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Abstract 

 

In this article we can see that by the digital age 

and the internet you can buy any tangible and 

intangible thing, just do not have the appropriate 

security, amid all this comes 

the blockchain, responding to concerns, it is 

to do, many money transactions are made, withi

n an auspicious environment with adequate 

security. 

 

Index of Terms, Bitcoin, Blockchain, 

Cryptocurrency 

 

Resumen 

 

En este artículo podemos ver que por la era 

digital e internet puedes comprar cualquier cosa 

tangible e intangible, simplemente no tienes la 

seguridad adecuada, en medio de todo esto llega 

el blockchain, respondiendo a inquietudes, está 

por hacer, muchas transacciones de dinero. se 

realizan, dentro de un entorno propicio con la 

seguridad adecuada. 

 

Índice de términos, Bitcoin, Blockchain, 

Criptomoneda 
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Introduction 

 

Beyond the cryptocurrencies, the blockchain.  

The birth of bitcoin was in 2009 by satoshi 

nakamoto. Although the idea of cryptocurrency 

was born in the decade of the 80s, as the 

introduction of virtual currencies, in 1998 Wei 

Dai presented B-money as a solution to the 

centralization of the currency when purchasing 

electronic products. The year the bitcoin was 

born of bitcoin, it was with the sense of creating 

a coin that was beyond the control of monetary 

authorities, who could not control the value of 

the coin. However, little by little they found 

other advantages, such as the fact that no borders 

were known, since a person with internet, even 

with a smartphone, could make transfers. It is 

said that there will only be a maximum of 21 

million units in circulation. [1] 

 

 
 
Figure 1 

 

What is a Blockchain?  

 

It is described as a "great accounting book" that 

facilitates the process of recording transactions 

and monitoring assets in a business 

network. On the one hand, a good can be 

tangible like a house, or a car, or may be 

intangible, intellectual property and 

patents. Virtually anything of value can be 

monitored and negotiated in a blockchain 

network. You can imagine it as a shared Excel, 

as a shared database and constantly 

changing. This concept is compared to Google 

Docs, where two parties have access to the same 

document and at the same time, where the one 

visible version is the one they are viewing. A 

blockchain is a shared book. [2] 

 

 

 

 

 

Why is a blockchain necessary?  

 

It was already commented that a blockchain is a 

shared book. But why is it required? One of the 

most competitive advantages is that it allows to 

generate commercial transactions in a safe and 

efficient system, in addition it does not require 

specialized equipment, it does not generate extra 

expenses or commissions. 

  

The blockchain provides the means to 

save bitcoin transactions, just as other 

companies would. , only that it can be used for 

any transaction and to monitor the maximum of 

any good. 

 

¿What uses does blockchain have?  

 

¿What uses to have the blockchain? 

 

1. Commercial financing, companies 

need to purchase goods and services on 

credit with visibility of both parties to 

settle transactions. For example, IBM 

provides financing to its allies, the 

company mutes all its information and 

presents it to users as a shared ledger. 

 

2. Commercial finance. Companies need a 

way to streamline the process of 

obtaining multipleapprovals. For 

example, customs, transportation firms, 

etc. The blockchain can be used by the 

legal entities to sign all the approvals and 

keeps the parties informed about the 

states of the same. 

 

3. Blockchain & Current transactional 

systems. It ensures and protects 

transactions, since they can not be 

changed, it is only reversible with 

another transaction, both transactions are 

always visible, since the information of 

each transaction is recorded and 

available to all parties through a 

distributed network. 
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4. Insurance The insurance industry can 

also use blockchain. Insurance providers 

need an efficient way to process requests, 

verify that it is an insured event (such as 

an accident) and give customers fair and 

timely payments. With automatic request 

processing, conditions are entered into an 

intelligent contract stored in blockchain 

and connected to data on the 

Internet. When an event happens and it is 

reported to a source, the insurance policy 

is activated and processed according to 

it. 

 

5. Health management, Blockchain 

provides the health industry with a more 

efficient and secure system for managing 

clinical histories, clinical payments, 

insurance requests, among dozens of 

other transactions. 

 

6. Internet of things (IoT). Since the 

machines interact with each other, all 

relevant interactions can be reported and 

recorded in the blockchain to increase 

efficiency and reduce costs. The logistic 

exchange can use blockchain to automate 

IoT processes. [2] 

  

 
 

Figure 2 

 
The public faith in blockchain time 

 

The blockchain came to bury the office of 

notary? The blockchain and 

the public faith share a need for certainty, 

immutability and security. 

 

But both terms are not so far apart, 

especially if we consider that the blockchain 

aims to provide certainty and security to a 

transfer of information, attributes with which the 

public faith also counts and its executor, the 

notary, on behalf of the Executive federal or 

state.  

The blockchain technology refers to a 

decentralized digital database that keeps track of 

all the exchanges of information that take place 

through a peer- to-peer network 

(P2P). Whenever it is necessary to make a new 

exchange, an algorithm analyzes the data 

contained on the information that 

was generatedin the past and evaluates its 

viability and security, to then add a new block to 

the chain permanently and unalterable. 

  

The concepts that are repeated in both 

definitions belong to the realm of certainty, 

immutability and security. In the case of public 

faith, it is the State that verifies that the 

documents and the facts that appear in them are 

true, through the figure of the notary, which can 

be a notary, a public corridor and even   a court 

clerk, depending on the act to which you want to 

give legal security.   

  

Within the blockchain, both the certainty 

and the security of an exchange are provided by 

an algorithm and the peer-to-peer network that 

make up the chain of blocks.   

  

“When two parties come with a notary, 

they come before a trusted third party. That is 

precisely the blockchain, a trusted third party, in 

which information exchanges are validated by 

what is called the blockchain consensus. This 

consensus is the approval of all the nodes that are 

required for an exchange to be authorized, "said 

lawyer specialized in computer law Joel Gómez 

Treviño, in an interview with El Economista. 

  

According to the also president and 

founder of the Mexican Academy of Computer 

Law, there is a tendency to believe that the 

profession of notaries runs the risk of 

disappearing because of the blockchain. In 

Mexico, more than 4,000 notaries are registered 

and, in the exercise of their functions, the 

Ministry of Economy counts 378 public brokers. 

  

This same opinion was expressed by 

several of the notaries who came to 

the   European Congress of Notaries held in 

Spain in November 2017 , for whom this 

technology has, in the short term, few 

possibilities to generate a change in the model of 

the notarial function. 

 

 

 

 

 

https://translate.google.com/translate?hl=es&prev=_t&sl=es&tl=en&u=http://www.expansion.com/juridico/actualidad-tendencias/2017/11/21/5a1478b2ca474198058b4653.html
https://translate.google.com/translate?hl=es&prev=_t&sl=es&tl=en&u=http://www.expansion.com/juridico/actualidad-tendencias/2017/11/21/5a1478b2ca474198058b4653.html
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 The lawyers argued that, although the 

blockchain can replace the function of granting 

certainty that something has happened, it is not 

capable of recognizing if what has happened is 

true or false, so this function will continue to 

reside in the notaries. 

  

At present, there are already tools to 

notarize a document using blockchain. At least 

there are two:  Stampery , a Spanish app to 

certify documents that has had great success 

mainly in the Anglo-Saxon markets in which the 

public faith does not add legal value to the facts 

that it verifies and that was integrated in 2017 to 

the services that Microsoft offers via online for 

the Office package. 

 

 
  
Figure 3 

 

The other option is a page of the popular 

Bitcoin.com cryptocurrency site that offers the 

possibility of verifying and certifying documents 

through a cryptographic extract of the same that 

is stored with a unique address and a temporary 

record. The service has a cost of less than half a 

dollar, about 9 Mexican pesos, which does not 

compare with the minimum tariff received by a 

notary in Mexico City of 4,406 pesos for 

transactions of up to 151,224 pesos, according to 

the   tariff of Notaries of the Federal District of 

2017.  For this to happen, many other things 

would have to happen. At the most radical end, 

the country would have to under go a profound 

political and economic change, in which the 

figure of the authorized third party invested by 

the State is unnecessary.  

 

 

In more measured areas, the donation of 

public faith would cease to be a function of the 

fedatarios and would become a digital process 

that would have to pay close attention to the 

implications that entails. 

  

For Joel Gómez, the measured option is 

the most likely. The lawyer foresees that the 

notaries leave the public faith in the background 

to look for other alternatives, such as their 

consulting capacity. 

 

Conclusions 

 

 The blockchain is a financial instrument, 

sure, that ra evolves over time, so that 

different races should prepare, cope and 

improve their curricula and scope they 

have. 

 It is an instrument 

of resilience distributed and control, 

there is a dynamic and fluid exchange of 

value. 

 Reduce transaction costs, since it does 

not require intermediaries. 

 Enables new business models where the 

cost is reduced and the process is 

accelerated. 

 Some of the threats of the use of this new 

cryptomeda are legal and jurisdictional 

barriers. 

 One advantage is that regulation rules are 

already appearing for this type of 

commercial transactions such as "The 

Fintech Law" . 

 The principles of the Blockchain will be 

applied to data security, especially to 

regulated industries such as finance, 

government, health laws. [4] 
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Abstract 

 

The following project is to consider a neoclassical 

model. To see the grow in one-sector a continuous-

time of Ramsey-type with an utility and production 

function. Where each component are exposed in 

exogenous shocks. The corresponding dynamics are 

represented by stochastic differential equations. 

Equations are solved explicitly maximizing the 

average, the utility level that it has by consumption. 

In particular, Bolivia‟s economy, the period of 

analysis and the equations that describe the 

behaviour or long-term trajectory of real PIB, Gross 

Fixed Capital Formation. The total population is 

considered as a labor force and the optimal 

consumption. As a result, we presented the equations 

that were found through simulations to use 

mathematical software Mat Lab, making some 

replicas observed in panel data in Bolivian´s 

economy. Which represents fluctuations and long-

term growth of the economy? To investigate the 

fluctuations and the economic growing in Bolivia, 

with the model neoclassic in a large period. 

