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Abstract 

 

Logistics, an activity as old as foreign trade, arose from the need 

and desire to consume products from other geographical areas, 

where various factors had to be coordinated to satisfy those 

requirements. Logistics evolved from being a routine and 

operational activity to something strategic, capable of generating 

competitive advantages that allow companies to differentiate 

themselves. In the search to generate and promote competitive 

advantages to meet the needs of users of the port of Manzanillo, 

it is important to develop new and better services for the most 

important container location in Mexico, helping to diversify the 

services provided. Another important factor, within this search 

for different services in a fast and reliable way with which such 

services can be available, will be the use of information and 

communication technologies (ICT's), using computer 

applications (APPs) designed to be executed in smart phones, 

tablets and other mobile devices. From the above, we are 

interested in developing an investigation through the 

implementation of an application that allows to identify and find 

companies in a fast and safe way, offering it to foreign people 

who need to find services related to direct and indirect activities 

that are provided in the port of Manzanillo, Colima. In the supply 

chain, the customer has become the most important part, aiming 

at their full satisfaction, providing the product or service they 

want at the right time, quickly and efficiently, i.e. in the context 

of total service and under strict quality standards. 

 

 

 

 

 

APPs, Logistics services, Logistics and competitive 

advantage 

Resumen 

 

La logística, actividad tan antigua como el comercio exterior, 

surgió de la necesidad y el deseo de consumir productos de otras 

zonas geográficas, en dónde se tuvieron que coordinar diversos 

factores para satisfacer esos requerimientos, la logística fue 

evolucionando, dejó de ser una actividad rutinaria y operativa 

para convertirse en algo estratégico, capaz de generar ventajas 

competitivas que permitan diferenciar a las empresas. En la 

búsqueda de generar y promover ventajas competitivas para 

satisfacer las necesidades de los usuarios del puerto de 

Manzanillo, es importante que se desarrollen nuevos y mejores 

servicios para el lugar de contenedores más importantes de 

México ayudando a diversificar los servicios prestados. Otro 

factor importante, dentro de esa búsqueda de servicios diferentes 

de una manera rápida y confiable con la que pueden estar 

disponibles dichos servicios, será el uso de las tecnologías de la 

información y comunicación (TIC´s), utilizando aplicaciones 

informáticas (APP´S) diseñadas para ser ejecutadas en teléfonos 

inteligentes, tabletas y otros dispositivos móviles. De lo anterior, 

surge el interés por desarrollar una investigación mediante el 

desarrollo de una aplicación que permita identificar y encontrar 

empresas de manera rápida y segura, ofreciendo a las personas 

foráneas que necesiten encontrar servicios relacionados con las 

actividades directas e indirectas que se brindan en el puerto de 

Manzanillo, Colima. En la cadena de suministros, el cliente se ha 

convertido en la parte más importante alcanzando su satisfacción 

plena, proporcionándole el producto o servicio que desea en el 

momento apropiado, de forma rápida y eficaz, es decir, en el 

contexto de su servicio total y bajo estrictos estándares de 

calidad. 

 

APP´s, Servicios logísticos, Logística y ventaja competitiva 
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Business description and vision 

 

Product and/or service description 

 

Directorio electrónico logístico is a web 

platform that concentrates names, location, 

contact details and main services of the 

companies that provide logistic services in the 

port of Manzanillo, Colima. The Technological 

University of Manzanillo through its electronic 

platforms (web page, social networks and other 

media) has the possibility to spread the 

information in a regional and national reach. 

The operations are carried out by students of 

information technology and logistics, with 

income of the university and scholarships for the 

payment of semesters of students who require 

support. 

 

The economic perception would fall on 

scholarships to support students of information 

technology and logistics, favoring the link with 

the productive sector. The directory will contain 

the following concepts: 

 

The means by which the information will 

be disseminated are the following:  

 

 University website 

 Facebook 

 Instagram  

 Independent page management 

 The services to be provided by the 

students are:  

 Follow-up and channelling of prospectus 

consultations through the electronic 

platforms. 

 Design and publication of electronic 

advertising. 

 Collecting information from companies 

interested in publishing. 

 Monitoring of special needs. 

 

Market Analysis 

 

Market description 
 

The port of Manzanillo is located within the 

municipality of Manzanillo, Colima, which is 

currently considered the port with the greatest 

movement of containers in the Mexican 

Republic. 

 

The market for logistics service 

providers in the port of Manzanillo, Colima: 

 

 Associations 

 AAAPUMAC 

 ANIER 

 CANACAR 

 AMANAC 

 UTCM 

 Customs Agents  

 Audited premises  

 Shipping companies  

 Cargo Warehouses  

 Federal Freight Carriers  

 Load safety in transit  

 Forwarder (logistics service integrators)  

 Financial Services 

 Others. 

 

A continuación, se hace una 

aproximación con respecto al número de 

empresas que existen en Manzanillo, Col., como 

sigue: 

 
No. Type of Company Approx. 

Amount 

1 Customs agency 350 

2 Shipping companies 20 

3 Railways 1 

4 Port Administration 1 

5 Government agencies related to foreign 

trade 

10 

7 Federal Freight Carriers 120 

8 General storage warehouses 6 

9 Cargo Warehouses 12 

10 Tractor-trailers' courtyards 10 

11 Forwarding companies 20 

12 Recruitment companies 10 

13 Strategic hotels 30 

14 Security companies 12 

15 Maintenance and mechanical services 20 

16 Private organizations related to foreign 

trade 

10 

 

APPROXIMATE TOTAL: 632 

 

As part of the marketing strategy, the 

companies that are members of the directory will 

be asked to recommend two other organizations 

with which they work jointly, in order to extend 

the invitation to as many organizations in the 

region as possible. 

 

Description of the competing market 
 

The main competitors are companies positioned 

in the port of Manzanillo, Colima: 

 

 Mexicoxport Business Directory, from 

its page https://mexicoxport.com 

 Telmex Yellow Pages Directory. 

 

A competitive profile matrix is shown below 

in order to establish a benchmark with the 

competition: 
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Competitive 

Profile Matrix 
 Mexicoxport 

Directory 

UTEM Marketing Telmex Directory 

CRITICAL 

FACTORS 
PONDERIN

G 

CLASSI- 

FICATIO

N 

SCOR

E 

 

CLASSI- 

FICATIO

N 

SCOR

E 

 

CLASSI- 

FICATIO

N 

SCOR

E 

 

Advertising .20 2 0.40 3 0.60 4 0.80 

Quality  .10 3 0.20 3 0.30 3 0.30 

Competitivenes

s 

.10 
3 0.30 3 0.30 3 0.30 

Administration .10 4 0.40 3 0.30 4 0.40 

Financial 

position 

.15 
2 0.30 2 0.30 4 0.60 

Customer 

Loyalty 

.15 
2 0.30 3 0.30 2 0.30 

Expansion .15 2 0.30 3 0.45 3 0.45 

Market Share .05 2 0.10 1 0.05 4 0.20 

TOTALS: 1.0  2.30   2.60   3.35 

 

1) Main weakness 

2) Minor weakness 

3) Minor strength 

4) Main strength 

 

From the above table, it is noteworthy the 

low positioning of the company Mexicoxport, 

because the logistics directory is part of its 

business portfolio, however, it is not the main 

business of the company. This presents an 

opportunity to position the service of logistics 

directory by the university in the port of 

Manzanillo, Col., a business model that can be 

replicated in other regions of the country, 

obtaining scholarships and temporary work for 

students to support their studies. 

 

Strategic thinking 

 

Below is the basic strategic planning, for the 

operation and destination of the project 

 

Objective 
 

To obtain scholarships for the payment of 

student fees by offering advertising of logistics 

services in Manzanillo, Col., through electronic 

platforms of the Technological University of 

Manzanillo. 

 

Mission 
 

We are an advertising company of logistics 

service providers in the port of Manzanillo, 

established within a higher level house of studies 

in the areas of logistics and information 

technology. 

 

Vision 

 

To be the most complete logistic directory seen 

in social networks, as well as electronic 

platforms of the west of the country with social 

compromise, since the great majority of the 

generated resources will constitute scholarships 

and support to students of the university. 

Values 
 

The values of the organization are shown below: 

 

 Honesty 

 Proactivity 

 Teamwork 

 Trust 

 

Philosophy 
 

The Technological University of Manzanillo 

considers that not all business projects are 

private and capitalist, but that it is possible to 

undertake social businesses that contribute to 

supporting the studies of students with limited 

resources through the sale of advertising services 

on social networks and electronic platforms.  

  

From a project of these characteristics, it 

is a project under the win-win concept, due to the 

fact that the students are supported 

economically, the university reinforces its 

relationship with the business community of the 

region and the companies contracting the 

service, thus having a more active presence in 

social networks, with a double purpose, to 

advertise their organization and to be socially 

responsible. 

 

SWOT 
 

The SWOT matrix is shown below, as follows: 

 
Swot Analysis 

Strengths 

- Students of logistics and 

information technology 

areas. 

- High population of 

companies dedicated to the 

logistics sector. 

- Basic infrastructure for the 

operation of the organization 

- Awareness in the matter of 

contracting the service will 

be reflected in support for 

students.  

Weaknesses 

- There is no history of 

similar projects at 

technological universities. 

- Lack of culture in terms of 

advertising the services by 

the organizations. 

- Little culture of socially 

responsible enterprise. 

- Taking advantage of 

collaboration agreements 

between the university and 

other organizations in the 

region. 

Opportunities 

- To sell the product as part 

of student study support. 

- To develop new services of 

continuous training, oriented 

to the needs of the 

organizations. 

