
Appendix C:  Survey Results 

PORTLAND MERCADO SURVEY 

BACKGROUND 

An intercept survey to 190 individuals was administered between February 13th and March 15th, 
2011 to track personal skills and abilities, attitudes about shopping preferences, and interest in 
a new Latino public market among Portland-area Latinos.  Additionally the survey served to 
identify community members willing to take a leadership role in forming a new Latino public 
market, heretofore referred as the Mercado.   

Surveys were administered in person at a variety of venues including:  two Mexican-styled flea 
markets in Gresham, adult education and business classes at Mt. Hood Community College, the 
Micro-Mercantes and other programs at Hacienda CDC, a health fair at the Mexican Consulate 
in Portland, and Catholic Charities.  Surveys were conducted in Spanish and English by staff of 
Adelante Planning, Hacienda CDC, and project volunteers, then coded and recorded in English 
by Adelante Planning.   

The survey instrument was adapted by Adelante Planning from previous surveys developed by 
Nathan Teske of Hacienda CDC and the Neighborhood Development Center in Minneapolis, 
MN.  The Local Initiatives Support Coalition (LISC) Commercial Revitalization Planning Guide was 
also used as a reference in developing appropriate survey questions and techniques.   

Open-ended questions, which allow participants to answer casually or in a more conversational 
manner, were employed.  Participants were queried in three main categories; 1)entrepreneurial 
attitudes and assets, 2)consumer habits and shopping perceptions, and 3) interest in an 
authentic Latino Public market, or Mercado, in the Portland region.  Respondents also were 
asked if they would like to be involved further in developing a Mercado through planning, 
organizing, or owning a business. 
 
   

SURVEY FINDINGS 

Survey responses show that substantial interest exists both for shopping at and starting new 
businesses in a Portland area Mercado and supports the general finding that a Mercado could 
successfully fill current gaps in economic and cultural opportunities in the Portland region.  An 
overwhelming majority of respondents expressed an interest in owning a business at a Portland 
Mercado.  Key findings include:   

 The Latino community has the skills and desire to start new businesses.   

 There is a role for addressing common barriers through partnerships.   

 Demand for culturally specific goods and services is strong.   

 Current consumer behavior favors national chains despite this demand. 



 Likely shoppers travel from distances of over ten miles to current Mexican Flea Markets 
in Gresham. 

Community assets identified include a broad range of marketable skills among survey 
respondents including food service, sales, and other professional services, which are 
appropriate for Mercado businesses.   

Respondents showed that there is a strong role for community support in overcoming common 
obstacles to starting a new business.  Partnerships between Latino entrepreneurs and advocacy 
organizations could address barriers to entrepreneurship like financing, business permits and 
licensing, and language, which were strongly identified by survey respondents.   

A role for a Mercado in providing goods and services through local businesses is evident.  While 
survey data show that despite a strong interest in shopping at Latino-oriented businesses, a 
majority of respondents regularly shop at national grocery chains. Price is a key concern for 
shoppers interviewed but a variety of other factors also are critical.  Taken together, factors 
such as the desirability and culturally appropriateness of products fall second to price in 
importance.  Convenience is the third factor of importance in selecting where to shop. Notably 
missing from the current shopping choices available to survey respondents are culturally 
specific fresh and prepared food items.  

 

DETAILED SURVEY RESULTS 

For each survey category the questions posed to participants appear in italics followed by 
respondent statistics. 

SKILLS/ABILITIES 

One purpose of the survey was to develop an asset inventory by understanding the skills and 
abilities of community members.   

What are your skills and abilities? 

Because this question was open-ended, Adelante Planning developed a coding method through 
prevalent themes in participant answers.  All of the responses revealed a total of 39 skills and 
abilities.  To simplify analysis, we aggregated these skills into larger themes including: Food 
Preparation, Education/Youth Related, Construction Trades, Arts/Entertainment/Media, 
Building and Grounds Cleaning/Maintenance, Personal Care/Health, Management/Business, 
Sales and Office-related, and Installation/Repair.  Our decision to aggregate into these themes 
was based on industry groupings from the Bureau of Labor Statistics as well as personal 
judgment.  The response rates listed do not equal 100% due to multiple answers from 
respondents.   
 
 

Of the 140 respondents that answered this question:  



 39% - Food Preparation skills 

 22% - Sales and Office-related skills 

 16% - Management and Business skills 

 14% - Arts, Entertainment, and Media skills 

 11% - Building and Grounds Cleaning and Maintenance skills  

 879% - Education and Youth related skills 

   6% - Construction Trade skills 

   4% - Installation, Maintenance, and Repair skills 

   4% - Personal Care/Health skills 

Have you been paid for those skills and abilities? 

