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ABSTRACT

Ferias are an important part of the agricultural
marketing system in Costa Rica. Ferias are open-air, but
regulated, markets which occur every weekend. The feria
offers small and middle-scale producers the opportunity to
sell directly to urban consumers and, at the same time,
exposes them to urban culture and services.

The major objective of this research is to analyze and
evaluate the role of the Costa Rican government in this
regulated and controlled market activity. Ferias at different
cities have been functioning for more than a decade without
a true evaluation of their impact on producers.

Four ferias were selected for study as examples of the
feria system: the ferias of Zapote, Desamparados and Plaza
Viquez, from the largest urban area, and San Isidro from the
countryside. Two questionnaires were developed. The first
was administered to producers and the second to government
authorities responsible for administration, regulation, and
control of the producer ferias. One hundred and fifty small-
scale farmers and ten authorities were surveyed in October
1990.

The results show that although from a general point of
view the ferias have been successful, producers and
authorities agree that they face several problems. Lack of

services and transportation are the major problems according
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to producers, and violations of feria regulations, shared
responsibilities between different agencies, and 1lack of
personnel are the principal problems from the perspective of
government officials. Ferias may become stagnated Dbecause
they are organized from an old and weak set of regulations.
A restructuring of the organizational framework of the feria
is proposed to avoid the disappearance of small farmers from
the ferias, and to avoid the evolution of producer ferias to

free markets.
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CHAPTER I

INTRODUCTION

The Marketing Process

The role of the Costa Rican government in the marketing
of agricultural goods for domestic consumption is the problem
under study in this research. Marketing is the process
through which agricultural products move from producers to
consumers. This may occur directly between producers and
consumers or indirectly through middlemen. In the marketing
process, commodities are often modified to a greater or lesser
extent. As part of marketing, for example, goods may be
washed, classified, ©packed, packaged, refrigerated and
transported. Each of these steps adds to the price charged to
consumers.

Creation of a marketing system requires much capital,
time and technology. In the first markets, producers dealt
directly with consumers. Later, with the development of
towns, merchants began to serve as middlemen betﬁeen producers
and consumers (Villalobos, 1983). According to Mendoza
(1980), markets where producers sell directly to consumers

tend to disappear as economies become more advanced.



Costa Rica has an agriculturally based economy, thus its
agricultural interests could be expected to be promoted by
governmental policies and actions. Since the beginning of the
present century, the government of Costa Rica has Dbeen
interested in improving the marketing of farm products for
domestic consumption (Estrada, 1981). After several attempts,
the state created a special program called "the producer
feria™ which is a periodic market. These markets were created
in the 1970’s to link small farmers into the marketing system.
Analyzing Costa Rica’s periodic feria markets is interesting
for three reasons: (1) they were created to be regulated, (2)
they have not been studied as well as export markets, and (3)
their effectiveness has not been formally evaluated. The few
evaluations done by the Ministry of Agriculture (MAG)are
oriented toward consumers (MAG, 1980, 1984, 1986), and it 1is
not evident that current government policies and efforts are
meeting the needs of either producers or consumers.
Marketing of fresh produce at the national level, as well as
at the regional level, appears to be characterized by a lack
of balanced participation and <capitalization Dbetween
producers, transporters, wholesalers, retailers, and
consumers. Furthermore, there are many conflicts such as a
duality of functions between the different governmental
institutions that deal with issues of production, marketing
and consumption of agricultural commodities.

The main objectives of this study are to gain a clear



understanding of the marketing of agricultural goods for
domestic consumption through the feria system and to analyze
the impact of the Costa Rican government on the process. The
study focuses on two main groups: (1) small farmers who sell
at the open markets of the cities of San José and San Isidro
and (2) government agencies that play a role in regulating
these markets. Preliminary research was conducted in 1984
and was followed by an informal field study in 1988. After
the preliminary study, it was decided to conduct a study
different from those completed by the MAG. In contrast to
MAG’s emphasis on urban consumers, this analysis focuses on
the role of the state and its impact on marketing the fresh
produce of small farmers. Because there was not enough
information available about the role of the state and its
effect on marketing of farm products for domestic consumption,
it was necessary to conduct a field trip to Costa Rica in

October, 1990, to gather primary data.

Agricultural Marketing in Latin America

Lack of commercialization of agriculture is one of the
major problems facing almost all Latin American societies.
Mendoza (1980) says that while Latin American countries have
made great efforts to increase and improve agricultural
production, their neglect of marketing has delayed

modernization of and efficiency in the agricultural sector.



According to Estrada (1981), developing countries have
two categories of marketing farm products: unprogressive and
advanced. Unprogressive, or traditional markets, result from
imperfect competition and an imperfect system of marketing.
They respond only to local demand by consumers with low
incomes or low educational levels. Advanced market systems,
on the other hand, have modern commercial structures,
including marketing services such as classification, packing,
and refrigeration.

Agriculture in Latin American countries may be divided
into two subsystems. First, goods produced primarily for
export are raised mostly by large farmers. Second,
agricultural goods for domestic consumption are grown
primarily by small producers. Small farmers face problems of
small land holdings, limited access to loans, inefficient
technology, an inadequate marketing system and lack of
transportation. Latin American countries have made great
efforts to modernize agriculture, but benefits have gone
primarily to large commercial farmers while small producers
remain backward and underfinanced (Gonzdlez et al, 1970;
Shwedel, 1977; Mendoza, 1980; Villalobos, 1983).

Marketing of vegetables and fruit for domestic
consumption has received little study by scholars from Latin
America. There are several studies (Smith, 1974;

Beals, 1975; Escuiles,1977; Frigerio, 1977; Universidad de

Carolina del Norte, 1977; Del Campo, 1979; Villasuso, 1982;




Vermeer, 1990) about the marketing of grains and milk, and
others on marketing of export products such as coffee,
tobacco, bananas, and sugarcane, but only a few (Centeno,
1980; Covarrubias, 1984; Vedova and Cordero, 1984;
Calderon, 1984; Escuiles, 1985; Stadel and Moya, 1988) on the
marketing of vegetables and fruit. According to Villasuso
(1979), vegetables and fruits produced by small farmers are
not export products; they are not as essential to the diet as
grains, beans and meat; and they are produced by small farmers
whose political and economic power is insignificant. These
are three major reasons for the lack of study in this area of
production.

In developing economies, middlemen are perceived as
negative elements of the marketing process because they appear
to increase marketing margins (Villalobos, 1983). Although
some countries, for example, Costa Rica, have attempted to
diminish their importance (Costa Rica, 1984), middlemen are
key people in the marketing process. Vegetables, fruit and
roots crops still are marketed by a traditional system that
involves several agents or middlemen. Although it is possible
to find producers at periodic markets, markets are dominated
by different categories of traders who go to rural areas to
buy food crops for sale at market locations kSmith, 1974-75) .
The consequences of using middlemen in the marketing process
are that through their need to make profits they drive up

costs of products to consumers without increasing profits for



farmers Miranda, 1976). Middlemen do play an important role
in those areas where there are no periodic markets or where
producers are not interested in engaging in retail sales
Stadel and Moya (1988), working in Ambato, Ecuador, found four
distinct classes of merchants controling sales of fruit and
vegetables: mobile large merchants, stationary large
merchants, stationary small merchants and mobile small
merchants. Small producers throughout Latin America are
generally affected by these merchants because they have
economic, social and political power as well as wide knowledge
in strategies of selling (Krants, 1979).

Although small landholdings, called by CEPAL (1984)
"peasant economies," are basically units of production for
family consumption, they are very important since they also
supply more than 40 percent of the total farm products for
national consumption in Latin America (Lépez, 1982), and 60%
of the basic grains in Central America (Gabuardi, 1975).
According to CEPAL (1984), 39 percent of the farms in Latin
America are units of less than two hectares, and in some
countries, such as El1 Salwvador and Jamaica, 75 percent of the
farms are less than two hectares in size.

Small producers face problems such as low income; low
productivity; high costs of production; transportation; lack
of knowledge about supply, demand and prices; 1lack of
production and marketing technology; necessity of selling

produce in a hurry because of seasonality, elasticity of



supply and demand of perishable produce; and unfair
distribution of marketing margins (Escuiles, 1983; Villasuso,
1986). Generally, producers see the market as a threatening
activity, where those who participate take risks. The fact
that producers are not familiar with the market system makes
them prefer to sell their production to merchants instead of
taking a chance on direct commercialization (IFAM, 1986).
They do not conceive of farming activities as a source of
wealth; in contrast, middlemen look for wealth and then take
advantage of any opportunity to get it.

Generally, since small producers have limited access to
cash, middlemen take advantage of that fact by giving them
money when they need it. In this way, farmers become indebted
to middlemen to sell their harvest and often live one harvest
behind. In other words, when the harvest is ready, a good
part of it, if not all, belongs to the trader who gave the
farmer money when he needed it. Krants (1979) called this
"extension of cash-loan and credits."™ In rural areas, cash
between harvests 1is very scarce and there are very few
opportunities to borrow from banking institutions because of
high interest rates and a lack of collateral. Sometimes
traders give farmers cash in advance, besides giving them
information about harvests and prices.

Regarding the passive role played by small farmers in the
marketing system, CEPAL (1984) established that it is very

difficult for peasants to participate directly in the sale of




their produce because there is a complex and sophisticated
system of marketing, and because they need to spend all of
their time in farming. Marketing activities, such as
transport, selection, storage and selling, take time which
farmers need for working the land.

When the inflationary process accelerated in Latin
America about two decades ago, most of the countries
concentrated their economic interests in agriculture to
increase export income and to decrease their dependence on
forein suppliers for basic foods. Marketing of perishable
agricultural products was of little interest to Latin American
governments. Ecuador, for example, at this time, encouraged
vegetable and fruit markets to regulate their own activities
(Mifio, 1986). The role of the state was only to inform about
prices and conditions. In other countries, such as Mexico,
the state intervened only to require that prices paid by
merchants were enough to avoid bankrupting small farmers, but
this regulation was only to protect the producers of basic
grains (Haag, 1979). According to Haag, marketing of fruit
and vegetables in Mexico continues under the control of
traders. Another example of improving the marketing system is
where producers sell directly to retailers at the municipal
market, as occurs in Matagalpa, Nicaragua XEscuiles,1985).
Governments generally encourage the establishment of periodic
markets to give small farmers the opportunity to increase

their income, but for various reasons, including the lack of



transportation and knowledge about marketing systems, only a
few small farmers can reach the market.