Threats 

- Proliferation of new 

advertising service 

providers. 

- Economic instability 

leading to budget cuts in 

organizations 

 

 Based on the observations generated in 

the previous SWOT matrix, action strategies will 

be established in order to cover those aspects that 

represent a threat to the project. 
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Marketing and sales strategy 

 

Distribution and/or marketing strategy 
 

The sales strategy will consist in exhausting 

various phases, as follows: 

 

1. Approaching the organizations with 

which we have signed a collaboration 

agreement, in order to offer them 

advertising services. 

2. Requesting the recommendation of 

companies in the logistics sector that 

may be interested in advertising through 

the directory. 

3. Addressing business associations, such 

as; AAAPUMAC, ANIER, CANIRAC, 

AMANAC, UTCM, among others. 

4. Prospecting in companies, transporters, 

warehouses, shipping companies, 

controlled areas, importers and 

exporters, security companies, financing 

companies, security, among others. 

 

Analysis of the production process 

 

How the production must be organized 
 

The advertising service will be organized in 

accordance with a protocol for attending to users 

and clients of the service, by means of precise 

processes, which allow for the traceability of the 

services contracted and their results. 

 

Within the main steps of attention are 

considered the following: 

 

 Filling out the service form 

 Appointment of design project manager  

 Making the annual payment agreement. 

 Generation of an electronic file 

according to each client. 

 Publication of the image of the 

contracting business and services. 

 Promoting the dissemination of the 

directory through the university's social 

networks. 

 Contacting the company every four 

months, in order to identify new needs 

and/or changes in services. 

 
 

Required inputs and machinery 
 

Below are tables of some of the equipment and 

inputs needed to implement the project. 

 

 
  

Among the equipment needed for the 

project, those mentioned in the previous table 

stand out; however, the present project has a 

leverage in terms of equipment, since the 

university has the necessary infrastructure to be 

able to develop the projects. The project will 

consider the equipment with the purpose of 

depreciating it with time and generate the 

acquisition of new computer equipment and 

software to perform the services. 
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It is considered the acquisition of a cell 

phone plan, in order to have a tool for the 

marketing of the service and attention to users of 

the service in a direct way, under the supervision 

of a person in charge. 

 

The following shows the previous sale of 

the advertising service on a monthly basis, the 

determination of the cost considers a low price, 

in order to have continuity in the contracting of 

the service by the companies of the region. 

 

 
 

 A minimum of 214 companies in the 

region are contracted, out of a population of 

approximately 632 business organizations 

specialized in providing services to the logistics 

community in the region of Manzanillo, Col. 

 

 We considered a basic team of five 

students for the operation of the project, each one 

has the possibility to pay their school fee and 

support themselves economically for a month 

with materials for their TSU and/or Bachelor 

studies. 

 

 
 

 The income is calculated based on 

minimum sales. Having a fixed population of 

service of 400 companies, the present project can 

constitute a solid base of economic support for 

the organizations. 

 

The following is a concentrate of data: 

 

 
 

 

Below is the break-even point of the 

project, which is in the provision of 155 services 

on a monthly basis, in order to generate the 

expected income. 

 

 
 

 
 

 
 

 The students will have a financial file 

that will allow them to carry out the economic 

organization of the project, with the purpose of 

making decisions in a strategic way in order to 

grow the project and improve its operation. 

 

 The following table shows an example of 

how an opening balance sheet of the project 

would be presented, since the work constitutes a 

preliminary project which is not currently 

operating.  

 

 Starting operations, the data reflected in 

the general balance would be in accordance with 

the real and daily operation of the company. 
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Economic and financial analysis 

 

 
 

 
 

The table shows some results of three 

financial ratios applied to the business project. 

 

Income and expenditure 
 

The table below shows the income and 

expenditure, on a monthly basis. 

 

 
 

 The following table shows the annual 

profits, which are translated into support for 

students in a strategic way, in order to guarantee 

as much as possible that they do not abandon 

their studies for basic economic reasons. 

 

 
 

 

 If we have a population of 400 

companies that use the service, we would have 

the possibility of obtaining annual resources of $ 

214,410.00 pesos. Considering that the project 

would be directly managed by five students, this 

represents the attention of companies in a unitary 

way to the day of 4 companies addressed by days 

in a monthly way. 

 

Conclusions 

 

At present, advertising activity in organizations 

is of vital importance, due to the arrival of new 

national and international competitors, the 

globalization phenomenon, the need for 

differentiation from competitors is intensifying. 

 

Universities have a great responsibility, 

not only in the formative part, but also in 

covering unofficial needs, such as promoting 

projects and agreements with the productive 

sector in order to provide opportunities for 

students to practice and enter the productive 

field. 

 

The proliferation of business projects of 

this nature covers various aspects, such as links 

with the productive sector, real practices for 

students, the creation of interdisciplinary 

projects, for example, between students of 

information technology and students of logistics, 

as well as promoting links between entities that 

possibly constitute a point of future 

employability for students. 

 

The distinction of a socially responsible 

company can be seen in the very constitution of 

the present project, since the resources that the 

organizations spend will finally fall on the 

students, not as a donation, but as a mutual 

benefit. 

 

The present project requires little 

infrastructure of equipment for its 

implementation and its scope is of a 

transcendental type, since it will offer the 

possibility to students who are at risk of not 

finishing their studies due to their economic 

situation. 

 

The target market of Manzanillo, Colima 

from the port expansion that will suffer in the 

coming months ensures the increase of 

companies in the logistics sector in the area and 

thus more chances of success of the project. 
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Abstract 

 

This article shows the results of an investigation based on 

the analysis of the systematic competitiveness in the 

congresses and the impact that it represents in the hotel 

sector of the City of Mérida, Yucatán. It was determined 

to use the type of exploratory research, with the qualitative 

and quantitative research approach, the first, because the 

study will collect historical and recent data related to 

congress tourism in the city of Mérida.With the results 

obtained, the impact caused by the congresses within the 

hotel sector of the city of Mérida, Yucatán is known, 

identifying the degree of relationship between the 

authorities that regulate the process of providing 

accommodation services and that of the people traveling 

to the city for activities related to congresses. All of this, 

in order to list the benefits and opportunities that congress 

tourism brings to the three, four and five star hotel sector 

in the city of Mérida. 

 

 

Turismo, Competitividad Sistémica, Congresos, Sector 

hotelero  

 

Resumen 

 

Este artículo muestra los resultados de una investigación 

basada en el análisis de la competitividad sistemática en 

los congresos y el impacto que representa en el sector 

hotelero de la ciudad de Mérida, Yucatán. Se determinó 

utilizar el tipo de investigación exploratoria, con el 

enfoque de investigación cualitativa y cuantitativa, el 

primero, porque el estudio recopilará datos históricos y 

recientes relacionados con el turismo de congresos en la 

ciudad de Mérida. Con los resultados obtenidos, el 

impacto causado por Se conocen los congresos dentro del 

sector hotelero de la ciudad de Mérida, Yucatán, que 

identifican el grado de relación entre las autoridades que 

regulan el proceso de prestación de servicios de 

alojamiento y el de las personas que viajan a la ciudad para 

actividades relacionadas con los congresos. Todo esto, con 

el fin de enumerar los beneficios y oportunidades que el 

turismo de congresos aporta al sector hotelero de tres, 

cuatro y cinco estrellas en la ciudad de Mérida. 

 

Turismo, Competitividad Sistémica, Congresos, Sector 

hotelero 
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Introduction 

 

Systemic competitiveness supports a theoretical 

approach in which there must be social 

integration at different levels and requires a 

change in the financial, political and 

technological systems, but it also considers a 

transformation at the social level. In view of this, 

many developing, and even underdeveloped 

countries have the task of overcoming social 

fragmentation and improving the learning 

capacity of all their sectors.  

 

The formation of social structures means 

improving the manufacture of structures at the 

economic level, since one is complementary to 

the other, which allows to raise the capacity of 

its participants, articulating interests and 

satisfying all their technological, financial, 

cultural, organizational, environmental 

requirements, among others.  

 

Systemic competitiveness is 

distinguished by working with four levels of 

analysis; micro, meso, macro and meta and 

researching the interrelationship between them. 

For Esser, Hilebrand, Messner and Meyer-

Stamer (1996) systemic competitiveness is 

distinguished by its recognition:  

 

Successful industrial development is not 

achieved merely through a production function 

at the micro level, or stable macroeconomic 

conditions at the macro level, but also through 

specific measures by government and private 

development organizations aimed at 

strengthening the competitiveness of enterprises 

(meso level). Furthermore, the ability to link 

meso and macro policies is a function of a set of 

political and economic structures and a set of 

sociocultural factors and basic organizational 

patterns (target level). 

 

On the basis of this framework, it is 

essential to formulate actions to encourage the 

creation of factors that will enable to achieve 

systemic competitiveness in countries and 

regions, as well as in business sectors, in such a 

way that these become an active and dynamic 

component for obtaining competitive 

advantages. The growth of a sector such as 

congress and convention tourism, as well as the 

state of Yucatán, as a national and international 

tourist destination, and also an entity with 

constant growth due to public and private 

investment oriented to all sectors. 

It is important to analyze the current 

conditions that promote the development of 

systemic competitiveness, both in the tourist 

instance, as well as in the place where it is 

developed, that is, the city of Mérida, and of 

course in the sector of immediate impact, such as 

the hotel industry.  

 

It was determined to use the type of 

research of exploratory scope, with the focus of 

qualitative and quantitative research, that is, the 

study collects historical and recent data, related 

to congress tourism in the city of Mérida, 

Yucatán. The aim is to find out whether congress 

and convention tourism has an impact on 

competitiveness at the micro level, the 

advantages it brings and the degree of interaction 

between the hotel sector and congress tourism in 

the city of Mérida, Yucatán.  

