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Strengthening Local Development and the Teaching Process
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Abstract

The teaching-learning process is integrated with practice to meet the demands of the labor market. This study presents the learning
experience of students at Universidad Politécnica Salesian (UPS), Ecuador, and their contribution to territorial development through
an integrated commercialization proposal. This initiative connects eight rural productive associations from El VValle Parish, Cuenca,
Ecnador, with the nniversity. It highlights how knowledge transfer drives proposals aligned with agricultural policies, particularly the
promotion of direct marketing channels. A mixed-methods approach was adopted: a quantitative methodology was used for production
data collection, market segment profiling, and hypothesis testing; while a qualitative approach, through participatory action research,
allowed students to develop skills by interacting with project participants and focusing on solutions to local challenges. Data collection
was conducted throngh surveys, interviews, and focus groups, enabling the identification of producers’ and consumers’ needs while also
Jostering key competencies in students to address challenges in the agri-food sector. The results demonstrate the potential of higher
education to generate sustainable solutions for local communities. The results obtained demonstrate the potential of higher education to
generate sustainable solutions and a positive impact on local communities.

Keywords: Direct marketing channel; university-local environment link, Popular and Solidarity Economy.
JEL code: A1. A10. A.100

013. 0130.

Introduction

Universities have played a fundamental role in the evolution of higher education throughout history.
Originating in the Middle Ages, they have not only witnessed the progress of human knowledge but have
also been active participants in its development. These institutions have evolved from humble beginnings
in monastic and cathedral schools, where theology, law and medicine were taught, to contemporary entities
that foster academic training and integration with the professional field. Over the centuries, universities
have undergone significant transformation, adapting their structure and function to meet the changing
needs of society.

Today, they continue to be pillars in the training of teachers and in the generation of knowledge,
maintaining a close link with professional practice and contributing to the advancement of vatious
disciplines. Thus, universities not only educate, but also inspire and lead in the search for academic and
professional excellence (Riegg, 1992). The first 4 universities that were born in the 12th century were
Bologna, Paris, Oxford and Montpellier, each with their own particular characteristics. In the first decade
of the 19th century, the Humboldt University was born , the first to include scientific research among its
processes (Chuaqui, 2002). (Geiger, 2004)

In the mid-nineteenth century, universities found it necessary to market their scientific results because of
research activity. This function was transformed and by the end of the nineteenth century and beginning
of the twentieth century, the third mission of the university emerged, expressed in the link between the
university and society (CRUE, 2018). This link had its first expression in the triple helix model, which then
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evolved into a fifth version, from the leading role of the government to its integration into the sustainable
approach (Castillo, 2020). The various ways in which this transfer has been carried out in a general way
under the dimensions of the Triple Helix approach have been, among others: Technology Transfer Offices
(OTT), Research Results Transfer Offices , Foundations, Marketing Companies (mainly service companies),
Technology Parks, Spin-offs, Patents and Licenses, among others (Goebel y otros, 2024). Universities have
put into practice various models; in its beginnings, this process was also known as university extension
(Pérez y otros, 2023).

However, there are barriers that hinder the development of this process, especially the cultural differences
between the university and the companies; the former favors research in terms of inventions, while the
latter are attached to economic results (Chen y otros, 2024). In the internal university environment,
sometimes, an empirical organization prevails, which results in companies distrusting the establishment of
a link that favors the development of the locality (Rueda y otros, 2020). The presence of these problems
does not allow the fulfilment of the objectives set out in the linking process (Ciriza, y otros, 2021).

Professional practice is a component of the substantive process of engagement with society in universities,
which seeks to establish connections between theory and practice, allowing students to apply the knowledge
acquired in real contexts. This connection is essential for the comprehensive training of students and to
prepare them to face the challenges of the world of work. The undergraduate training of professionals
requires practical development so that actors shape their identities both in the individual and social spheres,
to contribute to the training of critical, creative, deliberative and ethical professionals (Cisneros &
Mendoza, 2018).

Universities have developed various strategies to strengthen the link with professional practice, such as the
implementation of professional practice programs, internships, applied research projects and collaborations
with the productive and social sector (Kolb, 1984). These practical experiences provide students with the
opportunity to acquire professional skills, develop work competencies and establish contact networks that
can be beneficial for their professional future (Zlotkowski, 2002).

The substantive processes of university management must remain closely linked and create synergies in the
dynamics of their evolution. The results indicate that a university's petformance based on the research pillar
strengthens the knowledge transfer pillar over time, through marketing channels and academic participation
(Senguta & Ray, 2017). However, integration in these processes becomes difficult and the differences are
accentuated when observing their behavior in developed and non-developed countries.

Teacher training and the link with professional practice are intrinsically linked in universities. Teacher
training provides students with the theoretical and methodological tools necessary to teach effectively, while
the link with practice allows them to apply this knowledge in real contexts and acquire professional
experience. The university must pay special attention to the process of planning, carrying out and
continuous improvement of pre-professional practices (Chavez y otros, 2019). It is necessary to consider
the needs identified in the social and economic development of the environment (Herrera y otros, 2020),
which reinforces the necessary integration between the training process and the link process.

The market has significantly affected the mission and functions to be developed by universities in the
teaching and research fields, while training has had the tendency to prepare future professionals based on
market demands and efforts are made to market the results obtained in the research process (Geiger, 2004).
On the other hand, (Gatcia & Gonzalez, 2017)they argue that this trend in Latin America is expressed in
that the substantive processes are executed independently and their relationship is observed from specific
actions that do not have a systemic approach; the relationship between the substantive processes of the
university is bidirectional and fortuitous, which does not contribute substantial changes to the profile of
the professional that can be realized in the offer of degree training. Thus, gaps are caused in the teaching-
learning processes that limit the connection of the student with professional practice. However, in this
regard, regarding the integration of the substantive processes of the university, other studies consider the
need for these to be specific in their strategies and management models, in correspondence with their
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capacities to strengthen one of the processes and not necessarily achieve the integration between these
three.(Sanchez, 2014)

In Ecuador, university autonomy was recognized in the 1940s (Bravo, 2022). Here, the process of university
involvement in society has served as support for local development and entrepreneurship, attempting to
promote the innovation process (Salas y otros, 2020).

On the other hand, there is the local environment surrounding the university, particulatly the rural local
environment and the need to bring about substantial changes in the development of alternatives for these
territories.

Since 2011, with the enactment of the Popular and Solidarity Economy Law (EPS) (Asamblea Nacional,
2024), Ecuadorian productive associations have opted for an alternative economic model, based on
collaboration and solidarity, as a response to the challenges of inequality.

However, its dynamics do not reach the expected levels and in general, it does not offer an attractive
alternative for the generation of income; in most cases it becomes a secondary source of income, there are
no policies that stimulate the development of these economic forms (Hidalgo Romero y otros, 2024).

In short, the EPS form is born and developed under the principles of solidarity and collaboration in the
production and distribution of wealth, in the face of the inequality generated by the capitalist paradigm and
the precepts of private property. Under this modality, the value of use is privileged and not the value of
exchange, solidarity vs. the accumulation of capital (Jubeto y otros, 2014) (Coraggio, 2013) (Razzeto, 1993)
(Razeto, 1999) (Barbetti, 2011).