Latin American countries generally have not followed any
overall strategy in the marketing of farm products.
Governments, through development plans, establish partial
measures to improve the system. For example, some have built
physical structures such as silos and cellars to store grains
(Haag, 1979). Others, through state agencies, have regulated
the buying, storage, transportation and selling of some basic
products. Latin American countries have relegated to second
place the marketing of agricultural products (Harrison, et al.
1976; Shwedel, 1977). 1In general, it appears that most of the
governments have encouraged partial solutions, such as
organizing producers into cooperatives, or organizing small
retailers to buy goods directly from producers, to avoid
profit-taking by middlemen. The installation of small centers
for storage, and the construction of wholesale markets, are
other measures taken to reduce the problem of marketing
(Miranda, 1986). While all of the former sclutions may help,
they are legislated only at the 1local level. They are
individual actions accomplished by 1local municipalities

(Mendoza, 1980).



CHAPTER II

COSTA RICA, ITS AGRICULTURE AND AGRICULTURAL MARKETING

Physical Features

To understand the process of marketing fresh farm
produce in Costa Rica, and its problems, it is necessary to be
familiar with general characteristics of the country. Costa
Rica, 1long recognized as a welfare state and for its
democracy, 1is located in the southern part of the Central
American Isthmus enclosed by the Caribbean Sea to the east and
the Pacific Ocean to the west; specifically, Dbetween
Nicaragua to the north and Panama to the southeast (Figure 1).
Its social and political stability, together with great
geographical diversity, have made this small (51,022 square
kilometers) tropical country an attractive place for scholars
of different fields to study.

Hall (1981) described Costa Rican physical environments:

... The country lies entirely within the tropics,

between 8 and 11 degrees north of the equator. Given

this isthmian location and small latitudinal range, its
physical environment would be relatively homogeneous
were it not for the great complexity of surface
landform. Geologically young and active, Costa Rica 1is
traversed by rugged cordilleras, some of which have

active and animated volcanoes. The four mountain ranges
that run northwest to southwest, modify climate and

vegetation to produce an ecological diversity peculiar
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to the world's tropical, mountainous regions, where
elevation and aspects are responsible for much more
rapid, and qualitatively different, environmental
changes than those associated with variation in
latitude. Less than one hundred kilometers separate
hot, humid, coastal lowlands, once covered with dense
forest, from cold, bleak, mountain summits that support
only a thin, scrubby vegetation. Costa Rica

therefore contains a complex ecological mosaic and a
wide range of natural resources.

NICARAGUA!

PANAMA

Figure 1. Map of Costa Rica

.

Although Costa Rica lies within the tropics, climatic
variability is one of its major characteristics. Mountains,
slopes and its isthmus position are the principal elements

responsible for the great variety of microclimates. With the

11




exception of lowlands in the north, the Caribbean coast and
the Osa peninsula, where rain falls all year around, the
country has two very well-defined seasons. The dry season
extends from December to April and the wet season from May to
November. Throughout the country, temperatures vary primarily
with elevation. Seasonal variations are minimal, averaging
two to three degrees celsius between the warmest and the
coolest months.

Because Costa Rica has been a bridge between North and
South America in the process of dispersion of animals and
plants, its flora and fauna are remarkably varied and include
North American, South American and endemic species (Hall
19895). Flora range from abundant selva in coastal regions
which receive rainfall all year around to pdramos on the
highest mountains. A great variety of mountain forests lie in
between.

Agricultural land is the country’s greatest natural
resource. Agriculture has been the basic element of Costa
Rican development and the largest employer, with 28 percent of
the total employment (AID, 1982). Agricultural products
represent 74 percent of the total exports by value (AID,
1982). Coffee, bananas, beef, sugarcane, and cacao are the
most important exports. Rice, <corn, beans, sorghum,
vegetables and fruit are produced only for national
consumption. Costa Rica must import all wheat and wheat

products. Export crops as well as cereals and grains are
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produced on large farms, except for coffe, which is produced
on both large and small farms. Small farmers make a living
from coffee, root crops, vegetables and fruit. Dispite
increased manufacturing, agriculture, including livestock,
remains the major source of revenue (DGES, 1984). Economic
study has recently shown that today more than ever the
agricultural sector plays a key role in the progress of the
country (Vermeer, 1990).

According to DGES (1984), the farming system can be
grouped in three categories: Small holdings (less than 50
hectares) 61.7 percent, intermediate farms (between 50 and 100
hectares) 27.9 percent, and large farms (more than 100
hectares) 12.4 percent. Small and midium-scale farmers, in
general, depend for their living on coffee and food crops with
the exception of rice. Lack of specialization and poor
technology are common characteristic of small and midium-scale
landholdings.

The wide variety of climates allows cultivation of a
range of products, including traditional crops for export and
food crops for domestic consumption. As a consequence of
Costa Rica’s need to enlarge its sources of revenue since the
1980’s, production of nontraditional tropical crops such as
coconuts, macadamia nuts, melons and pineapples has increased
(Vermeer, 1990). Cattle raising is the principal livestock

activity (Hall, 1981).
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Marketing of Farm Products in Costa Rica

The Costa Rican system of marketing farm products shares
many characteristics with agricultural markets in other pre-
industrial societies. Costa Rican markets are places where
traders, retailers, consumers and, sometimes, producers meet
to establish social and economic relations of interchange
(Figure 2). Understanding the characteristics of food
marketing in Costa Rica provides a basis for evaluating the
role of the state in the feria. Agriculture and marketing
services have not had parallel development. While Costa Rican
agriculture appears to have an acceptable growth rate, the
domestic food marketing system is characterized by lack of
basic services. Villalobos (1983) states that the marketing
of farm products has improved in terms of the technologies of
selecting, packaging, transporting and refrigerating the
products, but only for those products that are exported. The
buying and selling of fresh products for national consumption
is still traditional, without modern technology, except for
vegetables and fruit sold at the largest supermarkets where
they are handled with modern technology. Poverty in marketing
services is in part demand derived, and appears to be a direct
consequence of the low income of a large sector of Costa Rican
population. These consumers do not care about appearance,
packaging or other market services; they care only about low

prices. Those who would pay for market services are not
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numerous enough to demand expansion or modernization of them
(Villasuso, 1982). The inability of consumers to pay for
marketing services means that they must substitute their own
efforts for those of marketing service providers.

Another characteristic of the marketing of farm products
in Costa Rica is the extreme centralization of all market
activities and the concentration of buying power in San José
and other large urban areas in the central part of the
country. Alajuela, Heredia, Cartago, and especially San José,
are the most important cities in terms of commercial
activities. Specialized markets also have been developed.
These include the Cattle Market in Alajuela, and the Potato
Market in Cartago. San José is the major center for buying
and selling beans, grains, vegetables, root crops, and fruits.
The market function of San José 1is strengthened by its
favorable location and its hegemonic power of being the
national capital. In addition, San José and surrounding
cities have the largest population as well as the population
with the highest income. The central part of the country has
excellent transportation links with the whole territory, and
is connected with the principal agricultural region by paved
roads. San José receives products from all around the
country, in part due to the lack of regional markets.
Producers generally sell agricultural harvests directly or
through several categories of middlemen. Retaillers in any

region of the territory are supplied by merchants from San

16




José (Miranda, 1976).

Types of Products

Marketing of food products in Costa Rica may be grouped
in four different units:
1. Products traditionally exported.
2. Pew export products.
3. Staple beans and grains.

4, Perishable products.

Products Traditionally Exported

Traditional products for export are coffee, bananas,
tobacco and sugar. Marketing of these commodities depends on
well-organized agencies. The high quality of export marketing
services results from the need to comply with agreements and

to compete with trans-national enterprises.

New Export Products

This second category was established through the effort
of President Arias (1986-1990) as part of a plan to diversify
the Costa Rican economy (Vermeer, 1990). During the Arias
administration there was a major effort to market non-
traditional export crops overseas. These non-traditional
products include fruit, some tropical vegetables, and nuts

which have found good market opportunities in U.S. cities and

17



European nations with large Latin American populations

(Vermeer, 1990).

Staple Beans and Grains

Staple beans and grains, the third group of farm products
marketed in Costa Rica, are not for export; they are only for
national consumption. Marketing of grains is exclusively the
responsibility of the National Board of Production (CNP). The
CNP is responsible for the organization and development of

basic grains marketing in the country.

Perishable Products

Perishable products represent a fourth group of farm
products. This is the market unit which faces the most serious
problems (Vedova and Cordero, 1984). As a result, it is the
unit of interest in this study.

In general, the sale of vegetables, fruit and root crops
can be grouped into three categories according to the types of
structure used by vendors (Stadel and Moya, 1988). Enclosed
market buildings represent the first category. Semi-enclosed
markets such as CENADA and the Wholesale Market, and open-air
periodic markets known in Costa Rica as ferias are the other
two major sales outlets for perishable goods.

Enclosed market buildings include the municipal markets
located in almost every city around the country. Within Costa

Rica, the most important are the Mercado Central and Mercado
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Borbon, both in San José city. These markets are as old as
the cities in which they are located. They were built by
local governments. Municipalities rent small and individual
lots monthly to retailers (minoristas). Most (enclosed)
municipal markets specialize in the sale of fruit, vegetables
and meat. All produce is fresh, and there is no packing or
refrigeration except for meats. The markets are traditional,
without modern market services; retailers sell as they did 50
years ago. 1In addition to fresh produce, some prepared foods,
grocery items and a variety of non-food items are sold in
these markets. Retailers receive their supplies from truckers
and middlemen who are based in the CENADA and the Wholesale
Market (Mercado de mayoreo) in San José.

