49

The impact of social media on the promotion of fair trade in Huixquilucan: An
analysis of community perceptions

Impacto de las redes sociales en la promocidn del comercio justo en Huixquilucan: Un
analisis de la percepcion comunitaria

Jiménez-Gonzélez, Guadalupe™, Sanchez-Mufioz, Maximino® and Cruz-Gordillo, Maria Teresa®

a ROR Tecnoldgico Nacional de México / Tecnoldgico de Estudios Superiores de Huixquilucan « = KYP-8056-2024
0009-0003-4115-732X « # 1270102

b ROR Tecnolégico Nacional de México / Tecnoldgico de Estudios Superiores de Huixquilucan « © KYP-8025-2024 «
0009-0002-9401-4608  # 344785

¢ ROR Tecnoldgico Nacional de México / Tecnoldgico de Estudios Superiores de Huixquilucan « ® KYP- 2624-2026 «
0000-0003-3479-6265 « #& 2010657

SECIHTI classification DOI: https://doi.org/10.35429/H.2026.10.49.59

Area: Social Sciences

Field: Administration and Business
Discipline: Business and Accountancy
Subdiscipline: Business and Commerce

Key Handbooks

This research contributes to the scientific field by integrating theoretical approaches to consumer behavior, digital
communication, and fair trade, demonstrating how social media functions as a technological tool for promoting responsible
consumption models. From a technological perspective, it highlights the use of digital platforms as accessible, low-cost
channels of dissemination, which contributes to the development of innovative social communication strategies.
Furthermore, the study generates empirical evidence in the local context of Huixquilucan, enabling the identification of
digital divides, patterns of technology use, and community perceptions, thereby strengthening the link between the social
sciences and the application of technology aimed at sustainable development. Among the key aspects is an understanding
of the relationship between technology, human behavior, and social context. In particular, it is essential to analyze how
attitudes, social norms, and perceived control influence the adoption of responsible consumption practices, as proposed by
the Theory of Planned Behavior. Likewise, the Technology Acceptance Model helps us understand the factors that
determine social media use, such as perceived usefulness and ease of use. Another central element is the digital divide,
which affects access to, use of, and benefits derived from technologies. Integrating these factors generates knowledge that
can be transferred to other contexts with similar socioeconomic characteristics, thereby promoting its global applicability.
The results show a moderate level of awareness of fair trade among the Huixquilucan community; however, significant
gaps in understanding remain. The use of social media is widespread, particularly on platforms such as WhatsApp and
Facebook, which presents a significant opportunity for promoting this business model. Likewise, a positive perception of
social media as a promotional tool was identified, validating its strategic potential. However, its impact is limited by factors
such as the scarcity of specialized content, a lack of digital skills in some sectors, and restrictions on access to technology.
Consequently, it is concluded that comprehensive strategies must be implemented, including increased digital outreach,
training in technological skills, and the strengthening of local marketing networks. This will improve the visibility of fair
trade, promote responsible consumption, and contribute to the municipality’s sustainable and inclusive development.

Area: Advocacy and attention to national problems

Citation: Jiménez-Gonzélez, Guadalupe, Sdnchez-Mufioz, Maximino and Cruz-Gordillo, Maria Teresa. 2026. The impact of
social media on the promotion of fair trade in Huixquilucan: An analysis of community perceptions. 49-59. ECORFAN.

* : [sergio.flores@correo.buap.mx]

Handbook shelf URL.: https://www.ecorfan.org/handbooks.php

- ISBN 978-970-96154-6-3/©2009 The Authors. Published by ECORFAN-Mexico, S.C. for
its Holding Mexico on behalf of Handbook HFN. This is an open access chapter under the 2 RE NlE(YT
N CC BY-NC-ND license [http://creativecommons.org/licenses/by-nc-nd/4.0/] .o.-:- e

Begay Ml by

Peer Review under the responsibility of the Scientific Committee MARVID®- in
contribution to the scientific, technological and innovation Peer Review Process by training

Human Resources for the continuity in the Critical Analysis of International Research. I 702902 SECI HTI

Eogn ot ) Tomoec



https://ror.org/00davry38
https://www.webofscience.com/wos/author/record/KYP-8056-2024
https://orcid.org/0009-0003-4115-732X
https://ror.org/00davry38
https://www.webofscience.com/wos/author/record/KYP-8025-2024
https://orcid.org/0009-0002-9401-4608
https://ror.org/00davry38
https://www.webofscience.com/wos/author/record/PYW-2624-2026
https://orcid.org/0000-0003-3479-6265
https://doi.org/
https://www.ecorfan.org/handbooks.php
http://creativecommons.org/licenses/by-nc-nd/4.0/
https://www.marvid.org/