Coraggio (2013) develops the idea of coexistence between different forms of economy, the private, the
public and the social; however, for these forms to be articulated and to dynamize the development, of the
small productive associations organized under the EPS approach, there must be clear policies at the local
level 4. The link between the EPS and local development has been exhaustively treated in the works
presented by(Albuquerque, 2004) (Alburquerque, 2007) (Vazquez-Barquero, 1998) (Vazquez-Barquero,
2009) (Coraggio, 2013) (Coraggio, 2011)They emphasize structural transformations based on the use of
endogenous resources existing in the territory.

Economic relations in supportive environments involve links of a different nature based on trust, based on
social and family relationships (Milanés, 2024). Without a doubt, this process is characterized by a high level
of complexity, since it is still a young process under construction. This complexity is accentuated if we
consider the lack of articulation between the various actors that influence the process and the current
perspectives of management by values.(Guerra, 2020)

One of the alternatives followed by this approach has been the promotion of direct links between
productive activities and final consumers, to achieve cost minimization and the value of the products from
these economic activities; it involves structuring direct marketing channels with a focus on fair trade.

Fair trade has established itself as an alternative paradigm in the commercial field, based on ethical and
solidarity principles. Its objective is to guarantee equal conditions for producers, especially in developing
countries, by eliminating intermediaries and promoting direct commercial relations. Despite its potential
advantages, its mass adoption has been limited due to various challenges and barriers.

+ He Details of this analysis, which served as a background for the formulation and execution of the project described in this article, can be
found in: Gémez-Ceballos, G.; Vazquez-Loaiza, JP; Herrera-Torres, DP; VVega-Luna, AJ Popular and solidarity economy: policies and realities
in the local context. The case of the agricultural production associations of El Valle, Ecuador. Sustainability 2021, 13 , 13469.
https://doi.org/10.3390/su132313469
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It is defined as "a business model that puts human beings and the social, economic and environmental
sustainability of societies at the center, dignifying work, respecting the environment and promoting
responsible and sustainable management of natural resources" (FAIRTRADE, 2024). It originates as a
social movement aimed at challenging the inequalities and exploitative practices of global trade, particularly
those rooted in colonialism. Its beginnings date back to the 1950s and 1960s with "charity trade", which
consisted of importing crafts made by vulnerable groups, such as refugees and orphans. In the 1970s and
1980s, the movement evolved into "alternative trade" and "solidarity trade", focusing on establishing fair
trade relations and supporting alternative forms of development in the Global South (Reed, 2013).

This movement has gained great strength in the Latin American coffee sector, with the aim of empowering
producers through better prices, stable links with the market and better working conditions (Raynolds &
Weeks, 2018).

The trend is one of commercial integration and incorporation. Fair trade has increasingly entered the
mainstream of commerce, which has led to tensions between its social principles and commercial
imperatives. This integration has been characterized by product certification and the participation of large
companies.(Barrientos y otros, 2007) (Low & Davenport, 2006) (Smith & VanderHoff, 2013)

The introduction of product certification in the 1980s was a landmark event, with Fairtrade International
certifying 20 commodities and generating global sales of $8 billion annually.(Raynolds & Weeks, 2018)
(Smith & VanderHoff, 2013)By 2022, certifications had grown to 1,910 organizations, including 1,563 small
producer organizations (including those certified for contract production) and 347 larger farms that rely on
hired labor (known as hired labor organizations) (FAIRTRADE, 2024). This certification has allowed Fair
Trade products to enter mainstream retail channels, increasing consumer awareness and market access.

Fair Trade relies heavily on consumer activism, with consumers in the Global North increasingly seeking
socially and environmentally responsible products. This has led to the growth of these markets, especially
in Europe and North America. This process is diverse and complex, reflecting several channels and
approaches. It includes both alternative trading (Wilkinson, 2007) (Barrientos y otros, 2007)organizations
committed to Fair Trade principles, as well as conventional for-profit companies that meet minimum
standards (Reed, 2013).(Ozcaglar-Toulouse y otros, 2010)

Despite its growth, Fair Trade faces challenges such as maintaining its core values while expanding market
access and ensuring that benefits reach the small producers, they are intended for rather than being co-
opted by large corporations (Smith & VanderHoff, 2013). Small producers organized in the form of EPSs
face greater difficulties in accessing sources of financing to enable certification, and there are no conclusive
results on its positive impact. (Guevara-Rosero y otros, 2024)There are also ongoing debates about the

effectiveness of Fair Trade labelling and its impact on producers and consumers.(Schmelzer, 2010) (Lyon,
2021)

In short, fair trade emerged from post-war movements and decolonization efforts, with the aim of
addressing global inequalities (Winterberg, 2020). The movement seeks to promote social justice,
environmental sustainability and better economic conditions for producers in the Global South.(Raynolds
& Weeks, 2018) (Stenn, 2013)It is a general movement with significant participation of producers from
Latin America, the Caribbean and Africa.(Brown, 2007) (Raynolds & Weeks, 2018).

Fair Trade has evolved from a grassroots social movement into a major global market force, balancing its
founding principles with the demands of trade integration. It continues to adapt, facing both opportunities
and challenges in its quest to promote fairer trade practices around the world.

In this context, it is understood that the university plays an essential role in the connection with the rural
productive environment, based on the transfer of knowledge and the search for alternatives to bring about
transformations in productive structures from their origin, taking advantage of the endogenous resources
existing in the localities. Lang, et.al, 2024, reaffirm in their study the multiple advantages of co-creating
knowledge with communities in agricultural fields, addressing various challenges for these areas that they
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summarize in 4 essential arguments: collaborative planning, the role of teachers and students in the learning
process, the dynamics of co-construction and co-governance.

Hence, this work sought an answer to the following research question:

How can we promote the creation of a direct marketing channel between productive associations and
university workers?

In response to this question, this article aims to bring to the attention of the scientific community a positive
experience, showing how through the execution of a project of linkage with practice, it contributed to the
formulation of a commercialization proposal by integrating the efforts of the members of the productive
associations, and co-creating knowledge of both parties, in order to contribute to the strengthening of
these organizations in their management process, especially in the marketing function, and to the
development of skills in students for the exercise of their profession and the strengthening of their values,
at the same time that, in this interactive process, teachers were able to enrich the contents and methods
used in their respective disciplines.

Methodology

The study area has an area of 4,404.4 hectares and is home to 34,785 residents, distributed as follows:
16,279 men (46.8%) and 18,506 women (53.2%). According to INEC data for the year 2023, the level of
poverty due to Unsatisfied Basic Needs (NBI) reaches 30.8% at the national level and 52% at the rural level
(INEC, 2024), while extreme poverty stands at 10.6% at the national level and 24.1% at the rural level
(INEC, 2024). In the productive field, the parish stands out for the cultivation of corn, beans, alfalfa,
potatoes, peas and vegetables. In addition, it complements its economy with the raising of animals such as
chickens, guinea pigs, pigs and dairy cattle, activities that strengthen the livelihood of its inhabitants (GAD
Cuenca, 2015).

Eight productive associations were studied, of which seven are dedicated to agricultural cultivation and one
to cattle management. Seven professors from different careers participated, four from Business
Administration, one from Veterinary Medicine, one from Industrial Engineering and one from
Biotechnology. The 12 students involved in the project worked in small groups, attending each association.