 

 

 

Resumen 

 

El siguiente proyecto es considerar un modelo 

neoclásico. Ver el crecimiento en un sector un tiempo 

continuo de tipo Ramsey con una función de utilidad 

y producción. Donde cada componente está expuesto 

a choques exógenos. Las dinámicas correspondientes 

están representadas por ecuaciones diferenciales 

estocásticas. Las ecuaciones se resuelven 

maximizando explícitamente el promedio, el nivel de 

utilidad que tiene por consumo. En particular, la 

economía de Bolivia, el período de análisis y las 

ecuaciones que describen el comportamiento o 

trayectoria de largo plazo del PIB real, Formación 

Bruta de Capital Fijo. La población total se considera 

fuerza de trabajo y consumo óptimo. Como 

resultado, presentamos las ecuaciones que fueron 

encontradas a través de simulaciones para utilizar el 

software matemático Mat Lab, realizando algunas 

réplicas observadas en datos de panel en la economía 

boliviana. ¿Qué representa fluctuaciones y 

crecimiento a largo plazo de la economía? Investigar 

las fluctuaciones y el crecimiento económico en 

Bolivia, con el modelo neoclásico en un gran 

período. 

 

 

 

 
Citation: ARI-RAMIREZ, Edwin & MAMANI-CONTRERAS, Moises. Neoclassical stochastic economic growth model: 

An application to the Bolivian economy. Journal- Macroeconomics and monetary economy. 2020. 4-6: 6-10 

 

 

 

 
 

 

 
 

 

 
* Correspondence to Author (e-mail: ed_mat@hotmail.com) 

† Researcher contributing first author. 

 

 
 

© RINOE Journal – Taiwan                                                                                                www.rinoe.org/taiwan 



7 

Article                                                             Journal-Macroeconomics and Monetary Economy 
                                   June, 2020 Vol.4 No.6 6-10 

 

 
 

ARI-RAMIREZ, Edwin & MAMANI-CONTRERAS, Moises. 
Neoclassical stochastic economic growth model: An application to the 
Bolivian economy. Journal- Macroeconomics and monetary economy. 

2020 

ISSN-On line: 2524-2040 

RINOE® All rights reserved. 

 

Introductionn 
 

The study of economic growth turns out to be 

one of the fundamental pillars for the 

development of a country, since this translates 

into raising the standard of living of its 

inhabitants, and growth is not an option to 

improve the standard of living, if not a necessity 

to maintain it. Without growth, economic 

structures become rigid, progressively 

deteriorating the quality of life of individuals. 

 

Regarding the theory of growth, Smith 

(1776), Ricardo (1817) and Malthus (1798) were 

the first to orient their main concerns around 

natural resources such as land, population 

growth, productive capacity, trade and the 

expansion of the economy emphasizing the role 

of supply, all of them as fundamental 

determinants of economic growth. Later, the 

process of capital accumulation and ownership 

of the means of production was the center of 

attention within the growth theory, taking 

productivity erogenously. 

 

Later, the theory evolved and exogenous 

growth models emerged thanks to the 

contributions of Ramsey (1928), Cass (1965), 

Koopmans (1965), Domar (1946), Solow (1956) 

and Swan (1956), from to consider population 

growth and productive capacity as 

predetermined variables and to use income, 

interest rate, marginal propensity to save, capital 

and labor as essential factors of growth. 

Technological progress was first introduced to 

growth analysis by Harrod (1939) through a 

production function with constant marginal 

product of capital, while Arrow (1962) did so by 

introducing knowledge and learning as the main 

cause of technological change.  

 

For his part, Uzawa (1965) showed that 

technological change can occur through an 

increase in labor efficiency, which does not 

depend on the amount of capital used in the 

production process, as part of technological 

knowledge and can be modified for education, 

health, infrastructure and for the consumption of 

public goods. 

 

 

 

 

 

 

 

The theory of growth followed its course 

and, in the eighties, endogenous growth emerged 

through Romer (1986) and Lucas (1988) who 

considered technological change as a process that 

explains the modifications in the production 

conditions of companies based on qualitative or 

quantitative changes in inputs, such as the stock of 

knowledge, human capital or skilled labor, which 

generates economic growth. 

 

For its part, the Neoclassical model of 

economic growth developed by Solow (1956), 

Ramsey (1928), Cass (1965) and Koopmans 

(1965), has provided economists with a complete 

articulated economic system in which to analyze 

both economic growth and economic growth. 

such as economic fluctuations related to cycles, 

without making important detachments from 

conventional microeconomic analysis. The 

neoclassical model in its stochastic version 

presented in their seminal work by Merton (1975), 

Malliaris and Brock (1982) has not only been the 

theoretical framework of the main focus in the 

modern study of business cycles, but has also 

become the theoretical framework of 

macroeconomic analysis accepted in a significant 

number of economic research areas. 

 

The Neoclassical model of economic 

growth under uncertainty has become the new 

paradigm of macroeconomics. The model 

provides economists with a theoretical framework 

in which to study business cycles or short-term 

economic fluctuations and economic growth in an 

integrated way. 

 

For many years, economists interpreted 

short-term economic fluctuations as the result of 

transitory shocks associated with changes in 

monetary and / or fiscal policy. Shocks were 

thought to be propagated by the economic system, 

generating persistence patterns and co-

movements between the different macroeconomic 

variables. On the one hand, the theory of business 

cycles would emerge, which would be dedicated 

to the analysis and interpretation of economic 

fluctuations in the short term. On the other, there 

would be the theory of economic growth, in 

charge of studying the behavior of economic 

variables in the long term. Traditionally, it was 

considered that the isolated study of the behavior 

of the variables in the short and long term was 

fully justifiable, since it was believed that there 

was little relationship between these two 

components of the macroeconomic variables. 
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The traditional interpretation of economic 

fluctuations has been seriously questioned by 

many researchers since the publication of the 

work of Nelson and Plosser (1982). These authors 

presented empirical evidence that supports the 

hypothesis that a significant number of 

macroeconomic variables are characterized by 

having a unit root in their time series. This would 

mean that macroeconomic variables have a 

stochastic and non-deterministic trend as 

traditionally interpreted, whose fluctuations can 

dominate their behavior in the short term. 

 

Materials and methods 
 

This research work has the characteristic of being 

a theoretical research; In this regard, Alfredo 

Tecla (1980) affirms the following, “the 

theoretical investigations directed to an end in 

which the problems have to do with the theoretical 

problems already formulated: their efforts can be 

directed towards the critical study of the solutions 

previously proposed, to the modification, 

precision or empirical verification of the laws, 

theories and hypotheses accepted in science ”. 

 

In the development of any science this 

form of research plays a very important role. In 

this sense, a dividing line is drawn here between 

verified and hypothetical knowledge and 

awareness of new problems is made; and new 

growth points. Without this form of investigation, 

fundamental theoretical investigations would not 

be possible in science. 

 

Kind of investigation 
 

The type of research used in the work is non-

experimental since economic growth is analyzed 

through observations that belong to longitudinal 

studies or time series. 

 

According to the scope, the following 

research is characterized by being an 

explanatory study, because it is intended to 

explain the evolution of economic growth in 

Bolivia in the mentioned study period. 

 

According to the approach, this research 

is quantitative, so the empirical evidence of the 

neoclassical model for the Bolivian economy is 

evaluated, where the available information on 

Bolivia's GDP and other variables under study 

are collected and analyzed. 

 

 

Methodological Strategy Research methods 
 

The research methods that will be used in this 

research work are deduction and induction; The 

deduction due to the fact that the affirmation of the 

neoclassical model will be taken as a general 

reference to apply to the empirical analysis of the 

Bolivian economy for the period 1988 - 2011. 

 

While the inductive method will be used, 

because based on the results achieved as a product 

of the empirical evidence of the relationship 

between economic growth and the main 

determinants of the economy. 

 

As complementary research methods, 

analysis and synthesis will be used, due to the fact 

that the time series information will have to be 

examined by means of tables and graphs. 

 

Statistical method, It is one of the methods 

generally used in the analysis of information, not 

only primary, but also secondary, in the form of 

averages, summaries and graphs that present the 

information in a clear and synthesized way. 

 

Modeling method, this method is important 

since to evaluate the economic growth of Bolivia, 

the growth models that have emerged in recent 

decades are used. 

 

Research techniques 

 

In this work, research techniques will be used to 

compile time series information (historical series), 

which will be obtained from institutions that 

record macroeconomic information, (INE, 

UDAPE, BANCO CENTRAL, CEPAL and 

others.); Econometric techniques referred to 

regression and correlation analysis will also be 

used to verify the interdependence between 

variables. 

 

Results and Discussion 
 

As can be seen in the figure, the evolution of 

macroeconomic variables from panel data in the 

period 1988-2011, which is equivalent to 24 

years analyzed with EXCEL, has similarities 

with that obtained in graph (1), which is 

generated by the behavioral equations of real 

GDP, gross fixed capital formation, and 

population.  
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The simulation seems to replicate the 

data of the variables under study of the Bolivian 

economy, where it shows greater fluctuations in 

the trajectories of GDP and FBKF and not in the 

evolution of the total population, this seems to 

be consistent with the real data observed since 

according to GDP and FBKF log data show 

higher fluctuations while population growth is 

less fluctuating which means that the population 

growth rate is growing steadily. 

 

 
 
Graph 1 Main variables Yt. Ktv Lt 

 

 

 
 
Graph  2  500-Path of Yt. Kt, Lt and a half 

 

Conclusions 
 

Based on an endogenous growth model, with 

constant marginal productivity of capital, 

decreasing marginal returns, constant returns to 

scale and agents with infinite life and a given 

technique to produce, it has been possible to 

establish the economic growth model subjected 

to environments of uncertainty.  

 

 

 

 

Establishing formulas for the main 

macroeconomic variables that describe long-

term behavior. Based on data collected from the 

INE for the period 1988-2011, the parameters 

that determine economic growth in Bolivia have 

been estimated, which allowed the establishment 

of behavioral equations that describe the long-

term evolution of macroeconomic variables such 

as real GDP, training gross capital, consumption 

and total population. Finally, it has been possible 

to represent the behavioral equations through 

simulations carried out with MatLab 

mathematical software in which it was observed 

that the simulation of the series seems to 

replicate the trajectories of the data in the 

product variables, FBKF and the population, but 

the trajectories behave in a random way whose 

interpretation must be probabilistic. 
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Abstract 

 

Tourism requires of big collective efforts to 

satisfy the growing needs of promotions and 

publicity, in order to accomplish and 

establishing volumes of tourist a lot more big tan 

the actual once. Sucre, one of the most important 

cities of the country, has tourism resources of 

real importance, that is because in this territory 

and since the colonial age, has been developed 

resources of historical, biotitic, architectonic one 

cultural type of great valve; this rich goose side 

to siole with the paleontology rich, as one of the 

most important scientists discoveries of the latest 

times, without men honing others that definitely 

make Sucre a touristic destiny of first class. Is 

because all of this, that is convenient to fulfill a 

study to the tourism providers, and see if the 

level of contributor that they, make are enough 

to develop inefficient touristic marketing 

program today. 