 

General objective  

 

To describe congress and convention tourism as 

a competitive factor at the micro level in the 

hotel sector of the city of Mérida, Yucatán. 

 

Hypothesis 

 

Congress and convention tourism has an impact 

on competitiveness at the micro level in the hotel 

sector of the city of Mérida, Yucatán. 

 

Conceptual Framework 

 

Competitiveness has been considered as one of 

the factors that strongly influence the economic 

development of nations, and that lies in the 

capacity to produce, in a consistent and 

profitable manner, goods and services that meet 

the requirements of the markets in terms of 

quality and price, European Commission (2003). 

Porter (2008), mentions that competitiveness 

consists in the production of goods and services 

of quality and lower price than domestic and 

international competitors, manifesting itself in 

increasing benefits for the inhabitants of a nation 

by maintaining and increasing real income. 

Similarly, competitiveness can be identified as 

the ability of a country, a sector or a company to 

participate in foreign markets (Feenstra, 1989). 

On the other hand, the concept of 

competitiveness is the level of production of 

goods and services that a certain geographical 

area has through the sustainable use of its 

resources and the surrounding environmental 

conditions.  
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However, with the passage of time, 

competitiveness and all its elements have 

undergone a change due to globalization, since it 

has developed to the point of radically 

modifying the competitive environment in 

which companies operate. The requirements 

posed by the competition at this time were much 

greater and more complex than in previous 

stages. 

 

In this new environment, developing 

countries face the challenge of generating 

dynamic competitive advantages, or otherwise 

being relegated to stagnation and 

impoverishment. In view of this, the terms of 

spurious competitiveness, based on low prices of 

resources (labor, inputs, etc.), have been 

considered against genuine competitiveness, 

defined by Fajnzylber (1998), as the process by 

which a firm generates value added through 

increases in productivity, and that growth in 

value added is sustained, that is, it is maintained 

in the medium and long term.  

 

Within this perspective arises the idea of 

Müller (1995), which he qualified as socio-

cultural, because it proposes an explicit relation 

between efficiency, productivity, 

competitiveness and improvement of the 

standard of living of the citizens, which 

originated the notion of systemic 

competitiveness.  

 

The systemic competitiveness model, 

defined by authors such as Messner and Meyer-

Stamer (1994), establishes that “the level of 

generic competitiveness of a given economy or 

territory is the result of the organizational and 

institutional effort of society and of the 

economic, social and institutional agents that 

interact in that territory.” 

 

Esser, Hillebarnd, Messner and Meyer-

Stamer (1996), on the other hand, identify the 

concept of systemic competitiveness as that 

which seeks to respond to the lack of an effective 

business environment that allows companies to 

build lasting competitiveness in an increasingly 

difficult business environment and with the 

participation of multiple actors.  In this way, 

competitiveness is the product of the complex 

and dynamic interaction between four economic 

and social levels of a national system: the micro, 

meso, macro and meta levels. In this sense, 

competitiveness is systemic, Benavides, Muñoz 

and Parada (2004). 

For Esser, et al (1994), they mention that 

the levels of systemic competitiveness are: 

 

Meta level: capacity of the state to lead 

the economy and the organization that mobilizes 

social creativity.  

 

Macro Level: covers the macroeconomic 

conditions necessary for the development of 

activity supported by fiscal, monetary and 

budgetary policy reforms.  

 

Meso level: this is the level at which 

competitive advantages are generated regarding 

the formation of business clusters, exports, 

financing and ecological policy.  

 

Micro level: At this level, companies 

strive to have a competent and innovative 

administration and a qualified labor force, and 

they also seek to promote collaboration with 

suppliers, producers and clients. 

 

Considering the origin of the systemic 

competitiveness approach and what the authors 

point out, it can be said that this type of 

competitiveness is beyond the ideas centralized 

in economic elements considered by other 

competitive approaches, since it contemplates 

other factors besides monetary ones for the 

development of industries and has a structure 

that allows evaluating the degree of interrelation 

of the different participants in the field of study 

through these four levels. Likewise, it should be 

noted that the term competitiveness can function 

in the country as a key element for the 

development of the regions.  

 

In Mexico, the issue of development has 

become an important part of government 

policies and one of the primary objectives within 

plans at the national and state levels. Thus, 

development can only be achieved by increasing 

the competitiveness of all sectors of our nation.  

To understand the perspective that development 

can only be achieved through increasing the 

competitiveness of all sectors of the country, the 

National Development Plan (2013-2018), 

mentions the importance of accelerating 

economic growth to build a prosperous Mexico. 

It places the development of infrastructure as the 

key to increasing the competitiveness of the 

entire nation.  
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On the other hand, the State 

Development Plan of Yucatán (2012-2018), 

proposes in the competitive axis an increase 

competitiveness of companies and productivity 

of its workers, which will result in a stimulus in 

domestic consumption by improving the income 

of the companies themselves, providing workers 

the possibility to access better living standards.  

Based on the plans, it can be said that by 

increasing the levels of competitiveness in each 

sector, it will be possible to have a territorial 

competitiveness, which will allow producers, 

workers and consumers to have positive stimuli 

that will affect living standards, more functional 

companies, skilled labor, etc.  

 

Territorial competitiveness, according to 

Calderón (2008), is a product of an environment 

in which conditions are created and maintained 

so that the competitive effort takes place, an 

environment that cannot be improvised but 

rather built. This environment is precisely the 

one that occupies the systemic analysis, it is the 

interaction between the state, enterprises, 

intermediate institutions and the organizational 

capacity of society, the generator of the different 

competitive advantages that can be created and 

measured. These interactions can be seen in 

figure 1. systemic competitiveness model 

presented by Esser, Hillebarnd, Messner and 

Meyer-Stamer (1996). 

 

 
 
Figure 1 Determinants of systemic competitiveness 

Source: Esser, Hillebarnd, Messner and Meyer-Stamer 

(1996) 

 

However, the transition towards 

territorial competitiveness requires a series of 

studies and evaluations in each of the areas that 

make up the national territory. The state of 

Yucatán, as one of the many regions that make 

up Mexico, is on the way to integrating 

knowledge economy. 

 

According to Dahlman and Andersson 

(2000), a knowledge-based economy is one 

where knowledge is created, acquired, 

transmitted and used more effectively by 

companies, organizations, individuals and 

communities for greater economic and social 

development.  

 

For this reason, it is necessary to move 

away from traditional and knowledge-intensive 

industries, promoting innovation, technological 

development and the training of knowledge 

workers as new competitive advantages, which 

will give way to the generation of productive 

jobs and remunerative wages. This means 

analyzing the strengths of the Yucatán territory; 

therefore, Lamb, Hair and McDaniel (2010) 

mention that strengths are all those internal and 

positive elements that differentiate the program 

or project from others of the same kind.  

 

To take advantage of them in a timely 

manner, it implies identifying the determining 

factors that influence the competitive 

development of the sectors identified as 

strengths, and there is no better way to carry out 

this analysis than with the approach proposed by 

systemic competitiveness, and even more so 

when the number of studies under the use of the 

vision proposed by such approach is nil. 

 

On the other hand, the Tourist Guide of 

Yucatán (2014), states that Yucatán offers 

natural attractions, archaeology, history, culture, 

traditions, legends, and the heritage of a colonial 

and indigenous past that is reflected in the 

delicious Yucatán cuisine and in the hands of its 

artisans and artists. This translates to the 

Yucatán territory as a tourist destination with 

great potential, placing tourism as an 

unquestionable strength for the state.   

 

The tourist destination is the space where 

the tourist spends at least one night which 

includes the consumption of products such as 

basic and supplementary services, World 

Tourism Organization (2002).  

 

Mérida has several related elements, 

from a modern hotel and medical service 

infrastructure, accessibility through modern and 

safe roads, airports with national and 

international flights and a high-altitude port in 

Puerto Progreso. In addition, it is surrounded by 

many colonial and archaeological tourist 

attractions.  
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All this richness makes the city of Mérida 

susceptible to transform it even more, in a 

territory that generates complete tourist products 

that can enrich even more the tourist offer, 

combined with the one available at this moment. 

According to the Tourism Competitiveness 

Agenda of Mérida (2013), the city has ample 

potential resources according to the tourism 

segments of the territory. Taking as a base those 

tourism segments with potential present in the 

city of Mérida, Yucatán we find business and 

convention tourism as an expanding activity, 

which translates into an opportune area of 

analysis under the systemic competitiveness 

approach.   

 

Organizations such as the Council for the 

Promotion of Tourism in Mexico (CPTM) 

undoubtedly support the sale of the "Country 

Destination" abroad, the Ministry of Finance 

with the tax incentive of "zero" rate of Value 

Added Tax for conferences and conventions 

from abroad and the hand of the Office of 

Conventions and Visitors (OC) of each of the 

destinations developed and developing, are 

undoubtedly the anchor to enhance Business 

Tourism, according to the magazine Líder 

Empresarial (2007). 

 

This type of tourism has had a strong 

impact on the state, since the evolution of the 

organization of congresses has been remarkable, 

even more so in recent years. The first records 

we have date from 2003, when Centro Siglo XXI 

was 6 years old and the promotion as a congress 

destination was incipient. At that time, 63 

congresses or conventions were held in the State, 

with the participation of 26,220 national or 

foreign visitors. More than a decade later, in 

2015, the growth has been exponential. In the 

last year, 228 meetings were organized, and 

62,234 participants were registered. This is not 

only a numerical trend, but also a positioning as 

a destination. Mérida went from 7th place in 

2013 to 4th among the most attractive Mexican 

cities with the best conditions to organize 

congresses, according to the International 

Congress and Convention Association (ICCA) 

ranking of Cities 2015, in line with Meetings 

Industry ( 2016).  