In this way, the methodological approach included permanent interaction with those involved in the project:
teachers, members of productive associations, members of the board of directors of the GAD
(Decentralized Autonomous Government) of the parish and technicians from the MAG (Ministry of
Agriculture and Livestock).

The research was carried out with a non-experimental quantitative approach, descriptive exploratory and
correlational analysis with a mixed approach (Hernandez-Sampieri & Mendoza, 2018), to collect
information regarding cultivated crop areas, types of products, production volume and sales income and,

for the analysis of the target market segment to whom the supply of agroecological products would be
offered.

In addition, the qualitative approach was used to search for diagnostic information from community
members using the action-research methodology. This methodology involves finding solutions to specific
community problems, focusing on processes that guide decision-making for the formulation of projects
and reformulation of structural processes, with the participation of those involved. Quantitative and
qualitative data are collected , integrating inductive and deductive approaches (Hernandez-Sampieri &
Mendoza, 2018). (Tuba Criollo, 2020) The use of this methodology allowed teachers, students and
community members to assume an attitude of change in the face of the problems that arise in the
community, specifically in relation to the marketing of their products , contributing with their expetiences
and criteria to a broader perspective of an alternative solution based on an integrative proposal .
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The processing and analysis of information was carried out through the SPSS V29 software on productive
associations (Orellana-Quezada, 2017), through indicators and statistical analysis (Villavicencio, Quezada,
Chica, & Moreira, 2015), for this, it was necessary for the students to put into practice knowledge linked to
production management, human talent management, project management and marketing management,
with emphasis on the latter, to promote the operation of a direct marketing channel between productive
associations and the staff employed at the Salesian Polytechnic University (UPS) in order to benefit the
elimination of intermediaries and the application of the principles of fair trade.

The Technigues Used Were

o Survey-interview with members of each organization to update variables on production levels, types
of products, current sales, possible expansion of production, markets (From a questionnaire aimed
at gathering information on the variables: infrastructure, production costs, major problems in
production, current planting atea, possibility of expansion, product portfolio, internal strengths of
the organization, current market)

o Surveys of the target market segment, teachers at the Salesian Polytechnic University (UPS) identify their
profile and promote the management of a direct marketing channel. An online survey was applied
to them through Google Forms (Carchipulla, Rivera, & Quezada, 2021).

To obtain the sample, the number of teachers at UPS Cuenca was used as the population. To
calculate the sample, a confidence level of 95% and a margin of error of 5% were applied, with a
probability of success of 95.8%.

N*Zz*p*q
e?x(N—1)+Z%2xp=xq

n =

_ 310 * 1,96% = 0,958 * 0,042
©0.052 % (310 — 1) + 1,962 * 0,958 * 0.042

n

n =51,68=52

The variables included in the questionnaire include sex, age, number of household members, per capita
family income, purchase frequency, expenditure on agricultural products, factors considered when
purchasing, places of purchase, time of purchase, sources of information on agricultural products,
satisfaction with the current product, knowledge about agroecological production, consumption of
agroecological products, payment preferences, acquisition preferences and delivery preferences.

For statistical analysis, these variables were integrated into 4 large groups that correspond to the controllable
variables that make up the marketing management process, namely: product, price, promotion and place;
in this way, sub variables were classified that completed each of these clusters.

Using SPSS V29.0 software, the normality of the variables was verified with the Kolmogorov-Smirnov test,
obtaining the following results that confirm their normality.

Table 1. Kolmogorov-Smirnov Normality Test

Variable Kolmogorov-Smirnov 2 Shapiro-Wilk
Statistical gl Next. | Statistical | gl Next.
Product 0.117 52 0.072 0.949 52 | 0.027
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Square 0.096 52 | 0.200* 0.968 52 0.172
Promotion 0.172 52 0.010 0.735 52 0.010

*. This is a lower limit of the true significance.

Lilliefors significance correction

Note. Source: Surveys. Prepared by: Authors.
Based on the above, the following hypotheses were formulated:

Ho: There is a direct and significant relationship between the variables of place of purchase for the
members of the target segment and the variables: level of satisfaction, time spent on shopping, knowledge
about agricultural products and healthy lifestyle.

H1: There is no direct and significant relationship between the variables of the place of purchase for the
members of the target segment, therefore, the level of satisfaction, time spent shopping, knowledge about
agricultural products and healthy lifestyle are not improved.

e Surveys aimed at teachers and students participating in the project with the aim of verifying the
impact linked to the teaching process

e Focus groups with project members and members of productive associations to determine the
essential elements that make up the marketing mix and the product launch strategy.

e Discussion among project members and with the participation of members of the Decentralized
Autonomous Government (GAD) and the Ministry of Agriculture and Livestock (MAG) that
handles the formulation of the project, to complete the project deliverables (Technical study,
location, organic structure, personnel, budget and feasibility)

Factor Analysis

Factor analysis is a statistical technique that allows us to simplify complex data sets, identifying underlying
patterns or factors that explain the relationships between multiple variables. A consistency analysis of the
questionnaire was performed using the Kaiser-Meyer-Olkin (KMO) test and Bartlett's test of sphericity.
The results indicate that the questionnaire is suitable for factor analysis (KMO = 0.514; p < 0.101). The
results are shown in the following table:

Table 2. Consistency Test of the Questionnaire

KMO and Bartlett test

Kaiser-Meyer-Olkin measure of sampling adequacy ,514
Bartlett's test of sphericity Approx. Chi-square 22,248
gl 15
Next. ,101

Note. Source: Questionnaire of questions. Prepared by: Authors.
Factor analysis revealed two main factors:

Factor 1: Knowledge and Purchase Preference for Agroecological Products: This factor groups variables
related to knowledge about agroecological production, the known benefits of agroecological products,
purchase frequency and satisfaction with the current product. Consumers with high scores (48%) on this
factor tend to be well informed about agroecological production and show high satisfaction with the
products they consume.
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Factor 2: Spending and Payment Preferences: This factor groups variables related to spending on
agricultural products per purchase, payment preferences and time to get to the place of purchase.
Consumers with high scores on this factor tend to spend more on agricultural products and prefer cash
payment methods (75%).

Principal Component Analysis (PCA) allowed to reduce the dimensionality of the data, identifying eight
main components that explain 70% of the variance (Knowledge about agro-ecological production;
Knowledge about the benefits of consuming agro-ecological products; Place of purchase; Healthier
lifestyle; Attribute preference for purchasing agro-ecological products; Purchase frequency; Current
satisfaction with product consumption; Time spent on purchase). These components are related to
knowledge, purchasing habits and consumer satisfaction with agro-ecological products, as shown in the
following table.

Table 3. Principal Component Mattix

Component

Variables 1 2 3 4 5 6 7 8
Knowledge of agroecological production | ,833
Knowledge about the benefits of ,606
consuming agroecological products
Place of purchase ,640
Healthier lifestyle ,617
Attribute preference for the purchase of ,752
agroecological products
Purchase frequency ,665
Current satisfaction with product ,633
consumption
Time spent on purchase ,644

Note. Source: Results of primary data processing. Prepared by: Authors

Results

Based on the results obtained, the most significant findings related to marketing, the central axis of the
research, are highlighted. An innovative business model was proposed that integrates all the associations'
products and markets them directly to UPS teachers. A direct marketing channel was established to take
advantage of the benefits of eliminating intermediaries, reducing costs and increasing income for these
associations. This direct channel favors transparency in the supply chain and allows for greater reliability in
the use of technology, especially its integration through blockchain (Burgess y otros, 2024).