Semi-enclosed markets are roofed structures without side
walls. They are the largest market places. Traditionally
almost all commercial transactions of farm products were
conducted by diverse categories of traders on a street behind
the Borbon Market. Because of congestion, it was necessary to
relocate marketing activities to peripheral areas. Two
structures were built about ten years ago by the Municipality
of San José to avoid congestion in city’s center, the
Wholesale Market and the National Center of Supply and

.
Distribution of Food Products (CENADA). At both market
locations wholesalers and retailers meet to buy and sell.

The Potato Market in Cartago and the Livestock Market in

Alajuela are other examples of semi-enclosed markets. They
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are dominated by various categories of traders, middlemen,
wholesalers and retailers. A variety of agricultural
businessmen, who have their own economic power, social status
and vehicles, establish a chain of commercial relationships.
In these largest market places, retailers from San José and
nearby cities can buy goods either directly or from merchants.
In contrast, retailers from more distant cities depend only on
merchants to supply their businesses.

The third category is the periodic market. It does not
utilize a permanent physical structure. Periodic markets are
part of the landscape only once a week on a public plaza or on
a street in urban centers throughout the country. The largest
locations are in San José and surrounding cities where central
streets or public plazas are transformed into active markets

for several hours.

The Role of the Government

One of the most important characteristics of the
commercialization of agrarian products is the intervention of
the state. The Costa Rican government exerts great influence
in the marketing of agricultural products. Sometimes, the
government establishes maximum prices to protect consumers; at
other times it regulates prices to protect producers.
However, intervention often takes the form of price setting,

which may lower consumer prices, but may also reduce producer
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or marketer incentives to provide more services because
marketing margins are low.

There are several agencies and government institutions
whose functions are to regulate the market to diminish
marketing imperfections. Agencies may be grouped into two
categories. The first deals with domestic markets; the second
with export-oriented services. Agencies related to domestic
markets are the Ministry of Economy, Industry and Commerce;
The National Board of Production; and the Office of Periodic
Markets (Unidad de Ferias) (Costa Rica, 1984). The Ministry
of Economy, Industry and Commerce is the agency responsible
for establishing sale prices for those products that have been
considered basic to national consumers. Some of them are rice,
corn, beans, sugar, milk, eggs, and popular meat.! The
principal function of the National Board of Production (CNP)
is to organize the national marketing of agrarian products, as
well as to stabilize prices of basic grains to producers and
consumers., The office of periodic markets controls this
activity.

The second category of marketing agencies comprises
offices which deal with exports. The most important of this
group 1is the Center for Promotion of Exportation and
Investment (CEMPRO), whose function is to promote increasing

national exportation, especially agricultural exports because

! Popular meat is defined as those meats, such as soup
bone and liver, which are cheap.
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they are the major source of Costa Rican foreign exchange
(Mendoza, 1980).

There are, in addition, other agencies with
representation of producers, processors, exporters, and
government officials. Villalobos (1983) called them mixed
agencies, created to oversee the marketing of coffee,
sugarcane, tobacco and bananas, the principal agrarian
products of Costa Rica. The Coffee Office, Sugarcane Office,
The Tobacco Bureau and National Association of the Banana have
as a principal function establishing minimum prices that
middlemen must pay to producers. The major objective of these
agencies is to avoid the exploitation of small farmers by
different categories of traders (Costa Rica, 1984). These
agencies also offer technical assistance, sometimes provide
credit, and establish prices for national consumption. The
Sugarcane Office, for example, has storerooms in different
parts of the country to distribute sugar to merchants and
retailers at a given price. Finally, all of these offices
organize the export process.

Regarding the role of the government in the marketing
process, it is important to emphasize that its function only
involves buying or selling in the case of basic grains such as
beans, corn and rice. The Costa Rican government, through the
CNP, buys grains and beans from producers and sells them at
CNP stores to urban consumers. The government sets prices for

other agricultural goods to protect farmers from exploitation
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by middlemen (Mendoza,

1980) .
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CHAPTER IIT

ORIGIN, EVOLUTION, OBJECTIVES AND FRAMEWORK

OF THE FERIAS

Origin and Evolution

The Costa Rican government, interested in improving the
living conditions of small farmers and low income urban
consumers, created the ferias in the 1970’s. For the purpose
of this research, a feria is defined as: an open-air,
regulated market which occurs every weekend. Restricted to
use by farmers and artisans, the feria offers small and
middle-scale producers the opportunity to sell directly to
urban consumers. The feria was established so that producers
and consumers would improve their living conditions, urban
customers would get better quality products at better prices,
and farmers would increase their profits.

Ferias had their unofficial origin at the beginning of
the twentieth century, when farmers, artisans and consumers
started meeting in local plazas. Those pioneer ferias or
open markets were spontaneous, unregulated, and unstructured.
This kind of market existed in the small cities of Ciudad
Quesada, San Isidro, and Atenas early in the 1900’s, but for

unknown reasons were discontinued (Estrada, 1981). In the



1940’s, the old idea of open markets was revived. By this
time in Atenas an open mark;t had been started (Estrada,
1981). Later, on October 5, 1951, law number 1354 created a
market activity called the "free market for vegetables and
fruit." The "free market" had as its major objectives better
prices for producers and greater availability of agricultural
goods for urban consumers to improve the nutrition and health
of the Costa Rican population. Although they were created by
law, free markets had little support from the government.
Most of the philosophy of the law number 1354 was later
applied to the program called "ferias of the producers"

In 1952, the Costa Rican president established the ferias
by an executive decree (Estrada, 1981). This decree,
however, never was implemented. During the following two
decades there were only a few free markets. They contained a
mixture of wholesalers, retailers, artisans and consumers and
were not controled by any governmental agency. Farmers, in
general, were absent.

Municipal markets, administered by the Promotion
Institute and Municipal Board (Instituto de Fomento y Asesoria
Municipal) (IFAM), were the major centers for the sale of
agricultural produce in the 1970’s (Estrada, 1981). Today,
they still operate in each city of the country, but in cities
with ferias they have lost their principal market role.

Two local commercial activities can also be cited as

antecedents of the type of market under study. The first
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started in Turrialbal! in 1974. Small producers from nearby
areas were organized by the local municipality to sell their
agricultural products on a central street. The second
occurred in San Isidro, where farmers from surrounding areas
came to the city to sell their commodities on the principal
route. This market was known as the "market of the sidewalk".
It was successful at the beginning but declined later when
farmers stopped participating because of the influence of
middlemen (Estrada, 1981).

Although the first ferias were unsuccessful, politicians
kept the idea alive for almost 30 years. Finally, in 1977 the
"Free Market Law for Agricultural Producers and Artisans" (law
6035) established that those lands and buildings necessary for
the feria should be public properties. If they were private
properties, the state would intervene to make them state
property. Administration of the ferias was given to the
municipalities (Estrada, 1981).

The immediate origin of ferias appears to have been on
February 25, 1979, when a group of orange producers in danger
of bankruptcy as a consequence of low market prices was
authorized to sell directly to consumers in the parking lot of
the firm PLASA (Highland Milk Producers) in Zapote, San José.
One week later, not only orange growers but also 64 farmers

from nearby areas came to this place to sell their products

! Turrialba is another small (about 40,000 inhabitants) and

active city, about 130 kilometers east of San José.
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directly to consumers (MAG,1984). This was the effective
origin of the producer feria program. This first feria was a
success. The PLASA parking lot soon was not big enough to
accommodate the producers and consumers, so the Municipality
of San José authorized the new market activity to move to a
larger place, Zapote Public Plaza. Since that time, farmers
and San José shoppers have met every Sunday. After Zapote,
ferias were established in other neighborhoods in San José and

in other cities throughout the country.

Objectives of the Feria System

Costa Rica’s ferias were established to encourage an
active participation of farmers in domestic agricultural
development (MAG, 1981). The following objectives are
translated from the regulation (Costa Rica, 1984) that gave
the legal framework to this new market activity:

1. To consolidate and establish simple mechanisms which
allow small producers as well as urban consumers to develop a
commercial relationship in a public and convenient manner for
which farmers will not have to pay patent or rent.

2. To determine prices as a result of direct transactions
between producers and consumers for the benefit of both
groups.

3. To organize the distribution of agricultural products

to promote regional equilibrium and to improve consumption
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habits in the country.

4. To encourage production of food products in the
presence of good marketing and diversification of the
production.

5. To promote the entreprenurial capacity of farmers by
improving their incomes and bringing them a savings
opportunity.

6. To give small farmers technical assistance to improve

in planting and managing crops.

Framework

The influence of the Costa Rican government in the sale
of farm products is not a new issue. For several decades, the
government has intervened in the marketing of agricultural
goods. Several national institutions have been created to
organize and regulate the sale of food products.

The government intervenes in the marketing process in
different ways. The first is through the Ministry of Economy,
Industry and Commerce (MEIC) which applies the Costa Rican
Consumer Protection Law. This law authorizes the government
to establish sale prices for those articles and products
classified as basic consumer necessities. Thus, popular
meats, eggs, staples, beans and several other products have

fixed prices.

In addition, a group of agencies regulates the marketing
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of agricultural export commodities. Prices of coffee, sugar,
tobacco and bananas have been established by their respective
agencies to avoid exploitation by middlemen.

The feria began to operate in 1979, but without any
specific legal document (MAG, 1984). Finally, two years
later, on October 1981, decree number 1298-A-MEIC was issued
to regulate the ferias. It was not public knowledge until
1984 when it was published in the Gaceta.? The Producer
Ferias Regulations establish and define: General
dispositions, Organization and administration, Office (Unidad)
of ferias, Inspectors of ferias, Cooperatives and associate
organizations, Obligations of the producers, Identification
card and prohibitions (La Gaceta, Dec 24, 1984).