 

Resumen 

 

El turismo requiere de grandes esfuerzos 

colectivos para satisfacer las crecientes 

necesidades de promoción y publicidad, a fin de 

lograr y establecer volúmenes de turistas mucho 

más grandes que los actuales. Sucre, una de las 

ciudades más importantes del país, cuenta con 

recursos turísticos de real importancia, esto es 

porque en este territorio y desde la época 

colonial, se han desarrollado recursos de tipo 

histórico, biotítico, arquitectónico y cultural de 

gran valla; Esta rica oca se une a la rica 

paleontología, como uno de los descubrimientos 

científicos más importantes de los últimos 

tiempos, sin hombres puliendo otros que sin 

duda hacen de Sucre un destino turístico de 

primer orden. Es por todo esto, que conviene 

realizar un estudio a los proveedores de turismo, 

y ver si el nivel de aportación que hacen es 

suficiente para desarrollar un programa de 

marketing turístico ineficiente en la actualidad. 
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Introduction 
 

Tourism is the most developed socio-economic 

activity in the world, this can be verified by the 

statistics of the World Tourism Organization 

(UNWTO), which shows unstoppable growth, 

since the entry of visitors and the expenses that 

are generated For this reason, they quadrupled 

from 1950 to 2000 and will triple in two more 

decades (2020), a fact that will benefit tourist 

destinations on an international and global scale. 

 

The tourism situation in Bolivia has a 

wide tourist offer, given its geographical, 

cultural and ethnic diversity. It has competitive 

advantages in terms of natural vocation, 

especially due to its different ecosystems, with a 

diversity of flora and fauna, snow-capped 

mountains, highlands, valleys, Amazonian 

plains, green plain savannas and subtropical 

rainforest. Natural beauty is also linked to water 

resources with important lakes and rivers, apart 

from salt flats, conditions that are perfectly 

suited to the booming international demand for 

eco-tourism and adventure tourism, which is 

why tourism showed growth 6.7% in relation to 

2006, reaching 556 thousand visitors displaced 

throughout Bolivia. According to the latest 

statistical compendium prepared by the Vice 

Ministry of Tourism. 

 

The city of Sucre, considered one of the 

most important tourist destinations on a regional 

and national scale due to its rich potential, 

receives barely 5.7% of the total number of 

foreign visitors that come to the country; 

minimal participation in their relationship with 

their cultural and natural heritage that has made 

possible the declaration of UNESCO as 

"Cultural Heritage of Humanity". This weakness 

must be overcome through policies, strategies 

and actions that allow the positioning of Sucre as 

a tourist destination at the national and 

international level. 

 

Methods and materials. Kind of investigation 
 

The research will be descriptive and exploratory. 

 

Descriptive 
 

The study will use the descriptive method since: 

It will help us to understand the development of 

Tourism Marketing Efficiency in the 

Municipality of Sucre. 

 

 

Exploratoria 
 

The research is exploratory because it allows: 

Proposing future adjustments to improve the 

performance of Marketing Efficiency in the 

municipality of Sucre. 

 

Research Methods 
 

Theoretical and empirical methods were used: 

 

 Theoretical methods 

 

Analytical Method; This method will be applied 

distinguishing the factors that affect the 

performance of the Governor's Office, the 

Mayor's Office and the other tourism providers, 

in this way the relationships, the shortcomings in 

the implementation practice and especially the 

adjustments to it are evidenced. 

 

 Empirical method 

 

The empirical method will help us to measure 

and evaluate the data collected in the field work. 

The instruments used for the application of the 

empirical method are: 

 

Bibliographic review; In a first phase, all 

the documentation available in the 

documentation centers of the city of Sucre 

(Libraries, Archives, Internet, among others) 

will be reviewed. In this way, information will 

be collected on theoretical concepts that will 

serve as input for the construction of the 

Theoretical Framework. Survey of managers and 

persons in charge of the main tourist providers 

of the Municipality of Sucre; for the collection 

of adequate information on the performance 

carried out in terms of the promotion and 

positioning of the image projected at a national 

and international level. Direct observation; This 

method is of great help since it will allow us to 

collect relevant and first-hand information by 

directly analyzing the characteristics of the 

tourist providers in relation to the promotion and 

positioning of the municipality. 

 

 Statistical method 

 

Determine the current and projected 

tourist flow to a representative sample, surveys, 

charts and graphs will be carried out that 

objectively show the results of the investigation. 
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Results 
 

Analyzing the data obtained through the surveys, 

it can be deduced in principle that none of the 

tourist providers performs an EFFICIENT 

MARKETING MANAGEMENT; In other 

words, although the needs of visitors are taken 

into account, the marketing that is carried out is 

not entirely aimed at satisfying them, and this is 

not only due to a lack of interest; if not rather to 

the lack of support and coordination on the part 

of the authorities (Departmental Government 

and the Honorable Municipal Mayor's Office) 

and the tourist providers (Hotel Chamber, 

ABAVIT and Gastronomic Services). 

 

In this sense, tourism providers, not 

having the necessary support from the 

authorities, have chosen to put aside the 

projection of the Municipality of Sucre as a 

tourist destination; thus looking out for their own 

interests only. On the other hand, the 

Government of the Municipality of Chuquisaca 

and the Honorable Municipal Mayor's Office do 

not know the needs of the providers, which is 

why there is a total lack of communication with 

them, focusing only on sub-relevant aspects or at 

a very general level. 

 

Client philosophy: 
 

This point is one of the most important since 

through it we will be able to measure the degree 

of importance given to clients by tourist 

providers. When referring to the philosophy of 

the client, we refer to everything related to the 

needs, desires and demands of those who visit 

our city. 

 
Answers Quantity Percentage 

The institution thinks, above all, 

in terms of promoting the tourist 

places of the Municipality of 

Sucre (0) 

 

0 

 

0% 

The institution thinks in terms of 

serving a wide range of tourism 

markets and needs with the same 

efficiency (1) 

 

2 

 

50% 

The institution thinks in terms of 

meeting the needs and desires of 

well-defined markets and market 

segments chosen for their growth 

potential and long-term profits for 

tourism in the Municipality of 

Sucre (2) 

 

 

2 

 

 

50% 

Total 4 100% 

 
Table  1  The Institution recognizes the importance of 

structuring a tourism marketing strategy to satisfy the needs 

and desires of visitors 

 

 
Figure 1 Statistics of the situation of the institution 

 

In this question it can be observed that 

50% of the institutions, associations and 

chambers; thinks of serving a wide range of 

markets and needs with the same efficiency; that 

is to say, they watch over the demands of 

customers and at the same time seek to attract a 

greater influx of visitors. 

 

And the remaining 50% think about 

serving the needs and desires of well-defined 

markets and market segments chosen for their 

growth potential and long-term profits; In other 

words, they choose a certain market segment 

based on the potential they project, and in this 

way go beyond satisfying their needs. 

 
Answers Quantity Percentage 

No (0) 0 0% 

Somehow (1) 2 50% 

Largely (2) 2 50% 

Total 4 100% 

 
Table 2 The institution prepares different offers and 

marketing plans for different segments of the tourism market 

 

 
 

Figure 2 Statistics of offers and marketing plans 

 

In this question we can see that 50% of 

the institutions, associations and chambers in 

some way develop offers and marketing plans 

for different markets, and the remaining 50% 

develop these plans and offers to a large extent 
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Answers Quantity Percentage 

No. The Institution focuses on 

selling its services and image 

and serving immediate 

customers (0) 

 

2 

 

50% 

Somehow. The institution has 

a broad vision of its channels, 

although most of its efforts are 

focused on the sale and service 

of immediate customers (1) 

 

 

2 

 

 

50% 

Yes. The Institution has a 

broad vision of the marketing 

system, and recognizes the 

threats and opportunities for 

the Municipality and that are 

generated from changes in any 

 

 

0 

 

 

0% 

Total 4 100% 

 
Table 3 The Institution has a complete vision of the 

marketing system (suppliers, channels, competitors, clients, 

environment) when doing business planning 

 

 
 
Figure 3 Answers to a complete overview of the 

marketing system 

 

This question refers to the vision of the 

marketing system (suppliers, channels, 

competitors, customers, environment) when 

doing business planning. And 50% percent of 

them indicate that they do not focus on selling 

their services and image and serving immediate 

customers; That is to say, they do not take their 

environment into account but, on the contrary, 

they let themselves be guided by their intuitions. 

 

And the other 50% carry out a marketing 

system in some way; that is, it takes into account 

some aspects but in general they are not of much 

importance. 

 

Integrated Marketing Organization: 
 

Within the organization of integrated marketing 

we will analyze the integration, coordination of 

the organization as such of each institution. That 

is, the relationship that exists between the 

institutions, associations, chambers and control 

of their functions. 
 

 

 

 

Answer Quantity Percentage 

No. Sales and other marketing 

functions are not integrated at 

higher levels and there are 

unproductive conflicts (0) 

 

0 

 

0% 

Somehow. There is formal 

integration and control of the 

main marketing functions, but 

not enough to have satisfactory 

levels of coordination and 

cooperation (1) 

 

 

4 

 

 

100% 

Yes. Major marketing functions 

are effectively integrated (2) 

 

0 

 

0% 

Total 4 100% 

 
Table 4 There is a high level of integration of the main 

functions of Turistic marketing 

 

 
 
Figure 4  Level of integration of the main tourism 

marketing functions 

 

In this question, 100% of the surveyed 

institutions indicate that there is some way 

integration and formal control of the main 

marketing functions, but not enough to have 

satisfactory levels of coordination and 

cooperation. 