As a result of the survey applied to each member of the association and the joint work reviewing the
planting areas used, and the area that could be used in the future, the productive capacity and projected
sales volumes were calculated (Basis for calculating the feasibility of the project).

Table 4. Current And Projected Sales: Current Segment and Potential Segment. (Sales In Dollars)

2021 2022 2023 2024 2025
100.208 105.209 110.465 116.100 121.969

Note. Source: Primary data processing. Prepared by: Authors

The product portfolio considered for the study is presented below.
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Table 5. Portfolio Of Products Managed by Associations

Lettuce, Cilantro, Cabbage, Chard, Purple Cabbage, Parsley, Turnip, Spinach, Carrot,
Beet, Radish, Broccoli, Cauliflower, Zucchini, Tomato, Chives, Onion, Garlic, Potato,
Tree Tomato, Celery, Cucumber, Pepper, Romanesco, Yogurt.

Note. Source: Primary data processing. Prepared by: Authors

Additionally, the diagnosis provided relevant information on:

Average input costs: $2.51

Current average sowing area 86.36%

Main sales sites: GAD parish, Free Fair, February 27, October 9

Greatest strength of the association members: Responsibility and non-use of chemicals in production
Best-selling products: potatoes and carrots

They do not use any channel to promote the products

Environmental variables that cause the greatest impact: Lack of support from the state, which is
concentrated at a higher level in training activities and climate impacts.

Major infrastructure problem for production development: lack of irrigation systems.

e Analysis of the selected target segment to define the direct marketing channel (survey of teachers
to assess possible direct marketing channel)

Descriptive Analysis

The primary data show that most respondents are male (55.8%) and are in the 40-50 age range (30.8%).
Most households have 4 or 5 members (69.3% in total). In terms of income, 38.5% of respondents report
a per capita household income of over $2,000 per month, indicating a market segment with considerable
purchasing power.

Purchasing habits reveal that most consumers buy agricultural products weekly and spend between $11 and
$20 per purchase. The most important factors when purchasing are the origin of the product and the overall
quality (considering all factors). The preferred places to buy are the market and the supermarket; at the
moment they spend between 11 minutes and an hour to get to the place of purchase; they spend between
5 minutes and 30 minutes to make the purchase; only 34.6% claim to have extensive knowledge about the
benefits of consuming agroecological products; more than half say they would like to buy the product at
home and order their products through a mobile application.

Hypothesis Testing
The hypothesis test was performed using the inferential statistics tool using parametric analysis through

Pearson's correlation coefficient. To determine if there was an association between the place of purchase
and the marketing mix variables. The correlation coefficient obtained (r = 0.519) suggests a moderate
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positive relationship, which can be useful to understand that the marketing mix influences the choice of

the place of purchase by consumers.

Table 6. Results of the Correlation Coefficient Between Variables

Correlations Place of putchase | MkProm
of the products
Place of purchase of the | Pearson 1 ,519
products correlation
Next (bilateral) ,000
N 52 52
MkProm Pearson ,519 ** 1
correlation
Next (bilateral) ,000
N 52 52

**_ The correlation is significant at 0.01 level (two-tailed).

Note. Source: Surveys. Prepared by: Authors.
Regression Analysis Model

To understand the factors that determine the choice of place of purchase, a multiple regression model was
built. In this model, the place of purchase was considered as the dependent variable, while the variables
product, price, place and promotion (obtained from the average of the responses) acted as independent
variables. The analyses were performed using SPSS version 29 software. The detailed results of the model
are presented below.

Table 7. Regression Model Results

Model R R squared Adjusted R | Standard error
square of the
estimate
1 NI XS 0.596 0.562 0.664

a. Predictors: (Constant), Price, Promotion, Place, Product

Note. Source: Surveys. Prepared by: Authors.

Table 5 shows a summary of the regression model. The correlation coefficient (r = 0.772) indicates a strong
linear relationship between the variables analyzed, while the coefficient of determination (R* = 0.596)
reveals that 59.6% of the variability in the place of purchase of the products can be explained by the
independent variables: Price, Promotion, Place and Product.

Table 8. Regression Model Coefficients

Model Unstandardized Standardized
coefficients coefficients t Next.
B Std. Error Beta
(Constant) -2,164 0.778 -2,783 0.008
Product 0.062 0.034 0.172 1,838 0.072
Square 0.330 0.043 0.721 7,708 0.000
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Promotion 0.085 0.091 0.086 0.930 0.357
Price 0.010 0.028 0.032 0.349 0.729

a. Dependent variable: Place of purchase of the products

Note. Source: Surveys. Prepared by: Authors.

The results of the multiple regression analysis indicate that the variables included in the model are
significant. The variable 'location' (2 = 0.330) is the factor that most influences the choice of place of
putchase, followed by 'product’ (81 = 0.330), 'promotion' (83 = 0.085) and "price' (34 = 0.010). These results
suggest that the geographical location of the points of sale is the most determining factor in the putchase
decision.

o Criteria of the Teachers Who Participated in the Project

The survey carried out on the teachers who participated in the project (7) collected information on whether
the project had contributed to: the development of skills on the part of students, the expansion of
knowledge and the level of contribution; generating teaching resources to promote the perspective of
teaching based on the practice of economic activities developed in rural contexts; level of integration of
various disciplines in order to provoke synergies and thereby achieve a greater impact of the project.

Table 9. Results of Feedback Provided to Teachers Regarding the Impact of the Project

Level of Skills Teaching To what extent the The
achievement | developed by resources project contributed to | integration of
students generated from increasing students' disciplines in
the project knowledge /skills the project
was achieved
4.7 100% of the Case Studies: 1 4.8 3.8
teachers Workshops: 6
surveyed Exercises
considered that Practical 1
the project Extension of topics
contributed to to the study
the development | program: 1
of skills in the Improvements to a
exercise of the procedure 4
profession. Methodologies 4

86% considered | Teaching resources
that the project | on digital platform
contributed to 1

the development

of teamwork
skills.

86% considered
that the project
contributed to
the development
of

Human values.

Note. Source: Surveys. Prepared by: Authors.

Open Opinions
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Students learn the effectiveness of defining and understanding processes, which allows them to
visualize responsibilities in the performance of a business.

Execute longer-term projects with external funding.
Link students from other majors.

After executing the project, the students proposed business ideas in class that were connected to
the reality of the context.

The project allowed students to expand their critical diagnosis skills, and the teacher used real
examples that positively influenced their level of motivation.

The project's marketing proposal required the implementation of knowledge that went beyond the
level of the teaching programs, thereby increasing student engagement and suggesting the
possibility of expanding the program's topics.

The information obtained through the project exercise allowed the preparation of two thesis works
in article format entitled: "Analysis of agricultural production management in associations formed
by the MAG, El Valle parish, Cuenca, Ecuadot" and "Compatative analysis, business modality with
a focus on popular and solidarity economy, rural productive associations."

