paying the rent for the spaces assigned inside the plaza, generate 

chaos in the mobility of pedestrians and vehicles and therefore an environmental impact that is not favorable to 

economic activity [25]. 

On the other hand, opportunities were identified in commercial activities that could be taken advantage of by 

customer segments seeking more competitive prices, direct communication, and personalized service. In addi-

tion, there is a preference for products from rural areas that offer quality advantages for buyers. Although the 

exemption of tenure fees for the use of space in the market place allows informal vendors to offer products at 

reduced prices, this advantage is not necessarily reflected in the quality of service or in hygiene and organic 

waste management. These negative aspects may adversely affect the attraction of new potential customers.  

Innovation in informality represents both an opportunity and a challenge. It seeks to generate a more organized 

and controlled environment to provide an improved experience to users.  To this end, the IPES (Institute for 

Solidarity Economy by its Spanish acronym), advanced a project to improve the capacity of traders in different 

marketplaces in Bogota, which aimed to improve conditions and formalize market stalls to ensure the safety, 

health and working conditions of the vendors. [26]. At the same time, the point of view of informal vendors had 

to be considered, as many may feel more comfortable working in the public space rather than in the market-

place. This poses the challenge of striking a balance between the benefits achieved by a formal job and the 

concern for vendors to improve the marketplace as a safe, pleasant space that performs its functions efficiently. 

To this end, appropriate formalization programs are needed to support informal vendors and promote a mar-

ketplace that generates a positive experience for all involved. Such a formalization process would include the 
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creation of zones that are licensed to operate, the design of fair and stable lease contracts, and the implemen-

tation of environmental control measures to ensure safety and order.  

To improve and innovate, it is required that the individuals involved improve their capacities for learning and 

the application of knowledge, to internalize and take them to the application with an interdisciplinary approach. 

This need arises from the complexity of social phenomena, both in their understanding and in the development 

of effective solutions to the problems that arise within the marketplaces. In addition, the participation of a wide 

variety of actors, including commercial agents, traders, housewives, social activists, business leaders and other 

relevant actors, demands a perspective that transcends conventional disciplines[27].  

In order to foster and sustain innovation processes, it is essential to have what [28] called "social capacity". 

This capacity is composed of: 1) technical competence, which is determined by the level of education attained 

and the degree of skills acquired; 2) experience in the organization and management of large-scale enterprises 

or projects; 3) access to financial institutions and the ability to mobilize large-scale capital; 4) honesty and trust 

among the various actors involved; and 5) government stability and effectiveness in the formulation of regula-

tions that support economic development, as well as efficiency in governance. All these elements are funda-

mental to promote social innovation in the current context of social development [29]  y [30]. Finally, the impact 

of these formalization initiatives to improve informality in marketplaces needs to be continuously evaluated 

(Table 1). This involves collecting data about the formalization process, as well as surveying informal vendors 

to get their feedback and better understand how they will benefit from this process. 

 
Table 1. The following table shows a comparison of different theorists of social innovation. 

 
 

Referrals Concepts Reality of the Market Square 

[31]; [32] y [33]  

He described innovation as "creative 
destruction" and made a preliminary dis-
tinction between Invention and  
Innovation. Invention is an idea made 
real, while innovation is an idea made 
real and  
subsequently successfully imple-
mented. 

There are planning processes aimed at im-
proving the conditions of the marketplaces, 
but the merchants feel mistrust towards the 
local government, which prevents their im-
plementation. In addition, the owners are dis-
trustful of outsiders who want to approach 
them to confront any information. 

[34]  y [35]  

Innovation in its most basic form is re-
lated to new processes (forms of organ-
ization and relationships) and results 
that correspond to the social demands 
of the most vulnerable groups not 
served by public institutions or the mar-
ket. 

Routine processes in marketplaces have as 
an advantage the specialization of traders, 
however, they hinder the creation of continu-
ous improvement. These marketplaces have 
people with scarce resources and little train-
ing, making them a focus for the develop-
ment of innovative and socially responsible 
processes, as stipulated by the European 
Commission. 

[36]) y [37]  

Innovation is developed through alli-
ances and networks that allow the mo-
bilization of economic resources and 
knowledge to facilitate the linkage of 
public policy projects. 

