
Appendix D:  Community Workshop Report 

 

INTRODUCTION 

On March 26, 2011 Adelante Planning and Hacienda CDC held a community workshop with members of 

the Latino Community at St. Michaels and All Angels Church in the Hollywood District of Portland, 

Oregon.  Community workshop participants were invited after taking part in a month-long survey effort 

conducted by Adelante and Hacienda CDC.  Survey participants that indicated their interest in both 

attending a meeting about a new Public Market and/or being a business owner were specifically 

solicited through phone calls in the weeks prior to engage them and invite them to the meeting.  

Invitations also were extended to students currently enrolled in Hacienda CDC’s Micro-Mercantes class. 

 

The Purpose of the Community Workshop was five-fold:   

1. Stimulate organization and momentum in the community about creating a new Latino Public 

Market in the Portland area 

2. Identify specific business types, goods, and services that should be provided in such a market 

3. Identify site selection criteria for a market 

4. Identify challenges to creating a market for the community and accompanying potential 

solutions 

5. Identify desired ownership structures for a market 

 

MARKET SCENARIO ACTIVITY 

To stimulate organization and momentum in the community as well as to identify specific business 

types, goods and services, Adelante Planning created a hands-on activity in which participants would 

build their own public market.  Thirty-three adult participants broke into small groups of five-eight 

people and worked with a facilitator to come to a consensus on vendor types for the public market.  

Facilitators took notes on strategies discussed and decisions made within  each group.  

 

The activity consisted of a hypothetical market scenario board with 26 empty vendor spaces.  To fill 

these spaces Adelante created four categories of cards: food, goods, services, and site amenities.  These 

four categories consisted of over 40 different use-types (See Table 1). Each group was tasked to create a 

market from a consumer perspective and to choose from the available uses to fill in the 26 spaces.  

Additionally, each group was given blank cards to add their own ideas for businesses, goods, or services.  

Each market scenario board also included spaces outside the internal market space for three site 

amenities to help us determine criteria for the site selection process. 

  

 

 



Table 1: Card Categories and Breakdown by Type 

Food Goods Services Site Amenities 
 Bakery  Grocery Store  Herbalist/ Traditional Medicine  Cultural Center 

 Cake/Pastry Shop  Shoe Store  Photographer/Videographer  Farmer’s Market 

 Fruits and Vegetables  Jewelry Store (two 
total) 

 Computer Repair/Store  Near Public Transit 

 Butcher  Bridal Store  Hairdresser/Barber  Near Parks 

 Ice Cream Shop  Quinceañera    Alterations/Tailor  Food Carts 

 Candy Store  Clothing Store (two 
total) 

 Auto Repair/Detailing  Parking Lot 

 Restaurants (six total)  Furniture Store  Clinic  Street Parking 
  Leather Goods  Dentist  Near City Center 
  Artisans (four total)  Chiropractic Services  Near event space 
  Florist  Pharmacy  

  Bookstore  Massage/Acupuncture  

  Music Store  Insurance Broker  

  Electronics Store  Tax Preparation  

  Cell Phone Store  Bank  

  Party Goods Store  Translation Services  

  Religious Store  Employment Center  

  Nutritional Store   

 

 

MARKET SCENARIO RESULTS 

Through a comparison analysis of each group market scenario, Adelante was able to determine 

occurring trends.  Out of the five groups, only one group chose a service oriented market, while the 

other four groups chose to create a market consisting primarily of food and goods.   The following 

results exhibit the preferred vendor choices among the five groups. 

 

Predominant Vendors  

All five groups agreed that these types of stores/services should be in a market: 

 Cultural Center 

 Restaurants – groups chose from one up to five restaurants with a variety of food types 

 Butcher 

 Florist 

 Herbalist/Traditional Medicine 

 Computer Repair 

 Hairdresser/Barber 

 Site has a parking lot 

 Site is near public transportation 

 

Four out of five groups agreed that these types of stores/services should be in a market: 



 Artisans – groups chose from one to two artisan spaces with a variety of handicraft types 

 Fresh fruits and vegetables 

 Ice cream store 

 Candy store 

 Cake/Pastry shop 

 Shoe store 

 Jewelry store 

 Cell phone store 

 Party store 

 Nutritional store 

 Religious goods 

 Photography/Videographer 

 ATM 

 

Three out of five groups agreed that these types of stores/services should be in a market: 

 Super Market – groceries 

 Bakery 

 Clothing store 

 Quinceañera/Sweet 15 store 

 Leather goods 

 Music store 

 Electronics store 

 Alterations 

 Pharmacy 

 

A Variety of Restaurants 

Each group was given six generic restaurant cards and the opportunity to write in what type of 

restaurants should be in the market.  The groups suggested the following types:  

 Mexican 

 Salvadorian 

 Venezuelan 

 Variety 

 Familiar 

 Breakfast 

 For youth – with music 

 Specific cultural foods – tamales, quesadillas, tortas, cemitas 

 

A Variety of Artisans 



Each group was given four generic artisan cards and the opportunity to write in what type of artisan 

crafts should be in the market.  The groups suggested the following types: 

 International goods 

 Jewelry 

 Clothes 

 Gifts 

 Religious Goods 

 Pictures/Art 

 Barro 

 

User-Generated Additions 

Each group was given eight blank cards in which they could write in businesses, goods and services that 

were not represented on the pre-made cards.  The groups suggested the following: 