Abstract
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This study analyzes the impact of social media on the promotion of fair trade in Huixquilucan, State of Mexico,
considering the particularities of a municipality with urban and rural contrasts. It identifies problems such as low
awareness of fair trade, limited dissemination of content on digital platforms, and a gap in technological skills among
local producers. Using a quantitative-descriptive approach, a structured survey was administered to 74 participants,
including consumers, producers, and community stakeholders, to assess their perceptions, use of social media, and
digital barriers. The results provide insight into the level of knowledge, the perceived effectiveness of social media, and
opportunities for improvement in its use. The study provides a foundation for designing strategies that strengthen the
dissemination of fair trade, promote responsible consumption, and contribute to the sustainable and inclusive

development of the community.

Impact of social networks on the promotion of fair trade in Huixquilucan: An analysis of community perception

Objective

Methodology

Contribution

To analyze the perceptions of local
stakeholders in Huixquilucan regarding the
usefulness of social media in promoting fair
trade, considering their level of knowledge,
usage patterns, access conditions, and digital
barriers, in order to identify opportunities and
limitations for disseminating fair trade and
strengthening responsible consumption.

A quantitative approach with a descriptive and exploratory scope
was adopted. A structured survey was administered, both in person
and online, to 74 participants from various communities in
Huixquilucan, including consumers, producers, entrepreneurs, and
members of community organizations. The instrument included
closed-ended questions, items measured on a five-point Likert
scale, and one open-ended question; the Likert-scale items showed
excellent internal consistency (Cronbach’s alpha = 0.905). Closed-
ended data were analyzed using frequencies and percentages, while
open-ended responses were grouped into thematic categories to
identify knowledge of fair trade, social media usage patterns,
perceived usefulness, and the main digital barriers.

_fl‘u
ol s ¥ Ey

The study provides descriptive empirical evidence
from an underexplored territorial and community-
based perspective by examining the perceived
usefulness of social media for promoting fair trade in
a municipality characterized by urban-rural contrasts.
The findings identify varying levels of knowledge,
digital platform usage patterns, and barriers related to
digital literacy, access, and connectivity. Thus, the
research provides a basis for designing context-
specific digital communication, training, and
collaboration strategies among producers, consumers,
institutions, and local authorities, aimed at
strengthening the dissemination of fair trade,
responsible consumption, and local sustainable
development.

Fair trade, Social media, Community perception

Resumen

El presente estudio analiza el impacto de las redes sociales en la promocion del comercio justo en Huixquilucan, Estado
de Meéxico, considerando las particularidades de un municipio con contrastes urbanos y rurales. Se identifican
problematicas como el bajo conocimiento del comercio justo, la limitada difusién de contenidos en plataformas digitales
y la brecha en habilidades tecnoldgicas entre productores locales. Bajo un enfoque cuantitativo-descriptivo, se aplico
una encuesta estructurada a 74 participantes, incluyendo consumidores, productores y actores comunitarios, para evaluar
su percepcion, uso de redes sociales y barreras digitales. Los resultados permiten comprender el nivel de conocimiento,
la efectividad percibida de las redes sociales y las oportunidades de mejora en su aprovechamiento. El estudio aporta
bases para el disefio de estrategias que fortalezcan la difusién del comercio justo, promuevan el consumo responsable y
contribuyan al desarrollo sostenible e inclusivo de la comunidad.

Impacto de las redes sociales en la promocién del comercio justo en Huixquilucan: Un anélisis de la percepcion comunitaria

Objectivo

Methodologia

Contribucién

Analizar la percepcion de los actores locales de
Huixquilucan sobre la utilidad de las redes
sociales para promover el comercio justo,
considerando su nivel de conocimiento,
patrones de uso, condiciones de acceso y
barreras digitales, con el fin de identificar
oportunidades y limitaciones para su difusiény
el fortalecimiento del consumo responsable.