Greater cohesion between teachers and students

Greater understanding from teachers to dedicate time to the activity

There is more efficient budget management to develop activities on time

Monitoring after the completion of projects must be at least 1 year, to identify correction problems
and motivate their continuity.

Criteria of the students who participated in the project (12) (Results of feedback given to the students
regarding the impact caused by the project)

57.2% express a high level of satisfaction (values of 4 and 5). 28.6% express a medium level of
satisfaction (3)

The skills to which the project contributed the most were: exercising the profession, putting
knowledge into practice and responsibility.

The knowledge that was most applied in practice was: selection of distribution channels, product
branding and project formulation.

57.1% stated that the project was useful in their current job performance. 28.6% stated that it was
useful at an average level (3)

The topics that are most applicable in the current workplace are:

e  Organization of production
e Costing
e Cost management, budgets, organization, research.
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e Product costing, product prices, distribution and distribution channels of the
products offered.

Suggestions for improving other linkage projects:
e More working hours
e  Greater support from the university

e Considering times for working together with associations, a project cannot be
executed in one semester, a more in-depth follow-up is needed.

e Continue generating projects where students practice, which is a key factor in
their future practice of the profession.

e More interaction with entrepreneurs, since the experience helped us a lot
Discussion.

Through this project, students not only acquired theoretical knowledge, but also developed practical skills
and core values. By interacting with rural communities, many of them discovered complex social realities
and consolidated their social commitment. In addition, some students demonstrated outstanding leadership
skills, coordinating work teams and managing projects efficiently. This experience, aligned with the findings
of Orellana et al. (2024), demonstrates that university engagement can be a catalyst for the personal and
professional development of students, while contributing to the strengthening of communities.

The proposal for a direct marketing channel is consolidated as a key strategy to strengthen the relationship
between producers and consumers. This initiative goes beyond traditional analyses (Saini & Savita, 2024),
allowing for a more direct and transparent connection. In addition, it opens new possibilities to explore
emerging technologies such as Artificial Intelligence and blockchain, as suggested by Niu, et al. (2024), with
the aim of guaranteeing traceability and trust in products.

Direct marketing channels can significantly optimize the management of sustainable value chains, as
suggested by (Puspi y otros, 2024). By eliminating intermediaries and encouraging the participation of local
actors, the implementation of sustainability standards is facilitated, and greater equity is promoted. The
advancement of technologies such as those proposed by De Vos et al. (2020) for peer-to-peer markets can
accelerate this process, by facilitating the direct connection between producers and consumers.

Structuring a direct marketing channel offers multiple benefits, especially in the context of fair trade. By
reducing intermediaries, it is ensured that a greater proportion of the value generated reaches the producers,
who can thus improve their living conditions. In addition, consumers have access to higher quality products
and can know the origin of the food, which fosters a closer relationship with the (Lyon, 2007)producers
.(Linton & Murphy, 2012)

Likewise, direct marketing channels can effectively communicate the fair-trade message by emphasizing the
ethical aspects of purchasing decisions. This helps maintain the integrity of its principles by ensuring that
consumers are aware of the impact of their purchases.(Witkowski, 2005) (Low & Davenport, 2005)By
engaging directly with consumers, producers can share their stories and the benefits of fair trade, fostering
a deeper connection and commitment to ethical consumption (Low & Davenport, 2005).

On the other hand, direct marketing channels contribute to reducing conflicts that arise in traditional value
chains by eliminating the competing interests of multiple intermediaries. This alighment of interests
facilitates the implementation of fair trade practices and strengthens the governance of producer
organizations, as indicated by Xing, et al. (2011). Furthermore, by allowing for a more efficient distribution
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of social premiums, the capacity of producers to invest in their communities is improved. This supports
community development projects and improves the socio-economic conditions of producers (Linton &
Murphy, 2012). The direct relationship allows for better monitoring and reporting on how social premiums
are used, ensuring that they are spent in accordance with fair trade principles (Linton & Murphy, 2012).

However, it is important to note that it is crucial to balance the benefits of increasing sales through
mainstream channels with the need to maintain the core values of fair trade (Low & Davenport,
2005);(Bezencon & Blili, 2009)

The pandemic significantly accelerated the adoption of technology-based direct marketing channels, as
evidenced by (Cruz, 2020). While their use was mainly concentrated in the distribution of mass
consumption products, this experience opens new opportunities for the agri-food sector. The results of
the study show that there is a growing interest in agroecological products and that consumers are willing to
change their purchasing habits. This suggests that it is possible to develop more effective communication
strategies to boost the sales of these products through direct channels.

These results also reflect the opportunities offered by the implementation of a direct marketing channel
between producers and consumers in terms of generating trust regarding the origin of the products,
reducing travel time and purchasing times for the products, raising the level of satisfaction, since they
receive the product directly and know who to order from in the supply chain, and ease of making the
purchase by being able to use an application to place their orders.

To stand out in a competitive market, production associations must emphasize the unique attributes of
their products, such as their local origin and sustainable production practices. Strategic use of social media
will allow them to effectively communicate the benefits of agroecological products and reach a wider
audience. By creating a strong and differentiated brand identity, demand can be increased, and the
profitability of producers can be improved.

The above implies that there are benefits for consumers and producers who, by eliminating intermediaries,
will have a safer marketing channel and will be able to establish relationships of trust and transparency with
them that will create synergies for the benefit of both parties.

Based on the results obtained from the market study and the interaction through focus groups between
teachers, students and members of the productive associations and the parish GAD, the integrated
marketing proposal was structured, whose main components are detailed in the following table.

Table 10. Determining Customer Profile

Consumer profile

SEGMENT VARIABLE

Geographical | Cuenca, UPS teachers, El Vecino community
Demographic | Age: between 36 and 50 years

Gender: 55.8 male, 44.2 female

They make the purchase: indistinctly husband/wife
Psychographic | Economic segment: medium-high

Family members: 4

Per capita income: > $2000

Purchase frequency: Weekly

Putchase costs: 10 to 20 and more than 20 ($)
Motivation: origin

Current point of purchase: Markets and supermarkets
Would you like to purchase on request: 74.5%
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Willingness to use APP (Which is combined with travel
times and delay in making the purchase): 71.2%

Note: Source: UPS Business Administration Program Project Team Report. Program Repository.

The demographic and economic profile of potential consumers in El Valle Parish suggests that marketing
strategies should focus on middle-aged men and women with relatively high household incomes. Marketing
campaigns should highlight the quality and benefits of local products, especially those produced without
chemicals, to attract this market segment, offer convenient purchasing options, and leverage social media
and referrals as key communication channels.

Based on these results, it is understood that the market-related actions to promote the positioning of these
products are:

Market Segmentation: Focus on marketing strategies on households with incomes above $2000 per month.

Product Promotion: Highlighting the benefits of local agricultural products, which is the main
differentiating factor.

Distribution Channels: Implement direct marketing channels to eliminate intermediaries and reduce costs,
which leads to the following action since the preferred places of purchase for these families are in markets
and supermarkets.

Use of Technology: Develop a mobile application to facilitate the purchase of agricultural products, taking
advantage of the interest shown by consumers.