 4 of 5 groups added ATMs  

 2 of 5 groups added bathrooms 

 2 of 5 groups integrated a place specifically for youth – parties/social salon 

 2 of 5 groups added a tortilleria  

 

Suggested Vendor Combinations 

Although each group was given a market scenario with only 26 vendor spaces, it is clear that the groups 

were unsatisfied with the scenario constraints as the end result were markets with more than 26 

businesses.  This was demonstrated by adding more vendors than spaces available and also through 

combining certain goods and services into a single shared vendor space.   The following vendor 

combinations appeared more than once: 

 3 groups:  Candy Store & Party Store 

 3 groups:  Bakery & Cake / Pastry Shop 

 2 groups:  Butcher & Fish Market  

 2 groups:  Herbalist/Traditional Medicine & Nutritional Store  

 2 groups:  Bridal Store & Quinceañera   

 2 groups:  Shoe Store & Leather Goods 

 Other combinations worth noting included: 

o Computer Repair & Electronics Store 

o Cell Phone Store & Electronics Store 

o Nutritional Store & Religious Goods 

 

Market Arrangement 

Each group was asked to think as customers about the placement of the vendor types within the market.  

For instance, the groups were to consider where vendors should be located spatially within the market 



such as what they would like to see when they first enter the market.  This exercise produced varying 

results among the groups and each market had a unique arrangement of goods and services. 

 

The group that decided upon more service based uses placed the clinic, bank, and employment center at 

the entrance of the market followed by other services such as tax preparation, barber/hairdresser, and 

computer repair store.  Restaurants and stores carrying specialty foods were located in the rear.  Similar 

to the service-oriented group, one group chose to place restaurants and specialty food stores toward 

the rear but goods and services were mixed throughout.  Another group took an opposing approach, 

and placed restaurants and specialty food stores at the front of the market, goods in the center, and 

services toward the rear.  Two groups placed the cultural center in the front of the market, two in the 

center, and one group suggested that the cultural center be a separate space on the outside of the 

market.  All four groups wanting an ATM placed this service at the front of the market.  

 

CONVERSATIONS AT THE TABLE 

During the activity, facilitators recorded suggestions from participants about the physical layout of the 

market and why certain stores should be included.  These are ideas that could not be captured on the 

game board but are also important as they highlight community engagement and can serve as a 

barometer for potential organizers as the market project moves forward. 

 

Physical Layout Suggestions 

 Market should be a variety of stores, placing similar stores together 

 Market could have two floors  

o 1st floor - food and goods, 2nd floor – services 

o 1st floor – goods and services, 2nd floor – library or bookstore 

 Place the restaurants in rear of market 

 Have most ‘attractive’ businesses in front 

 Place services in front 

 ATMs throughout 

 Underground parking 

 The Cultural Center located in front or as an addition / extension outside the market 

 An area for smaller, freestanding artisan booths 

 Kiosks of food located near an open area for music and/or entertainment 

 Auto repair/detailing should be located as an extension outside of market  

 

 Desired products and services 

 A resource center that combines tax preparation, employment, and legal services 

 A space that can be rented for parties and available until 4 a.m.  

 A space for youth - under 18 with no alcohol 

 A Cultural Center that serves as a community center, offering classes on crafts, dance, exercise, 

group meetings, and other events 



 

 

 

BARRIERS, SOLUTIONS, AND OWNERSHIP 

After the individual activity session, the groups shared their completed market scenarios with the larger 

forum and then regrouped with the facilitators to discuss barriers to a market, possible solutions to 

overcome those barriers and market ownership structures.  The following bullet points highlight the 

main themes from the groups collectively. 

 

Barriers 

 Financing 

 Obtaining low interest loans 

 Obtaining trusted banking services 

 Procuring equipment 

 Importing goods 

 Permits and Licensing 

 How to attract clients 

 Effective business administration 

 Language 

 Social Security Numbers / Papers 

 

Potential Solutions 

 Assistance with business plans and writing business proposals 

 Hacienda builds work-force capacity 

 More education (English, Business English, Business Administration, Computer Literacy) 

 Financial support / backing from an entity (Hacienda? Banks? Investors?) 

 Organize partnerships with financial institutions 

 Create a Mercado savings account (pooled accounts) 

 

Ownership 

 People owned – cooperative model 

 An external organization created to manage 

 Own your own space, share the commons area (condo) 

 Create a committee that is in charge of making decisions overall in the best interest of the 

Mercado 

o There should be rules and regulations to Mercado “membership” 

 Hacienda is initial owner - people get opportunity over time to purchase a part of the market 

and eventually it would be a full cooperative 



 Big need no matter what for a board of directors that would vote on which businesses are in the 

market, oversee operations, events, etc.  

 

 

NAMES 

At the end of the session, groups brainstormed some ideas for market names.  Real market naming 

should come through the development process with the community advisory committee as the project 

moves forward, but a good list has been generated for ideas.  The groups suggested the following: 

 Granjeros      

 Mercado Latino 

 Sol 

 Mercado Latino Americano 

 Centro Cultural y Mercado Latino 

 El Triunfo 

 Union Latino 

 La Victoria 

 Plaza America 

 Plaza Latina 

 Plaza Hacienda 

 Plaza Los Heroes 

 Plaza Cinco de Mayo 

 Plaza Revolucion 

 