 

All of this results in the need to 

strengthen the city's infrastructure and services, 

in order to have greater participation in congress 

and convention tourism. 

 

 

Therefore, we mention the conditions for 

the further development of meetings tourism: air 

connectivity, number and quality of hotel rooms 

and the new International Congress Center. In 

terms of flights, Mérida now connects with the 

main cities of passenger distribution in the world 

and Mexico. In North America, Dallas, Houston, 

Miami and Toronto concentrate the routes of all 

the United States and Canada, so that a tourist 

from these countries, or even in other continents, 

can reach Mérida with only one stopover, 

according to the Meetings Industry (2016).  

 

The strengthening of the infrastructure 

for congress and convention tourism was 

achieved through the creation of a new 

convention center, with the linkage of first world 

international capitals, improvement of the public 

environment and so on. The participation of a 

private sector that has a close relationship with 

this tourism segment, the hotel industry, can be 

observed. 

 

According to Genise (2010), tourism and 

the hotel industry are two industries that go hand 

in hand; without tourism there would be no need 

for hotel establishments, and without the 

existence of hotels, a key element in the 

equipment of the tourism system would be 

missing. Therefore, the success of tourism has 

gone hand in hand with the development of the 

hotel industry, the entrepreneurs of which have 

invested resources to improve the quality of 

infrastructure and services offered to visitors in 

various destinations in Mexico.  

 

Thus, tourism can be defined as that 

activity that involves the visit and displacement 

of people from the country or foreigners who 

make use of the goods and services of the place 

they visit. According to Rodríguez (2011), event 

tourism includes congresses, conventions, fairs, 

exhibitions, incentive travel, festivals. It is a 

modality of business tourism, which essentially 

mobilizes opinion leaders in different branches 

of knowledge, science, technology, finance or 

trade. 

 

It follows that business tourism is all that 

involves the arrival of visitors to a place for 

activities such as congresses and conventions.   
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Since Mérida is a complete tourist 

destination that reflects a diversity of attractions 

that allow the organizer of congresses, 

conventions and incentive trips to choose among 

many alternatives for their work activities, and 

to have important complements for their events 

before, during and after them, the task is to 

analyze this type of activities within the hotel 

sector, through systemic competitiveness. 

 

Methodology to be developed 

 

We determined to use the type of research of 

exploratory scope, with the approach of 

qualitative and quantitative investigation. In the 

study, historical and recent data are gathered, 

related to the tourism of congresses in the city of 

Mérida, Yucatán. The study was based on the 

analysis of various sources on systemic 

competitiveness and was structured on the basis 

of that literature and the collection of data 

through a field study applying a structured 

questionnaire with closed questions and 

organized in various aspects of systemic 

competitiveness, for its measurement the Likert 

scale was applied. Through this method, the 

hypothesis was contrasted at the micro level in a 

descriptive way. 

 

Likewise, the population was delimited 

by selecting the city of Mérida and specifically 

the population under study is constituted by the 

entrepreneurs of the hotel sector of three, four 

and five stars.  

 

Results 

 

This section describes the results obtained for 

the most relevant aspects of the research, 

describing the information generated for the 

micro level of the systemic competitiveness of 

the hotel sector. 

 

 
 
Figure 2 Logistics 

 

The results obtained for the micro level 

are positive, because it has been identified that 

in logistics, 93% of the companies (13 hotels) 

optimize their resources most of the time to 

reduce their costs. However, 86% (12 hotels) of 

these companies have identified their key 

processes to minimize costs, therefore, they have 

a procurement plan to have quality raw materials 

and inputs, in addition, they have been certified 

by one or more quality standards and have 

trained personnel in charge of logistics. 

 

 
 
Figure 3 Management capacity 

 

Likewise, in terms of management 

capacity, it is known that all hotels (100%) have 

the services they offer correctly related to their 

organizational objectives, mission and vision, 

where 86% (12 hotels) of the companies 

implement strategies capable of generating 

competitive advantages within the sector in 

which they are developed and 79% (11 hotels) of 

the companies have a dynamic management, 

allowing them to easily adapt to changes in the 

environment, this allows them to have tools that 

measure the degree of customer satisfaction to 

have a continuous improvement, taking into 

account the opinion of employees when 

implementing change.   
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Figure 4 Production and operations 

 

On the other hand, regarding the 

production and operations indicator, all hotels 

(100%) have the furniture and equipment 

according to the number of clients they serve, so 

the material resources they have are sufficient 

for the services they offer. However, 93% (13 

hotels) of the companies make the most of the 

physical resources they have, where 86% (12 

hotels) have optimum facilities, which means 

that they have adequate technologies based on 

current market demand.  

 

 
 

Figure 5 Human resources 

 

Finally, within the human resources 

indicator at the micro level, it is known that 

100% of the companies (14 hotels) offer the best 

physical conditions and material resources for 

the workplace, in which the delegation of duties 

and responsibilities is in accordance with the 

capabilities of each employee. It should be noted 

that 93% (13 hotels) of these companies perceive 

an adequate internal work environment for the 

staff, listening to the opinions of the employees 

always.  

 

This means that for the micro level, the 

three, four and five star hotel companies have 

adequate logistics that allow them to correctly 

articulate not only the offer of their services in a 

timely manner, but also the acquisition of raw 

materials and supplies to carry out all their 

processes as established. 

 

Conclusions 

 

Out of a total of 14 hotels surveyed, 43% (6 

hotels) responded that private companies such as 

DMC's interact with them to offer 

accommodation services to congress and 

conversion attendees, another 43% (6 hotels) 

mentioned that no other company interacts with 

them, 7% (1 hotel) commented that the city's 

airport and another 7% (1 hotel) that hotel chains 

promote accommodation services to tourists for 

congresses and conventions. 

 

Starting from this premise, the degree of 

influence of the systemic competitiveness will 

be greater and better, this does not mean that 

currently it is not so, the results obtained are 

good, compared to companies of other tours, but 

ultimately it is an area of opportunity in which it 

can be improved to obtain better results. 

Therefore, the points made by Carrizo and Vieira 

(2009) are reaffirmed, as regards the 

particularities that comprise congress and 

convention tourism, which goes beyond an 

activity with economic spillover, which 

articulates and puts in tune the work of different 

entities at all levels for a financial, social, 

political, urban-environmental, technological 

and, of course, tourist benefit.  

 

Event tourism has a very specific feature: 

the interdependence between the various agents 

involved, the extent of the event phenomenon 

and its inter, multi and multidisciplinary nature, 

which requires knowledge of the economic, 

social, cultural and environmental reality within 

a systemic vision and of opportunities. 
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It can be said that congresses and 

conventions, as well as participants who travel to 

places where these activities take place, have a 

positive impact on society. Therefore, it is 

important an impeccable logistics for the 

organization of congresses and conventions, as 

well as to have the necessary furniture and 

equipment, and of course, to reserve the means 

of transportation for the key participants, this 

translates into activating the economy of the 

DMC'S, travel agencies and even banquet 

companies, being the latter, mostly families, 

giving way to the benefit of the socioeconomic 

level that ranges from medium-low, to medium-

high.  

 

Within this same socioeconomic sector, 

young people and adults are affected by the 

creation of temporary and permanent sources of 

employment, since when the congresses and 

conventions are held, two major needs that seek 

to be satisfied by their participants are food and 

lodging, which are directly reflected in the 

restaurant and hotel sectors, the latter of which 

benefits the upper class, considering that most 

lodging companies are part of prestigious hotel 

chains. Not to mention that having a new market 

in sight, that of congress tourists, means for hotel 

and restaurant companies to increase the 

acquisition of raw materials, such as perishable 

and non-perishable products, which would 

benefit other companies. 

 

On the other hand, throughout the 

development of the project, we obtained data 

which was subsequently analyzed. The process 

to find this was not easy, as information was 

increasingly scarce as the study was being 

delimited and, of course, the participation of the 

subjects of study, especially hotel companies, 

was not so easily accessible.  

 

During the implementation of this study 

new questions arise, such as: How can the 

performance of the instances present in the 

levels of systemic competitiveness within the 

hotel sector of Mérida be improved? how can the 

work of hotel companies be perfected through 

the systemic approach of competitiveness? since 

without a doubt, the development of the research 

work, allowed, from now on, to advance with 

future investigations within the area of study. 

 

 

 

 

 

The results of the data obtained by 

primary and secondary sources confirm what has 

been revealed by magazines and entities, that 

congress and convention tourism in the city of 

Mérida has gained importance, adding the 

efforts of the public sector with the creation of 

the International Congress Center of Yucatán 

and the actions of the private sector through the 

construction of sixteen hotels with an investment 

of $1,500 million pesos, it is expected that the 

indexes for congresses and conventions will 

increase.   