In the local case, a  
unilateral process is developed to deter-
mine the parameters of permanence of mer-
chants and oversight of commercial activity; 
however, there are no alliances to promote 
public policy initiatives. 

Source: own elaboration 
Comparison between theoretical references of social innovation and the reality of marketplaces. 

 
 
3.5 Environmental Impact: the findings revealed that the environmental setting in the marketplaces is unfavora-
ble. Several problems were identified, such as the generation of solid urban waste, the presence of noxious 
fauna, odor emissions and a deficiency in environmental culture. The high intensity of the flow of goods and their 
high volume causes an environmental impact that, if not properly managed, could seriously compromise the sus-
tainable future of the area.  
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To mitigate these problems, it is imperative to implement strategies aimed at their eradication. These should in-
clude separation of waste at the source, effective solid waste management and the conditioning of cities with 
strategies and strengthen initiatives aimed at promoting an environmental culture among both residents of the 
area, visitors to the marketplace.  

 
These awareness-raising initiatives, the formulation of a code of conduct to regulate environmental impact, and 
the training of community members to monitor and report environmental problems These measures will help im-
prove the environmental situation in the marketplaces, ensuring sustainable development, the commercial envi-
ronment that is generated and an improvement in waste management contributes to a healthy environment and 
well-being. 

 
The implementation of strategies to raise community awareness, establish a code of conduct for environmental 
regulation, and train members to monitor and report environmental problems is essential. The environmental im-
pacts identified are as follows: 

 

• Solid Waste: Improper management and increased generation of municipal solid waste has adverse effects 

on soil and water quality.  

• Environmental Noise: Increased noise levels can induce stress and cause health problems in the commu-

nity.  

• Atmospheric Emissions: The burning of fossil fuels contributes significantly to air pollution and climate 

change. 

• Odor Emissions: Unpleasant odor emissions deteriorate air quality and affect the well-being of residents.  

• Water Consumption: High water use can lead to depletion of water resources and deterioration of water 

quality. 

• Energy Consumption: Increased energy consumption can increase greenhouse gas emissions. 

• Wastewater: The presence of untreated wastewater can contaminate water bodies and affect aquatic eco-

systems. 

• Thermal Stress: Intensive commercial activities can increase local temperatures, affecting both human 

health and ecosystems. 

• Harmful Fauna: The accumulation of waste can attract harmful fauna, posing risks to public health. 

• Carbon Footprint: Waste generation and resource consumption contribute to the increase of the carbon 

footprint. 

 
These measures will help improve the environmental situation in the marketplaces, ensuring sustainable develop-
ment, the commercial environment that is generated and an improvement in waste management contributes to a 
healthy environment and well-being. 
 
Based on the above, it is crucial that innovation has an impact on the environmental context to optimize the use of 
environmentally friendly packaging, through post-harvest practices that contribute to the presentation of products 
in a way that makes them attractive to consumers. In addition, it is necessary to implement non-formal environmen-
tal education actions to raise awareness among both buyers and sellers about the importance of waste separation. 
In parallel, strategies should be provided for adaptation to climate change, such as the reduction of organic waste 
pollution. It is also imperative to improve infrastructure and cleanliness conditions in marketplaces, guarantee de-
cent working conditions with the corresponding social benefits for workers, and establish collection centers and 
ecological points for the temporary disposal of waste. 
 
These measures would therefore make it possible to reduce food waste in Colombia, especially in Bogotá, thus 
contributing to the achievement of the Sustainable Development Goal of eradicating hunger by 2030. Then, it is 
important to encourage consumers to purchase products from the region, make purchases according to a previously 
established list, store food strategically, serve food portions according to consumer requirements, and recover prod-
ucts that do not meet commercial quality parameters to be delivered to food banks and charitable programs in the 
city [38].  
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3.6 Field Immersion and Approach: after reviewing the relevant literature, a field phase was carried out to dia-
logue with market vendors and plaza managers to learn their perspective regarding innovation and opportunities 
for improvement, as well as to establish the SWOT matrix (Table 2). This generated a comparison between the 
information in the literature and the real situation, which revealed environmental problems and problems of appro-
priation of public space and the lack of organizational structure for decision making. These characteristics make 
marketplaces a scenario of opportunities to improve commercial and business processes, supply chains and the 
management of the environmental impacts associated with these processes.  
 