 
Answer Quantity Percentage 

No. There are complaints 

from the marketing 

management that it exceeds 

its demands on other 

departments and that it 

handles unreasonable costs 

(0) 

 

 

0 

 

 

0% 

Somehow. Relations are 

friendly, although each 

institution acts, above all, to 

serve its own interests (1) 

 

3 

 

75% 

Yes. The Institutions 

cooperate effectively and 

solve problems in favor of 

the Municipality (2) 

 

1 

 

25% 

Total 4 100% 

 
Table 5 The Institution works in accordance with the 

Mayor's Office, Prefecture, Hotel Chamber, ABAVIT and 

the gastronomic Sector 
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Figure  5 The Institution works in accordance with the 

Mayor's Office, Prefecture, Hotel Chamber, ABAVIT and 

the gastronomic Sector 

 

Question number 5 emphasizes the work 

in concordance between the different institutions, 

associations and chambers, where 75% coordinate 

in some way with the other tourism providers, that 

is to say that the relations are friendly, although 

each institution acts mainly to serve their own 

interests. And the remaining 25% if it coordinates 

with the other institutions and tourism providers 

effectively and they solve the problems in favor of 

the interest of the Municipality. 

 
Answer Quantity Percentage 

The system is poor (0) 1 25% 

The system exists in a 

formal way but lacks 

organization (1) 

 

2 

 

50% 

The system is well 

structured and operates with 

the principles of the work 

team (2) 

 

1 

 

25% 

Total 4 100% 

 
Table 6 How well organized is the image development 

process of the Municipality of Sucre 

 

 
 
Figure 6 The image development process of the 

Municipality of Sucre is organized 

 

This question is oriented to the degree of 

organization in which the image development 

process of the Municipality of Sucre is found. 

 

 

 

 

25% indicate that the organization of this 

system is deficient, another 50% indicate that the 

system exists in a formal way but lacks 

organization as such, finally the remaining 25% 

has a well-structured organizational system, 

operating in accordance with the principles of 

the work team. 

 

Adequate marketing information: 
 

When referring to adequate marketing 

information, we emphasize market studies, 

purchase of services with extensive prestige, and 

the efficiency of marketing costs and expenses, 

it establishes a control mechanism to be able to 

develop and carry out necessary corrections and 

adaptations. 

 
Answer Cantidad Porcentaje 

Several years ago (0) 0 0% 

A few years ago (1) 0 0% 

Recently (2) 4 100% 

Total 4 100% 

 
Table 7 When were the latest market research studies 

conducted on tourists, the influences of purchasing 

services, channels and competitors 

 

 
 
Figure 7 The influences of purchasing services, channels 

and competitors 

 

Regarding this question, we can note that 

100% recently carried out market research 

studies, influence of the purchase of service and 

an analysis on competitors. 

 
Answers Quantity Percentage 

Not at all (0) 0 0% 

Somehow (1) 2 50% 

Very good (2) 2 50% 

Total 4 100% 

 
Table 8 How well does the Institution know the potential of 

tourist visits and the profitability of different market segments 

such as national and / or foreign visitors 
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Figure 8 How well does the Institution know the potential 

of tourist visits and the profitability of different market 

segments such as national and / or foreign visitors 

 

We can see that 50% of the Institutions, 

Associations and Chambers know in some way 

the potential and profitability of the market 

segments of national and / or foreign visitors; for 

their part, the remaining 50% point out that they 

know very well everything stated above. 

 
Answers Quantity Percentage 

Little or no effort (0) 0 0% 

Some degree of effort (1) 4 100% 

Substantial effort (2) 0 0% 

Total 4 100% 

 
Table 9 How much effort is invested in measuring and 

improving the cost efficiency of different marketing 

expenses 

 

 
 
Figure 9 How much effort is invested in measuring and 

improving the cost efficiency of different marketing 

expenses 

 

It can be seen that 100% are determined 

to measure and improve the efficiency of 

marketing costs and expenses, that is, they make 

a substantial effort. 

 

Strategic orientation: 
 

When we speak of strategic orientation, we 

emphasize changes in the environment, that is, 

opportunities, weaknesses, strengths and threats; 

It is essential to identify these causes because in 

this way we can see how the environment 

influences the strategies and the development of 

the marketing plan. 

Answers Quantity Percentage 

The Institution does little 

or no marketing planning 

(0) 

2 50% 

The Institution prepares 

an annual marketing plan 

(1) 

2 50% 

The Institution prepares a 

detailed marketing plan 

and a long-range 

strategic plan that is 

updated every year (2) 

0 0% 

Total 4 100% 

 
Table 10 What is the level of formal marketing planning 

 

 
 
Figur 10 What is the level of formal marketing planning 

 

The evaluated Institutions inform us that 

50% elaborate an annual marketing plan and the 

other remaining notes that they do not have 

knowledge of marketing planning, they produce 

uncertainty since 50% do not carry out a 

marketing plan. 

 
Answers Quantity Percentage 

Current strategy is unclear 

(0) 

2 50% 

The current strategy is clear 

and represents the continuity 

of the traditional strategy (1) 

2 50% 

The current strategy is clear, 

innovative, data-driven and 

well-founded (2) 

0 0% 

Total 4 100% 

 
Table 11 How clear is the current marketing strategy 

 

 
 
Figure 11 How clear is the current marketing strategy 
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Evaluating the current marketing 

strategy is quite important since in this way it 

will be possible to see how clearly it is 

formulated, it can be seen that 50% do not have 

a marketing strategy and the remaining 50% 

represents a clear but traditional strategy. 

 
Answers Quantity Percentage 

The Institution spends little 

time and effort when 

thinking about 

contingencies (0) 

 

2 

 

50% 

The Institution thinks about 

contingencies, but formal 

planning around them is 

scarce (1) 

 

1 

 

25% 

The Institution formally 

identifies the most 

important contingencies and 

develops plans accordingly 

(2) 

 

 

1 

 

 

25% 

Total 4 100% 

 
Table 12 The Institution thinks about contingencies and 

prepares a planning in this regard 

 

 
 
Figure 12 The Institution thinks about contingencies and 

prepares a planning in this regard 

 

We can observe that a half that represents 

50% spends very little time thinking about 

contingencies, another 25% of Institutions think 

about what may or may not happen, but planning 

is scarce and the remaining 25% formally 

identify contingencies and develop plans 

accordingly.  This gives us to understand that a 

large part of the Institutions do not know about 

planning except in thinking about what could 

happen in the environment. 

 

Operating efficiency: 
 

When evaluating operational efficiency, we will 

analyze the communication and execution of the 

different marketing strategies, as well as the 

effectiveness of resources and the ability to react 

to certain events. 

 

 

Answers Quantity Percentage 

Poor handle (0) 2 50% 

Regular (1) 2 50% 

Very good (2) 0 0% 

Total 4 100% 

 
Table 13 How the marketing strategy is communicated 

and executed 

 

 
 
Figure 13 How the marketing strategy is communicated 

and executed 

 

This graph shows us that 50% of those 

surveyed indicate that the marketing strategy is 

poorly communicated and executed; and the 

remaining 50% do it on a regular basis. 

 
Answers Quantity Percentage 

No. Marketing resources are 

adequate for the work 

required (0) 

 

1 

 

25% 

Somehow. Marketing 

resources are adequate, but 

they are not used optimally 

(1) 

 

1 

 

25% 

Yes. Marketing resources 

are adequate and used 

efficiently (2) 

 

2 

 

50% 

Total 4 100% 

 
Table 14 The Institution does an efficient job with its 

marketing resources 

 

 
 

Figure 14 The Institution does an efficient job with its 

marketing resources 

 

It can be seen in this question that 25% 

do not do an effective job with their marketing 

resources; the other 25% somehow use their 

adequate marketing resources, but they are not 

used optimally; finally 50% of the respondents if 

they use their marketing resources effectively. 

 
 



18 

Article                                                             Journal-Macroeconomics and Monetary Economy 
                                   June, 2020 Vol.4 No.6 11-19 

 

 
LINAREZ-SOTO, Claudia Jazmín & CORTEZ-DORADO, Fabiana. 

Measurement of marketing efficiency in the tourism sector of the 
municipality of Sucre Journal- Macroeconomics and monetary economy. 

2020 

ISSN-On line: 2524-2040 

RINOE® All rights reserved. 

 

Answers Quantity Percentage 

No. Sales and market 

information is out of date and 

management reactions are slow 

(0) 

 

 

1 

 

 

25% 

Somehow the Institution 

receives information on the sale 

of the tourist service and the 

updated market, but its reaction 

time varies (1) 

 

 

3 

 

 

75% 

Yes. The Institution has systems 

that allow it to obtain updated 

information, and its reactions are 

quick (2) 

 

 

0 

 

 

0% 

Total 4 100,0% 

 
Table 15 The Institution is able to react quickly and 

efficiently to last minute events 

 

 
 
Figure 15 The Institution is able to react quickly and 

efficiently to last minute events 

 

This question reflects that 25% of the 

institutions are not capable of reacting to last 

minute events and that the sales and market 

information is not up-to-date; Finally, 75% of 

the institutions indicate that they have a system 

that allows them to obtain updated information 

and that their reactions are quick and effective. 

 
Levels Quantity Percentage 

None 0 0,0% 

Deficient 1 25,0% 

Regular 1 25,0% 

Good 2 50,0% 

Very good 0 0,0% 

Higher 0 0,0% 

Total 4 100,0% 

 
Table 16 Marketing Efficiency Assessment: Marketing 

Efficiency Level Scale 

 

 
 
Figure 16 Marketing Efficiency Level Scale 

The results of the surveys show that the 

level of marketing efficiency carried out by the 

different tourism providers in the Municipality 

of Sucre presents a GOOD level. 

 

Despite the result obtained by this method 

and as a contrast, it was possible to verify by 

means of the direct observation method that: 

 

There is no marketing plan, with well-

defined strategies, there is no coordination 

between tourism providers (Government, 

Mayor's Office, Hotel Chamber and AVABIT) 

and possible contingencies are not taken into 

account (blockades, stoppages, etc.). 

 

SWOT analysis of tourism in the 

Municipality of Sucre 
 

Based on the analysis of documents carried out 

by public institutions, interviews with relevant 

actors and the state of the situation in which 

tourism is in the municipality of Sucre, the 

following SWOT analysis (Strengths, 

Opportunities, Weaknesses and Threats) is 

reached, disaggregated based on the following 

thematic axes. 

 
Weaknesses Strengths 

Little coordination between 

private and public companies 

for the joint promotion of the 

municipality. 

