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Spain

Mercado Nuestra Sefiora de Africa

Market type Covered urban food market;
mixed (fresh food, food service, flowers,
crafts); self-managed by a vendors’
cooperative

Frequency Daily, mornings (6:00—14:00;
Sundays 7:00-14:00)

Location Challenges
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not being continued, and local stallholders are being replaced by newcomers.
Management disagrees on the cause: lack of interest, or fiscal and regulatory

burdens.
e Economic viability of vendors: high self-employment costs and uneven sales
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|CT-Potential Practice Partners

e Expand the market app and home delivery. - Mercado Nuestra Sefiora de Africa Vendors’ Cooperative
e Digital origin labelling to make local products visible. - Universidad de La Laguna (ULL)

e Digital marketing support for vendors, whose use of social
media is uneven.

- ..,
,‘.

. J‘-'

“

AyOres “‘0'; L T |
zide i * " YMercado!Nira. o '

—d | ‘ &'@“& :
ades'de Q == A Senorade Afrlca /

. dlanas ¥ - ./

~

l“
l‘u
‘*..L,.a
-

'
' B
- ll

L . e
.
e
. r
,",

The research leading to these results has received funding from the
Directorate-General for Scientific Research and Technological

Development (DGRSDT), within the PRIMA-Project BLUMI-Med of ﬁ u Universidad
the European Union LA RECOVA de La Laguna
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