The first chapter of the first article defines that:

a restricted market system is established and it will
be called ferias of the producers. These markets are for
the exclusive use of those sectors of agricultural,
industrial and cattle production with the purpose of
directly linking producers and consumers. In this way,
consumers will get better quality products as well as
prices and producers will increase their incomes.
According to the ferias regulations, feria administration

is coordinated between several government institutions. The
Ministry of Agriculture and Livestock (MAG), through the
office of Unidad de Ferias, 1s responsible for executing the

feria regulation. The Ministry of Economy, Industry and

Commerce (MEIC) is <charged with applying the Consumer

2 La Gaceta: Official newspaper where all laws, decrees and

regulations must be published for public knowledge.
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Protection Law at the different ferias. The Ministries of
Public Security (MSP) and Government and Police (MGP) are
responsible for enforcement and control of the ferias. The
Ministry of Health (MS) is accountable for the fulfillment of
the code of health laws. The Commission of Protection to
Consumers coordinates all those aspects concerning consumer
protection. The Comité Agricola Cantonal (CAC)*® is the
institution immediately responsible for organization,
installation and administration of the ferias (Figure 3).

Another article of the regulation says that prices will
be established by MAG and MEIC according to market
fluctuations, and prices will be lower than those of
traditional markets. The same article gives MAG and MEIC the
responsibility of informing consumers and participants of
these prices through official lists which must be permanently
posted in visible places. Producers also must put the sale
price of their agricultural goods in a visible place.

The following article defines that ferias will be divided
into individual sites which will be randomly assigned for a
period of two weeks. In other words, every two weeks,
producers change their market space to provide equal access to
the most desirable sites.

Because one of the major objectives of the feria is that

consumers buy directly from producers, middlemen are not

® Comité Agricola Cantonal (CAC) is an independent agency
created to organize and improve agriculture. There is one in
each canton of the country.
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Agricultural
Extension

Figure 3. Feria Organization
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allowed at the feria as sellers. Another important issue is
that all products offered must follow requirements of the Code
of Health. It is forbidden to sell live animals.

From the standpoint of organization and administration,
regulations are established to make buying and selling
agricultural products easy and cheap. Expenses of operation
are paid by the producers. The administration is not allowed
to make a profit.

The MAG, through the offices of the Directorate of
Marketing and Office (Unidad) de Ferias, is the managerial
organization in the execution of feria regulations, but the
institution directly responsible for proper development of the
ferias 1s the CAC. The principal responsabilities of the
Unidad de Ferias are to: 1) enforce application of all feria
regulations, 2) coordinate the development of the feria with
other institutions, 3) periodically review all standards and
norms and propose solutions to improve the program, 4)
evaluate and organize statistical information collected by its
inspectors, 5) make weekly official lists of prices, and 6)
inspect farms and give farmers their identification cards.

To open a feria, the CAC must send an application and a
study of marketing to the Unidad de Ferias office which alone
has the authority to approve or disapprove it. After the
feria is authorized, the CAC hires an administrator who should
have a degree in the agricultural sciences and a group of

professionals who have a basic knowledge of agriculture. The
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number of assistants depends on the size of the feria. It is
important to note that a degree in marketing is not required
for either the administrator or assistants.

The major functions of the administrator are the
following: 1) ensuring compliance with all regulations, 2)
assigning lots to producers at the feria, 3) keeping watch for
quality, measurement and hygiene of the products in
coordination with the respective authorities, 4) sending
written reports to the Unidad of Ferias and, 5) giving
technical marketing assistance to the producers.

Participation by producers is also regulated. The first
requirement for selling at the feria is to be a producer. A
farmer must apply to the MAG for an identification card which
accredits him as a producer and then as a seller at any
feria. Producers must bring copies of the title of their
property or a rental contract for the farm they have in
production. In addition, farmers must list the products being
harvested. After that, the MAG inspects the farm and, if the
producer has met all requirements, he receives a participation
card which not only accredits him as a producer but also
authorizes him to sell. According to the regulation, farmers
can sell only those goods authorized by the card. The
identification card must be renewed every three months because
of the seasonality of products and especially to avoid
participation of middlemen. Every producer who goes to a feria

is obliged to show the card when asked. Moreover, farmers

33



must follow all regulations established by the Ministry of

Health.
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CHAPTER IV

CASE STUDIES: THE FERIAS OF SAN JOSE AND SAN ISIDRO

As it was not feasible to analyze all 25 ferias in Costa
Rica, four of the ferias in San José and San Isidro were
selected for this study (Figure 4). San José was chosen to
represent the large cities of the country. Three of the ten
ferias in San José -- Zapote, Desamparados and Plaza Viquez --
were selected to represent the range of feria size and feria
consumer income encountered in that city. San Isidro, with
only one feria, was chosen to represent a small city in the
countryside.

Two questionnaires were developed to gather primary data.
The first was administered to producers and the second to
government authorities responsible for feria administration,
regulation and control (Appendix A). Variables used to
characterize producers were crops grown, transportation and
marketing, while authorities were surveyed regarding
organization, structure and performance of the feria. The
data were collected in October 1990. Ten percent of the
approximately 1,550 producers at the three San José ferias
were selected by matching random numbers to the MAG producers

lists. This random sample of 155 producers was
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expected to provide a statistically viable sample. In San
Isidro, where about 200 producers participate in the feria, 15
percent were interviewed to provide a larger, more informative
random sample.

Because it was not possible for a single researcher to
attend all four ferias on the same weekend, two additional
persons,! both wuniversity graduates, served as research
assistants. They were trained and supervised by the author.

In addition, all ten government officials who administer
the ferias were interviewed. Their positions are given in
Appendix B. Surveys of authorities and administrators of the
ferias under study focused especially on the application of
feria regulations and the roles of different government
agencies. Some questions were 1included to obtain the
administrative point of view about producer problems, and
about the role of middlemen at the ferias. The four ferias
studied are described in this chapter. Results from the
questionnaires have been tabulated and included in the

discussion in Chapter V.

San José’s Ferias

San José is the capital of Costa Rica. It is located in

! Joaquin Bonilla and Aracelly Beita, both teachers at

Schools in San Isidro and former students of the author,
assisted in the research.
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the Central Valley? in the central part of the country at an
elevation of 1172 meters. The mean annual temperature in San
José varies between 19 and 20 degrees celsius, and
precipitation varies from 1500 to 2000 mm annually (Hall,
1985) .

San José, the largest city of the country, occupies 182
square kilometers. According to the 1984 Census, its
population is 600,000 inhabitants. San José is the maijor
political, economic and social center of the country. In
other words, it is the truly central place and other cities
are under its influence.

San José has ten ferias (La Nacién, May 15, 1990), of
which this research analyzes only three: Zapote, Plaza
Viquez, and Desamparados (Figure 4, p.36). Zapote was
selected because it is the largest and the oldest, while Plaza
Viquez and Desamparados were chosen because they involve a
large number of producers. Zapote’s feria is held at the
public plaza,® five kilometers east of the center of the city.
The east side of San José is one of the most heavily populated
areas of the city, and contains the principal middle class

neighborhoods, from which come the largest number of

? The Central Valley is the most important agricultural
area of the country. It is located in the center of the
country and is characterized by small land holdings.

* Zapote public plaza is located in the neighborhood of
the same name. It occupies 100 square meters and is where the
municipality conducts Dbull fights and other ©public
entertainment.
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consumers.

About 600 farmers meet for the Zapote feria on Sundays
from 5 a.m. until 2 p.m. to offer a variety of fresh farm
produce to the urban population. The north side of the plaza
is occupied by a bull ring around which meat sellers and
artisans are situated. The other part of the plaza is occupied
by farmers. Sellers display their produce in eight parallel
rows, 100 meters in length with three meters between each row

for consumers to walk. A space of two meters is assigned for

each producer (Figure 5). Different products were grouped as
follows: garden vegetables (cabbage, celery, lettuce,
spinach...), vegetables (squash, carrots, onions, plantains,
pejibaye...), fruit, roots crops, meats and handcrafts. This

original spatial organization was the work of the feria
administrator.! After several years of trying to solve the
problem of serious overcrowding, especially from 6 a.m. to 7
a.m. and from 9 a.m. to 11 a.m., he realized that customers
were spending too much time wandering around looking for
products they wanted, and he decided to position sellers of
similar products together in the feria. "Although the
principal objective was to avoid crowding of customers, this
formal spatial organization has been very helpful in better
organizing and identifying producers." (Rafael Soto Morice,

personal communication, October. 1990).

 The feria of Zapote is administered by the agricultural
and cattle engineer Rafael Soto Morice. He has been in that
position for seven years.
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The Zapote feria is not only the oldest and largest, but
is also the best located. Because it takes place at a public
plaza instead of on a street, it has more space for producers
and consumers. Although a parking lot has not been built, it
is easy to find a place to park around the plaza.

The feria of Desamparados, five kilometers southeast of
the center of San José (Figure 4, p. 36), responds to the
needs of another densely populated area of San José.
Regarding the number of producers who attend the Desamparados
feria, 1t is almost as large as Zapote. In October 1990,
there were 550 farmers attending it on Sundays,
(Administrator’s interview). This feria’s location on 500
meters of public streets (Figure 6), make it very crowded from
6 a.m. to 7 a.m. and from 9 a.m. to 11 a.m. Crowding is
exacerbated by the location and linearity of this feria.
Although there are four sides for entering and exiting, most
customers use the side which connects the feria with the main
street because they depend on public transportation. This
feria does not have any specialized organization as does
Zapote. Desamparados feria started in March 1980 (MAG, 1984).

The feria of Plaza Viquez, at the eastern edge of the
center of the city (Figure 4, p.36), is especially attended by
the low income population that surrounds San José. This is
the smallest feria of those under study in San José. About
450 producers sell their harvest at this feria on Saturdays.

The Plaza Viquez feria is on 400 meters of public street
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(Figure 7). It is more accessible than Desamparados because
it has the form of a double "T," with more entrances, and

wider streets.