Se adoptd un enfoque cuantitativo, con alcance descriptivo y
exploratorio. Se aplicé una encuesta estructurada, en modalidades
presencial y digital, a 74 participantes de diversas comunidades de
Huixquilucan, incluidos consumidores, productores,
emprendedores y miembros de organizaciones comunitarias. El
instrumento integré preguntas cerradas, reactivos medidos
mediante una escala Likert de cinco puntos y una pregunta abierta;
los reactivos de la escala mostraron una consistencia interna
excelente (alfa de Cronbach = 0.905). Los datos cerrados se
analizaron mediante frecuencias y porcentajes, mientras que las
respuestas abiertas se agruparon en categorias tematicas para
identificar el conocimiento del comercio justo, los patrones de uso
de las redes sociales, su utilidad percibida y las principales barreras
digitales.

_sed

El estudio aporta evidencia empirica descriptiva
desde una perspectiva territorial y comunitaria poco
explorada, al analizar la utilidad percibida de las redes
sociales para promover el comercio justo en un
municipio caracterizado por contrastes urbanos y
rurales. Los hallazgos identifican  niveles
diferenciados de conocimiento, patrones de uso de las
plataformas digitales y barreras relacionadas con la
alfabetizacion digital, el acceso y la conectividad. De
esta manera, la investigacién proporciona bases para
disefar estrategias contextualizadas de comunicacion
digital, capacitacion 'y  colaboracion  entre
productores, consumidores, instituciones 'y
autoridades locales, orientadas a fortalecer la difusion
del comercio justo, el consumo responsable y el
desarrollo sostenible local.
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Comercio justo, Redes sociales, Percepcion comunitaria
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Introduction

In the current context, social media has become a strategic tool for promoting responsible consumption
models, such as fair trade, by facilitating interaction between producers and consumers, as well as for
disseminating practices geared towards equity and sustainability. Its importance lies in its wide reach,
immediacy and low cost, which make it an accessible alternative to traditional marketing channels,
particularly in settings where the aim is to strengthen local economies.

However, in municipalities with mixed characteristics, such as Huixquilucan in the State of
Mexico, where urban areas with high levels of digital development coexist with rural communities with
limited connectivity and access to technology, challenges arise that hinder the full utilisation of these
tools. Among the main problems identified are the low level of awareness of fair trade — less than 40
per cent of Mexican consumers understand what it means (INEGI, 2023) — as well as the limited
visibility of related content on platforms such as Facebook, Instagram and TikTok. This is exacerbated
by the limited use of social media by local producers, due to a lack of digital skills and access to
technological infrastructure.

The added value of this study lies in its community- and region-based approach, which analyses
the relationship between social media and fair trade from the perspective of local stakeholders—
consumers, producers and entrepreneurs—and incorporates variables such as awareness, usage,
accessibility and digital barriers. Unlike other studies focused on urban contexts or broad markets, this
research addresses a local reality with direct implications for economic and social development.

In this regard, the research problem is to determine how social media influences the promotion
of fair trade in Huixquilucan, taking into account the population’s conditions of digital access and use.
The central hypothesis posits that the use of social media contributes positively to the dissemination and
understanding of fair trade; however, its impact is limited by low digital literacy, a scarcity of specialised
content and connectivity gaps in rural areas.

To address this issue, a quantitative-descriptive approach was adopted using a structured
questionnaire administered to 74 participants from different sectors of the community. The questionnaire
enabled an analysis of the level of knowledge, the use of social media, perceptions of its effectiveness,
as well as the main barriers and areas of opportunity.

This chapter is organised systematically to facilitate a comprehensive understanding of the
phenomenon under study. Section 1 sets out the conceptual framework underpinning the analysis,
addressing the fundamentals of fair trade and the role of social media in its promotion. Subsequently,
Section 2 describes the methodological design adopted, detailing the approach, data collection
instruments and sample characteristics. Section 3 presents the results obtained, together with their
respective analysis and interpretation based on the community’s perceptions. Finally, Section 4 presents
the conclusions and proposals, aimed at strengthening the use of social media as tools for promoting fair
trade in local contexts.

Products under development No. 12 TNRoman, single spacing
Social media and digital communication

Marketing 2.0 represents a new perspective, utilising personalised information and harnessing new
information technologies to build lasting relationships based on the trust that the product or manufacturer
inspires in the consumer, as well as on the emotions evoked by brands. It also involves collaborative
content and two-way interactive communication, in contrast to the traditional one-way communication
model.