The product concept was determined as follows: The products to be offered will be vegetables of average
size, produced by the associations. They will be sold in bags, baskets and drawers. Each package will contain
a kit of vegetables previously selected by the clients. The packaging will be of different colors and made of
resistant material for your convenience, which guarantees its good condition. In addition, it will carry the
logo of each association under an umbrella brand of the farmers' association.

The attributes contained in the product concept respond to the basic benefits that it offers, articulated by
the needs and desires of the client: healthy food, made without chemicals and preservatives, healthy and
nutritious, in a wide variety of products. Its competitive advantage over traditional products is that they are
produced with natural ingredients and with care for the environment.

Figure 1. Umbrella Brand Proposal

\\l

e 9,

CAlge naltral para th vida
Note: Source: UPS Business Administration Program Project Team Report. Program Repository.

The distribution proposal included the creation of a collection center managed by the El Valle parish GAD
and representatives of the associations, for the reception of the products sent by each productive
organization. In this center, the cleaning, selection and packaging operations in baskets would be carried
out, to sell them according to the advance orders made by UPS teachers. In the future, the university is
committed to developing a project, whose main deliverable would be an application that would streamline
the sales process.

5113


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6448

Journal of Ecohumanism

2025

Volume: 4, No: 1, pp. 5099 — 5117

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOI: https://doi.org/10.62754/j0e.v4i1.6448

Process studies were conducted that led to technical selection decisions, including job profiles, location and
project budget, applying the most appropriate tools that fit the context.

The financial study at the feasibility level, considering the Net Present Value (NPV) and Internal Rate of
Return (IRR) indicators, yielded a positive result: an Internal Rate of Return (IRR) of 15% and an NPV of
$6,403, which makes the project viable.

Conclusions

University, as a space of knowledge and transformation, plays a fundamental role in the development of
communities. Through their connection with the environment, higher education institutions can contribute
to solving real problems and generate a positive impact on society. This paper presents the results of a co-
creation project that seeks to improve the marketing of agricultural products in productive associations,
demonstrating how collaboration between students, teachers and producers can generate shared value.

The summary of the results shows the scope of the work carried out as a result of the interaction of the
University's teachers and students with the people who are part of the productive associations, in a
recognition of their reality and the possible changes that can be made in the field of the exercise of
management of the marketing process of the results of their agricultural products, contributing directly to
generating greater income and a more effective and transparent relationship with a direct channel.

By participating in this project, students had the opportunity to apply the theoretical knowledge acquired
in the classroom to a real situation. Using various methodologies, they were able to identify the needs and
challenges of producers and designed an integrated marketing proposal. This experience not only
strengthened their professional skills but also fostered their social commitment.

The exercise carried out demonstrates the effectiveness of organizing linking projects in which several
disciplines from different careers are involved, so that the student can integrate knowledge and skills in the
exercise of their training, fostering the collaborative spirit; this practice not only favors their expertise from
a professional perspective, but also from a human perspective.

In this way, university-driven projects for co-creation with rural areas favor the process in three essential
dimensions. First, they constitute a challenge for teachers, since the execution of the project becomes an
iterative process that generates spaces for dialogue to enrich the systemic approach to problem solving,
analyzing these from various points of view. Second, it is a challenge for students, since it forces them to
put into practice the knowledge acquired in the classroom and to exercise their critical spirit in analyzing
the diversity of a highly complex environment, where there are dilemmas regarding the use of local
resources and the various barriers that producers face in achieving these goals. Third, it is of great
significance for the members of the associations, since it challenges them to put their experience and
knowledge to good use, taking advantage of the synergies that are generated between the various actors
that dynamize the development of rural areas.

Finally, it is possible to state that the results of the analysis of the proposal based on the creation of a direct
marketing channel for these productive associations yield positive results.

To ensure the quality and relevance of teacher training and its connection to practice in universities, it is
essential to continue innovating and improving educational practices, promoting interdisciplinary
collaboration and strengthening relations between higher education, the productive sector and society in
general.

References

Albuquerque, F. (2004 Local economic development and decentralization in Latin America. ECLAC, 82, 157-171

5114


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6448

Journal of Ecohumanism

2025

Volume: 4, No: 1, pp. 5099 — 5117

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOL: https://doi.org/10.62754/joe.v4il.6448

Alburquerque, F. (2007) Theory and practice of the local development approach. OIDLES, 1

Adatkar, P., Dhumal, D., Gate, C., Khot, S. (2024). Blockchain-based online auction system AIP Conference Proceedings
3156(1), 040005 https://doi.org/10.1063/5.0227712

Andersen, L.L., Hulgérd, L., Laville, JL. (2022). The Social and Solidarity Economy: Roots and Horizons. In: Langergaard,
LL (eds) New Economies for Sustainability. Ethical Economy, vol 59. Springer, Cham.
https://bibliotecas.ups.edu.ec:2582/10.1007/978-3-030-8174:3-5_5

Bravo, K. (2022). Linking, the brief history of the University — Community relationship. Vinculos Journal, 7 (2), 11-12.
Retrieved from https://journal.espe.edu.ec/ojs/index.php/vinculos/article/view/2763

Barbetti, P. A. (2011). The Social Economy from the Periphery. Latin American Contributivos, Cuadernos Urbano, 10

Barrientos, S.; Conroy, M.E,; Jones, E. (2007). Fair Trade: The challenges of transforming globalization . ISBN 978-
1184002634, 978-041577202-0 DOI 10.4824/9780203933534-14

Bezencon, V; Blili, S. (2009). Fair trade managerial practices: Strategy, organization and engagement. Journal of Business
Ethics Volume 90, Issue 1, Pages 95 - 113. ISSN 15730697 DOI 10.1007/510551-009-0029-9

Brown, M. B. (2007). 'Fair trade' with Africa. Review of African Political Economy Open Access Volume 34, Issue 112, Pages
267 —277. ISSN 17401720 DOI 10.1080/03056240701449653

Burgess, P. Sunmola, F. Wertheim-Heck, S. (2024)). Information needs for transparency in blockchain-based sustainable food
supply chains. International Journal of Information Management Data Insights . Volume 4, (2) , 100262.
https://doi.org/10.1016/].)jimei.2024.100262

Carchipulla, G., Rivera, K., & Quezada, D. (2021). The contribution of entrepreneurship to the Cuenca economy in times of
pandemic. Cuenca: Current Affairs Bulletin. doi: https://doi.org/10.31248 /bcoyu.31.2021.1460

Castillo, M. (2020). The N-Helices theory in today's times. Journal of Technology Management & Innovation vol.15 no.3
Santiago oct. 2020 http://dx.doi.org/10.4067/S0718-27242020000300008.

Coraggio, J.L.. (2013). The three currents of thought and action within the field of social and solidarity economy. Estudios
Urbanos e Regionais, 15, 11-24

Coraggio, JL (2011) Social and Solidarity Economy Work before capital. Quito: Abya-Yala Editions,

Cruz, AM (2020). Digital media to guarantee food security in Colombia during COVID-19. Journal of Agriculture, Food
Systems, and Community Development Open Access Volume 9, Issue 4, Pages 153 - 155

Chavez, M., Chancay, C., Chéavez, Y., & Luzdelia, K. (2019). Pre-professional practices and their social impact. Journal of
Humanistic and Social Sciences, 4(2), 146-154. https://doi.org/https://doi.org/10.83936/rehuso.v4i2.1764.