Of the 154 respondents that answered this question: 
 

 55% had not been paid 

 45% had been paid 
 

 

BUSINESS 

The survey was also utilized to understand participant interest in starting a personal business, 
identifying the types of businesses desired, as well as investigating the perceived challenges to 
opening a small business.  Similar to the approach taken with categorizing skills and abilities, 
the types of businesses were aggregated by themes.  Since not all answers were represented in 
the Bureau of Labor Statistics, personal judgment was used to aggregate some of the answers. 

Have you thought of opening a business? 

Of the 136 respondents that answered this question: 

 84% answered yes, they have thought of opening a business 

 13% answered no 

   3% were undecided 

What kind of business would you own? 

Of the 87 respondents that answered this question: 

 70% would open a food preparation related business, primarily a restaurant/café but 
other types included food carts and grocery stores 

 19% are interested in owning service-oriented businesses such as 
landscaping/gardening, cleaning businesses, salons, and childcare 

 11% would like goods related businesses such as a general clothing store, a 
child/maternity store or a quinceñera/wedding store 

 Other interests included artisan goods, auto mechanic, industrial repair, real estate, 
shipping, non-profits, and entertainment-related venues such as a dance club 

What is difficult about opening a business? 



When asked what was difficult about opening a business, participants listed several variables 
therefore the statistics do not equal 100% due to multiple answers.    

Of the 149 respondents that answered this question  

 64% - Financing 

 49% - Permits and licenses 

 40% - Language 

 15% - Citizenship 

   8% - Knowledge or “how to” 

   7% - Government 

 Other answers included advertising/promoting, fear of losing everything, finding a 
location, time, popularity/need, current economy, and education 

 

SHOPPING 

Identifying shopping habits of our participants was also a goal of the survey. In order to assess 
the need for a market as well as drivers for personal shopping preferences we wanted to know 
what types of stores the community frequented and why.  Furthermore, we wanted to know if 
there were certain items, particularly items from their home country, that respondents found 
unavailable in the shops they most frequented.  These questions were intended to gauge the 
necessity for an authentic Latino market that would be able to fill this shopping niche.  Since 
these were open ended questions respondents were able to list multiple responses.  
Percentages reported below indicate the ratio of all surveyed individuals providing a particular 
response and do not equal 100%.  

At which stores do you or members of your household shop? 

Of the 184 that responded: 

 58% - Winco  

 43% - Mexican or Latino stores 

 20% - Wal-Mart  

 17% - Flea markets 

 14% - Big supermarkets 

 11% - Fred Meyer 

   9% - Food-4-Less 

 Other stores listed included Costco, Albertsons and Trader Joe’s 

Why do you shop at these stores? 

Of the 177 that responded: 

 64% - Price 

 15% - Items they liked 

 13% - What they needed 

 12% - Close to public transportation 

 11% - Quality of goods 



 10% - Store is nearby  

   8% - Mexican items available 

   7% - Store has everything they need 

 Other responses included familiarity and good parking 

What items are you unable to find? 

The next two questions on the survey asked participants to list what goods they liked but 
couldn’t find as well as what goods from their home country they are unable to find.  Due to 
the similarity of the questions and overlapping responses the results are combined here.  
Participants listed the following general or specific home-country items as difficult to find: 

 Mexican/Latino brand products 

 Fresh produce 

 Home-country foods  

 Hand-made tortillas 

 Prepared foods  

 Fresh Meats  

 Clothing  

 Other responses included specific foods like spices, cheese, candy, and baked goods, as 
well as medicines, cooking accessories and holiday items 

 

THE MERCADO 

Where should a market be located? 

Of the 81 participants that responded: 

 31% - Near their home (varied between outer SE Portland, Gresham, Vancouver, and 
N/NE Portland) 

 27% - Gresham 

 12% - Where there is a high Latino population 

   6% - Vancouver 

 Other responses included commercial center, NE Portland, near transit, Molalla, 82nd 
Ave., Troutdale, Tualatin, and by the airport 

Do you want to open a business in a new market? 

Of the 142 participants that responded: 

 82% were interested in having a business in the Mercado 

 13% were not interested 

   5% were undecided 

 

CONCLUSIONS AND KEY TAKE AWAYS (maybe in a callout box?) 



Based on survey analysis there is a strong case for organizing a Latino public market in the 
Portland region.  Additional information collected from the survey most commonly 
recommended locations in Outer SE Portland or the Rockwood area of East Portland and West 
Gresham.  Further information should be collected in addressing 15% of the respondents 
concerns regarding citizenship and finding an avenue for their participation or contribution as 
Hacienda CDC moves forward with this community development and economic development 
initiative. 

 

 

 

 

 

 