Currently, many organisations already use these channels to promote their products, encourage
discussion and generate recommendations. This level of interaction encompasses aspects ranging from
communication via email, blog posts or short messages (Twitter, where messages are limited to 140
characters) to collaboration, where members contribute information and experiences (LinkedIn). It also
includes education, to convey and disseminate information on all kinds of topics, services, products and
causes.
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We can download presentations or connect in real time with authors and take part in
conversations. Finally, there is entertainment, a different and creative approach that can generate
excitement around our product, for example, by creating a video and uploading it to YouTube. Social
media are communication platforms where information and content are created by the users themselves
using new technologies, which allow for easy access and use through powerful editing, publishing and
sharing tools. (Cervantes and Diaz de la Garza, 2011).

Communication is conceived as a dynamic phenomenon that has generated both major advances
and significant challenges in society. In this sense, digital communication integrates traditional forms of
interaction with technological contributions, bringing together language, innovations and discourse in a
single space, thereby becoming a collective manifestation of global interaction. (Latuff and Nakhoul,
science fiction).

In this context, digital transformation has given rise to new communication strategies that harness
the potential of digital platforms. In the current era, characterised by a high level of interaction with
technological devices, the combination of social media and influencers has become an effective
mechanism for promoting products and services, enabling closer and more authentic communication with
both the brand and the consumer audience, thereby generating mutual benefits. (Rodrigo Martin et al.,
2025)

Fair trade and responsible consumption

The transformations resulting from cultural, social and economic influences, as well as from the process
of globalisation, have brought about significant changes in lifestyles and consumption habits. In this
context, unchecked consumerism has fostered unsustainable development dynamics, with negative
effects both within and across generations. Furthermore, the liberalisation of trade resulting from
globalisation has increased export and import flows without guaranteeing equitable benefits for all
stakeholders. In response to this problem, two complementary concepts have emerged: responsible
consumption and fair trade. Both fall within the framework of sustainable development, promoting the
fulfilment of present needs without compromising those of future generations. Both approaches rely on
the availability of reliable information that enables consumers to make informed and ethical decisions.
(Boggino & Palacios, 2013).

In this regard, fair trade is presented as an alternative aimed at building more equitable trade
networks, the primary objective of which is to promote the consumption of products that guarantee fair
payment to producers, as well as the promotion of social values and respect for the environment. This
model helps to counteract the effects of traditional market dynamics by establishing alternative marketing
channels that seek to balance the relationships between different economic actors (Ceccon Rocha &
Ceccon, 2009).

Furthermore, fair trade encompasses a series of principles and approaches which, although
expressed through different terms such as ‘fair’, ‘equitable’, ‘alternative’ or ‘solidarity-based’, share a
common objective: the pursuit of equity, sustainable economic development, respect for the natural
environment and the generation of benefits for all participants in the value chain, including producers,
organisations and consumers (Ceccon Rocha and Ceccon, 2009).

From this perspective, responsible consumption plays a fundamental role as a link between
individual practices and social and environmental dynamics. Current levels of consumption reveal an
imbalance between the resources the planet can provide and society’s excessive habits, making it
necessary to foster greater awareness among both individuals and organisations. Responsible
consumption does not mean eliminating consumption altogether, but rather making informed, ethical and
sustainable decisions that take into account environmental, social and economic impacts. From this
perspective, the consumer takes on an active role, focused not only on meeting their own needs, but also
on contributing to collective well-being through practices such as reducing, reusing and recycling
resources. Furthermore, promoting strategies such as the 6Rs and supporting social projects centred on
fair trade enables us to move towards more sustainable development models, where shared responsibility
amongst consumers, businesses and government is key to mitigating problems such as inequality, poverty
and environmental degradation. (Husain-Talero and Avila Garavito, 2021).


https://repositorios.fca.unam.mx/investigacion/memorias/2011/14.02.pdf
https://misionsucre2001.wordpress.com/wp-content/uploads/2016/02/la-comunicacion-digital-en-la-sociedad-del-conocimiento.pdf
https://misionsucre2001.wordpress.com/wp-content/uploads/2016/02/la-comunicacion-digital-en-la-sociedad-del-conocimiento.pdf
https://www.esic.edu/sites/default/files/2025-07/978-84-1192-160-2%20Comunicaci%C3%B3n%20digital%20y%20sociedad.pdf
https://www.esic.edu/sites/default/files/2025-07/978-84-1192-160-2%20Comunicaci%C3%B3n%20digital%20y%20sociedad.pdf
https://www.deepl.com/1103670990/Desktop/DOCENCIA%20TESH/2026/ARTICULO%20CONEICA/Marco%20teorico/La_importancia_del_balance_social_y_los%20cita%204.pdf
https://www.scielo.org.mx/scielo.php?pid=S0188-46112010000100008&script=sci_arttext
https://www.scielo.org.mx/scielo.php?pid=S0188-46112010000100008&script=sci_arttext
https://www.scielo.org.mx/scielo.php?pid=S0188-46112010000100008&script=sci_arttext
https://repository.uniminuto.edu/server/api/core/bitstreams/e74efcf7-e892-4ff8-a357-c2e9c856989a/content
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Theory of Planned Behaviour