San Isidro’s Feria

San Isidro, located in the southeast of the country
in the Valle del General (Figure 4, p.36) i1s a young, rapidly
growing city. Pioneers arrived in this land in the beginning
of the present century and transformed the valley into a rich
agricultural region where production of coffee, sugar, and
grains is the most important economic activity.

San Isidro is the main city of the cantén of Pérez Zeleddn
and the South Pacific Region. According to the most recent
census, in 1984, its population was 34,000. San Isidro is not
only the most populated city in the southern part of the
country, it is also a regional center for government services
and private business. It is surrounded by 11 districts which
are greatly influenced by this city (Santa Rosa, San Pedro,
Daniel Flores, Rivas, Pejibaye, Platanares, Rio Nuevo, Baru,
General, Cajén, and PAaramo). Natural conditions favoring
agricultural marketing include fertile farmland, good roads,
sufficient urban population, and separation from the nearest
large city by the highest mountain range of the country (See
Figure 4, p.36)

With regard to marketing, San Isidro has different
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characteristics from San José. There is one traditional
market, in operation since 1931, which is administered by the
local municipality. A second unit for marketing fresh produce
is the producer feria. It is important to remember that
marketing power in Costa Rica is concentrated in San José.
There is not a wholesale market in San Isidro. For the
purpose of this study, retailers were divided into two groups.
The first includes those who have a permanent market place
within the municipal market. They pay monthly rent to the
Municipality for small, individual booths. These markets
present spatially organized sellers of vegetables, fruit and
meat. Although a modern building was recently constructed,
commercial activity is still traditional. Retailers offer
agricultural produce without packaging or refrigeration.
Middlemen and truckers from the center of the country come to
San Isidro once a week, always on Wednesday, to supply this
market.

The second group includes producers who sell their
commodities in periodic markets directly to consumers outside
of the municipal market. In this city, about two hundred
small producers meet every Friday to offer their produce. The
local authorities maintain strict control over the feria to
avoid the presence of truckers or middlemen, who are not
allowed to participate in this kind of market. The feria is
a family activity where the producer, along with his older

sons and often his wife, is responsible for selling.
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The San Isidro feria began in 1979. Significantly, this
feria was started at the same time that ferias were begun in
the major urban areas of the country.

Since 1979, every Friday beginning at 4 a.m., urban
consumers find a great variety of fresh vegetables, fruit,
plants, and flowers; a few dairy products; and poultry at this
small but active feria. Consumers who go early in the morning
purchase high quality products, but not at the lowest prices;
about noon, prices start to decline and quality declines as
well. More products are found at the feria than in the
municipal market. During the last three weeks of October
1990, almost a hundred different products were identified
(Appendix C, p.100). The large diversity is due to the fact
that farmers grow diverse products for family consumption and
bring surplus produce to the feria. In contrast to the feria,
the municipal market is supplied by merchants who carry only
those products of popular consumption. For example, while the
traditional marketplace offers two varieties of squash, the
feria offers many.

Specialization is wuncommon among sellers at the San
Isidro feria. Generally, each farmer offers to the urban
population about five or six different products. Producers
who come from distant regions tend to be more specialized.
For example, those from Cartago, Santa Ana and Paquera
specialize in potatoes, onions and papayas, respectively.

The first San Isidro feria was located on the sidewalk
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around the old municipal market. Because this activity hurt
the municipal market sales, retailers pressed the feria to
relocate farther away. The Municipality, after doing a
serious study, decided that the best place to locate the feria
was on the street east of the municipal market. The feria
stayed there until September 1990 when, because of its growth,
it was necessary to look for a larger street. At present, the
feria 1is held one block north of the municipal market
(Figure 8). It is on 250 meters of public street. This feria
is not crowded because San Isidro is a small city, and because

the spatial arrangement of the feria allows access from

several sides.
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CHAPTER V

THE FERIA: ITS ACHIEVEMENTS AND PROBLEMS

Discussion of Survey Responses

To evaluate the success of the feria system, it 1is

necessary to understand the background and origins of feria

participants and to compare their views of the feria program

with those of government officials.

Characteristics of Producers, Farms and Feria Attendance

With regard to producer characteristics, it is interesting to
note that the San Isidro feria has greater participation by
women compared with those studied in San José (Table 1).
Several principal reasons may explain that fact. First, the
feria of San Isidro is a family activity. Second, farmers
have other business to take care of in the city, and they take
advantage of the feria day to do it. For example, they might
go to the banks, government offices, or the hospital. If a
farmer came to the feria alone, he would not also be able to
attend to all of his business on that day. Consequently, a
farmer generally brings somebody, often his wife, to stay at

the feria while he is absent.
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Table 1. Personal Characteristics of Producers at the
Ferias of San José and San Isidro

San Joczé San Isidro
AGE
Younger than 20 18 14
Age 20 to 55 70 75
Older than &5 ’ 12 11
SEX
Male 92 70
Female 8 30
MARITAL STATUS

Single () 8
Married 74 75
Other 20 17
HIGHEST EDUCATIONAL

LEVEL ATTAINED

Complete Elementary 67 70

School

Incomplete High School 26 10
Complete High School 4 7
Incomplete University 0 3
Complete University 0 3
Never Attended School 3 7
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In San José, on the other hand, only eight percent of the
sellers interviewed were women. The lower participation of
women at the ferias of Zapote, Desamparados and Plaza Viquez
is explained in that these ferias serve farmers from a large
geographic area. Some sellers travel long distances to reach
San José, and most remain there for two or three days to
attend more than one feria. These sellers from other towns do
not need to do their personal business in San José, thus they
do not to bring their wives to help sell.

The small size of farms is an important characteristic,
especially among San Isidro producers (Table 2). At both
cities, the largest group of those interviewed could be
classified as small farmers. In San José, 89 percent of the
farmers surveyed work a farm smaller than 50 hectares, and in
San Isidro that percentage reaches 93.8 percent. Most of the
farmers own their own farms. Eighty-nine percent of the farms
represented at San José and 85 percent at San Isidro are owned
by the farmers who attend the feria. In San José, 8.4 percent
of the farmers rent land (93 percent in San Isidro), while 2.6
percent of them at San José and 5.7 percent at San Isidro farm
borrowed land.

Another main difference is that 87 percent of the San
José producers sell at more than one feria. The Zapote feria
occurs on Sunday, and those at Desamparados and Plaza Viquez
are on Saturday. Those farmers who sell at two ferias carry

enough products for both days. It is impossible for most of
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Table 2. Responses of Farmers Regarding Farm Characteristics
and Marketing Strategies

San Joseé San Isidro
% %
SIZE OF LaNDHOLDINGS
Smaller than 50 hectares 84 .0 33.8
Larger than 50 hectares 16.0 6.2
Total 100.0 100.0
POSSESSION OF THE LA“D
Owned by the farmer 89.0 85.0
Rented 8.4 9.3
Bor rowed 2.6 5.7
Total 100.0 100.0
NUMBER OF FERIAS
ATTENDED WEEKLY
Only one feria 13.0 93.4
More than one feria 87 .0 6.6
Total 100.0 100.0
LENGTH OF TIME PARTICIPATING
IN THE PRESENT FERIA

From 1 to 5 years 25.0 33.3
From 6 to 8 years 32.0 46.7
More than 8 vears 43.0 20.0

Total 100.0 100.0




the farmers to go back to the farm after Saturday’s feria is
over to bring fresh products for the next day. As a
consequence, they face the problem of deterioration of their
commodities. Products are damaged because farmers do not
handle them carefully, and because they do not have
refrigeration, adequate packing, or storage services.
Products frequently are exposed to weather and are damaged
while waiting in trucks or on sidewalks to be sold the next
day.

Unlike those in San José, 93.4 percent of the producers
at the San Isidro feria attend only this feria and only 6.6
percent travel to others. This illustrates the more local
nature of the feria in this small city. At the ferias of San
José, farmers offer their goods on rented wooden platform.
They do not haul this equipment because it takes too much
space in the truck and would increase their transportation
cost. In contrast, farmers who visit San Isidro carry all the
equipment they need. They build, primaraly from wood and
plastic materials, a market place each week. Producers from
all of the ferias studied are exposeded to harsh tropical

weather because of lack of shelter.

Producer Origins and Transportation to the Feria

The distribution of producer origins reinforces the
concept that San José is the national central place for

marketing of food products and defines San Isidro as a
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regional market (Figure 9 and Table 3) Most of the producers
who attend San José ferias are from the east central valley.

Sixty-one percent of the farmers who attend San José ferias
are from the province of Cartago,’® but only 9.9 percent of
those who go to San Isidro are from Cartago. Eighty-four
percent of the San 1Isidro producers come from nearby
districts. These data show that the San Isidro feria serves
a smaller, more regional group of producers than do the San
José ferias.

San Isidro is surrounded by physical environments which
favor production of sufficient vegetables and fruit to supply
demand at the feria except for potatoes, onions and papaya.
Vegetables and various fruits, root crops and some grains are
produced on slopes of the Talamanca range. Pueblo Nuevo, La
Piedra, San Rafael, and Divisién located north of the city are
the principal vegetable-producing centers. Pejibaye,
Platanares, Baru and General are centers of fruit, root crops
and some grain production (Figure 9).