Lack of an adequate 

promotion program for Sucre 

as a tourist destination. 

It does not have an image that 

determines the wealth of the 

city of Sucre and with which 

it is presented to the market as 

a new destination. 

Insufficient commercial 

platforms through the internet 

and new technologies 

Declaration by UNESCO of 

Sucre as "Cultural Heritage 

of Humanity". 

Important historical, 

architectural, 

paleontological, artistic and 

cultural tourist resources. 

Existence of committed and 

visionary tour operators. 

Positive degree of 

satisfaction with tourism 

products, with some 

recommendations. 

Threats Opportunities 

Non-existent local brand 

image. 

Insecurity and social 

problems discourage current 

and potential demand. 

Tourist destinations with 

better organization and 

planning. 

The change of authorities is 

risky for the continuity of 

plans and commitments. 

Use of new technologies 

allows cost reduction in 

promotion. 

Accessible and competitive 

costs. 

Greater attention for cultural 

tourism. 

Historical potential to attract 

tourists. 

Increase in personalized and 

specialized marketing by 

interest groups. 

Existence of new marketing 

techniques. 

 
Table 17 
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Conclusions 
 

The tourist activity that takes place in Sucre and 

the cultural value that this city has, takes a back 

seat since tourist attractions and the culture itself 

are not being properly used in the promotion and 

dissemination activity as such by the relevant 

authorities, institutions and organizations related 

to tourism; The same ones that have economic, 

social, tourist and cultural development in their 

hands. 

 

When this aspect can be the one that starts 

the recognition of our city at a national and 

international level. 

 

The municipality of Sucre does not have a 

defined brand image, with which it presents and 

synthesizes the wealth it possesses to identify 

itself as a tourist destination to the world. 

 

And despite the fact that the flow of 

tourists has increased in recent years, the 

difference in influx that exists in relation to other 

departments is considerable, although many of 

these do not have the tourist potential of Sucre. 

 

After having carried out the research, the 

data reflected that the tourism providers 

(Government, Mayor's Office, ABAVIT and the 

Hotel Chamber) individually develop actions to 

Promote the Municipality, giving rise to a 

considerable distance between them, finally a 

level of positioning negative in the tourism market 

compared to other destinations, in addition to the 

lack of a brand image of the Municipality. 

 

Therefore, the first aspect is the definition 

of a brand image and the coordination of work and 

activities between the aforementioned suppliers, 

in addition to seeking agreements and strategic 

alliances. 
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Abstract 

 

The present investigation explains and gathers 

various analysis variables for the theoretical 

understanding of the political marketing and its 

incidence over the people of the city of Sucre, 

taking as a parameter the rural and urban 

population. The text sustains that the influence 

of the political marketing on the population 

happens through its affectation in the 

environment of the political communication and 

the effort of the actual government to make it‟s 

acts believable in all the actions that performs.It 

exposed from an economic interpretation, how 

much the government invest in publicity in the 

different media (television, radio and 

newspapers) in a relation with the credibility that 

it is creating in the mind of the population able 

to vote. 

Resumen 

 

La presente investigación explica y recoge 

diversas variables de análisis para la 

comprensión teórica del marketing político y su 

incidencia sobre la población de la ciudad de 

Sucre, tomando como parámetro la población 

rural y urbana. El texto sostiene que la influencia 

del marketing político sobre la población pasa 

por su afectación en el ámbito de la 

comunicación política y el esfuerzo del actual 

gobierno por hacer creíbles sus actos en todas las 

acciones que realiza. Interpretación, cuánto 

invierte el gobierno en publicidad en los 

diferentes medios (televisión, radio y periódicos) 

en relación con la credibilidad que está creando 

en la mente de la población que puede votar. 
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Introduction 
 

The concept of Political Marketing has begun to 

really become known, in Latin America, in the 

last decade. Generally associated with the term 

political marketing or electoral marketing 

connotations of manipulation of the perceptions 

and opinions of the people, through 

sophisticated resources through the media. It is 

often thought that these procedures determine a 

decisive influence on the will of the electors, 

which leads us to suppose that in a democracy 

power is held, in practice, by those who can best 

use the media. In everyday terms, political 

marketing is the search for votes with the help of 

technology. 

 

The Political Marketing supposes the 

evolution of the techniques of knowledge of the 

electorate and of the communication techniques. 

As the electoral bodies become massive, as the 

voters are counted by the millions and not by the 

hundreds or thousands, the personalized 

knowledge of each one of them, in the manner of 

the old candidate, counts for little. In the same 

way, personal and intuitive eloquence is 

complemented by more effective forms of 

communication and persuasion. The traditional 

scheme of the politician, knowledge of the 

electorate and communication, is, however, 

permanent. 

 

Political attitudes, whether positive or 

negative to the actions of a certain government, 

are profound political attitudes in relation to 

political and social phenomena. It is therefore 

important to investigate how political attitudes 

are influenced by the publicity that the 

government broadcasts in the media. To this end, 

this research study is presented that attempts to 

demonstrate the influence of government-issued 

advertising on the political attitudes of voters, 

understanding the degree of interest in politics, 

the attitude towards change, the attitude towards 

freedom and authority, his self-identification 

with the current line of government. 

 

Material and methodology 
 

The methodology to be applied will take into 

account the following: 

 

Temporal delimitation: The information 

that was used corresponds to the first semester of 

the 2008 management. 

 

Spatial delimitation: We only worked with 

the local media and their representations of 

national networks. In addition, the perception of 

the population settled in two districts of the 

Municipality of Sucre was collected; one rural and 

one urban. 

 

Information sources: To collect the data, 

two types of sources will be used: primary and 

secondary. In the case of the primaries, the 

information was collected through survey reports 

to the media and the population of the districts 

(urban and rural) of the municipality of Sucre. In 

the case of secondary sources, specialized studies 

were used. 

 

Limitations of data collection: It is 

necessary to emphasize that the information is 

approximate, reasonable and representative, since 

it has coverage limitations, as a result of time and 

resource limitations. 

 

Target population of the research: the 

target population are people over 18 years of age 

from urban district 1 and rural district 7 of the 

Municipality of Sucre, who constitute the 

electorate and the sample unit. Media managers or 

owners have also been considered as a target 

population. 

 

 
 
Table 1 

 

Television media 

 
Nº Name of the Media Channel Category 

1 Illimani de Comunicaciones S.A. 

- ATB 

5 National 

2 Associated Journalists Television 

Ltda. - PAT 

14 National 

3 Red Uno de Bolivia S.A. 2 National 

4 Bolivian National Television 

Company 

7 National 

5 Chain A 15 National 

6 Bolivision SRL 9 National 

7 Unitel Network 4 National 

8 Christian Communications 

System 

27 National 

9 University Television 13 Local 

10 Catholic Television Sucre 54 Local 

11 World Vision 4 Local 

12 Global 36 Local 

13 Colossal 33 Local 

14 Gigavision 21 Local 

 
Table 2 
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Radio Media 
 

Nº Name of Media Frequency 

1 Aclo  

2 Scope  

3 America  

4 2000 antenna 89,1 

5 Arcadia 97,1 

6 Blue  

7 Tropical California 97,9 

8 Capital  

9 Juana Azurduy Comprehensive Support 

Center for Women 

95,9 

10 Ponds  

11 Churuquella  

12 Colossal 90,7 

13 Conqueror 99,1 

14 Contact  

15 The sound of life 103,9 

16 Meeting  

17 Emerald 103,5 

18 People 94,7 

19 Global 106,7 

20 Guadeloupe 105,1 

21 Hit 89,5 

22 Horizons 91,1 

23 Southern integration 96,7 

24 The Bohemia  

25 The witch  

26 Silver 99,5 

27 Liberty  

28 Loyola (FIDES) 98,3 

29 Maria 95,5 

30 Memphis 88,7 

31 Millennium 89,9 

32 world 96,3 

33 The new World  

34 Young Wave  

35 Paradise 107,5 

36 Popular 98,7 

37 Royal Audience  

38 Solar 100,3 

39 Sucre  

40 Christian Communication System 100,7 

41 Tricolor  

42 University 93.9 

43 Urcupiña 99.9 

44 New life 93.1 

 
Table 4 

 

Calculation of the Sample: The following 

formula was taken into account for the 

calculation of the sample in both cases 

 

 
 

Urban District No. 1- Total population 13,264 
 

 

 

Rural District No. 7 - Total Population 1,251 

 

1. Calculation of the sample of No. 

Television and Stations in Sucre¿ 

 

 

 

Information collection instruments: 

survey questionnaires were used to collect 

information from all the actors involved in the 

research, the survey forms designed are found 

in annexes of this document. 

 

Results Obtained 

 

Plaza. Characteristics of the electoral group 

analyzed 
 

Regarding sex and age, the population group 

studied corresponds to the following groups: 

 
Area Age Gender 

Male Female 

Urban 18 - 21 years 7.6 5.3 

22 - 30 years 20.8 22.4 

31 - 40 years 9.6 11.5 

41 - 50 years 7.3 12.2 

51 years and 

over 

1.7 1.6 

Total urban  47.00 53.00 

Rural 18 - 21 years 14.3 33.3 

22 - 30 years 0 9.5 

31 - 40 years 4.8 23.8 

41 - 50 years 0 14.3 

51 years and 

over 

0 0 

Total rural  19.10 80.90 

 
Table 5  Population studied by sex and age (in percentage) 

Source: Own with data from the applied survey 
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Of the total of those surveyed in the 

urban area, it is observed that the female 

population between the ages of 22 and 30 is 

found in the highest percentage of voters with 

22.4%; while in rural areas, the highest 

percentage is also present in females between the 

ages of 18 to 21 years with 33.3%. 

 

 
 
Figure 1 

 
Area Occupation Percentage 

Urban Students 38.00 

3.30 

2.60 

Public employee Medium 

Technician 

 

 0.30 

Advanced technician 33.40 

Professionals 1.10 

Retired 19.30 

Others 2.00 

Total 

urban 

Does not respond 100 

Rural  100 

Rural 

total 

 100 

 
Table 6 Population studied according to occupation (in 

percentage) 

Source: Own with data from the applied survey 

 

According to the occupation of the 

respondents, it is noted that the highest 

percentage corresponds to students with 38% 

and in second place are professionals with 

33.40% in the urban area; in rural areas all 

respondents indicated that their most important 

occupation is agriculture. 