Various theories have been used to explain the factors influencing consumer behaviour, particularly in
contexts related to responsible and sustainable consumption. Among these, the Theory of Planned
Behaviour (TPB) has been widely used to analyse purchase intentions in areas such as eco-friendly and
ethical consumption, due to its explanatory power regarding the relationship between beliefs, attitudes
and behavioural intentions (Carrion & Salinas, 2021) . In this regard, numerous studies have employed
this theoretical framework to understand the factors that determine the adoption of more responsible
consumption behaviours.

The Theory of Planned Behaviour, proposed by Ajzen (1991), constitutes a general model for
explaining individual behaviour, positing that individuals’ actions are preceded by conscious decisions.
These decisions translate into behavioural intentions, which are the result of attitudes, social norms and
perceptions shaped by previous experiences and personal characteristics (Osorio and Londofio Roldan,
2015).

According to this model, there are three determinants of the intention to engage in a behaviour:

1. Attitude towards the behaviour: This refers to the extent to which an individual views the
behaviour in question—in this case, undertaking an entrepreneurial action—favourably or
unfavourably. It reflects the individual’s beliefs and opinions regarding that behaviour.

2. Subjective norms: These refer to the perceived social pressure to perform or not to perform a
particular behaviour. They indicate the extent to which the desired behaviour aligns with the
wishes of significant others in the individual’s life. For example, the family’s expectations
regarding the desirability of the individual becoming an entrepreneur.

3. Perceived behavioural control: This refers to the perceived ease or difficulty of performing a
specific behaviour. It is the individual’s perception of their ability to carry out a particular action.
(Osorio and Londofio Roldan, 2015)

Technology Acceptance Model (TAM)

The Technology Acceptance Model has its origins in Davis’s conceptual model, which posits that the
current use of technology is directly influenced by the user’s motivation to use the system and that, in
turn, this is directly related—via an external stimulus—to the system’s characteristics and capabilities.
(Reyes, M. & Castarieda, 2020)

There are several models for measuring technology acceptance; the Technology Acceptance
Model (TAM) developed by Davis (1989) and Davis et al. (1989) stands out as a highly effective model
that has been shown to predict the use of information and communication technologies.

The Technology Acceptance Model (TAM) is used to predict the use of ICT, based on two main
characteristics:

Perceived usefulness
Perceived ease of use.

Perceived usefulness (PU) refers to the extent to which a person believes that using a particular
system will improve their work performance. Perceived ease of use (PEU) indicates the extent to which
a person believes that using a particular system will require less effort to carry out their tasks.

Perceived usefulness (PU) refers to the extent to which a person believes that using a particular
system will improve their work performance, and perceived ease of use (PEU) indicates the extent to
which a person believes that using a particular system will require less effort to carry out their tasks.
(\Varela, 2004)


https://www.deepl.com/1103670990/Downloads/ElconsumoverdeUnaportetericodesdeTeoradelComportamientoPlanificado.pdf
https://revistas.javeriana.edu.co/index.php/cuadernos_admon/article/view/15206
https://revistas.javeriana.edu.co/index.php/cuadernos_admon/article/view/15206
https://revistas.javeriana.edu.co/index.php/cuadernos_admon/article/view/15206
https://revistasinvestigacion.unmsm.edu.pe/index.php/rpcsis/article/view/18350
https://www.redalyc.org/pdf/654/65414107.pdf
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Diffusion of innovations

Based on the premise that organisations must be competitive and generate value for their stakeholders,
this should become the primary commitment of their leaders, in the sense of innovating.

Currently, innovation is understood as a social process in which scientific and technological
knowledge is an important factor, but where other factors may be even more decisive, depending on the
nature of the change, the environment in which it is attempted, the objective pursued and the capabilities
of the actors involved. Given these factors, each innovation is a unique case. (Garzon, MA & Ibarra, A.,
2013).