 

Therefore, it is relevant not to lose sight 

of congresses and conventions, because they are 

the origin of where tourism activity is derived, 

since it represents benefits for a significant 

number of families, family businesses and 

MSMEs, job opportunities for young people and 

adults, improvements in services and public 

works, and of course, the economy of the city 

and the state, fixing the eyes of Mexico and the 

world in Yucatán. This shows that the business 

development of a country is indeed related to the 

Micro level, since they are in charge of building 

the lasting competitiveness of the environment, 

as well as the maximum development of the 

entity.  
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Abstract 

 

Since the creation of the New Tepic-San Blas Highway, the coast 

region of that municipality represents today one of the most 

important areas of the tourist activity of the state of Nayarit, 

which has led to the establishment of large investments for 

tourism development and for the needs demanded by the 

inhabitants of the region. However, positive and negative 

impacts have been identified that put current conditions and 

social, economic and environmental transformations on alert in 

the study area. One of the priorities of this research is to create 

strategies for sustainable tourism development, since this 

perspective allows to consider benefits for the current generation, 

as well as in future generations, so that sustainable tourism in its 

purer sense is an industry committed to making low impact on 

the environment and local culture, while contributing to 

generating income and employment for the local population and 

thus improving the host communities of the coastal region of San 

Blas, Nayarit. Therefore, strategies have been analyzed that 

assist in the local and regional development of the populations of 

the San Blas Coast, so that service providers achieve quality in 

their products, the inhabitants are partners in decision-making, 

tourist lead themselves properly and neatly, and public servants 

ensure the safety and common well-being of those involved. 

 

 

 

 

 

Changes in life, Development, Growth, Society and 

Sustainability 

 

Resumen 

 

A partir de la creación de la Nueva Carretera Tepic-San Blas, la 

región de la Costa de ese municipio, representa hoy en día, una 

de las zonas más importante de la actividad turística del estado 

de Nayarit; lo que ha traído como consecuencia el 

establecimiento de grandes inversiones para el desarrollo 

turístico y para el abasto de las necesidades que demandan los 

habitantes de la región. Sin embargo, se han identificado 

impactos positivos y negativos que ponen en alerta las 

condiciones actuales y las transformaciones sociales, 

económicas y ambientales en la zona de estudio.  Una de las 

prioridades de esta investigación es crear estrategias de 

desarrollo turístico sustentable, ya que esta perspectiva permite 

considerar beneficios para la actual generación así como en las 

generaciones futuras de manera que el turismo sustentable en su 

sentido más puro, es una industria comprometida a hacer un bajo 

impacto sobre el medio ambiente y cultura local, al tiempo que 

contribuyen a generar ingresos y empleo para la población local 

y por ende el mejoramiento de las comunidades anfitrionas de la 

región costa del municipio de San Blas, Nayarit. Por lo anterior 

se han desarrollado estrategias que coadyuven en el desarrollo 

local y regional de las poblaciones de la Costa de San Blas de 

manera que los prestadores de servicios logren calidad en sus 

productos, los pobladores sean copartícipes en la toma de 

decisiones, los turistas se conduzcan adecuada y ordenadamente 

y los servidores públicos garanticen la seguridad y el bienestar 

común de los involucrados. 
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Introduction 

 

Tourist activity has been considered a branch of 

great importance for the economy of any 

country, however it has also favored 

environmental deterioration caused by the 

overexploitation of natural and cultural 

resources; likewise, it has been identified a 

social network that influences and directs the 

decision making in favor or against tourism. 

 

The ecosystemic relations of this social 

network is the main agent of this article. The 

forms of intervention in the new societies and 

their influence on the development of tourism 

leave established the criteria of development of 

the host populations and the social, political, 

economic and even technological 

characterizations. 

 

In the context of the San Blas Coast, 

tourism activity is incipient and the direct actors 

can be identified, as well as the development and 

growth needs of the local populations, the 

entrepreneurs and the tourists who visit it.  

 

Therefore, for the development of 

tourism it is necessary to consider a model 

according to the needs of the actors involved, 

which brings economic and social benefits, and 

which is developed within the framework of the 

perspective of sustainability. 

 

Materials and methods 

 

The method used in this research is of a mixed 

type with a descriptive model of correlational 

and experimental character, because the study is 

based on real facts and interpretations. Content 

analysis, observation and participation of focus 

groups and different types of study mechanisms 

are used as research tools. Descriptive research 

uses the knowledge acquired since it is 

fundamental to know, in order to do, act, build 

or modify.  

 

The qualitative approach focuses the 

object of study on the main actors in tourism 

activity and uses interview techniques with 

semi-structured dialogues and observations. And 

the quantitative one in measurable and 

observable processes of the survey’s results. 

This is done in order to obtain as much 

information as possible for subsequent analysis 

of the results and their interpretation. 

 

Initially, we determined the coastal 

towns of the municipality of San Blas since not 

all of them respond to the needs of the research, 

because of their size and population, as well as 

the natural and cultural resources they possess. 

Among the selected ones are: 

 

 Aticama 

 El Llano 

 La Bajada  

 La Libertad  

 La Palma  

 Las Peñitas 

 Mecatán 

 Navarrete 

 Pintadeño 

 San Blas  

 Santa Cruz de Miramar  

 Singayta  

 

 The identification of the total populations 

helped to establish the samples to be taken in 

each population using 95% as a confidence level 

in all samples and 25% as a margin of error in 

populations over 1000 inhabitants and 20% in 

populations with inhabitants from 1 to 999. 

 

 In the same way, the desired perception 

of the indicators was determined considering the 

following: 

 

 Tourists: how do they see the destination, 

how do they evaluate the services in 

terms of quality, attention received, 

restrictions for being a foreigner, place of 

origin, perception of their environment, 

average expenditure, reason for travel.  

 Community: perception of the 

community's tourist activity, how they 

see the tourist, natural resources, existing 

attractions. 

 Service providers: transport, 

accommodation, food and beverage, 

entertainment, infrastructure, signage. 

 Impacts: environmental, social, political, 

economic, ecological, cultural, 

technological. 

 Entrepreneurs: employment they 

generate, quality.   

 

Subsequently, we contacted the 

corresponding authorities to find out how 

accessible it was to address the questions raised 

in the investigation.  
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These people included the ejido 

commissioners, representatives of restaurants 

and hotels in the municipality of San Blas, 

leaders of municipal government institutions, 

and the population in general. 

 

Finally, the results were analyzed, and 

didactic support material designed to 

complement the community participation 

strategies. Some of the most relevant results are 

presented in this document. 

 

Conceptual framework 

 

The understanding of the tourism dynamics lies 

in considering the tourism system as having 

subsystems and supra-systems that are related 

with coherence and objectivity, in the same way 

these factors contribute in an endogenous and 

exogenous way in the sector. 

 

From this perspective, it is important to 

define that greater characteristics of influence 

are attributed to exogenous factors as 

determining factors in the economic situation of 

people, liberalization policies, 

sociodemographic changes, the cultural level, 

global risks, technological conditions, etc. 

 

Until the 1980s, studies of tourism from 

a social perspective were oriented towards four 

thematic areas: a) the study of tourists; b) the 

relations between tourists and the "host" 

population; c) the structure and functioning of 

the tourism system; and d) the economic and 

socio-cultural impact of tourism on host 

societies (Cohen, 2001).  

 

This broad context makes it possible to 

understand the importance of tourism in our 

society, the multiple ways in which it is 

expressed, and the profound repercussions 

derived from its implementation and 

development. 

 

In the international framework, experts in 

the area of tourism have concluded, through 

more than three decades of research, that with 

the objective of achieving long-term sustainable 

tourism development, the perceptions of host 

communities must be considered in decision-

making, both for planning purposes and for the 

integral management of tourism (Ap, 1992). 

 

 

 

Therefore, tourism as a social and 

cultural activity is an agent of change in the 

groups that participate in it. In particular, the 

encounter generated between visitors and 

residents leads imminently to socio-cultural 

transformations. Likewise, tourist activity in a 

locality generates modifications in physical 

spaces, economic activities, lifestyles, among 

many others.  

 

According to Monterrubio et al (2011), it 

is essential to recognize that the nature and type 

of social changes generated in a locality are 

considerably defined by the social, cultural, 

political and economic conditions of the locality. 

Identifying the social benefits and costs in 

tourism-receiving communities is of utmost 

importance for the purposes of planning and 

managing tourism activities, especially in 

communities whose economic dependence on 

tourism is significant. 

 

Results 

 

The municipality of San Blas has a wide range 

of tourist services that cover the basic 

consumption needs of its visitors, however, it 

has been experiencing a growth and increase in 

its activities in recent months, with the creation 

of works that benefit the people of San Blas, 

their economy and daily activities; such as the 

Boulevard Matanchen - up to the junction of Las 

Islitas beach -, with 4 lanes and a length of 7 

kilometers, together with the Boulevard, an 

impressive pier and a boardwalk were built that 

will make the New San Blas the favorite 

destination of thousands of foreign visitors, but 

mainly from the Nayarit capitals, who know that 

with the opening of the Tepic-San Blas highway 

with a total of 32 kilometers from the Trapichillo 

junction to Matanchen beach, because of its 

proximity to the municipal seat, it can be said 

that Tepic already has a beach. 

 

The coastal towns that covered the 

spectrum of analysis were those with the largest 

populations, i.e. El Llano, Santa Cruz, Macatán, 

Aticama and San Blas. These have similar 

economic activities. In their agricultural 

production, they grow yacca, bananas, mangoes 

and coconuts, and are supported by the structure 

of ejido commissaries. Tourism is a secondary 

activity that they use mainly for food services, 

following recreational services and, of less 

importance, lodging. 
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The communities are simple, enjoy living 

without complications; they have the basic 

services of light, water, in some cases drainage, 

public lighting and in education they reach a 

higher level but only in some disciplines. The 

health service is basic and medical specialties are 

attended to in Tepic or Guadalajara as the case 

may be. The providers of tourist services are 

mostly represented by restaurateurs, or 

ramaderos (food and beverage establishments 

located on the shores of the beaches).  