 

 

 
 

Figure 2 

 

According to the ethnic identification, 

the surveyed population is characterized in its 

majority, for being Quechua. As for the rural 

population, 85.7% are Quechua and 14.3% 

consider themselves mestizo. In the urban 

population, 78% are Quechua, 3.3% Aymara and 

4.6% are Guarani, in both areas the variable 

others refers to miscegenation. 

 
Area Ethnic identification Percentage 

 

Urban 

 

Quechua 78.0 

Aymara 3.3 

Guarani 4.6 

Other 14.1 

  100 

Total urban Quechua 85.7 

Rural Other 14.3 

Rural total  100 

 
Table 7 Population studied according to ethnicity (in 

percentage) 

Source: Own with data from the applied survey 

 

 
 

Figure 3 
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Price of political marketing.- Analysis of 

electoral trends Changes in electoral 

preference 
 

The analysis of changes in electoral preference 

is one of the variables taken into account to 

measure the political attitude of the population 

included in the study. The results of the electoral 

preference change were analyzed according to 

the ethnic identification of the voters 

 
Area Ethnic 

identification 

CAN MORE UN Other 

 

Urban 

 

Quechua 36.9 27.2 7.6 6.9 

Aymara 1.0 0.7 1.4 0 

Guarani 3.8 1.1 0.3 0.7 

Other 8.6 1.7 0.7 1.4 

Total 

urban 

 50.3 30.7 10 9 

Rural Quechua 26.7 53.3 13.3 0 

 Other 0 6.7 0 0 

Rural 

total 

 26.7 60 13.3 0 

 
Table 8 electoral reference in the last general elections, 

year 2005. (In percentage and by geographic area) 

 

According to the total number of people 

surveyed in both urban and rural areas, in the last 

elections of 2005, the most voted parties were: 

MAS, PODEMOS, UN. 

 

The MAS obtained 53.3% in the rural 

area in the Quechua category, and in the urban 

area of the same category it obtained 27.2%. 

 

PODEMOS obtained 26.7% in the rural 

area in the Quechua category, and in the urban 

area in the same category it obtained 36.9%. 

 

UN obtained 13.3% in the rural area in 

the Quechua category, and in the urban area in 

the same category it obtained 7.6%. 

 

 
 
Figure 4 

 

In general, without differentiating the 

geographical area, it can be concluded that the 

party with the most votes in the last elections 

according to the respondents was the MAS with 

90.6%, in second place WE CAN with 76%. 

 

Area Ethnic 

identification 

CAN MORE UN Other None 

 

Urban 

 

Quechua 23.2 6.5 3.3 22.8 23.9 

Aymara 0.7 0.4 0 0.4 1.8 

Guarani 1.4 0 0 2.2 1.1 

Other 3.3 0.4 0.4 4.3 4.0 

Total 

urban 

 28.6 7.3 3.7 29.7 30.8 

Rural Quechua 12.5 6.3 0 12.5 50.0 

 Other 0 0 0 12.5 6.3 

Rural 

total 

 12.5 6.3 0 25.0 56.3 

 

Table 9 Electoral preference if today were the general 

elections. (In percentage and by geographic area) 

 

In the event that the general elections 

were today the perception of the population 

regarding their vote, considering the same 

political forces of 2005, they are: 

 

The MAS would obtain 6.3% in the rural 

area in the Quechua category, and in the urban 

area in the same category it obtained 6.5%. 

 

PODEMOS would obtain 12.5% in the 

rural area in the Quechua category, and in the 

urban area in the same category it obtained 

23.2%. 

 

For other parties, 25% would be obtained 

in the rural area in the Quechua category, and in 

the urban area in the same category it obtained 

29.7%. 

 

 
 
Figure 5 

 

There is also a significant percentage of 

people who would not cast their vote for any 

party, without differentiating by area or by self-

identification, 87.1% do not agree with any 

political party. The differences in voting presence 

are shown below: 

 
 2005 Apr 2008 Difference 

CAN 77.00 41.10 -35.90 

MORE 90.70 13.60 -77.10 

A 23.30 3.7 -19.60 

Other 9.00 54.7 45.70 

None  87.1 87.10 

 
Table 14 Differences in electoral preferences 
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Analysis synthesis 
 

A change in political preference is observed in 

both areas where the MAS had a decrease of 

77.10%, PODEMOS also had a decrease of 

35.90% and UN had a decrease of 19.60%. There 

is a positive difference in terms of the category 

of Other with 45.70% and of none with 87.10%, 

which means that there is no favorite party for 

the following electoral elections, this denotes 

that there is greater disappointment of the 

political system that is incapable to channel 

demands at the state level, especially those of a 

regional order, and that the possibility of 

providing support for a new proposal, a different 

alternative that may arise in the electoral 

landscape still persists. 

 

In the same way, it is pertinent to take 

into account the results obtained in the electoral 

process that were carried out in our region, more 

properly speaking of the Elections for Prefects of 

2005, where according to the following table: 

 

 
 
Figure 6 Prefectural Elections 2005, Year 2005 

Source Page Departmental Electoral Court of Chuquisaca 

 

The governing party won the victory with 

42%, but after the events that arose in our region 

and the lack of credibility for it, the electoral 

process of the current year, for the Election of 

Prefects, the following results were obtained: 

 

 
 
Figure 7 Prefectural  Elections 2008,  Year  2008  

Analysis of Political Attitude 

 

Perception about the importance of politics 

 
Area Degree of Importance of 

the Policy 

Percentage 

 

Urban 

 

Nothing important 13.1 

Less important 17.7 

Indifferent 27.2 

Important 25.6 

Very important 16.4 

Total 

Urban 

 100 

 

Rural 

 

Nothing important 23.8 

Less important 9.5 

Indifferent 19.1 

Important 9.5 

Very important 38.1 

Total 

Rural 

 100 

 
Table 15 Degree of Importance of Politics in the 

Electorate (In percentage and by geographic area) 

 

In the urban area, we observe that of the 

total of those surveyed, 27.2% are indifferent to 

the issue of politics, 16.4% totally agree that 

politics is an important issue and 13.1% 

disagree. 

 

 
 

Figure 8 

 

In rural areas, we observed that of the 

total of those surveyed, 23.8% consider that the 

issue of politics is not important, 38.1% totally 

agree that politics is an important issue and 

19.1% are indifferent to the issue of politics. 

 

Analysis synthesis 
 

In both urban and rural areas, politics is not 

considered important, that is, the political 

attitude of the population regarding the 

importance of politics is mostly indifferent. 
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Perception of the current government's policy 
 

This analysis attempts to show the political 

attitude regarding the perception of the changes, 

appropriation and self-identification of the 

changes of the government and the perception of 

the guarantee of freedoms. 

 
Area Opinion on the Current 

Government 

Percentage 

 

Urban 

 

Disagreement 46.9 

Little Agree 32.8 

Indifferent 12.5 

In agreement 5.9 

Totally agree 2.0 

Total 

Urban 

 100 

 

Rural 

 

Disagreement 25.2 

Little Agree 33.3 

Indifferent 9.5 

In agreement 4.8 

Totally agree 27.2 

Total 

Rural 

 100 

 
Table 12 Perception of the Current Government (In 

percentage and by geographical area) 

 

Of the total of those surveyed in the 

urban area, 46.9% disagree with the changes in 

the current government and in the rural area, 

25.2% also disagree with the changes in the 

current government. 

 

Regarding the appropriation and self-

identification of government changes, most of 

the surveyed population in both areas indicate 

that they do not feel part of the changes made by 

the current government, the results are shown 

below: 

 

 
 
Figure 9 

 

Of the total of those surveyed in both 

areas, it can be observed that 92.2% in urban 

areas and 68% in rural areas (categories: 

disagreement, little agreement, indifferent) do 

not feel identified with the current government. 

 

Regarding the guarantee of freedom, 

most of those surveyed do not perceive many 

guarantees of freedom 

 
Area Guarantee of freedom Percentage 

 

Urban 

 

Freedom is not 

guaranteed 

49.8 

Little guarantee of 

freedom 

31.5 

Indifferent 11.1 

Freedom is guaranteed 5.2 

Fully guaranteed 2.4 

Total Urban  100 

 

Rural 

 

Freedom is not 

guaranteed 

20.1 

Little guarantee of 

freedom 

19.0 

Indifferent 14.3 

Freedom is guaranteed 4.8 

Fully guaranteed 41.8 

Total Rural  100 

 
Table 13 Perception of the Guarantee of freedom (In 

percentage and by geographical area) 

 

Of the total of those surveyed in both 

areas, it can be observed that 49.8% in urban 

areas and 41.8% in rural areas disagree that the 

exercise of their freedom is guaranteed. 

 

 
 
Figure 10 

 

Analysis synthesis 
 

Most of the electorate in the urban area indicates 

that freedoms in the country and under the logic of 

the current government are not guaranteed. 

 

An important fact is that mentioned in the 

completely guaranteed category: in urban areas 

only 2.4% indicate that they have their freedom 

completely guaranteed. 
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Measurement of Political Attitude 
 

The average value of the urban electorate that 

disagrees with the analyzed variables is higher 

than the relative average of those who agree, 

which denotes that the political attitude of the 

people, in the urban area, included in this study 

is low. 

 
Variables Perception 

in favor 

Perception 

against 

Perception of the 

importance of politics 

16.4 13.1 

Perception of the current 

government's policy 

2 46.9 

Perception of the 

guarantee of freedoms. 

2.4 49.8 

Average 6.93 36,6 

 
Table 14 Measurement of political attitude in the urban 

area 

 

Unlike the urban area, in the rural area 

the results of the measurement of the political 

attitude of the electorate, according to the 

variables included in the analysis, show that 

there is a high political attitude and superior to 

that of the electorate of the urban area. 

 
Variables Perception 

in favor 

Perception 

against 

Perception of the 

importance of 

27.2 25.2 

politics 41.8 20.1 

Perception of the 

politics of 

38.1 23.8 

current government 35.70 23.03 

 
Table 15 Measurement of political attitude in rural areas 

 

Political Marketing Product "Evo complies" 
 

Just as advertising tries to generate in a product 

a brand personality, a particular style, and no 

longer enumerate the objective qualities of said 

product, political marketing appeals, with the 

mass media as high performance instruments, to 

all resources possible to achieve the best image 

of the product, in this specific case of President 

Evo Morales Ayma, this through the use not only 

of television, radio and newspapers but also 

through the reuse of certain traditional methods 

such as marches, interpersonal communication , 

caravans that manage to provide only a media 

impact. In this specific case, the product is the 

image of President Evo Morales that is 

specifically evidenced in the “Evo Cumple” 

advertisement and that also exploits the image of 

the first indigenous president who proposes a 

change with equality for the country.  