Consequently, the earliest research into the theory of the diffusion of innovations emerged in the
late 19th century, when sociology and anthropology emerged as new fields of knowledge within the
social sciences in Europe. The French scholar Gabriel Tarde (1890, 2003; 2010) is regarded as one of the
leading proponents of the diffusion of innovations, having proposed his ‘theory of imitation’ based on
three fundamental concepts: invention, imitation and opposition. Tarde argued that the more similar
innovations are to already accepted ideas, the greater the likelihood of their adoption. In this way,
adoption would follow an S-shaped curve over time. His theory of innovation adoption was not supported
by empirical studies in this field, and it took almost 50 years for it to be applied in a study on hybrid
maize seeds in the United States (Rogers, 2003).

(2003) seeks to explain how a population adopts innovations. The level of awareness of an
innovation amongst the population adopting it (for example, in bibliometric models) will always exceed
its adoption rate. The decision to adopt an innovation is an individual event that unfolds over an extended
period and consists of a series of distinct actions, including:

1. Awareness: this occurs when an individual is exposed to an innovation and becomes aware of
how that innovation works.

2. Persuasion: this occurs when an individual, having already been exposed to the innovation, adopts
a favourable or unfavourable attitude towards it.

3. Decision: this occurs following persuasion, when the individual takes steps leading to the
adoption or rejection of an innovation.

4. Implementation: this occurs when the individual decides to adopt the innovation and puts it into
practice; in other words, begins to use it.

5. Confirmation: this occurs when the individual seeks to reinforce the implementation decision
they have made and may modify their decision if exposed to contradictory messages about the
innovation. (Rubén, 2019)

Social capital and trust

From the perspective of rational action theory, Coleman (1988) regards trust as the foundation of the
reciprocal relationships on which social capital is based. This explains its nature as a resource embedded
in social relationships, from which individual benefits can be derived. Furthermore, the norm of
reciprocity based on trust, together with various social norms that encourage certain behaviours and
restrict others, helps to resolve problems relating to public goods within a community. Therefore, social
capital can also benefit groups and, consequently, has a collective nature. Building on the recognition of
the norm of reciprocity linked to trust, Putnam posits that social capital consists of those ‘features of
social life expressed in the form of norms of reciprocity, networks, association, trust and civic
engagement that enhance the effectiveness of society by facilitating coordinated action’. In this context,
voluntary organisations are regarded as instruments for the formation of social capital, since, through
repeated interactions, they facilitate social connections and cooperation, and foster trust amongst their
members. (Gordon, 2005)


https://d1wqtxts1xzle7.cloudfront.net/68574239/Dialnet-InnovacionEmpresarialDifusionDefinicionesYTipologi-4714355-libre.pdf?1628037691=&response-content-disposition=inline%3B+filename%3DInnovacion_empresarial_difusion_definici.pdf&Expires=1777874545&Signa
https://d1wqtxts1xzle7.cloudfront.net/68574239/Dialnet-InnovacionEmpresarialDifusionDefinicionesYTipologi-4714355-libre.pdf?1628037691=&response-content-disposition=inline%3B+filename%3DInnovacion_empresarial_difusion_definici.pdf&Expires=1777874545&Signa
https://www.scielo.org.ar/scielo.php?pid=S1853-99122019000200071&script=sci_arttext#redalyc_350560860001_ref13
https://www.scielo.org.ar/scielo.php?pid=S1853-99122019000200071&script=sci_arttext#redalyc_350560860001_ref14
https://www.scielo.org.ar/scielo.php?pid=S1853-99122019000200071&script=sci_arttext#redalyc_350560860001_ref12
https://www.scielo.org.ar/scielo.php?pid=S1853-99122019000200071&script=sci_arttext#redalyc_350560860001_ref12
https://www.scielo.org.ar/scielo.php?pid=S1853-99122019000200071&script=sci_arttext
https://www.scielo.org.mx/scielo.php?script=sci_arttext&pid=S0185-19182005000100041
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Digital divide

According to ECLAC (2020), the digital divide is “inequality in access to, use of and exploitation of
information and communication technologies, which limits full participation in the information society”.
Meanwhile, (Gomez, n.d.) states that the digital divide refers to the existing inequality in access to, use
of and benefit from information and communication technologies, and that, far from being merely a
technological problem, it constitutes a manifestation of the social, economic and educational inequalities
affecting different sectors of the population.