Chen, Y., Zhu, P., Ma, J., Huang, X., & Qin, J. (2024). A Trust-Enhanced Patent Recommendation. Approach to University-
Industry Technology Transfer. ASM Journals ISNN 00950083. DOI: https://doi.org/10.1145/3645057.3645061.

Chuaqui, B. (2002). On the history of universities. Santiago de Chile: Rev. chil. pediatr. v.78 n.6.
http://dx.doi.org/10.4067/50370-41062002000600001.

Ciriza, J., Gémez, S., Morera, T., Miguélez, C., Torrecilla, M., & Bruzos, C. (2021). Working on the University-society
relationship. Multidisciplinary approach and social dissemination. FEM: Journal of the Medical Education
Foundation, 24(1), 36-41. http://scielo.isci.

Cisneros, P., & Mendoza, K. (2018). University-Society Linkage: Space to Generate Creativity and Innovation. Killkana
Sociales Journal, 2(2), 53-58. https://doi.org/https://doi.org/10.26871/killkana_social.v2i2.304.

CRUE, UE (2018). Knowledge transfer. New model for its prestige and promotion. SANTANDER: CRUE Spanish
Universities. SANTANDER Universities. Legal Deposit. M-36593-201.

Coraggio, JL (sf) The construction of a popular economy: Path to human development. 1993. Available at:
https://coraggioeconomia.org/jlc/archivos%20para%20descargar/ RAZETOART .pdf

De Vos, M,, Ishmaev, G., Pouwelse, J. (2020). MATCH: A Decentralized Middleware for Fair Matchmaking in Peer-to-Peer
Markets Middleware 2020 - Proceedings of the 2020 21st International Middleware Conference, pp. 74—88

FAIRTRADE. (2024) Retrieved from: web page http://surl.li/aviyup

FAIRTRADE. (2024). Retrieved from: https://www fairtrade.es/la-prima-fairtrade-alcanzo-un-maximo-historico-223-
millones-de-euros/

GAD Cuenca. (2015). Development and territorial planning plan of the Cuenca Canton Update. Cuenca:
http://www.cuenca.gob.ec/?q=system/files/PDOT_Completo_2015.pdf.

Garcfa, R., & Gonzalez, M. (2017). Perception of the integration of substantive functions at the Catholic University of
Cuenca. Cuenca: VARONA, No. 70. Enrique José Varona Pedagogical University. https://n9.cl/5nhch.

Geiger, R.L. (2004). Knowledge and money: Research universities and the paradox of the marketplace. Stanford University
Press.

Goebel, K., Losekann, S, Polla, P., Montenegro, K., & Avila, A. (2024)). Delivering technologies for innovation: strategies
and  challenges.  Innovation &  Management  Review, vol. 21 N° 1, pp.  4459.
https://bibliotecas.ups.edu.ec:2582/10.1108/INMR-1.

Government of Ecuador. (2011). Law on the Popular and Solidarity Economy. Available at:
https://www.vicepresidencia.gob.ec/ wp-content/uploads/downloads/2018/09/Ley-Orga%CC%8 1nica-de-
Economi%CC%81a-Popular-y-Solidaria.pdf

Guevara-Rosero, GC, Monge, K., Yanez, H., Guachamin, M., Flor, J. (2024)

The impact of fair-trade certifications in social and solidarity economy organizations in Ecuador . Regional Science Policy &
Practice Volume 16, Issue 9 . https://doi.org/10.1016/j.rspp.2024.100055

Guerra. Y. (2020). Socio-formative learning in times of pandemic. In J. Luna Nemecio (Coord.) Proceedings of the Fifth
International Congress on Socio-formative Evaluation (VALORA, 2020). Congress conducted by the CIFE
University Center, Cuernavaca, Mexico. Download from https://cife.edu.mx/recursos

Hernandez-Sampieri, R., & Mendoza, C. (2018). Research Methodology: Quantitative, Qualitative and Mixed Routes. Mexico
City: McGRAW-HILL INTERAMERICANA EDITORES.

5115


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6448

Journal of Ecohumanism

2025

Volume: 4, No: 1, pp. 5099 — 5117

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOT: https://doi.org/10.62754/joe.v4i1.6448

Hernandez-Sampieri, R., Fernandez, C., & Baptista, M. (2014). Research methodology. Mexico: McGraw Hill.

Herrera, J., Guevara, G., & Urfas, G. (2020). Relevance studies from contextual references: Experience from a master's degree
in Inclusive Education. Scientific Journal, 5 (15), 168-190. doi: https://doi.org/10.29894/Scientific.issn.254.2-
2987.2020.5.15.8.168-190

Hidalgo Romero PD, Pulgar Salazar ME and Coral Guerrero CA (2024). The DNA of the popular and solidarity economy
in Ecuador: exploring the key characteristics of an alternative economic system. REVESCO. Journal of Cooperative
Studies, 146, €93671. https://doi.org/10.5209/reve.93671

INEC. (2024). ENEMDU. Quito: INEC.

INEC. (2024). Poverty and inequality indicators. Quito: INEC.

Jubeto, Y; Guridi, L.; Fernandez-Villa, M. (2014). Dialogues on Social and Solidarity Economy in Ecuador: Encounters and
disagreements with proposals for another economy. University of the Basque Country and Hegoa. UPV/EHU.
ISBN: 978-84-89916-81-4. Available at:
https://publicaciones.hegoa.echu.eus/uploads/pdfs/256/Dialogos_sobre_ESS_en_Ecuador.pdf? 1488539810

Kolb, D. A. (1984). Experience: Experience as the source of learning and development. Prentice-Hall.

Lang, W., Gkartzios, M., Yan, J., Chen, T., Tan, S. (2024). Community co-creation through knowledge (co)production:
Universities’ engagement in promoting rural revitalization in China. Journal of Rural Studies . Volume 112
December 2024, 1084:55. https://doi.org/10.1016/]jjrurstud.2024.103455

Laville, Jean-Louis (2023) Origins and Histories. Encyclopedia of the Social and Solidarity Economy: A Collective Work of
the United Nations Inter-Agency Task Force on SSE (UNTFSSE) Pages 73 - 82. ISBN 978-180392092-4, 978-
180392091-7 DOI 10.4337/9781803920924.00022

Lyon, S. (2007) Fair trade coffee and human rights in Guatemala. Journal of Consumer Policy Volume 30, Issue 3, Pages 241
—261. ISSN 15730700 DOI 10.1007/510603-007-9040-7

Lyon, S. (2021) Rethinking fair trade: Narratives and counternarratives of poverty and partnerships. Research in Economic
Anthropology Volume 41, Pages 187 — 215. ISSN 01901281 DOI 10.1108/50190-12812021000004:1009

Linton, A;; Murphy, M. (2012) Fair Trade from the Ground up: New Markets for Social Justice Volume 9780295804194,
Pages 55 — 75 ISBN 978-029580419-4, 978-029599172-6

Li, Q.H; Li, B. (2016). Dual-channel supply chain equilibrium problems regarding retail services and fairness concerns.
Applied Mathematical Modeling Open Access Volume 40, Issue 15-16, Pages 7349 - 73671 ISSN 0307904X DOI
10.1016/].apm.2016.03.010