This image or the product has been 

successfully positioned which is evidenced in 

the results of the referendum last August. On 

August 10 of this year, the Recall Referendum 

for President, Vice-President and Prefects was 

held in our country, where the government has 

managed to position itself (apparently) in the 

minds of 60% according to the Recall 

referendum of 2008, but only in one part of 

Bolivia, thus demonstrating that the use of the 

different media has been able to influence. 

 

 

 
 
Figure 11 Results of the referendum for president at the 

national level 

Fuente: CNE 

 

Promotion of political marketing 

 

Positioning of government advertising in the 

voter's mind Ranking of government 

advertisements 
 

To determine the positioning of the government 

advertisements in the mind of the voter, a 

ranking was carried out, the results are as 

follows: 

 
Area Most remembered advertisements Percentage 

 

Urban 

 

Evo Complies 29.8 

None 19.3 

New Cpe 15.1 

Rent Dignity 14.8 

Juancito Pinto 6.3 

Hydrocarbons 3.9 

Against Autonomy 3.6 

Oil 3.0 

More Jobs 0.7 

Discrimination 0.3 

Rural Against Autonomy 33.3 

None 19.0 

Evo Complies 14.3 

New Cpe 14.3 

Juancito Pinto 14.3 

 
Table 16  Positioning of advertisements (In percentage 

and by geographic area) 
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Among the government advertisements 

most remembered by the surveyed subjects in 

the urban area, 29.8% belong to the 

advertisement of "Evo Cumple" and with 15.1% 

the advertisement of "New CPE"; However, in 

rural areas the most remembered advertisement 

is "Against Autonomies", observing in second 

place a tie in three advertisements with a 14.3% 

"New CPE", "Evo Cumple", "Juancito Pinto". 

 

Taking into account the results obtained, 

the percentage shown in both areas is striking, 

where approximately 19% do not remember any 

advertising despite being one of the governments 

that most used advertising as an instrument of 

political credibility. 

 

Intensity of central government political 

advertising 
 

Local television and radio stations were 

analyzed, interviews were conducted with the 

following media: 

 

 
Canales Radios Periódicos 

Radio patria Aclo South Mail 

World vision Scope The reason 

TV America  

University 2000 antenna 

Atb-sucre Arcadia 

Catholic Tropical California 

Global Capital 

Network one Juana Azurduy 

Christian Ponds 

Colossal Churuquella 

Gigavision Colossal 

Chain a Conqueror 

Bolivision The sound of life 

Unitel Meeting 

 Emerald 

People 

Global 

Guadeloupe 

Horizons 

Southern integration 

The Bohemia 

The witch 

Silver 

Liberty 

Loyola 

Maria 

 Memphis  

Solar 

Sucre 

Christian 

Tricolor 

University 

Urkupiña 

New life 

 

Table 17 Media included in the investigation 

 

 

Television Channel Preference 
 

The preferences of the channels watched by the 

electorate are as follows: 

 
Area Television channel Percentage 

Urban UNITEL 30.50 

ATB 16.70 

NETWORK ONE 12.80 

PAT 8.20 

CABLE 8.20 

BOLIVISION 7.50 

TVB 3.30 

TVU 3.00 

EVERYBODY 3.00 

GIGAVISION 2.50 

NONE 2.20 

GLOBAL 1.40 

CHAIN A 0.70 

Total Urban  100.00 

Rural UNITEL 33.20 

BOLIVISION 23.80 

ATB 23.80 

PAT 4.80 

TVU 4.80 

TVB 4.80 

NONE 4.80 

Total Rural  100.00 

 
Table 18 Television channel preference (In percentage 

and by geographic area) 

 

In rural areas, UNITEL television 

channel is the most accepted with 33.2%, which 

is why the most remembered advertisements in 

this area are directly related to said television 

channel, taking into account the percentages of 

the two television channels with the most 

acceptance. after UNITEL are BOLIVISION 

and ATB with 23.80% respectively. 

 

 
 

Table 19 Preference for the most remembered TV 

channels and Government Publicities (In percentage and 

by geographical area) 
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Linked to the channel with the highest 

acceptance among those surveyed, the 

advertisements that managed to position 

themselves in the minds of the electorate were 

“EVO CUMPLE”, “CONTRA 

AUTONOMIAS”, “NUEVA CPE”, “RENTA 

DIGNIDAD” and “JUANCITO PINTO”. 

 

Radio Station Preference 
 

Area Radio Station Percentage 

 

 

 

 

 

 

 

 

 

 

 

 

 

Urban 

La Bruja 17.40 

Panamericana 15.40 

Ninguna 12.80 

Encuentro 10.20 

Global 7.20 

América 6.20 

Fides 4.30 

La Plata 4.30 

Otras 3.80 

Patria Nueva 3.20 

Solar 2.60 

Milenium 2.60 

Antena 2000 2.30 

Loyola 2.30 

Paraíso 1.00 

Colosal 1.00 

Todas 1.00 

Libertad 0.70 

Up Down 0.70 

Universitaria 0.70 

Bohemia 0.30 

Total Urban  100.00 

 

 

 

 

 

Rural 

Ninguna 38.10 

Antena 2000 14.30 

Milenium 9.50 

Loyola 9.50 

Encuentro 9.50 

Aclo 9.50 

Solar 4.80 

La Plata 4.80 

Total Rural  100.00 

 
Table 20 Radio Stations Preference (In percentage and by 

geographic area) 

 

In the urban area of the total of those 

surveyed, the radio stations with the highest 

acceptance are "BRUJA" with 17.4%, 

"PANAMERICANA" with 15.4% and it was 

observed that many of the respondents do not use 

radio as a means of information about according 

to the 12.8% obtained as a result of the survey. 

 

In rural areas, the most popular radio 

station is “ACLO” with 28.6% and in second 

place the radio station “ANTENA 2000”. 

 

 

 

 

 
 
Table 21 Preference of Radio Stations with most 

remembered Government advertisements (In percentage) 

 

In urban areas, taking into account the 

most accepted radio station "LA BRUJA", the 

positioning of the advertisements issued by the 

government of the day is insignificant, and in the 

radio station "PANAMERICANA" 5.1% recall 

the advertisement "EVO CUMPLE". In rural 

areas, the most remembered advertisement on 

the most popular radio station "ACLO" is 

"CONTRA LA AUTONOMIA" and 4.4% of 

respondents do not remember any 

advertisement. 

 

Newspaper Preference 
 
 

 

Area 

 

 

Most 

remembered 

advertising 

C
o
rr

eo
 d

el
 S

u
r 

 

L
a
 R

a
zó

n
 

 

E
l 

D
ia

ri
o

 

 

O
tr

o
s 

 

N
in

g
u

n
o
 

 

to
ta

l 

 

 

 

 
 

Urbana 

EVO COMPLIES 25.30 1.70 - 0.30 3.40 30.70 

NONE 14.10 1.70 - 1.30 2.70 19.80 

NEW CPE 10.40 1.30 0.70 1.00 1.70 15.10 

RENT DIGNITY  

13.10 

 

0.30 

 

- 

 

0.30 

 

1.30 

 

15.00 

JUANCITO PINTO 3.40 0.30 - 0.30 0.30 4.30 

HYDROCARBONS 2.70 - - 0.30 1.00 4.00 

AGAINST 

AUTONOMY 

 

3.00 

 

- 

 

- 

 

0.30 

 

0.30 

 

3.60 

 OIL 2.40 0.30 - - 0.30 3.00 

OTHER 2.00 - - - - 2.00 

INFLATION 1.00 - - - - 1.00 

MORE JOBS 0.70 - - - - 0.70 

DISCRIMINATION 0.30 - - - - 0.30 

 

 

Area 

 

 

Publicidad + 

recordada 

C
o
rr

eo
 d

el
 S

u
r 

 

N
in

g
u

n
o
 

 

to
ta

l 

 

 

 

 

 

Rural 

AGAINST 

AUTONOMY 

 

21.1 

 

5.3 

 

26.4 

NONE 5.3 15.8 21.1 

NEW CPE 10.5 5.3 15.8 

EVO COMPLIES 15.8 0 15.8 

JUANCITO PINTO 5.3 10.5 15.8 

RENT DIGNITY  

5.3 

 

0 

 

5.3 

 
Table 22 Preference for the most remembered 

Newspaper and Government Advertisements (In 

percentage and by geographic area) 

 

The newspaper with the highest coverage 

in both areas is "CORREO DEL SUR", through 

this the advertisements that managed to position 

themselves more in the minds of the electorate 

are: "EVO CUMPLE" 25.3% and "RENTA 

DIGNIDAD" 13.1% in the urban area, and in 

rural areas “CONTRA LAS AUTONOMIAS” 

21.1% and “EVO CUMPLE” 15.8%. 
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Government Advertising Spending 
 

Surveys were conducted in different media, both 

television and radio stations, to determine the 

amount charged by these media to present 

advertising spots, in order to estimate what the 

government's spending, based on press data in 

order to support said study. 