Whilst it is true that social media has become an essential tool for social interaction, global
communication and the development of economic, educational and cultural activities—transforming the
way people interact and share information in the digital age—a wide digital divide still persists,
highlighting social inequalities.

This divide manifests itself in three main dimensions:

1. Access divide: This refers to the availability of devices and internet connectivity. Despite
technological advances, significant differences persist between households depending on their
socio-economic status, which limits the full digital participation of the most vulnerable groups.

2. The usage divide refers to digital skills and the frequency or variety with which technology is
used. People with lower levels of education or less digital training tend to limit their use to basic
communication tasks, whilst more complex activities, such as online administrative procedures,
reveal greater inequalities.

3. The benefit gap focuses on the actual benefits people derive from using technology. Effective
digital inclusion is not achieved solely through access or use, but through equitable opportunities
to capitalise on its advantages. Factors such as education, gender and confidence in one’s own
digital skills directly influence this level of inequality.

Methodology

This study was conducted using a descriptive quantitative approach to analyse the perceptions of the
community in the municipality of Huixquilucan, State of Mexico, regarding the impact of social media
on the promotion of fair trade.

For data collection, a structured survey instrument was designed, comprising closed-ended
questions, items measured using a Likert scale, and an open-ended question aimed at gathering qualitative
information from participants. The survey was organised into thematic sections covering: awareness of
the concept of fair trade; consumption of related products; use of social media; perceptions of its
effectiveness as a promotional tool; identification of technological and digital barriers; and proposals to
strengthen its dissemination.

The Likert scale used consisted of five levels, where 1 corresponded to ‘Strongly disagree” and 5
to ‘Strongly agree’, enabling the measurement of the degree of agreement or disagreement with various
statements relating to the subject under study. Furthermore, the reliability of the instrument was assessed
using Cronbach’s alpha coefficient, yielding a value of 0.905, which indicates an excellent level of
internal consistency.

The instrument was administered using a mixed-methods approach (face-to-face and digital) to a
sample of 74 participants from various communities within the municipality. The sample included
consumers, producers, entrepreneurs and members of community organisations linked to or interested in
fair trade, which provided a diverse and contextualised perspective.

The methodological design adopted facilitated the collection of relevant information on the level
of knowledge, patterns of social media use, technological accessibility, digital barriers and areas of
opportunity for the promotion of fair trade. These data constitute a fundamental input for the analysis
and interpretation of the results, as well as for the formulation of strategies aimed at strengthening the
connection between producers and consumers through digital environments.


https://eulacfoundation.org/system/files/digital_library/2023-07/s2200363_es-2_rutas_y_desafios_para_cerrar_las_brechas_de_genero_en_materia_de_habilidades_digitales.pdf
https://www.ferrerguardia.org/blog/articulos-8/la-brecha-digital-las-tres-dimensiones-de-las-desigualdades-sociodigitales-288

56

Finally, it is important to note that, whilst the sample size does not allow for inferences that can
be generalised to the entire population, its exploratory nature and the diversity of profiles included
provide significant insights for understanding the phenomenon under study and generating proposals for
improvement within the local context.

Results

With regard to the level of awareness of fair trade, the results show that 52.7 per cent of participants
stated that they were familiar with the concept, whilst 25.7 per cent indicated they had some knowledge
of itand 21.6 per cent stated they were unaware of it. This demonstrates that, whilst there is an acceptable
level of familiarity, a significant proportion of the population still has limited knowledge (see Table 1).

Table 1
Level of awareness of the concept of fair trade amongst the surveyed population

Question 1 Yes NO Partially Total
Are you familiar with the concept of fair trade? 52,7% | 21,6% 25,7% 100%

Source: Compiled by the author

As regards fair trade products, natural foods were the most widely recognised (80 per cent),
followed by clothing and textiles (53 per cent) and cosmetics (27 per cent). To a lesser extent, handicrafts
(19 per cent) and other products such as personal care items, cleaning products and food in general (14
per cent each) were identified. These results indicate that perceptions of fair trade are mainly concentrated
on certain types of products, which limits the general understanding of the concept (see Table 2).