Low, W., Davenport, E. (2005). Has the medium (roast) become the message? The ethics of marketing fair trade in the
mainstream. International Marketing Review Volume 22, Issue 5, Pages 494 - 511 ISSN 02651335 DOI
0.1108/02651330510624:354:

Low, W., Davenport, E. (2006). Mainstreaming fair trade: Adoption, assimilation, appropriation. Journal of Strategic
Marketing Volume 14, Issue 4, Pages 315. ISSN 0965254X DOI 10.1080/09652540600947912

Milanés, R. (2024). Connecting market and personal relationships: a study of the popular clothing market of Pernambuco.
Social. Antropol. 14 (2 https://doi.org/10.1590/2238-38752024v14211

Niu, L, Qihang, C., Kai L., Fenghui R., Xinguo Y. (2024). A reputation-aided negotiation mechanism for multi-agent society
based on  blockchain.  Engineering  Applications  of  Artificial  Intelligence ~ Volume 138,
https://doi.org/10.1016/j.engappai.2024.109390 Get rights and content

Orellana-Quezada, DP (2017). Technological innovation and its impact on business competitiveness of SMEs in the
manufacturing industry in the province of Azuay-Ecuador. Lima: Cybertesis UNMSM.

Orellana, CP, Orellana, EF, Ortiz, RA, & Boza, JE (2024). Entrepreneurship in the province of Cafiar - Ecuador: analysis
from the contingency theory. Venezuelan Journal of Management, 29 (Special 11), 187-154. https://
doi.org/10.52080/rvgluz.29. e11.8

Ozgaglar-Toulouse, N., Béji-Bécheur, A. Gateau, M. Robert-Demontrond, P. (2010). Demystifying fair trade in France: The
history of an ambiguous project. Journal of Business Ethics Volume 92, Issue SUPPL 2, Pages 205 - 216. ISSN
15730697 DOI 10.1007/5810551-010-0579-X

Pérez, A., Izaguirre, A., & Ameneiro, M. (2023). Innovation, social knowledge management and local development:
Experiences from the University of Havana. Havana: University and Society Magazine, 15(1), 412-418.

Puspi, W, Hilde T, Oosterveer, P. (2024) Multi-tier captive relations in the global value chain of tuna: The case of Fair
Trade certification of small-scale tuna fishery in Indonesia. Ocean & Coastal Management Volume 258 ,
https://doi.org/10.1016/j.0cecoaman.2024.107398

Rueda, I, Acosta, B., & Cueva, F. (2020). Universities and their practices of engagement with society. Social Education, 41,
€218154, https://doi.org/https://doi.org/10.1590/ES.218154.

Reed, D. (2013). Business Regulation and Non-State Actors: Whose Standards? Whose Development? ISBN 978-
118645936-8, 978-041559311-3 DOIL: 10.4324/9780203126929

Raynolds, L., Weeks, N. (2018). Fairtrade certification in Latin America: Challenges and prospects for fostering development.
ISBN 978-185166969-6, 978-113806073-9 DOI 10.4824/9781315162935-3

Ruegg, W. (1992). A history of the university in Europe. Cambridge: Cambridge University Press.

Razzeto, L. (1993). The paths of economy and solidarity. Publisher: Ediciones Vivarium: Santiago de Chile.

Razeto, L. (1999) The solidarity economy: concept, reality and project. Person and society, 2

Salas, W., Medina, A., Medina, D., & Cabrera, H. (2020). University-business linkage for sustainable local development in
tourism SMEs. University and Society, 12 (5), 350-358.

Saini, M. Savita, U. (2024). Exploring buyer-seller relationships in Indian horticultural marketing: A focus on supermarket
buyers. Agricultural and Resources Economics. Volume 68, Issue 4. October 2024. Pages 912-930.
https://doi.org/10.1111/1467-8489.12580

Séanchez, M. (2014). Articulating the 'three-missions' in Spanish universities. Research Policy 43 1760-1773.

5116


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6448

Journal of Ecohumanism
2025
Volume: 4, No: 1, pp. 5099 — 5117
ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOT: https://doi.org/10.62754 /joe.v4il.6448
Senguta, A., & Ray, A. (2017). University research and knowledge transfer: A dynamic view of ambidexterity in British
universities. Research Policy. Volume 46, Number 5 Pages 881-897.
http://dx.doi.org/10.1080/28311111.2017.0001 .org/10.1016/j.respol.2017.03.008 0048-7333/© 201
Schmelzer, M. (2010). Marketing morals, moralizing markets: Assessing the effectiveness of fair trade as a form of boycott.
bibliography.
Management and Organizational History Volume 5, Issue 2, Pages 221 — 250.
Stenn, T. (2018). Fair Trade and Justice: An Examination of Fair Trade. Review of Radical Political Economics Volume 45,
Issue 4, Pages 489 — 500. ISSN 15528502 DOI 10.1177/0486613412475189
Smith, A. M. VanderHoff, F. (2013). Business Regulation and Non-State Actors: Whose Standards? Whose Development?
Pages 315 - 3251. ISBN 978-113645936-8, 978-041559311-3 DOI 10.4324/9780203126929-33 ISSN 17449367
DOI 10.1177/1744935910361645
Tuba Criollo, NL (2020). Methodological proposal for carrying out the ex-post evaluation of strategic projects at the Jardin
Azuayo Savings and Credit Cooperative. Cuenca: dspace.ups.edu.ec.
Villavicencio, DC, Quezada, DO, Chica, RP, & Moreira, AL (2015). Marketing tools and ICT: their use in SMEs for business
development. ECA Synergia, 73-87.
Viézquez-Barquero, A. (1998). Small-scale industry in rural areas: The Spanish experience since the beginning of this century.
In The Balance between Industry and Agriculture in Economic Development; KJ Arrow. Mcmillan: London.
Viézquez-Barquero, A. (2009). Local development, a strategy for times of crisis. International Journal on Human
Development and International cooperation, 1
Witkowski, T. H. (2005). Fair trade marketing: An alternative system for globalization and development. Journal of
Marketing Theory and Practice Volume 13, Issue 4, Pages 22 - 33. ISSN 10696679 DOI
10.1080/10696679.2005.11658556
Wilkinson, J. (2007): Dynamics and dilemmas of a market oriented global social movement. Journal of Consumer Policy
Volume 30, Issue 3, Pages 219 — 239. ISSN 15730700 DOI 10.1007/510603-007-9036-3
Winterberg, L. (2020), Fair trade as a cultural phenomenon. Geographische Rundschau Volume 72, Issue 1-2, Pages 10 —
15. ISSN 00167460
Xing, W,; Wang, S.Y. Zhao, Q.H.; Hua, GW (2011) Impact of fairness on strategies in dual-channel supply chains. Xitong
Gongcheng Lilun yu Shijian/System Engineering Theory and Practice Volume 31, Issue 7, Pages 1249 — 1256
ISSN 10006788
Zlotkowski, E. (2002). Service-Learning and the First-Year Experience: Preparing Students for Personal Success and Civic
Responsibility. Columbia: University of South Carolina, National Resource Center for The First-Year Expe.

5117


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v4i1.6448