The transportation of produce to the feria also reveals
important differences between the San José and San Isidro
ferias (Table 4). At the San José ferias, 94 percent of
farmers haul their goods by truck and six percent by IJjeep.
Nine percent of producers must ride a horse from the farm to

the place where they get the vehicle which finally takes them

> Cartago, located at the center of the country, 1s the
most important vegetable-producing region. Especially, all
potatoes sold at the San Isidro feria are from this region.
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Table 3: Origin of Producers Who Attend the Ferias of
San José (Zapote, Desamparados, Plaza Viquez)
and San Isidro

Place x San José San Isidro

Number of % Number of %

Producers Producers
Pérez Zeledon 0 0.0 25 83.8
Oreamuno 35 23.0 1 3.3
Cartago (centro) 22 15.0 1 3.3
Alajuela 21 14.0 0] 0.0
Paraiso 19 13.0 1 3.3
San Carlos 12 8.0 0 0.0
Siquirres 9 6.0 0 0.0
Aserri 8 5.3 0 0.0
Los Santos 7 4.7 0 0.0
Acosta 6 4.0 0 0.0
Santa Ana 4 3.0 0o 0.0
Paquera 3 2.0 0 0.0
Other regions 4 3.0 2 6.3
Total 150 100.0 30 100.0

*These places are shown Figure 9, page 55




to the feria. Producers attending San Isidro also depend on
local truckers and other persons to haul products as well as
equipment. Generally, a local trucker transports the goods of
several farmers at the same time. Eighty percent of San
Isidro producers pay a trucker, 16 percent of them own a
vehicle and 4 percent use a public bus. According to the
survey, at San José ferias, 64 percent of the producers own a
vehicle, 30.2 percent rent one, and 5.3 percent use other

forms of transportation.

Table 4. Transportation of Products

San José San Isidro
% %
Pay a trucker 30.2 80.0
Own a vehicle 64.5 17.7
Other 5.3 2.3

Who owns the means of transportation at San José was an
interesting surprise. The fact that 64 percent of the
interviewed producers own a vehicle is difficult to believe
because farmers in Costa Rica, as 1in any other developing
country, face serious economic problems which make it almost
impossible to own a car. Although since 1984 the MAG has

encouraged the government to help small farmers get vehicles,
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it has not been possible because of the economic problems the
countri has experienced. At the San Isidro feria, only 16
percent of the producers own vehicles. This discrepancy
raises doubts and questions to be answered by future research.
Is it possible that a small farmer who faces serious economic
problems could own a car? Are these 64 percent truly
producers or are many of them middlemen masquering as
producers? If they are actually middlemen, their responses to
questions about their farms (Table 2, p.52) may also be

untrue,

Expenses of Producers

Expenses of producers attending the feria are
transportation; fees for participation; renting equipment, for
example wooden platforms; and inspection of the farm (Table
5). Costs of transportation depend on distances and quantity
of produce carried. According to the survey, truckers
generally charge 5 colones (U.S. $ 0.04) for each kilogram
transported. Eighty-five percent of the farmers selling at
San José pay between 800 and 2500 colones (U.S. $§ 6.47 to
21.36) weekly, while San Isidro producers pay between 500 and
1500 (U.S. $ 4.27 to 12.82). Farmers at San Isidro pay less
than those at San José because they travel shorter distances
and because they pay a lower participation fee and bring their

own equipment.
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Table 5. Expenses Incurred by Farmers in marketing Their Goods.
(Absolute values and percentages)

San José San Isidro
Number of % Number of %
Producers Producers
Prices paid to transport
goods from the farms
Less than C 500 7 5.0 4 13.3
From £ 500 to ¢ 1000 19 12.0 18 60.0
From ¢ 1100 to ¢ 1500 51 34.0 8 26 .7
From ¢ 1600 to § 2000 42 28.0 o] 0.0
From ¢ 2600 to ¢ 3500 16 11.0 O 0.0
More than C 3500 is5 10.0 0 0.0
Total 150 100.0 30 100.0

Other expenses paid
by producers

Participation feesx ¢ 150.0 ¢ 100.0

Renting wooden platformx ¢ 150.0 ¢ 0.0

Identification cardxx ¢ 100.0 € 100.0

Farm inspectionxx € 500.0 ¢ 500.0

Total Expenses Quarterly § 4500.0 ¢ 1900.0
(13 Weeks)

The present rate of exchange is 100 colones (¢) to US s1.
* Paid weekly
xx Paid quarterly
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Are the Ferias Successful?

Feria Attendance.

Figure 10, drawn from MAG statistics, indicates that the
number of producers appearing at the feria under study has
grown very rapidly. Between 1979 and 1990, the total number

of farmers selling at ferias increased more than ten times.
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* Zapote, Desamparados and Plaza Vﬁuez are ferias from San José

Figure 10. Number of Producers Attending the Ferias of San
José and San Isidro

This may mean that ferias have been so successful that a large

number of small farmers want to attend them, that there is a

60




great infiltration of middlemen, or that more producers attend
multiple ferias. The greatest increase of farmers was in the
first five years of the feria. After 1984, the rate of
increase slowed. The reasons for this are not clear. It may
be because, as in any new activity, enthusiasm wanes after a
while; or Dbecause initial objectives were not met,
regulations became outdated and consequently inoperative,
middlemen gain too much participation, or because the country

is facing the problem of rural emigration to urban areas.

Advantages of the Feria According to Producers

Success of the ferias is analyzed in this study through
the opinions of producers as well as through those of
government officials. According to producers, although the
feria presents some problems, it has allowed them to improve
their living conditions. Each producer surveyed was asked to
rank four given benefits of the feria, with number one the
rank of greatest perceived importance (Table 6). Producers
classified as the main advantage of the ferias the fact that
they now have more access to cash than they had previously.
As the second most important achievement, producers ranked the
improvement of their nutrition. At the feria they can either
purchase or exchange products with other farmers. In other
words, producers consume a greater variety of products which
have thus improved their diets. According to them, they

consume more vegetables and fruit than a decade ago. The
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third ranked success is the exchange of popular knowledge
about crops. Overall, 88 percent of the producers surveyed in
San José and 95 percent in San Isidro agree that their living

conditions have improved because of the feria.

Table 6. Ranked Advantages of the Feria from the
Perspective of Producers

ADVANTAGES % % %
No.1l No.2 No.3
Improved access to cash 60 30 10 |
Improvement of farmer 18 75 7 |
nutrition
Trade of knowledge about 7 80 13 ‘

crops

Problems of the Ferias According to Producers

Although producers surveyed are generally pleased with
the feria, they face some problems. Producers were asked to
enumerate the three most important problems affecting their
participation in the feria. The results, summarized in Table
7, follow in order of importance:

1. Lack of basic services, such as water, shelter,
restrooms, and bathing facilities. At San José, there are
only two restrooms at each of the ferias studied, while at San
Isidro there are none. The lack of bathrooms and shelter is
a big problem because producers stay for at least one night if
they attend San Isidro, and two if they attend San José
ferias. It is very hard for them to sleep in a truck or on

the sidewalk without any shelter.
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2. Transportation of products and equipment, such as
wooden platforms and other materials for preparing a market
space, to the feria. This is especially a problem for those
who produce and transport small quantities. Producers claim
that truckers charge as much as they want and that producer
profits diminish because of the high price they must pay to
transport their goods. The government has known of this
problem since the beginning of the feria, but for lack of
economic resources, the problem remains. The Ministry of
Agriculture, in several reports, has recommended looking for
a solution (MAG 1984, 1986).

3. The participation of middlemen. Although feria
regulations do not allow middlemen to participate, middlemen
do attend, according to authorities and producers surveyed.
According to the officials surveyed in October, 1990,
middlemen, with more economic power and better knowledge of
the market system, disguise themselves as farmers and sell at
lower prices than farmers. At the San Isidro feria there is
not as much participation of middlemen as in San José because
it is mostly a regional feria where producers know each other.
According to the administrator, a few disguised middlemen come
from the center of the country where they purchase goods of
second quality at the Wholesale Market. They haul these goods
to the San Isidro feria and sell them as first quality, but at

lower prices than regional producers, in violation of price
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controls.

4. Difficult access to credit. Although the National
Bank System offers credit, producers do not use it because of
high interest rates which reach 18 percent monthly. There is
not a special credit for those farmers who attend the feria.
Moreover, small farmers are afraid that they will not be able
to repay the bank.

5. Participation of part-time producers. This new group
of traders are identified in this study as part-time producers
although they could be called part-time middlemen. According
to the producers surveyed, some farmers owned trucks at the
time the feria began. In addition to hauling their own goods,
they transported agricultural produce for their neighbors.
Later, these producer-truckers found that it was more
profitable to be a trucker than a farmer. Because they must
be a producer to attend the feria, they keep the land to
qualify as a farmer, but they buy most of what they haul to
the feria rather than produce it themselves. Sometimes these
former businessmen make secret agreements with farmers who
need transportation; the part-time producer hauls the small
producer’s commodities but requires the small producer to sell
him part of the harvest. In this way, the farmer-trucker has
enough agricultural goods to participate in the feria as a
real farmer. This practice is not legal, according to feria
regulations.

6. Deterioration of the products. Fresh vegetables and
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fruit are perishable and fragile. Because farmers usually do
not handle crops correctly and do not have refrigeration and
other storage services, products are easily damaged and
profits are consequently diminished.

7. Waste of agricultural surpluses. Those farmers who
live far away from the city and depend on public buses to
return, leave their unsold produce on the street. Late
buyers sometimes get free produce but, most of the time,
excesses are collected as garbage. This problem is linked
with the lack of technical assistance in marketing. Although
the MAG has programs to help producers, the interviewed
farmers report that they have not received any technical
assistance.

8. Producers who attend the feria of Zapote are
temporarily moved every December to a small and uncomfortable
place because the arena is used for the national festival.
Producers said that sales decline at this time.

9. Producers are also unsatisfied with market space,
believe that participation fees are too expensive and see a

need to improve feria administration.

Problems and Achievements of the Feria Program According to

Government Officials

From the point of view of government officials, the feria
system has been successful. According to them, the ferias

have many more positive elements than negative ones. Officers
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ranked the three most important achievements of the ferias as
follows (Table 8):

1. Improving living conditions of producers. Eight of
ten authorities agree that improving producers’ family incomes
is the most important advantage of the feria system.

2. Better nutrition for urban consumers, and especially
for producers. Eight of ten government officials ranked as
the second most important achievement of the ferias the
improvement of farmers’ nutrition. Because of the feria,
farmers who based their diets on a small group of staple foods
before the feria have learned about and gradually incorporated
different foods into their diets. Authorities state that
farmers have increased their consumption of vegetables and
fruit. In others words, the feria has changed food
consumption patterns for producers,

3. Socialization of farmers. Seven of ten officials
surveyed ranked third the socialization of producers. All
authorities interviewed believed that farmers are more
communicative and more sociable people than they were when
they started attending the ferias.