Table 2
Perceptions of fairtrade products within the community

Natural Handicrafts Cosmetic Clothing | Intimate care Food in Cleaning
foods products or textiles products general products
80% 19% 27% 53% 14% 14% 14%

Source: Compiled by the author

With regard to the use of social media, WhatsApp was identified as the most widely used platform
(72 per cent), followed by Facebook (61 per cent), TikTok (42 per cent) and Instagram (34 per cent).
Other platforms such as Telegram, YouTube and Mercado Libre are used less frequently (14% each),
which helps to identify the main potential channels for promoting fair trade within the community (see
Table 3).

Table 3
Frequency of social media use among the surveyed community

Question 3 Facebook | Instagram | TikTok | WhatsApp | Telegrama | YouTube | Mercado
libre
Which  social 61% 34% 42% 2% 14% 14% 14%
media platforms
do you use most
often?

Source: Compiled by the author
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Furthermore, the analysis of attitudes towards the promotion of fair trade, assessed using a Likert-
type scale, shows a favourable trend. Most participants fall into the ‘agree’ and ‘strongly agree’
categories, with predominant figures ranging from approximately 33 per cent to 41 per cent for ‘agree’,
and up to 9 per cent for ‘strongly agree’ on some items. In contrast, the levels of disagreement show
lower percentages, suggesting a positive perception of the use of social media as a promotional tool (see
Table 4).

Table 4
Level of agreement among respondents regarding the promotion of fair trade on social media

Question 4 5 6 7 8 9 10 11 12
| completely disagree. 1216 | 1351 | 1892 | 2162 | 1486 | 1892 | 1351 | 1757 | 16.22
To disagree 18.92 | 1351 | 1486 | 1892 | 1757 | 1081 | 14.86| 1081 5.41
Neither agree nor disagree 22,97 | 21.62| 3243 | 2432 | 2297 | 2027 | 20.27| 16.22 6,76
Accept 39.19 | 4459 | 29,73 | 31.08| 36.49| 3919 | 4189 | 36.49| 37,84
I couldn’t agree more 6,76 6,76 4.05 4.05 8.11| 1081 9.46 | 18.92 | 33,78

Source: Compiled by the author

Finally, with regard to recommendations for strengthening awareness of and support for fair trade,
32 per cent of participants highlighted the need to increase publicity and outreach. Similarly, 14 per cent
emphasised the importance of improving access to the internet and technology, whilst 13 per cent
proposed promoting local consumption and organising fairs. Other suggestions included education and
training (13 per cent), transparency and security (12 per cent), the development of official platforms and
channels (9 per cent) and support for vulnerable communities (7 per cent) (see Table 5).

Table 5
Suggestions from respondents for promoting fair trade in their community

Question 13 What would you recommend to encourage more people in your
community to learn about and support fair trade?

Thematic category

Advertising and outreach 22 32
Internet access and technology 10 14
Local consumption and fairs 9 13
Education and training 9 13
Transparency and security 8 12
Official platforms and channels 6 9
Support for vulnerable communities 5 7

Source: Compiled by the author
Conclusions

The findings of the research suggest that social media represents a strategic tool with great potential for
promoting fair trade in local contexts such as Huixquilucan; however, its impact is limited by structural
and educational factors. Whilst there is a favourable perception of their use, as well as the presence of
widely used platforms such as WhatsApp and Facebook, significant barriers remain, such as low digital
literacy, limited production of specialised content and connectivity gaps, particularly in rural areas.
Furthermore, knowledge of fair trade is limited and focuses on certain products, which restricts its
understanding as a comprehensive model of sustainable development. These findings partially confirm
the proposed hypothesis and demonstrate that, whilst social media can contribute to the promotion of fair
trade, its effectiveness depends on variables such as the level of knowledge, technological accessibility
and the capacity of local stakeholders to take ownership of these tools. In this regard, the results are
consistent with the Theory of Planned Behaviour and the Technology Acceptance Model, demonstrating
that attitudes, perceptions and skills directly influence the adoption of responsible consumption practices
and the meaningful use of digital technologies.
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In terms of improvement, key opportunities have been identified to strengthen the impact of social
media in promoting fair trade: increasing outreach through more targeted and context-specific digital
communication strategies; developing digital literacy programmes for producers and consumers;
encouraging the creation of relevant content that highlights the principles and benefits of fair trade;
improving access to technological infrastructure in areas with lower connectivity; and promoting
coordination between local stakeholders, educational institutions and public organisations to consolidate
collaborative networks. These actions would not only broaden the reach of information but would also
encourage the adoption of responsible consumption practices, contributing to sustainable economic
development and the reduction of inequalities in local contexts.
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