 

And to a lesser extent, accommodation 

and tourist transport services, especially from 

boatmen and operators of navigation services to 

the nearby islands and between the La Tovara 

spring. Based on the data collected through the 

application of surveys and interviews, both in 

local communities and tourist service providers 

in the municipality of San Blas, the current 

demand of the municipality is similar in the 

following information: 

 

Low season: (February, March, May, 

September and October), the tourist demand that 

is presented in the most important tourist spots is 

low, however, with the creation of the Tepic-San 

Blas highway and the Matanchén boulevard, the 

arrival of tourists and visitors has had a 

considerable increase, looking mainly for the 

"sun and beach" type destinations where the 

demand is mainly local from municipalities 

around San Blas and to a lesser extent visitors 

from the neighboring state of Jalisco. 

 

The length of stay of visitors and tourists 

is generally short in this season, since with the 

creation of this highway, the affluence to lodging 

services is low because they prefer the services 

of the Nayarit capital, which are of higher quality 

and are relatively close to the destination. 

Consequently, those who benefit most are the 

providers of tourist services of food and drinks, 

mainly the restaurants, bars and the popular 

ramadas that can be found on the different 

beaches.  

 

Such a situation permeates the handicraft 

traders who produce objects with materials from 

the region, together with the informal trade, 

those establishments that are found at the foot of 

the street, street vendors and various services, 

which the data thrown by research, tourists and 

visitors make consumption of these service 

providers.  

 

And although one part of the community 

benefits, another is forgotten, since San Blas has 

recently been considered a transit destination, 

where visitors only stay one day and return to 

their place of origin, not making consumption in 

hotel services. 

 

High Season: (January, April, June, July, 

August and November) These are the months of 

the year considered by the community and 

tourist service providers as those of greatest 

demand. Between Easter holidays, summer 

holidays, winter holidays, long weekends and 

festivals of great magnitude, the arrival of 

tourists and visitors is very noticeable. The hotel 

occupation in some cases is not enough, leaving 

alternatives such as camping areas and even 

stays in nearby municipalities such as Tepic or 

Compostela. During this season, visitors are not 

only local, but now there is a great demand both 

nationally and even internationally.  

 

Food and beverage service providers 

consider these months as a great opportunity for 

development and growth in both the population 

and infrastructure of the establishments.  

 

The data show that the greatest boom in 

domestic tourists arriving in the municipality of 

San Blas come mostly from the states of Jalisco, 

Michoacán and Sinaloa, and to a lesser extent 

Baja California and Colima. International 

tourists with greater affluence are from the 

United States and Canada, as well as some 

European countries. 

  

The municipal management has 

presented some successes; however, there is still 

authoritarianism, lack of organization and weak 

planning. 

 

The municipal government program 

must register among its objectives and goals of 

the pretended administration, not only a 

diagnosis of the reality of the municipality, but 

also the type and quality of the management that 

accompanies the administration of the resources 

with which it is pretended to offer solution to the 

different needs. 

 

On the other hand, and as a result of the 

strategies, a guide of good practices for the 

development of tourism, community and 

environmental care in the San Blas Coast, 

Nayarit, was elaborated.  
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This guide intends to raise awareness 

about the effect that human activities have on the 

environment, from our most common 

professions, providing solutions through 

knowledge of the activity and the proposal of 

correct environmental practices. 

 

The Guide is primarily aimed at the 

communities of the San Blas Coast, Nayarit, 

tourism entrepreneurs, heads of municipal 

organizations, as well as consultants who advise 

the tourism industry. 

 

It aims to provide the basic elements for 

identifying Good Environmental Practices for 

making correct decisions that are in harmony 

with the context, and to support the application 

of measures for better performance in the 

productive process and thus establish the basis 

for a more systematic improvement in 

environmental efficiency and competitiveness in 

order to promote community entrepreneurship. 

  

One of the most important tasks of 

sustainability research is the distribution of 

knowledge to society through communication 

between experts, politicians and the general 

public. Helping information to flow from its 

many dimensions and directions is a priority, as 

this will lead to greater participation, better 

understanding and improved benefits among 

development actors. 

 

For this reason, we hope that the 

implementation of educational and training 

workshops will provide host communities the 

knowledge they need to foster harmonious 

relations between them and tourists and thus 

provide better destination hosting, and, on the 

other hand, to help service providers raise the 

quality of their services and products so that they 

can meet international standards. Likewise, the 

authorities will be able to focus on the 

establishment of guidelines that contribute to the 

development of integral tourism and that give 

certainty of well-being to its inhabitants. 

 

Discussion 

 

A growing concern for tourism activity on the 

San Blas coast is the need to preserve the 

environment and the cultural identities of host 

communities.  

 

 

 

For this reason, it is necessary to find 

alternatives for the continuity of economic 

activity through tourism services and to consider 

the impacts of tourism on the services, 

ecosystems, localities and cultures of the host 

communities. 

 

The impact generated on tourist services 

go hand in hand with the impact on local 

communities, since as there is an increase in 

visitors, the population see a business 

opportunity in attending to tourists with what 

they know is typical and involving them in the 

gastronomic culture of the area. Similarly, 

seasonal businesses are growing, that is, on days 

when there is a greater influx of tourists, such as 

weekends, long weekends or vacation periods, 

which means that they do not register with the 

corresponding authorities and do not contribute 

to tax collection. Another aspect is quality, the 

population has no training in the field and the 

service meets minimum standards. Ecosystems 

are another subject that has presented adverse 

impacts, the irrational use of natural space has 

caused deterioration and extinction of species. 

San Blas is known for its diversity of flora and 

fauna and is the habitat of species such as the 

jaguar. However, deforestation and forest fires to 

change land use have broken down the 

ecosystems and caused species to migrate to 

safer places and become easy prey for predators. 

 

As far as the localities are concerned, the 

intention is that the inhabitants continue with 

their traditional economic activities (fishing, 

livestock and trade) and that they see tourism as 

an activity that comes to complement the family 

economy and that can actively involve all its 

members. In addition, training and awareness 

processes for tourism should be integrated so 

that knowledge in environmental education with 

a perspective of sustainability and attention to 

service is included. Likewise, they should 

promote the rooting of their customs and 

traditions that make up an intangible cultural 

tourism heritage. 

 

Conclusions 

 

The development of the project "Tourism 

development strategies based on the new social 

transformations in San Blas Coast, Nayarit", has 

contributed to the generation of strategies that 

help establish the guidelines for action and 

participation among the different segments of 

the population that constitute the tourism 

activity.  
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The first important aspect for the 

development of tourism in the area was to 

identify and conceive the natural and cultural 

heritage as an opportunity to make them tourism 

products, as an opportunity to generate 

experiences around the characteristics of the 

territory. In this sense, the strategy is to ensure 

the conservation, preservation and restoration of 

resources while designing an attractive product 

for visitors so that they can enter the area by 

choosing different heritage products. 
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Abstract 

 

The growth of micro and small enterprises (MSEs) in Nayarit, as well 

as in the country has been increasing, however, due to the same 

characteristics of informal and unstructured conformation of these 

companies, they do not grow financially and most of them spend 

their time subsisting as micro businesses. That is why this analysis 

focuses on knowing if microentrepreneurs apply marketing strategies 

and if so, what kind of strategies do they implement to strengthen 

their businesses. The main purpose of this study are the MSEs of the 

municipalities of Santigo Ixcuintla, Tuxpan and Ruiz of the state of 

Nayarit, from which relevant information was obtained by applying 

surveys directly with the owners or directors of the companies, 

regarding the application of marketing strategies. As a result, we can 

observe that most entrepreneurs do not implement structured or 

formalized strategies, however, they develop basic strategies that 

meet customer satisfaction according to their market segment such 

as: product tests prior to their launch, the creation of brands so that 

their clients can identify them, pricing based on competition and 

development of credit strategies for their customers. They develop 

the most appropriate strategies according to the type of product, since 

they sell it directly to the final consumer and a considerable 

percentage consider selling to intermediaries. The implementation of 

promotional and advertising strategies is not clear; however, 

entrepreneurs express that they implement strategies that allow them 

to stay in the minds of consumers. This does not mean that the 

strategies are adequate or that they have favorable results in their 

entirety since they are not professionally structured. 

 

 

 

 

 

MSEs, Marketing mix, Strategies 

 

Resumen  

 

El crecimiento  de las micro y pequeñas empresas (MyPES) en 

Nayarit, así como en el país ha ido en incremento, sin embargo, por 

las mismas características de la conformación informal y no 

estructurada de estas empresas es que no crecen financieramente y la 

mayor parte de su vida la pasan subsistiendo como  micro empresas. 

Es por eso que se consideró el desarrollo de este análisis para saber 

si los microempresarios aplican estrategias mercadológicas y si es así 

que tipo de estrategias implementan,   que les permitan potenciar sus 

negocios.  El objeto principal de este  estudio son las MyPES de los 

municipios de Santigo Ixcuintla, Tuxpan y Ruiz del estado de 

Nayarit, de las cuales se obtuvo información relevante mediante la 

aplicación de encuestas directamente con los dueños o directores de 

las empresas, información con respecto a la aplicación de estrategias 

mercadológicas.Derivado de esto como resultado podemos observar 

que la mayoría de los empresarios no implementan estrategias 

estructuradas o formalizadas, sin embargo, desarrollan estrategias 

básicas que cumplen con  la satisfacción del cliente según su 

segmento de mercado como lo son: pruebas de productos previas al 

lanzamiento de estos, la creación de marcas para que sus cliente 

puedan identificarlos, fijación de precios con base a la competencia 

y desarrollo de estrategias de crédito para sus clientes. Desarrollan 

las estrategias más adecuadas según el tipo de producto, ya que lo 

comercializan directamente al consumidor final y un porcentaje 

considerable considera vender a intermediarios. La implantación de 

estrategias promocionales y publicitarias no queda clara, sin 

embargo, los empresarios expresan que implementan estrategias que 

permiten mantenerse en la mente de los consumidores, esto no 

significa que las estrategias son las adecuadas ni que tienen 

resultados favorables en su totalidad ya que estas no están 

estructuradas profesionalmente.  
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Introduction 

 

For this project, we considered to conduct the 

analysis of the implementation of the marketing 

mix strategies such as: product, price, term or 

distribution and promotion within the 

municipalities of Santiago Ixcuintla, Tuxpan and 

Ruiz, Nayarit, specifically in the micro 

enterprises of this region and how the micro 

entrepreneurs select these strategies with the 

objective of increasing their profits; however, 

there is a variable that cannot be omitted to make 

a deeper analysis such as the academic degree of 

the micro entrepreneurs.  