 

Table 2. SWOT Matrix.  
POSITIVES NEGATIVES 

INTER-
NAL FAC-

TORS 

Strengths Weaknesses 

1. Central location 1. Saturation of merchants 

2. Ease of access 2. Invasion of public space 

3. Fresh and diverse products 3. High environmental contamination 

4. Support to the economy of small produc-
ers 

4. Informal trade practices 

5. Low prices 5. Inadequate food handling practices 
6. Gastronomic center by tradition  6. Lack of business organization 

EXTER-
NAL FAC-
TOR 

Opportunities  Threats 
1. Plans and programs for solid waste 
management. 

Power groups and crime 

2. Implementation of the SSOP (Sanitation 
Standard Operating Procedures). 

2. Infrastructure without maintenance 

3. Management of public space, through 
IPES.  

3. Access to public services 

 
 

Source: own elaboration 
 
 
Internal factors refer to the characteristics or conditions of the market place, such as its organizational structure, 
which includes merchants, administration, and concessionaire. On the other hand, external factors include elements 
or situations that affect current customers, direct and indirect competitors, suppliers, the local mayor's office, and 
the mayor's office of Bogotá, as well as the Public Services Executive Unit (UESP). 

 
The results of the SWOT (Strengths, Weaknesses, Opportunities, Opportunities, and Threats) analysis have re-
vealed several challenges. Consequently, it is imperative to develop plans and programs aimed at minimizing en-
vironmental and health risks in the environment. Standardized Operational Sanitation Programs (POES) are essen-
tial to ensure waste management and final disposal, pest management, drinking water management, and hygienic 
sanitation for food handlers. Infrastructure needs to be upgraded and maintained, given the need to offer gastro-
nomic services and the need for adequate public services that offer wellbeing to visitors.  

 
This has a direct impact on the health of workers and traders, as well as on the safety and food quality of the 
products offered there. Consequently, there is no consumer confidence, and therefore, there is a loss of income 
and food. In addition, it is necessary to improve the social conditions of the homeless population, who are some-
times responsible for collecting or discarding waste in search of food, which impacts on waste management and is 
also part of the insecurity of the environment.  In addition, government institutions are required to implement effec-
tive solutions to address insecurity in the area, creating safety nets that benefit the population without formal em-
ployment. These measures, combined with adequate organizational strengthening, will facilitate the economic, so-
cial, and environmental development of the areas analyzed.  

 
3.7 Within the strategies: this SWOT matrix allows to identify where the competitive advantages and disad-
vantages of the market place are and provides the possibility to generate strategies and tactics focused on four 
main actions:  

 
✓ Offer products at a lower price than the competition.  
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✓ Include added value in the product.  

✓ Generate environmental strategies that minimize the negative impact on the environment, involve mer-

chants, managers and concessionaires and have support groups such as the Special Administrative Unit 

of Public Services (UAESP) and the Institute for Social Economy (IPES).  

✓ Focus commercial activity on the green market, taking advantage of the commercialization of fresh and 

varied products and the use of ecological packaging. 

✓ Define a strategy from the gastronomy network, as a commercial and tourist dynamic. 

3.8 Semantic networks: through the inductive categories, a network map was established between the catego-
ries of analysis. Likewise, the establishment of these categories was used to identify the factors associated with 
the marketplaces and their relevance for innovation. These factors are susceptible to continuous improvements 
that can lead to both social and business innovation processes within these marketplaces. Marketplaces have a 
wide variety of activities despite the informality and other factors associated with such scenarios. Among them, 
the following stand out: the sale of vegetables, fruits, aromatic herbs, and meats (chicken, beef, pork); good light-
ing with wide spaces for the transit of buyers, vendors, and suppliers; and an adequate organization and distribu-
tion of the physical spaces that can be seen both internally (Figure 2). Regarding the distribution of the spaces in 
the market place analyzed, an excellent distribution by sections for the sale of meats, handicraft products, aro-
matic herbs, fruits, and vegetables was evident (Figure 3). 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 2. Map of innovation networks in marketplaces. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3. Map of the distribution of the market place. 
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In the same sense, as shown in the following analysis, the distribution of spaces is directly related to the sale of 
meat, trade, and sale of products, presenting an appropriate distribution and order of products, as well as excellent 
lighting (Figure 4).  The distribution, as can be seen in the relationship generated through Atlas. Ti is given in all 
the topics analyzed, from the sale of meats, sale of handicraft products, sale of aromatic herbs, sale of fruits, sale 
of vegetables, and all these factors oriented to commerce. On the other hand, there is also a direct relationship 
between the distribution of spaces and the transit of people (buyers, sellers, suppliers). At the same time, there is 
excellent illumination of the spaces (Figure 5). 