Other advantages mentioned by the officers are the
exchange of popular knowledge about crops, and the influence
of the feria program on prices at the market. Before the
feria, the municipal markets had a monopoly on selling fresh
produce, but today the municipal market must compete with the

feria. Authorities also recognize that, through the feria,
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Table 8. Advantages and Problems of the Feria Ranked from the
Standpoint of Government Authorities*.

Adv . Adv . Adv
Number 1 Number 2 Number 3
ADVANTAGES
)
Tacrease of family income 8 2 0
Improvement of farmers’ nutrition 1 8 0
Socialization of farmers 1 1 7
PROBLEMS
Violation of feria regulations S 4 1
Ssharing of functions betuween 3 7 0
government agencies
Lack of personnel 1 8 0
Lack of marketing services 1 4 5

* 10 government officials were surveyed




quantities and varieties of vegetables and fruits for Costa
Rican domestic consumption have been increased.

Although government officers believe that the feria
program is successful, they recognize that the ferias face
several problems. From the standpoint of feria authorities
and government officials, the major problems that the ferias
confront were suggested and ranked as follows (Table 8, p.68):

1. Violation of feria regulations because of a weak
framework. The feria is organized from an old and weak set of
regulations. Authorities interviewed agreed that the law
which guides the activity is outdated. It was useful at the
beginning when the numbers of products, farmers and consumers
were small, but today, as the activities have increased, it
has became ineffective. With regard to this problem,
Sanarrusia (1986) claims that ferias are regulated by an old
and defective decree that promotes a difficult application.

The four ferias under study demonstrate that this
commercial experience which was very successful during the
first years of its functioning, today is stagnant or perhaps
has diminished because the regulations have not been adapted
to its growth. Because administration and development of the
ferias 1is subject to coordination by several government
agencies, enforcement of regulations is very difficult. Clear
violations have been found. For example, on the fourth week
of May, 1986, the Office of Ferias found numerous violations

(MAG 1986) (Table 9). From the point of view of authorities,
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Table 9. Reported Violations of Feria Regulations.
(Absolute Values)

Type of Violation

Name of the # Viol. # Prods Specu- Health Legal
Feria lative

Zapote 263 410 58 95 110
Desamparados 161 450 46 51 64
Plaza Viquez 162 350 49 59 54
San Isidro 146 115 31 29 26
Total 732 1325 244 234 254

Violations Found by the Office of Ferias in the Fourth Week
of May, 1986 at the Ferias of San José.

Source: MAG Report 1986

# Viol. Number of violations

# Prods.= Number of Producers
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several violations cited by the MAG in 1986 still are present.
According to the authorities, many violations are of a legal
nature, such as producers being without identification cards,
with expired cards, or with altered cards (Table 10). Because
there is a lack of refrigeration, commodities sometimes do not
have a good appearance, especially after they have been
exposed many hours to the hot sun. Producers use water of
doubtful quality to keep the produce fresh. Moreover, some
farmers do not have wooden platforms and sell their produce
directly on the street, which is not allowed. According to
feria regulations, produce must meet quality standards and
have visible prices. Although the Unidad de Ferias
establishes prices based on quality, products of second
quality are commonly sold as first quality. 1In several cases,

products do not have visible prices.

Table 10. Most Frequent Violations of Feria Regulations
Ranked by Government Authorities.

Violations % Number of

Producers
Producers with altered card 30 3
Producers with expired card 20 2
Producers without card 10 1
Not visible prices 20 2
Price speculation 20 2
Total 100 10

Another example of dysfunction in the present regulation
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is the following: When a producer is selling a product at a
higher price than that established by 1law, either the
administrator or his assistant will ask him to stop. If the
producer does it again, the administration will write a report
and send it to the Unidad de Ferias. This office will attract
attention to the producer. But, because this 1is a
bureaucratic system, by the time the resolution comes, if it
arrives, everybody has forgotten the issue. The problem is
that the feria administrators do not have the power to enforce
regulations.

Other problems or irregularities for the Unidad de
Ferias are: farmers with more than one space or lot, farmers
without identification cards, farmers with invalid or altered
cards, producers selling products different from those allowed
by their identification card or farmers using identification
cards that do not belong to them (MAG, 1986; interview with
the head of Unidad de Ferias, October 1990).

2. Several government agencies administer the ferias.
This creates confusion and makes it difficult to enforce
regulations. Sometimes when authorities from one agency
attract attention for an irregularity or violation, the
producers answer that it had been approved by another
authority who had been there before. Authorities surveyed
agree that violations of regulations are a consequence of
sharing functions between several government agencies. In

addition, the administrative framework appears to present
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contradictions. For instance, while the CAC is directly
responsible for the feria, it lacks authority. This agency
neither dictates policies nor applies corrective measures.
Another problem of the regulations is that they were made to
organize small ferias, and today the same regulations without
any variation apply to a much different scale of activity.
Good enforcement of regulations is very difficult Dbecause
there are too many agencies responsible for its organization
and development. Previous studies of the feria system
(Villasuso, 1982; Pro-Desarrollo, 1986) also found the
inefficient institucional framework to be an important
problem. Centralizing the feria administration into only one
agency is recommended to reduce bureaucracy and to clarify
functions.

3. Lack of personnel. Eight of ten officials surveyed
ranked shortages in personnel as the third major problem. The
CAC, which 1is the office responsible for the smooth
functioning of the feria, has assigned one administrator and
seven assistants to Zapote’s feria. The same administrator
and five of the assistants control Plaza Viquez’s feria, while
Desamparados works with one administrator and five assistants.
One administrator and one assistant organize the feria of San
Isidro. In addition, the MEIC has assigned one price
inspector at each feria. These authorities report that it is
almost impossible to enforce regulations with such limited

personnel. For instance, they go through early in the morning

73




reviewing identification cards, checking quality versus price
and collecting money. When authorities find that a producer
is in violation of the law, they ask him to be fair but they
do not have time to see if the producer changes. When they
finish reviewing all of the farmers, the feria is almost over.
Lack of personnel also limits the ability of regulatory
agencies to collect statistical information.

Finally, although from a general point of view the ferias
appear to be successful, they are in danger of stagnation.
The government has demonstrated a lack of administrative
capacity to handle the ferias, and to fulfill the terms of the
regulations. None of the agencies dealing with the ferias has
become a dynamic institution coordinating and integrating the
feria 1into the national economy as a productive force
contributing to development of the country. The initial
enthusiasm for this commercial activity has diminished and, as
a consequence, the number of ferias has decreased all around
the country (Figure 11). The main objective of the ferias has
been accomplished only partially. The socio-economic
situation of Costa Rican small farmers, although improved,
remains near the subsistence level. The producer ferias
program may become stagnated or perhaps disappear because the

government has not implemented an overall strategy to assure

its continued success.
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CHAPTER VI

CONCLUSION AND RECOMMENDATIONS

Conclusion

Marketing of vegetables and fruit for domestic
consumption in Costa Rica is not well modernized and
characteristically lacks related services. Although the
government created the ferias to help small producers reach
urban markets, the producers still face several obstacles to
selling their products at the feria.

All ferias around the country have not reached the same
level of success. Ferias in small cities appear to have been
more successful than those in large urban centers. For
example, in San Isidro, a small city with a small regional
feria where people know each other, the feria has
accomplished most of its basic objectives. 1In contrast, the
ferias of San José, attended by producers from most distant
regions of the country, do not appear to be fulfilling their
original objectives.

The role of the state is confused. While the feria was
created to improve life for small producers and to diminish

marketing margins through 1limiting the participation of
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middlemen, the state created regulations that are difficult to
implement. The present framework controls in some ways small
and regional ferias, but is weak and unsuccessful at the
largest ferias, due largely to the inability to enforce feria
regulations.

Based on interviews with a sample of 150 producers
participating in ferias in San José and San Isidro and with
the ten persons responsible for administering those ferias,

advantages and problems of the feria system are identified.

Advantages

According to the surveys the advantages are summarized as
follows:

1. One of the major objectives of this marketing
activity is assisting small farmers to earn more money on a
weekly basis, and in general, improving family’s income.
Because of the feria, producers have more access to cash
which was scarce before the feria began.

2. Another benefit of the feria is the role it plays in
changing the food patterns of the Costa Rican population.
During this commercial activity, the diet of urban consumers
as well as producers has been improved. A greater variety of
fresh produce is more accessible to the urban customer than
ten years ago. The impact on diet was greatest in rural
sectors where the population previously ate only whatever they

produced.




3. According to feria administrators, one of the most
visible accomplishments of the producer feria 1is the
socialization of rural people. At present, producers are in
contact with more people and they are more approachable than
a decade ago.

4. Members of the feria have increased their knowledge
of crops. Moreover, producers have established socio-economic
relations that have improved their lives.

5. Another main advantage of the feria is its basic role
in influencing prices at the market. Ferias ended the monopoly
of the free municipal markets in the commercialization of
agricultural products. On the day of the feria, municipal
market prices are frequently lowered to match feria prices.

6. Integration of women in the business of the family is
another benefit of the feria. In Costa Rica, as in almost all
Latin American societies, rural women were not part of the
selling and bargaining process, but served a role as wife and
mother. As a consequence of the feria, Costa Rican rural
women have started participating in and making commercial
decisions regarding the family business.

7. Ferias have been an important element for alleviating
pressure at the traditional markets. Before the feria, the
municipal markets were the only place to purchase vegetables
and fruit, and they were very crowded. Today, municipal
markets are not crowded because ferias have absorbed the

responsibility.
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8. Finally, it is important to recognize that, according

to the head of the Unidad de Ferias, the feria program has
helped to expand quantities and varieties of vegetables and

fruits in Costa Rican domestic production.