 

One of the main problems that arise in 

microenterprises is that there is no formality 

within the organization, since more than 58% of 

the entrepreneurs have only complied with the 

basic level of education, only 10% have 

achieved a higher level, leaving aside the fact 

that the strategies implemented do not have a 

professional structure.  

 

As it is well known, in Mexico more than 

90% of the companies are micro, according to 

data from the National Institute of Geography 

and Statistics (INEGI), and the economic 

percentage is not very representative, however 

they are generators of jobs and regional 

economic growth. Within the selected zone of 

influence, it should be highlighted that there are 

7542 companies according to INEGI data, of 

which 7219 are micro companies, more than 

95% is our object of study.  

 

Knowing which are the strategies that 

these entrepreneurs implement and comparing 

them with the increase in profits will provide a 

broad overview to make decisions and present 

solutions that allow the development of current 

and better structured marketing strategies that 

can continue to encourage the growth of the 

companies.  

 

Theoretical framework 

 

MSEs 

 

Traditionally, companies are classified 

according to their size into small, medium and 

large. As we know, the first two are referred to 

as SMEs (small and medium-sized enterprises). 

In addition, a fourth has recently been added to 

these three groups: micro-enterprises, which are 

also included in MSEs.  

There are several criteria for this 

classification of companies. Some of them are 

the following: 

 

Economic criterion: this classifies 

companies according to their turnover, i.e. the 

income obtained from sales. 

 

Technical criterion: this is the level of 

technology, i.e. capital innovation. 

 

Equity criterion: this is based on the 

assets that the companies have: goods, rights and 

obligations. 

 

Organizational criterion: refers to the 

number of workers in the company and its 

organization. (BBVA, 2019) 

 

In Mexico, 94.3% of new establishments 

are micro businesses, according to data from the 

National Institute of Geography and Statistics. 

(INEGI, 2015) 

 

(Fernandez, 2007) mentions that micro-

enterprises are the largest group of organizations 

in our country. They generally lack a formal 

organizational structure and do not always have 

competitiveness studies, so they do not know the 

market share of their competitors. They are made 

up of between 2 and 10 people depending on the 

number of activities they carry out. They 

generate enough income to cover their costs and 

obtain a profit margin.   

 

The small company has a much more 

formal structure than the micro company; they 

have a minimum share of the market, but they 

have a presence in front of their competitors. It 

is estimated that 65% of small and medium 

enterprises in Mexico are family businesses, of 

which 80% do not have any type of certification 

and about 50% do not use quality or productivity 

techniques. (Garibay, 2016) 

 

Although what they do may sound 

"basic", microenterprises are of great importance 

for the country, because they, together with 

small and medium enterprises, generate 72% of 

employment - particularly microenterprises are 

attributed 41.8% of total employment - and 

contribute 52% of the country's Gross Domestic 

Product, as highlighted by data from the 

Condusef.   
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Although their presence is positive, it 

should be noted that it is not easy to maintain 

them, because, as highlighted by data from the 

organization Mexico Emprende, "the 

competitiveness and productivity of 

microenterprises, especially the traditional type, 

is being threatened by the incorporation of 

modern business concepts that demonstrate: 

Limited professionalization, disorderly growth, 

technological backwardness, high energy 

consumption, neglected and unhealthy image, 

informal management and limited access to 

financing". (Merca2.0, 2018) 

   

Municipal Context 

 

The state of Nayarit is the fourth with the lowest 

number of economic units in the country, with a 

record of 57905, only surpassing the states of 

Campeche, Baja California Sur and 

Aguascalientes, (INEGI, 2018).  

 

 The municipality of Santiago Ixcuintla 

has a population of 97820 inhabitants (INEGI, 

2016), the average age of the population is 30 

years; for every 100 people in productive age 

there are 58 in economic dependency age; the 

average number of inhabitants per house is 3.4, 

6.2% of the population has no educational 

instruction, 64.7% has basic education, 18.7% 

upper secondary education and 10% higher 

education. The economically active population 

(PEA) is 49.2% and the non-active population is 

50.8% (INEGI, 2016). The municipality has 

4399 economic units of which 4362 are MSEs, 

representing 99.1% (INEGI, 2018). 

 

The municipality of Ruiz has a 

population of 24743 inhabitants (INEGI, 2016), 

half of the population is 25 years old; for every 

100 people in productive age, there are 63 in 

economic dependence age; the average number 

of inhabitants per house is 3.7, 8.1% of the 

population has no educational instruction, 62.4% 

has basic education, 20.3% has upper secondary 

education and 9.1% higher education. The 

economically active population (PEA) is 44.4% 

and the non-active population is 55.5% (Inegi, 

2016). The municipality has 1027 economic 

units of which 1023 are MSEs, representing 

99.1% (Inegi, 2018). 

  

 

 

 

 

 

The municipality of Tuxpan has a 

population of 30565 inhabitants (Inegi, 2016), 

half of the population is 30 years old; for every 

100 people in productive age there are 55 in 

economic dependence age; the average number 

of inhabitants per house is 3.3 people, 6.1% of 

the population has no educational instruction, 

56.7% has basic education, 24.4% has upper 

secondary education and 12.5% higher 

education. The PEA is 49.4% and the non-active 

is 50.3% (Inegi, 2016). The municipality has 

2115 economic units of which 2106 are MSEs, 

representing 99.5% (Inegi, 2018). 

 

Marketing  

 

For (Kotler & Armstrong, 2012) marketing is the 

management of profitable customer 

relationships and the process by which 

companies create value for customers and 

establish strong relationships to obtain value 

from them in return. Today, marketing should be 

understood not in the archaic sense of making a 

sale ("talking and selling"), but in the modern 

sense of meeting customer needs. 

 

 (Fischer & Epejo, 2011) define 

marketing as the process of planning, executing 

and conceptualizing pricing, promotion and 

distribution of commodity ideas and terms to 

create exchanges that meet individual and 

organizational objectives.  

 

Marketing Mix 

 

Kotler and Armstrong define marketing mix as 

"the set of controllable tactical marketing tools 

that the company combines to produce a desired 

response in the target market. The marketing mix 

includes everything the company can do to 

influence demand for its product.” 

 

The American Marketing Association's 

"Dictionary of Marketing Terms" defines 

marketing mix as those "controllable variables 

that a company uses to achieve the desired level 

of sales in the target market" (AMA). 

 

According to authors Kotler, Armstrong 

and Belch G., marketing mix can be explained 

by 4 variables, which are: 
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Product: This refers to the goods, 

products, services, organizations, etc., that are 

offered in a particular market. Within this 

category we can talk about the product portfolio, 

their differentiation, as well as the brand and the 

presentation. 

 

Price: This is the exchange value of the 

product and is established prior to the launch. 

The price is set without any studies that 

determine if the product will be acquired by the 

public, as well as the price of its competitors. 

 

Place: Also known as distribution, this 

section seeks to ensure that the product reaches 

the consumer. Here, different distribution 

channels are used, as well as distribution 

planning and various marketing and 

merchandising techniques. 

 

Promotion: This category includes all the 

communication strategies the purpose of which 

is to spread a message to the audience who 

hopefully will become consumers of the brand's 

products. 

 

Marketing mix strategies:  

 

 (Kotler P., 2008), it is the marketing logic that 

the company uses to establish fruitful 

relationships.   Through market segmentation, 

target market determination, and positioning, the 

company decides which customers it will serve 

and how.  It will identify the total market, then 

divide it into small segments, then select the 

most promising segments and then focus on 

serving and satisfying those segments. 

 

 (Mullins, Walker, & Larreche, 2007), the 

main focus of a marketing strategy is to 

effectively allocate and coordinate marketing 

resources and activities to achieve the company's 

goals within a specific market; therefore, the 

decisive issue with respect to the scope of a 

marketing strategy is to specify the target 

markets for a particular product or product line. 

Researchers have identified general categories 

of competitive strategies at the business level 

based on general patterns of purpose, practice 

and performance of different businesses. 

Michael Porter distinguishes three strategies - or 

competitive positions - that businesses seek to 

obtain and maintain competitive strategies in 

their various product markets:  

 

 

 

(1) overall cost leadership; (2) 

differentiation, creating customer value in 

perceptions of superior product, design, or 

service quality; and (3) focus, in which the 

business avoids direct confrontation with its 

primary competitors by concentrating on 

narrowly defined market niches. Porter describes 

companies that lack a distinctive strategy as 

"stuck in the middle" and predicts that they will 

perform poorly. 4 Robert Miles and Charles 

Snow identified another set of business 

strategies based on a projected percentage of 

product market development (new product 

development, new market penetration). 5 They 

classify the business units into four strategic 

types: search engines, advocates, analyzers, and 

reactors.  