 
 

Figure 4. Distribution and its relationship with sales and trade. 
 

 
 

 
Figure 5. The Distribution and its Relation to Transit Spaces. 

 

4. THEORETICAL DISCUSSION 

After analyzing the problem, using the information gathered with theoretical references, it was possible to identify 
and discuss key concepts related to social innovation, marketplace management, the importance of public space, 
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environmental impact and the commercial activity developed in these spaces.The analysis of the relevant literature 
made it possible to delimit and deepen the problems studied. The literature review, covering the period from 2010 
to 2020, facilitated the identification of relevant categories, which were analyzed inductively. The concept of "Market 
Places" was examined in detail, revealing that trade in these places is predominantly based on primary sector 
products. These products are crucial in the production chain and supply system, offering a wide range of fresh 
produce, the core of a peasant economy integrated into the urban environment. 
 
As highlighted in the literature review, commercial activity in marketplaces plays a crucial role in food security by 
serving as a bridge of interaction between urban and rural contexts. According to [40], this function facilitates the 
integration of the agricultural productive system into the urban economy, contributing significantly to food sustain-
ability. In this way, marketplaces are consolidated as essential actors in the economic and social structure of any 
society.  

 
However, the growing health orientation and cultural perceptions about the healthiness of marketplaces have had 
a considerable influence on their management and, therefore, on the results obtained. They point out [41]that, 
despite the growing interest in fresh and healthy produce, there is a widespread perception that marketplaces are 
unhygienic environments. This problem is attributed, in part, to inadequate solid waste management, highlighting 
the need to implement functional and operational practices for the proper handling of this waste, from its generation 
to its final disposal. 
 
During the research, it became evident that informality is a persistent element in the marketplaces. This phenom-
enon is defined as those labor and commercial processes that operate outside of fiscal norms, legislation, or official 
regulation. Although these informal activities are recognized and socially accepted, they represent a significant 
challenge for effective market management. For [42] corroborate this observation, noting that not all commercial 
processes within marketplaces are formal. Informality manifests itself both inside and outside these spaces and 
constitutes a relevant problem that requires attention to improve the efficiency and regulation of trade in these 
environments. 
 
Based on the present investigation and within the SWOT analysis, according to [43], [44]  the opportunities are 
promising for marketplaces; the construction of plans, programs and organizational strengthening would be inno-
vation processes quite congruent with the problems found. In the context of marketplaces, where diverse actors 
and commercial activities converge, the implementation of social innovation strategies becomes fundamental to 
address multidimensional challenges. A crucial strategy is the introduction of advanced food safety management 
systems, such as Good Manufacturing Practices. This systematic approach makes it possible to identify, assess 
and control the risks associated with food production and marketing. In marketplaces, the training of traders in 
proper food handling and storage practices, together with the installation of temperature and quality monitoring 
equipment, ensures product safety. In addition, certification of vendors under international standards strengthens 
consumer confidence and ensures a high standard of food safety  [45]. 
 
According to the study by [[46] and the present one, in this same sense, the strengths of the market places resulted 
in central spaces with multiple accesses and high conglomeration capacity; In addition, people arrive easily be-
cause there is access to transportation that connects this place with the city and facilitates vehicular traffic and 
marketing for the purchase of fresh produce, as well as the benefit to small producers, which may include the 
implementation of social support programs, the creation of projects that promote social inclusion, such as the inte-
gration of vulnerable groups in the labor force of the square or the development of support programs for local 
entrepreneurs. The company can collaborate with non-governmental organizations to provide training and oppor-
tunities for these groups. To counteract insecurity in the environment inside and outside marketplaces, it is neces-
sary to implement surveillance systems, strengthen lighting, and improve the design and maintenance of the facil-
ities, all of which contribute to a safer environment. Likewise, the inclusion of pest control measures and the estab-
lishment of security protocols for emergencies ensure safe and efficient operation [47]. Collaboration between local 
authorities and market managers to ensure constant vigilance and rapid intervention in risk situations is essential 
to maintain a safe and healthy environment.   
 