 
Name 

Radio station 

Transmit S 

or N 

Amount Ad more 

diffused 

 

Intensity 

Aclo Yes 3000 Bs. Month for 18 

passes 

New CPE Totally agree 

Alcance Yes 2600 Bs. Month for 16 

passes 

Evo Meets Totally agree 

America Yes 2200 Bs. Month for 14 

passes 

Evo Meets Totally agree 

Antena 2000 Yes 1800 Bs. Month for 18 

passes 

Hydrocarbons Totally agree 

Arcadia Yes 2500 Bs. Month for 10 

passes 

New CPE Totally agree 

California 

Tropical 

Yes 1200 Bs. Month for 24 

passes 

Juancito Pinto 

placeholder image 

Totally agree 

Capital No    

Juana Azurduy No    

Charcas No    

Churuquella No    

Colosal No    

Conquistador Yes 2000 Bs. Month for 12 

passes 

Evo Meets Totally agree 

l Sonido de la 

Vida 

No    

Encuentro Yes 1800 Bs, Month for 18 

passes 

New CPE Totally agree 

Esmeralda Yes 4500 Bs. Month for 20 

passes 

Income Dignity Totally agree 

Gente Yes 1500 Bs. Month for 5 

passes 

Against 

Autonomies 

Totally agree 

Global Yes 300 Bs. Daily for 5 passes Evo Meets Totally agree 

Guadalupe Yes 1250 Bs. Month for 10 

passes 

New CPE Totally agree 

Horizontes Yes 450 Bs. Daily for 8 passes Juancito Pinto 

placeholder image 

Totally agree 

Integración del 

Sur 

Yes 80 Bs. Daily for 3 passes Against 

Autonomies 

Totally agree 

La Bohemia Yes 3000 Bs. Month for 40 

passes 

Evo Meets Totally agree 

La Bruja No    

La Plata Yes 350 Bs. Daily for 15 passes Evo Meets Totally agree 

Libertad No    

Loyola Yes 2000 Bs. Month for 20 

passes 

Evo Meets Totally agree 

Maria Yes 600 Bs. Daily for 10 passes Evo Meets Totally agree 

Menfis Yes 500 Bs. Daily for 20 passes Bolivia Worthy Totally agree 

Solar Yes 1350 Bs. Month for 15 

passes 

Evo Meets Totally agree 

Sucre No    

Sistema Cristiano 

de 

Comunicación 

No    

Tricolor Yes 300 Bs. Daily for 10 passes New CPE Totally agree 

Universitaria No    

Urcupiña Yes 250 Bs. Daily for 20 passes Against 

Autonomies 

Totally agree 

Vida Nueva No    

 
Table 23 Television Stations, Advertising Prices, Most 

Popular Advertisement and Political Marketing 

Intensity in the City of Sucre 

 
Name 

Television 

Transmit 

S or N 

 

Amount 

Most popular 

announcement 

 

Intensity 

Radio patria No    

 
 

Mundo vision 

Yes It is according to the 

number of passes and the 

frequency ex: electoral cut 
1 month bs 1200. 

Advertising with the 

government send an 

agreement 

National: no at 

Autonomies and 

socialization new 
constitution. Local: 

departmental electoral 

court- Referendum and 

Prefect selection 

 

 

 
 

 

Totally agree 

Television 

Universitaria 

No    

 

 

Atb-sucre 

Yes Bs 70 per spot pass 

Of 30 seconds (with the 

government this send a 

rate) 

New socialization 

Political constitution, 

income dignity 

 

 

Totally agree 

Catolica No    

 

Global 

Yes 0.45 dollars per second New constitution State 

policy, Juancito pinto 

 

Totally agree 

Red uno Yes    

Cristiana No    

Colosal No    

 

Gigavision 

Yes $ 0.50 per second of spot New constitution 

And rent dignity 

Totally agree 

 

Cadena a 

Yes 0.28 dollars per second In general all Referred to 

evo Complies 

Totally agree 

 

Bolivision 

Yes $ 0.70 per second New constitution, 

Juancito pinto, from Oil 

Totally agree 

Unitel No $ 1.40 per second   

Pat 
Yes $ 0.50 per second of spot Generally socialization of 

the new constitution 

 

Totally agree 

 
Table 24 Radio Stations, Advertising Prices, Most 

Broadcast Announcement and Political Marketing 

Intensity in the City of Sucre 

 

According to the previous tables, it is 

possible to estimate the government's spending 

on advertising broadcast in the aforementioned 

media; The cost per month or daily has been 

calculated for its equivalent per year; The result 

shows that close to one million Bolivians are 

spent per year (1,387,200 Bs) and only with an 

average number of 135 passes per year in each 

analyzed media. 

 
Radio station 

name 

Unit cost Monthly 

cost 

Annual cost 

Aclo 3000 Bs. Month for 
18 passes 

3,000.00 36,000.00 

Alcance 2600 Bs. Month for 

16 passes 

2,600.00 31,200.00 

America 2200 Bs. Month for 
14 passes 

2,200.00 26,400.00 

Antena 2000 1800 Bs. Month for 

18 passes 

1,800.00 21,600.00 

Arcadia 2500 Bs. Month for 
10 passes 

2,500.00 30,000.00 

California 

Tropical 

1200 Bs. Month for 

24 passes 

1,200.00 14,400.00 

Conquistador 2000 Bs. Month for 
12 passes 

2,000.00 24,000.00 

Encuentro 1800 Bs, Month for 

18 passes 

1,800.00 21,600.00 

Esmeralda 4500 Bs. Month for 

20 passes 

4,500.00 54,000.00 

Gente 1500 Bs. Month for 

5 passes 

1,500.00 18,000.00 

Global 300 Bs. Daily for 5 

passes 

9,000.00 108,000.00 

Guadalupe 1250 Bs. Month for 

10 passes 

1,250.00 15,000.00 

Horizontes 450 Bs. Daily for 8 

passes 

13,500.00 162,000.00 

Integración 

del Sur 

80 Bs. Daily for 3 

passes 

2,400.00 28,800.00 

La Bohemia 3000 Bs. Month for 

40 passes 

3,000.00 36,000.00 

La Plata 350 Bs. Daily for 

15 passes 

10,500.00 126,000.00 

Loyola 2000 Bs. Month for 

20 passes 

2,000.00 24,000.00 

Maria 600 Bs. Daily for 

10 passes 

18,000.00 216,000.00 

Menfis 500 Bs. Daily for 

20 passes 

15,000.00 180,000.00 

Solar 1350 Bs. Month for 

15 passes 

1,350.00 16,200.00 

Tricolor 300 Bs. Daily for 

10 passes 

9,000.00 108,000.00 

Urkupiña 250 Bs. Daily for 
20 passes 

7,500.00 90,000.00 

Total  115,600.00 1,387,200.00 

 
Table 25 Cost estimation in political advertising 

 

Calculating an estimated average, the 

current government per month spends about 

115,600.00 bolivianos for propaganda in the 

Municipality of Sucre. 

  

The relationship between the positioning 

of advertising and its spending can be obtained 

from the calculation of a correlation coefficient, 

both for rural and urban areas. 
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Urban area 
Advertise more 

Remembered 

Average positioning 

advertising 

Average spending per 

Advertising 

Evo Complies 4.38 67,533.33 

New Cpe 2.18 42,120.00 

Rent Dignity 2.22 54,000.00 

Juancito Pinto 0.65 88,200.00 

Hydrocarbons 0.59 21,600.00 

Against 

Autonomy 

 

0.55 

 

45,600.00 

 

 Correlation coefficient 0.24 

Rural área 
Advertise more 

Remembered 

Average positioning 

Advertising 

Average spending per 

Advertising 

Evo Complies 5.27 67,533.33 

New Cpe 3.28 42,120.00 

Rent Dignity 2.55 54,000.00 

Juancito Pinto 5.27 88,200.00 

Against 

Autonomy 

 

3.17 

 

45,600.00 

 

 Correlation coefficient 0.82 

 
Table 26 Cost estimate in political advertising 

 

Urban area; The result of the relationship 

between the variables of advertising positioning 

and the expenditure made by the government 

indicates that there is a direct but weak 

correlation. 

 

Rural area; In rural areas, between the 

two variables analyzed there is a strong and 

direct one; which quantitatively explains the fact 

that the advertising positioning is maintained 

with values even higher than in the urban sector. 

 

Analysis synthesis 

 

The positioning of the political marketing 

product is evident; EVO CUMPLE advertising 

comes first in both oral, visual and written 

media. There is a direct relationship between the 

positioning of the product and the cost of 

promoting it; which leads to affirming that the 

intensity in the use of advertising has positive 

results, which is evidenced in the voting results. 

 

Consideration on the hypothesis raised 
 

Taking into account the data obtained, it is 

concluded that in the conjuncture the country is 

going through, the current government manages 

the advertising resource in order to reinforce the 

indigenous discourse that is transmitted 

nationwide, in prime-time hours, during news 

from different television networks and in 

political analysis programs, to try to create 

credibility for all the actions that have been 

carried out. 

In this sense, the hypothesis of this study: 

The political attitude, understanding by attitude 

the degree of interest in politics, the attitude 

towards change, the attitude towards freedom 

and authority, its self-identification with the 

current line of government; it is less positive 

despite the publicity and use of the media by the 

government; has two connotations for your 

proof. 

 

First connotation; Despite the intensity of 

the use of the communication media in the 

dissemination of advertisements to solve their 

governmental actions, in the urban area the 

indicated hypothesis is demonstrated since the 

negative political attitude regarding the 

importance of politics, the approval of the 

actions of the current government and the 

guarantee of freedoms is greater than the 

positive. 

 

Second connotation; In rural areas, on the 

contrary, the indicated hypothesis is not 

demonstrated since the negative political attitude 

regarding the importance of politics, the 

approval of the actions of the current 

government and the guarantee of freedoms is 

less than the positive one; It can be said that the 

massive use of the media has managed to 

position the actions of the current government 

and especially the image of the President with 

success. 

 

Conclusions 
 

There is a change in political preference in both 

areas where the MAS had a decrease of 77.10%, 

PODEMOS also had a decrease of 35.90%. 

 

45.70% prefer to vote for another and 

87.10% would not vote for any of the candidates 

considered. 

 

Both in urban and rural areas, politics is 

not considered important, that is, the political 

attitude of the population regarding the 

importance of politics is mostly indifferent. 

 

The majority (49.8%) of the electorate in 

the urban area indicates that freedoms in the 

country and under the logic of the current 

government are not guaranteed. 
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Among the media taken into account, the 

most remembered advertisements in both areas 

were: EVO CUMPLE. NEW POLITICAL 

CONSTITUTION OF THE STATE and 

AGAINST AUTONOMIES. 

 

In the Urban Area, the most popular 

television channel was UNITEL, the most 

popular radio station LA BRUJA, and the most 

widely accepted newspaper CORREO DEL 

SUR. In the Rural Area, the most popular 

television channel was UNITEL, the most 

popular radio station ACLO, and the most 

widely accepted newspaper CORREO DEL 

SUR. 

 

There is a direct relationship between the 

positioning of the product and the cost of 

promoting it; which leads to affirming that the 

intensity in the use of advertising has positive 

results, becoming evident in the voting results. 
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