 

Graphics analysis  

 

Product/Services 

 

  
Graph 1 I focus mainly on giving a very good service to 

my customers 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

Of all the microentrepreneurs surveyed, 

95% focus on providing good service to their 

clients as part of their strategies, there are 

different intangible but measurable strategies 

that allow for client satisfaction and preference.  

 

 

 

 

 

 

 

 

 

 

 

 

 

36%

2%

59%

1%

1%
1%

De acuerdo

En desacuerdo

Muy de acuerdo

Muy en desacuerdo

NC

No se



29 

Article                                                                                             Journal-International Economy 
                                    June 2019 Vol.3 No.4 25-32 

 

 
ISSN-On line: 2524-2032 

RINOE® All rights reserved. 

 

VILLARREAL-BAÑUELOS, Erixander, ALTAMIRANO-ROLDAN, 

Glafira and GARCIA-GONZALEZ, Frasim. The marketing mix in the 
MSEs of the municipalities of Santiago Ixcuintla, Tuxpan and Ruiz 

Nayarit. Journal- International Economy. 2019 

 
Figure 2 I seek to create, develop and use a brand so that 

my clients identify my company 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

50% of those surveyed seek to create or 

use a brand so that their clients can identify them 

and thus create a positioning in the minds of 

consumers, however 25% of microentrepreneurs 

do not do so and their clients do not identify 

them with a brand of their own, an element that 

is preferred by the competition.  

 

 
 
Figure 3 I test my products or services before launching 

them to the market 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

45% of entrepreneurs test their products 

before launching them on the market to measure 

customer or prospect acceptance and 31% do not 

pre-test for feasibility analysis.  

 

Price  

 

 
 

Figure 4 I set the prices of my products and services based 

on my customers and my competition 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

76% take into account their competition 

and their customers when setting the price of 

their products, considering that the market is 

changing and that competition is constantly 

increasing; however, 15% do not consider any 

strategy when setting their precise price. 

 
Figure 5 My strategy is to give credit to my customers 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

As strategies to consolidate and maintain 

their clients, 52% of the entrepreneurs grant 

credit to their clients and 32% do not agree to 

apply this type of strategy. 

 

Place/Distribution 

 

 
 
Figure 6 As a distribution strategy, I sell mainly to the end 

user 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

 
Figure 7 As a distribution strategy, I sell mainly to 

wholesalers or intermediaries 

Source of reference: Relayn 2018 database, prepared by 

the authors 
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As a distribution strategy, 63% of 

microentrepreneurs sell their products to the 

final consumer and 28% sell their products to 

intermediaries, depending on the type of product 

being marketed.  

 

Promotion 

 
Figure 8 I carry out advertising and promotional activities 

on my product or service 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

It is observed that 46% carry out 

advertising activities and promotional strategies 

and 33% do not implement any type of 

promotional strategies on their products; 

although it is not specified what type of 

strategies they implement, but the mere fact of 

developing some basic ones allows them to be 

competitive.  

 

 
Graph 9 I carry out concrete actions to make my clients 

loyal to the company 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

55% of the entrepreneurs carry out 

strategies that allow them to have the loyalty of 

their clients and only 27% do not carry out this 

type of activity.  

 

 

 

 

 

 

Utilities 

  

 
Figure 10 There is strong competition in my company's 

sector 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

Of all the entrepreneurs surveyed, 66% 

consider that there is strong competition in the 

market and only 21% do not consider that they 

have strong competition.  

 

 
 
Figure 11 In the last three years, what has happened to 

your company's profits? 

Source of reference: Relayn 2018 database, prepared by 

the authors 

 

In the last 3 years, the profits of 50% of 

the microentrepreneurs increased, 32% stayed 

the same and 17% decreased their profits.  

 

Methodology to be developed 

 

The research was carried out on MSE directors 

in the municipalities of Santiago, Tuxpan and 

Ruiz, in the northern part of the state of Nayarit, 

through a non-experimental quantitative analysis 

in a correlational cross-sectional way 

(Hernández, Fernández, & Baptista, 2010), this 

is part of a larger study at the national level. The 

instrument used was a survey made up of 225 

items (Posada, Aguilar, & Peña, 2018), 545 

microenterprise directors from the 

municipalities in question participated; for each 

municipality a representative sample was 

considered, with a desired confidence level of 

95%, and a maximum margin of error of 5%. 

(Posada, Aguilar, & Peña, 2018) 
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The collection of information was carried 

out by students trained in both the application of 

the questionnaire and its capture on the platform. 

The information was collected from February 13 

to March 10, 2018 (Villarreal, Rodriguez, 

Quezada, & Ramirez, 2018) 

 

For this study, only one item was 

considered in relation to marketing and the 

application that directors make in 

microenterprises. Eleven questions were 

considered for analysis, a Likert scale was used 

with the values: 5 very much in agreement, 4 in 

agreement, 3 in disagreement, 2 very much in 

disagreement and 1 do not know/not applicable. 

 

Results 

 

This study allows to have a vision of the 

application of the marketing strategies in the 

MSEs of the municipalities of Santiago 

Ixcuintla, Tuxpan and Ruiz, as it is mentioned by 

the magazine Merca 2.0, "The competitiveness 

and productivity of the micro companies, 

especially the traditional ones, is being 

threatened by the incorporation of modern 

concepts of business: Limited 

professionalization, disorderly growth, 

technological backwardness, high energy 

consumption, careless and unhealthy image, 

informal administration and limited access to 

financing," however, according to the results 

obtained, it can be observed that the trends have 

changed, although the educational level does not 

justify it, the entrepreneurs have made an effort 

to be more competitive, in table 1 of the annexes, 

it can be seen that 28.62% of the businessmen 

finished the third grade of secondary school, 

followed by 17% who finished the high school 

level and in third place 12% finished primary 

school and only 10% have higher level studies.  

 

As a result, we can see that most of the 

entrepreneurs do not implement structured or 

formalized strategies, however, they develop 

strategies that allow customer satisfaction such 

as: testing products before launching them, 45% 

of the entrepreneurs apply it and this contributes 

to better market acceptance and investment care, 

50% of the entrepreneurs develop and enhance 

their brands so that their customers can identify 

them and thus have greater market penetration, 

pricing based on competition and development 

of credit strategies for their customers.  

 

 

 

They develop the most appropriate 

strategies according to the type of product, since 

they market it directly to the final consumer and 

a considerable percentage consider selling to 

intermediaries. The implementation of 

promotional and advertising strategies is not 

clear; however, entrepreneurs say that they 

implement strategies that allow them to stay in 

the minds of consumers, because competition is 

increasing. Derived from the implemented 

strategies, 50% of the microentrepreneurs 

expressed that they had increased their profits in 

the last 3 years, which tells us that there is a 

correlation between the growth of profits and the 

implementation of marketing strategies, which 

leads us to be able to perfect and increase this 

type of strategy to gradually increase the profits 

of the entrepreneurs in the area of influence.   

 

Annexes 

 
Row labels Count of 

21) Last 

year of 

studies 

complete

d: 

Count of 

21) Last 

year of 

studies 

complete

d: 2 

a) 1st Grade Primary. 12 2.20% 

b) 2nd Grade Primary. 5 0.92% 

c) 3rd Grade Primary. 14 2.57% 

d) 4th Grade Primary. 7 1.28% 

e) 5th Grade Primary. 6 1.10% 

f) 6th Grade Primary. 65 11.93% 

(g) 1st Grade Secondary. 17 3.12% 

h) 2nd Grade Secondary. 16 2.94% 

(i) 3rd Grade Secondary. 156 28.62% 

j) 1st Grade High School or Technical School. 39 7.16% 

k) 2nd Grade High School or Technical School. 12 2.20% 

L) 3rd Grade High School or technical. 93 17.06% 

m) More than one year of university without a 

degree. 19 3.49% 

n) Higher technical university degree. 21 3.85% 

NC 4 0.73% 

o) Graduate or engineering degree. 54 9.91% 

(q) Master's degree. 4 0.73% 

(r) Doctoral degree. 1 0.18% 

(blank)  0.00% 

Grand total 

545 

100.00

% 

 
Table 1 Last grade of study completed by employers 

Source of reference: Relayn 2018 database, prepared by 

the authors 
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Conclusions 

 

Ignorance of marketing strategies and their 

application is one of the many factors that affect 

microentrepreneurs, derived from lack of 

knowledge and preparation to apply them.  In the 

investigation it was possible to identify some of 

the strategies of the marketing mix that the micro 

businessmen of the municipalities of Santiago 

Ixcuintla, Tuxpan and Ruiz, Nayarit implement 

to achieve positioning and the loyalty of their 

clients. It is noteworthy that the businessmen do 

not have the professional formation to develop 

suitable and specific strategies for their 

company, nevertheless, the strategies 

implemented with respect to the test of products 

before launching, design and diffusion of a brand 

to position themselves,  the adequate fixing of 

prices considering their clients and the 

competition, the selection of final clients and 

intermediaries according to the type of product 

that is commercialized, as well as the 

implementation of advertising and promotional 

strategies to make public their framework, 

product and company, result in the increase of 

profits in the last 3 years in 50% of the MSEs, 

however there is a representative percentage 

(32%) that have maintained their sales, but there 

are no indicators or parameters that allow to 

monitor and measure with certainty the adequate 

implementation of the strategies already 

mentioned.  

 

Derived from this analysis, it is 

recommended to develop basic strategies of 

training in marketing, to achieve the 

implementation in all the micro companies and 

with indicators that measure adequately the 

growth in each one of the strategies and variables 

mentioned before; as part of an educational 

institution, it is proposed to develop workshops 

to offer basic and simple information for the 

implementation of marketing strategies that 

promote positioning, increase in sales and 

satisfaction of the client. 
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