At the environmental level, the implementation of ecological practices that reduce impact, the adoption of biode-
gradable ecological packaging, together with the promotion of waste separation at the source, are effective 
measures to minimize waste generation. The installation of recycling centers and ecological points for the tempo-
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rary disposal of waste, as well as the promotion of an environmental culture among retailers and customers, con-
tribute significantly to the reduction of the ecological footprint, as stated by [[48]48], trade in marketplaces makes 
it easier for consumers to find products in one place.  
 
For [49] the plazas are configured as centers of exchange and trade, prioritizing the exchange of agricultural prod-
ucts and a strong heritage gastronomic heritage. In this study, marketplaces, despite the informality and other 
factors associated with such scenarios, require training programs aimed at traders and employees, to improve 
practices within the square, and empower participants with knowledge applied at the individual and community 
level. 

 
The merchants must pay a lease for their premises or spaces, without this being a competitive advantage over the 
street vendors who are in the surrounding areas and can offer the same products at a lower price. Faced with this 
situation, he responds [50]  the costs of logistics and the profitability obtained do not compensate for the possible 
improvements that should be reflected in their premises. However, it is essential to ensure a safe and healthy 
environment for workers and traders within the market place. This includes the implementation of adequate safety 
measures, such as training in emergency procedures, the provision of personal protective equipment, and the 
creation of occupational health and safety protocols. In addition, the company should promote fair labor practices 
and provide decent working conditions and social benefits to employees.  

 
Finally, [51] propose improving infrastructure conditions to ensure the correct disposal of waste, classifying it ac-
cording to its characteristics. For this research, in addition, the incorporation of innovative technologies can trans-
form the management of the marketplace. For example, the use of digital platforms for waste management, envi-
ronmental monitoring systems and safety improvement applications can increase operational efficiency and reduce 
environmental impact. In addition, food traceability technologies ensure the safety and quality of marketed prod-
ucts.  

 

5. CONCLUSIONES  

According to the objective of the research, it is achieved in a timely manner and the research problem is answered. 
A thorough analysis of commercial activity in marketplaces reveals that these centers play a fundamental role in 
the integration of rural and urban contexts. They facilitate access to basic needs and foodstuffs essential to the 
local diet and preserve significant cultural aspects. In addition, marketplaces present a valuable opportunity for the 
promotion of social innovation, as evidenced by phenomena such as product diversification.  

 
To maximize the potential of these spaces, marketplace management must incorporate advanced financial deci-
sion-making skills. The integration of marketing and social welfare strategies is crucial for organizational strength-
ening and sustained success. Thus, successful marketplace management requires an innovative and adaptive 
approach to maximize opportunities for social innovation, implement quality management systems, make informed 
decisions, and meticulously organize data and results. 

 
In relation to economic sustainability, it is imperative that marketplaces orient their practices towards consumer 
health and adopt effective solid waste management policies. These measures not only contribute to lasting sus-
tainability, but also strengthen the marketplaces' ability to operate efficiently. Initiatives to address environmental 
impacts should include waste separation at source, effective waste management, and urban preparedness with 
appropriate environmental strategies and equipment. It is also essential to reinforce the environmental culture 
among the local population and visitors through awareness campaigns, the creation of an environmental code of 
conduct, and education on monitoring and reporting problems.  

 
Informality, a characteristic feature of the economic model in marketplaces, highlights the need to implement a 
formalization program. This program should guarantee safety, health, and adequate working conditions for ven-
dors. The creation of spaces for dialogue between the company, traders, customers, and other relevant actors will 
facilitate collaboration and joint problem solving, promoting new initiatives, and strengthening the sense of com-
munity and commitment. 

 
In conclusion, the integration of social innovation strategies in the context of marketplaces provides a comprehen-
sive solution to challenges related to food security, environmental impact, and environmental safety. It is essentialto 
balance social innovation with attention to informal vendors to improve the experience of all involved. This com-
prehensive approach will enable sustainable development and ensure a brighter future for these centers of eco-
nomic development. 
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