Problems

According to the surveys, the problems are summarized as
follows:

1. The ferias are organized by outdated regulations.
The MAG, the head institution, cannot control the ferias
because there are several government offices, without
coordination, simultaneously handling the feria.

2. There is a lack of related services. Marketing
continues to be rudimentary, with no packing, refrigeration or
other services. The government has not developed aggressive
policies that would improve the sale of perishable products.
This is one of the reasons the products are not always of
primary quality.

3. The ferias are not accessible to all small
producers. Lack of transport, <credit and technical
assistance, and 1limited production make this marketing
activity unreachable for many small producers throughout the
country.

4. TIllegal activity occurs. Some middlemen masquering
as producers, who have greater economic power and more market

knowledge, attend the feria. The MAG (1986) states that their
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existence defeats the basic objectives of the ferias.

Recommendations

The following recommendations are based on the preceding
analysis of the strengths and weaknesses of the ferias. In
the opinion of the researcher, it is urgent that the Costa
Rican government implement the following measures to avoid the
disappearance of small farmers from the feria. If the state
does not take care of these problems, it is possible that
producer ferias will evolve to free markets.

1. Because none of the agencies dealing with the ferias
has become a dynamic institution, coordinating and integrating
the feria into the national economy as a productive force
contributing to development of the country, it is necessary to
restructure the administrative framework. Many of the
problems can be resolved with a major reorganization. It is
urgent that the administrative functions be centralized in
only one agency that can organize, administer, evaluate,
control, and correct the feria. A simple model of
organization is proposed to accomplish this, in which a Board
of Feria 1is created (Figure 12). This Board should be a
department of the MAG to take advantage of the experience and
resources of this ministry, but it must be independently
organized. It will centralize all of the business of the
ferias. The Board of Ferias will have five departments or

offices. The first is the legal office. This office will

80




Ministry of Agriculture

National

Tech. Assist. BO&I’F’ of
- and Ferias
ounseling =

Producer
Services

Marketing
Services

eria Manager

v

Assistants

N

Ferias

WV

Producers'
Commitee

NG

Consumers
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prohibit middlemen from attending the ferias and will handle
other legal tasks. The second is Finance which will take care
of such business as fees, equipment rental, and other matters
related to money. A third department is Marketing Services.

This office will have under its responsibility the search for

improved marketing services. Another office is Producer
Services. It is required to offer basic services such as
restrooms, bathrooms and shelter for producers. The last

office is Technical Assistance and Counseling. Each office
will have a head and all five heads will be part of the Board.
In addition, each feria will have a manager and a crew of
assistants. The number of assistants will depend on the size
of the feria. Managers and assistants will implement policies
dictated by the National Board of Ferias. Finally, producers
should have their own committee. Two representatives of
producers, all feria managers, and the head of each office
will comprise the National Board.

2. Another important task is to organize farmers into
cooperatives, especially for transporting produce to the
feria.

3. The state must offer special credit as well as
technical assistance to small farmers.

4, It is necessary to search for a solution to the
problem of surplus waste. Agreements with industries or large
institutions such as hospitals and schools my yield a possible

solution.
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5. Another clear necessity is to achieve improvements in
marketing services and in basic services to producers
(shelters, water, and restroom facilities).

6. Meetings should be held to bring together managers of
the ferias so that they may discuss their accomplishments and
problems.

7. If it is not possible to build a sheltered market
place, it is mandatory that the office which controls the
feria rent to the producers special equipment, for example
wooden platforms. With the equipment in the city, producers
will pay less for transporting their agricultural goods to the
feria. There could be a participation fee that includes the
rental of wooden platforms and other basic equipment.

8. Another recommendation is to conduct periodic
evaluations. In addition, it will be necessary to hire
personnel to collect data for further research to determine
the level of success of the ferias and to identify their

problems.
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APPENDIX A

QUESTIONNAIRES ADMINISTERED TO PRODUCERS

AND GOVERNMENT OFFICIALS
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QUESTIONNAIRE TO FARMERS

Name of the feria

Name of the farmer

oooooooooo

oooooooooo

oooooooooooo

these

oooooooooooooooooooooooooooooooooooo

crops?

Marital Status......ceeeveeeeenennn
Number of sOns .....veiiieeennneens
1. Where 1s the farm where
2 The farm is:
....... Your Own
........ Rented
3 What is the size of the farm?........cc0vivvenn

4, What products do you raise?

5. How do you decide what crops to produce?

6. Do you receive assistance from the MAG?
Yes..... No...

7. Have you received government credit?

93

No.....



8.

9.

10.

11.

12.

13.

14.

15.

16.

What class of credit?

...... Special credit to farmers
...... General credit

How do you transport products to the feria?

....... Own a vehicle
....... Rent a vehicle
....... Bus

....... Other

How much money do you pay for transporting products to
The FErIa? veeeeeeeonoseecenassscsnnsssossansas

How are sale prices established? ..........ccc00cieenen.

oooooooooooooooooooooooooooooooooooooooooooooooooooo

oooooooooooooooooooooooooooooooooooooooooooooooooooooo

Can you buy products from your neighbor and sell them
here?

Yes....... No...... e e

How long have you been attending this feria?

YearsS. e eeeeeeneas Months.........

With the family......

With an employee.....

Does the government advise you about tastes and consumer
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preferences?

17. Can You lose your right of selling at the feria?
18. Please, could you tell me the three most important

advantages of the feria?

19. Could you tell me the three most important disvantages of

selling at the feria?
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10.

QUESTIONNAIRE FOR GOVERNMENT AUTHORITIES

Name of the feria ......cccceees e e e ee e
What is you position? ......iceieiienreirieenennns

Which are your functions?

How many farmers attend this feria weekly? .......

ooooooooooooooooooooooooooooooooooooooooooooooooooo

What is required of those who sell at the feria?

How do you ensure that only producers sell at the feria?

Do you think that any middlemen attend the feria?

How are farmers organized at the feria?
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11.

12.

13.

14.

15.

16.

17.

18.

What services does the feria offer to farmers?

Do farmers receive any advice from extension agents?

Which? .vveeeeeeeococessssosnnsnsocs e e e e e

Why are ferias always on weekends?

How are prices determined?

Do you know how farmers transport their produce?

ooooooooooooooooooooooooooooooooooooooooooooooooooooo

What mechanisms are established to control and regulate:

Quantities........ et e e e e s e reecsereeneneraenenens
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19.

20.

21.

Have you evaluated the feria?
YESetieeooo NO..owwn

HOW OFf @I 2 e v v v o oo ooececeseocenssossosnsasossssecsssssssss

What are the major advantages of the feria program?

What are the principal problems of the feria.
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10.

POSITIONS OF GOVERNMENT OFFICIALS INTERVIEWED

Head of Unit of Ferias Office. MAG.

Head of Marketing of Farm Products. MAG.

Assistant of Marketing of Farm Products. MAG.

Head of Price Control Office. MEIC

Assistant of Price Control Office. MEIC, San Isidro
Assistant of Unit of Ferias Office. MAG
Administrator, Ferias of Zapote and Plaza Viquez
Administrator, Feria of Desamparados

Administrator, Feria of San Isidro

Assistant of San Isidro Feria
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PRODUCTS SOLD AT THE FERIAS IN OCTOBER 1990

|

\

|

|

|

APPENDIX C
\

|

\

|

‘ 101



English Name
Achiote
Asparagus
Avocado
Banana {(common)
Banana

Bean, Adzuky
Beans (black)
Beans (red)
Beet

Broccoli
Brussel's Sprouts
Byrsomina
Cabbage
Carambola
Carrots
Cassava
Cauliflower
Celery
Chayote
Chickpea
Coleous

Coriander

PRODUCTS SOLD AT THE FERIAS IN OCTOBER 1990
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Spanish Name

Achiote
Esparrago
Aguacate; palto
Banano

Guineo

Judia

Frijol negro
Frijol rojo
Remolacha
Brecol

Col de Bruselas
Nance

Repollo
Carambola
Zanahoria

Yuca; mandioca
Coliflor

Apio

Chayote
Garbanzo
Oregano de Castilla

Cilantro, culantro



Corn

Corn Marigol
Cowpeas
Cucumber
Cushaw (Pumpkin)
Custardapple
Dandelion
Eggplant
Garlic

Ginger
Grapefruit
Guava

Green Onions
Hawthorn

Heart of Palm
Horse-Radish
Leek

Lemon

Lettuce

Lychee

Mango
Marmalade Fruit
Canteloupe
Mombin

Mustard Greens

Nance
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Maiz

Espinaca China
Frijol de 0Ojo
Pepino
Calabaza, Ayote
Anona

Diente de Leon
Berenjena

Ajo

Jengibre
Toronja
Guayaba
Cebolla tierna
Manzanilla
Palmito

Rabano Picante
Puerro

Limon

Lechuga
Mamoncillo Chino
Mango

Mamey Zapote
Melon

Jocote
Mostaza

Nance



Orange

Tangerine
Mandarin Sour
Papaya

Parsley

Passion Fruit
Pea

Peach

Peach Palm
Pepper (sweet)
Pepper (Cayenne)
Pepper (Jalapefio)
Peruvian Parsnip
Pineapple
Plantain

Potato

Radish

Raspberry

Sapote (Yellow)
Soursop

Spinach

Squash

Sweet Granadilla
Sweet Potato
Tamarind

Taro
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Naranja
Mandarina
Naranja Agria
Papaya

Perejil

Maracuya

Arvejas

Durazho, Melocoton
Pelibaye

Chile Dulce
Chile Picante
Chile Jalapeifio
Arracache

Pifia

Platano

Papa

Rabano

Mora

Zapote Amarillo
Guanabana
Espinaca
Calabaza, ayote tierno
Granadilla Dulce
Camote, Batata
Tamarindo

Name



Tomato

Tomato {(cherry)
Watermelon
Yams

Yams (Chinese)

Yams (Yellow)
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Tomate
Miltomate
Sandia, Patilla
Nampi

Name de China

Name amarillo



VITA

106



‘Miriam Miranda was born in Orotina, Costa Rica, on
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